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The purpose of this study is to expand the research on perceived value, information 

system quality, and online customer experience to cover the context of online 

renting. The previous literature was solely focusing on traditional retail which makes 

this study novel in the mentioned research field. 



When the consumer psychology of renting and purchasing are evaluated, it can be 

said that they differ significantly from each other. When purchasing goods, the 

ownership of the goods transfers against an agreed fee – usually monetary. Thus, 

in normal consumer commerce there rarely is any need for a written contract. 

However, in the context of renting, the ownership of the good does not transfer, 

causing the need for more formal contractuality that aims to protect both sides of 

the transaction. Furthermore, an ownership usually includes significantly longer time 

perspective for the perceived value than renting which usually fulfills a temporary 

need. This aspect puts different attributes of perceived value in different positions 

when comparing the perceived value in purchasing and renting. 

A total of 74 respondents participated in the research that focused on examining the 

value perception of a respondent on a simulated bicycle rental situation that 

happened online. The respondents were asked to evaluate their experience on the 

information quality, website quality, online renting experience, perceived risk, 

perceived value, and online loyalty. The research included a manipulation to 

information quality, but the manipulation didn’t produce any statistically significant 

results. 

Otherwise the findings showed that the pragmatic and utilitarian value for the 

consumer are in a prominent role in the context of renting. Therefore, the premise 

of e-commerce web design should be building a service that helps the individual to 

achieve the desired goal as efficiently as possible. However, for increased reliability 

and more comprehensive results, the research would have required more 

manipulation variations and experimenting with real customers. 
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Tämän tutkimuksen tarkoitus on laajentaa asiakkaan arvokokemusta, informaatio 

systeemeitä ja verkkokaupan asiakaskokemusta koskeva tutkimus kattamaan 

verkossa tapahtuvan välinevuokraamisen kontekstin. Aikaisempi tutkimus on 



yksinomaan keskittynyt perinteiseen ostamiseen tehden tästä tutkimuksesta 

uudenlaisen omalla alueellaan. 

Kun arvioidaan kuluttajan psykologiaa ostaessa ja vuokratessa, voidaan sanoa, että 

niiden väliltä löytyy merkittäviä eroja. Kun kuluttaja ostaa hyödykkeitä, niiden 

omistajuus siirtyy sovittua korvausta vastaan – yleensä rahallisessa muodossa. 

Siten normaalissa kuluttajakaupassa on harvoin tarvetta kirjalliselle sopimukselle. 

Vuokrauksen kohdalla hyödykkeen omistajuus ei siirry ostajalle, vaan ainoastaan 

käyttöoikeus siirtyy tilapäiseksi ajaksi. Tämän takia formaalimpi sopimuksellisuus on 

tarpeen suojaamaan sekä vuokralle antajaa että vuokralle ottajaa ei-toivotuilta 

tapahtumilta. Lisäksi on syytä huomioida, että ostettaessa hyödykkeitä, niiltä 

odotetaan saatavan arvoa pidemmän ajan, kun taas vuokraamalla pyritään 

täyttämään tilapäinen tarve. Siksi arvokokemuksen luovat attribuutit ovat erilaiset 

ostamisen ja vuokraamisen välillä. 

Yhteensä 74 vastaajaa osallistuivat tutkimukseen, joka keskittyi asiakkaan 

arvokokemusta simuloidussa tilanteessa, jossa vastaaja kuvitteellisesti vuokrasi 

polkupyörän verkossa. Vastaajia pyydettiin arvioimaan kokemustaan informaation 

laadun, verkkosivun laadun, verkkovuokrauksen, koetun riskin, arvokokemuksen ja 

uskollisuuden osalta. Tutkimus sisälsi informaation laatua koskevan manipulaation, 

joka ei tuottanut tilastollisesti merkitseviä eroavaisuuksia vastaajien välille. 

Huomionarvoinen havainto tutkimustuloksista osoittaa, että kuluttajan kokema 

pragmaattinen ja käytännöllinen arvo korostui vuokrauskontekstissa. Siksi 

verkkosivujen suunnittelijoiden tulisi keskittyä tekemään kuluttajalle halutun 

toimenpiteen saavuttamisesta mahdollisimman helppoa ja tehokasta. Jotta tutkimus 

olisi paljastanut kokonaisvaltaisempia tuloksia luotettavammin, tutkimus pitäisi 

toistaa useammalla manipulaatiovariaatiolla sekä oikeilla kuluttajilla. 
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1. Introduction 

1.1. Background of the research 

This research discusses two timely consumer behavioral megatrends: e-commerce 

and the sharing economy and studies these two phenomena from the perspective 

of perceived value by the consumer. Perceived value in consumer research often 

refers to the feeling that consumer has when consumer has received the benefits 

and paid the monetary and non-monetary price to obtain the product or service For 

example, Dodds and Monroe (1985) see value as the trade-off between perceived 

quality of the product or service and perceived sacrifice. 

According to Statista (2019), worldwide e-commerce sales in 2017 were 2,3 trillion 

US dollars, and it is expected to grow to 4,8 trillion by 2021. The research on the 

consumer's perceived value in e-commerce has become a significant field of study 

as more and more people are shopping online regularly, and different factors 

generate consumer value or cause uncertainty in online than in traditional retail. 

Simultaneously, a growing number of people are considering renting as a more 

convenient way of consuming than owning. The change can be described as cultural 

because the shift in people’s habits and way of thinking is so significant, says 

sociologist Juliet Schor in New York Times (2014).  

Various definitions exist for the sharing economy. For instance, Airbnb is widely 

considered as a type of example of an application of the sharing economy, whereas 

traditional bed and breakfasts are left out. Schor (2014) states that sharing economy 

activities fall into four categories, which are recirculation of goods, increased 

utilization of durable assets, exchange of services, and sharing of productive assets. 

Clearly, the sharing economy as a concept is anything but new. The new wave of 

tech companies (e.g. Airbnb and Uber) are simply making it popular again. The 

phenomenon is also recognized in the literature (e.g. Belk, 2014) 

Consumer value creation in consumer marketing strategy means meeting the target 

customer’s needs and increasing satisfaction (Porter, 1985). The research on 

perceived customer value has evolved continuously because it is a powerful 
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predictor of purchase intention (e.g., Dodds and Monroe, 1985; Zeithaml, 1988). 

However, the previous literature has a gap when observing consumer perceived 

value in the context of renting. Renting can be considered fundamentally different 

from buying because the ownership does not transfer in the result of monetary 

transaction. Therefore, rental transactions often include stricter contractility. 

This research focuses on the effect of website quality and information quality on 

online renting experience and perceived risk and aims to find out how it affects the 

perceived value of consumers. These concepts are explained in detail later in this 

study.  

While online retailers and sharing-based business models are rapidly transforming 

markets, it is fruitful to research a subject related to both of these trends and 

consider the role of consumer value perceptions into the mix. At this point it is also 

worthwhile to notice that the previous literature has focused solely on the traditional 

retail. Therefore, the focus on renting in this research makes the setting unique 

compared to earlier research. 

1.2. Research goals and problems 

The aim of the research is to improve the understanding of the consumer value 

perception in online equipment renting. The study focuses on the online renting 

experience and perceived risk and observes them from the perspectives of website 

quality and information quality. These attributes are used in DeLone and McLean's 

information systems success model (2004) and fit well for the setting of this research 

as e-commerce systems can be seen as one type of information system (Molla and 

Licker, 2001). 

The earlier research is dominated by studies focusing on purchasing and lacks the 

rental point of view on the consumer perceived value. The rental industry differs 

from traditional commerce because the ownership of the product does not transfer 

when the payment is made. Therefore, the parties must come to an agreement 

about the terms and conditions of the rental, and that usually happens in the form 

of a rental contract.  

The main research question of this thesis is: 
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How is perceived value formed in the context of online renting? 

To answer the first research question, a theoretical framework is built and 

empirically tested in a simulated online rental scenario. 

Another objective of the research is to find out how information quality affects 

consumers' perception of online renting experience, perceived risk, and finally 

perceived value. These concepts, as well as the research model, will be explained 

later in more detail. However, to build more context to the research questions at this 

point, based on equity, perceived value can be seen as the trade-off between the 

benefits and sacrifices. In this research the achieved benefits are crystallized with 

the concept of online renting experience. Perceived risks, on the other hand, reflect 

the sacrifices and “price to be paid” in order to receive the desired benefits. Often 

sacrifices are both monetary and non-monetary. Moreover, online renting 

experience and perceived risks are formed by antecedent constructs, which are in 

this research, website quality and information quality. 

Thus, the main research question is divided into four sub-questions which are: 

1. What is the effect of website quality on online renting experience, 
perceived risk, and perceived value? 

2. What is the effect of information quality on online renting experience 
perceived risk and perceived value? 

3. What are the effects of online renting experience and perceived risk on 
perceived value? 

4. What is the effect of perceived value to online loyalty? 

The sub-questions break the theoretical model tested in this research into smaller 

pieces, which helps to collect information from existing literature, form hypotheses, 

and analyze the results of the experiment. 

1.3. Preliminary literature review 

The evolution and keen interest in the topic of consumer perceived value are likely 

to be explained by the multidimensional and context-dependent nature of perceived 
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value (e.g., Bolton and Drew, 1991; Zeithaml, 1988; Sinha and DeSabro, 1998). The 

contribution of this research is investigating the effect of information and website 

quality as a consumer value creative element in the online rental context. The 

literature review and theory is, therefore, based on the consumer perceived value 

research, started by Dodds and Monroe (1985) and information system success 

model by DeLone and McLean (2004). In the building of the theory, this research 

combines the literature from both information system success and perceived value. 

The purchase intention and willingness to buy are born as a result of perceived value 

(Dodds and Monroe, 1985; Chapman, 1987). Dodd’s and Monroe’s (1985) are 

significant influencers in consumer perceived value research. The early literature of 

perceived value firmly focused on the price-perceived quality relationship. In Dodds 

and Monroe’s (1985) conceptual model, price positively influences the perceived 

quality and perceived sacrifice. Perceived quality then positively influences the 

perceived value, which in turn, is negatively affected by the perceived sacrifice. 

Roughly speaking, if the perceived quality is higher than the perceived sacrifice, the 

perceived value stays positive, and a consumer is likely to make a purchase. 

Dodds and Monroe (1985) researched the effect of brand and price information on 

consumers’ subjective product evaluations. Their findings support the positive 

relationship between price and perceived quality. According to them, a brand effect 

does not dominate price by its strong influence but enhances the price effect. In 

short, using a brand name significantly increases perceived quality and willingness 

to buy as compared to using no brand. 

 

Figure 1. The relationship between perceived quality and willingness to buy (Dodds 

and Monroe, 1985) 

Chapman (1987) further researched the effect of price on perceived value. He 

extended Dodds and Monroe’s original model to include situations where the 

product price is discounted, and consumers are aware of both the reference price 
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and the discounted price. Chapman and Wahlers (1999) further updated the model 

by dropping out the non-supported constructs (acquisition value, perceived sacrifice 

based on the reference price, and transaction value). See the frameworks below 

(Figures 3 and 4). 

 

Figure 2. The revised price-perceived quality conceptualization (Chapman and 

Wahlers, 1999) 

Chapman and Wahlers’ (1999) research partly reiterate the findings of Dodds and 

Monroe (1985). It supports the positive price-perceived quality relationship as well 

as the negative relationship between perceived sacrifice and perceived value. 

However, it is not the actual price that the consumer pays that affects the quality 

perception, but the reference price (Chapman and Wahlers, 1999). Furthermore, the 

redemption effort to obtain discounts negatively affects the perceived value. 

Several researchers have criticized the simplification that defines perceived value 

as the trade-off between perceived quality and price. Sinha and DeSarbo (1998) 

note that simplification can lead to unreliable and inconsistent research results. 

Zeithaml (1988) goes through the evidence from earlier research and fulfills it with 

insights from an exploratory investigation. Based on that, she created a conceptual 

model that defines and relates price, perceived quality, and perceived value. 

She also proposes that perceived value is a trade-off between the perceived product 

quality and perceived price, which includes both monetary and non-monetary 

sacrifice, as in Chapman and Wahlers’ (1999) model. Still, she adds a set of other 

attributes into the benefits side of the model, including, for instance, the intrinsic and 

extrinsic quality cues. Extrinsic cues are intangible such as brand, price, and level 
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of advertising, and intrinsic cues are concrete product-related features such as size, 

shape, texture, and so on. Due to the heterogeneity of the value perceptions among 

consumers, she defines perceived value more abstractly than the previous research 

as the trade-off between the perceived benefits and sacrifice. (Zeithaml, 1988) 

Furthermore, Zeithaml (1988) suggests against the earlier research that a general 

price-perceived quality relationship doesn’t exist and adds that the use of price as 

an indicator of quality depends on the availability of other cues. In other words, price 

is only a reliable quality measure, when other cues are not available.   

Figure 3. A means-end model relating price, quality, and value (Zeithaml, 1988) 

At the turn of centuries, researchers began to show interest in the factors that are 

specified in the online environment. Chen and Dubinsky (2003) acknowledged that 

the benefits of the internet for consumers are significant because web shopping is 

time-saving, and all the information is continuously available, which makes 

comparing products much more convenient (Chen & Dubinsky, 2003). However, low 

overall satisfaction, as well as flat purchasing rate, were recognized issues in the 

early days of e-commerce (Järvenpää and Pike, 1997; Moon and Frei, 2000). 

Chen and Dubinsky (2003) developed a model of perceived value further and sought 

unique variables that would apply in the B2C e-commerce context. In their 

framework ease-of-use of the website, relevant information, and customer service 
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are antecedents of the valence of experience. Perceived quality is affected by the 

valence of experience, e-retailer’s reputation, and product price. The framework also 

includes perceived risk, which is affected by the perceived quality, e-retailer’s 

reputation, and product price. Eventually, the perceived customer value consists of 

the relation between the valence of experience, perceived risk, product price, and 

the perceived product quality. (Chen and Dubinsky, 2003) 

Figure 4. The conceptual framework of perceived customer value in an e-commerce 

context (Chen and Dubinsky, 2003) 

The results of their research justify the presence of the new online specific 

attribute, the valence of experience, as the positive relationship between the ease-

of-use of the website, relevant information, and customer service with the valence 

of experience, as well as, the positive correlation between the valence of experience 

and the perceived value and product quality were all supported (Chen and Dubinsky, 

2003). 
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Moreover, Chen and Dubinsky (2003) did not find a positive price-product quality 

relationship. They refer to Zeithaml’s (1988) paper in which she suggests that a 

general price-quality relationship does not exist. Consumers use price to evaluate 

the quality when their familiarity with the product is low or in the absence of other 

quality cues. Surprisingly, the proposed negative association between perceived 

risk and the perceived value was not found. However, this might have been caused 

by the product type used in the research. For instance, Sweeney et al. (1999) argue 

that perceived risk is a vital attribute affecting the perceived value in the home 

appliance product category. 

As the popularity of online shopping has been continually growing since the early 

days of the Internet, a whole new field of research has born around e-commerce. 

Different aspects of online customer experience and consumer value are popular 

research topics also in the e-commerce context. But while the research focusing on 

perceived value research is very consumer centric, the focus in the e-commerce 

research is strongly on the information systems and their effect on the shopping 

experience. 

The features of the information system’s quality started to gain attention at the turn 

of centuries. For instance, DeLone and McLean (1992; 2004) have studied the role 

of information technology in e-commerce and developed a model measuring the 

success of information systems. The original version was published in 1992, and it 

was updated in 2004. 

Molla and Licker (2001) see e-commerce systems as an information system, which 

justifies applying the IS success theories to e-commerce. DeLone and McLean 

(2004), explain that net benefits, which are the most essential success measures, 

depends on the perspective. The sought benefits are different for the buyer and 

supplier. This research focuses on the consumer perspective. Net benefit measures 

for consumers are, for instance, purchase intention, online loyalty, and preference 

(e.g., Chen & Dubinsky, 2003; Hsieh and Tsao, 2014; Lee and Kozar, 2006). 
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Figure 5. DeLone and McLean (2004) Information Systems Success Model 

Information systems and perceived quality have been popular subjects for 

researchers. Research on both information systems and marketing, recognize end-

user satisfaction as an essential area of research. Both research tracks also have 

similarities in the separation of the antecedents of customer satisfaction. The 

research on online customer experience ties the system- and consumer-oriented 

research tracks together. For example, McKinney et al. (2002) conducted a study 

that synthesizes information system research on user satisfaction with marketing 

research on customer experience. 

Rose et al. (2012) conducted a research about the antecedents and outcomes of 

online customer experience in e-retailing. Their contribution to the scientific 

community includes findings suggesting that website users value features that 

empower the sense of control. Consumers do not want to feel unconfident and 

uncalm when shopping online and, therefore, ease-of-use, clear navigation, and 

sufficient, yet brief, information increase the online customer experience (Rose et 

al. 2012), and therefore perceived value. 
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1.4. Theoretical framework 

The theoretical framework of this research has been built to solve the effect of 

information quality on online renting experience, perceived risk, and perceived 

value in B2C online renting context. The research model is based on the means-

end chain (MEC) theory. MEC theory was developed initially for linking consumer’s 

products and self-knowledge (Gutman, 1982) and therefore suits perfectly for the 

purposes of this research. MEC theory arranges knowledge in a three folded 

hierarchy, which progresses from means towards the ends. The sequence starts 

from detailed knowledge about product attributes, which are connected to more 

abstract psychological and social consequences of the attributes. Finally, the 

consequences are forming values, which motivates consumers towards a 

particular behavior.  

The product attributes in this research are website quality and information quality, 

based on the information systems success model by DeLone and McLean (2004). 

The model by DeLone and McLean (2004) also includes third attribute, service 

quality, as one of the antecedents defining user satisfaction in their IS Success 

model. In this research the user satisfaction is called online renting experience. 

However, in this research, it is decided to leave it out of the model. The reason is 

that in e-commerce, information quality possesses several functions that would 

normally land to the area of service quality. For example, Webb and Webb (2004) 

notes that the overlapping between the information quality and service quality in 

the e-commerce context has led several scholars to not to include service quality 

in research models (e.g. McKinney et al. 2002) 

The attributes are instrumental elements to achieve the consequences, which in this 

research are the online renting experience and perceived risk. Consequences can 

be either positive or negative. Consequences also act as the mediating factors on 

the relationship between the attributes (information quality and website quality) and 

values (perceived value and customer loyalty). 

Values are the final goals that ultimately motivate consumers to the particular 

behavior. The key aspect of the MEC theory is that consumers prefer actions that 

produce desired outcomes and minimize undesired results (Gutman, 1997). 
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Therefore, in this research, the net value is the trade-off between the two 

consequences - online renting experience and perceived risk. Furthermore, 

perceived value acts as the mediating factor between the mid-level consequences 

and customer loyalty. This is in line with the quality-value-loyalty chain model 

proposed by Parasuraman and Grewal (2000). 

Previous literature also often includes price and brand reputation as antecedent 

constructs defining perceived value. However, the more feasible cost transparency 

that e-commerce has made available has not come without cost. The total product 

cost, not solely the price, has become an increasingly important vehicle for 

attracting customers (Jiang and Yang, 2016). Therefore, in this research, the 

model is built without these constructs (price and brand reputation). Without the 

price and reputation in the model, the model has stronger focus on observing the 

effects of information quality.  
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Figure 6. Theoretical framework 

The research model is divided into three levels. On level one, information quality 

and website quality act as independent variable, even though only information 

quality is manipulated in the experiment. Online renting experience and perceived 

risk act as dependent variables on level one. The manipulated content in the 

experiment is the product description. According to DeLone and McLean (2004) 

Information System Success Model, information quality captures the content issue 
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and, therefore, product description can be considered as part of the information 

system’s information quality.  

On level two, perceived value act as the dependent variable making online renting 

experience and perceived risk. Finally, the third level observes the relationship 

between perceived value and customer loyalty. 

1.5. Key concepts 

Website quality 

DeLone and McLean (2004) defines website quality as the desired characteristics 

of an e-commerce system. These characteristics are for example the usability, 

availability, reliability, adaptability, and response time. Different studies have 

utilized different attributes to measure the website quality. This research measures 

it based on the research by McKinney, Yoon, and Zahedi (2002), who used 

accessibility, usability, entertainment, and navigation to measure the overall 

website quality. 

Information quality 

Information quality basically answers to how relevant, understandable, reliable, 

adequate, and useful the information provided by the website is. Information quality 

captures the content issue of e-commerce (DeLone and McLean, 2004). They 

suggest that website content should be personalized, easy to understand, relevant, 

complete, and secure if an e-commerce company wishes to make loyal customers. 

Often information quality is a separate antecedent measure from service quality that 

is present, for example, in the DeLone & McLean (2004) IS Success Model. 

However, Webb and Webb (2004) note that service quality presented in the previous 

marketing literature differs significantly from service quality discussed in the e-

commerce literature, because the person-to-person contact does not lay any role in 

the e-commerce setting. Therefore, the quality of information and the way it’s 

presented and delivered to the website user, must overcome the lack of service 

provided by the salespeople in a physical store setting. Thus, it can be said that an 

overlapping occurs between the information quality and service quality in the e-
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commerce context, and therefore, this study follows the example set by e.g. the 

McKinney et al. (2002), who left service quality completely out of their research that 

studied the web customer satisfaction. 

Online renting experience 

Chen and Dubinsky (2003) discusses about the concept of valence of experience. 

What they mean about it, is consumer’s emotional or attitudinal state aroused by the 

subjective experience that she went through during the online purchase process. 

Kotler (1997) explains that customer satisfaction is the consequence of customer’s 

experience during various stages in the purchasing process (need arousal, 

information search, alternative evaluation, decision, post purchase behavior). 

Online customer experience focuses strongly on the pre-purchase stage of the 

shopping journey. McKinney et al. (2002) posit that online customer satisfaction has 

two distinctive sources: website’s system performance and the quality of the 

information content. If perceived risk can be seen the monetary and non-monetary 

price an individual must pay products or services, online renting experience can be 

seen as the benefits one obtains when paying the price but also as the easiness of 

obtaining the benefits.  

Perceived risk 

Perceived risk in consumer research is often described as the perception of the 

uncertainty and adverse consequences perceived by the individual (Dowling and 

Staelin, 1994). Risk perception is very subjective feeling, and therefore, there are 

almost as many types of risks as there are consumers. The most common risk types 

studied in the field of e-commerce are financial risk, performance risk, privacy risk, 

and time risk (Hsieh and Tsao, 2013). As the early research focused quite solely on 

the relationship between price, quality, and perceived value, Zeithaml (1988) defines 

the concept of risk as perceived monetary price and perceived non-monetary price, 

which is quite good conceptualization of the perceived risk. In this research, 

perceived risk reflects the negative feelings that the respondents feel during the 

online renting experience. 

Perceived value 
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Chen and Dubinsky (2003) define perceived value as the perception of net benefits 

gained in exchange for the costs incurred in obtaining the desired benefits. The net 

benefits can include both product feature and experience related benefits (tangible 

and intangible), whereas the costs can be both monetary and non-monetary (e.g. 

the used time in order to gain the desired benefits). 

Online loyalty 

Internet is a self-service technology which causes that the affecting factors that form 

the customer loyalty are slightly different than compared to traditional customer 

loyalty in shopping. In e-commerce, Yen and Gwinner (2003) found out that 

confidence and special treatment benefits significantly improves the online loyalty. 

In their study, confidence and special treatment are mediators between online 

loyalty and e-service quality, perceived control, convenience, efficiency, and 

performance of the technology. Furthermore, Zhang and Prybutok (2004) showed 

that website’s design and ease-of-use are significantly and positively influencing 

customer loyalty. It can be concluded that online loyalty is influenced by consumers 

experience on the website together with the brand loyalty. If the experience on the 

website is not satisfying enough, consumers are less likely to do purchases online 

Heim and Sinha (2001).  

1.6. Delimitations 

Due to limited resources and the aim to focus purely on the role of the information 

quality in consumers’ online renting process, the research has certain delimitations. 

First, this research does not take the price and company reputation into account. 

Several studies have come up with the result that price, and company reputation 

are strongly related to consumers’ perceived value and risk. Because the aim of this 

research is to focus on the role of information quality, it is justified to close price and 

reputation attributes out from this research. 

Second, the research focuses only on the pre-purchase stage of the rental, which 

means that the entire rental experience cannot be tested and therefore included in 

the research. The research will not illustrate the process comprehensively as the 

whole and all the value-creating factors, for example, during or after the rental. 
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Third, the quantitative data is based on respondents' experience on simulated 

website flow, without a real scenario with a renting intention or need. Thus, the 

respondents are aware that they will not lose money, get scammed, or suffer from 

any other inconveniences. Also, positive experiences can become unnoticed 

because of fictitious simulation. As the research seeks to find answers to questions 

regarding consumer experience and perceived risk in an online renting context, one 

must be aware that the scenario is not entirely realistic, which might affect the 

results. 

1.7. Research methodology 

The research is explanatory in nature as the goal is to explain the relationships 

between variables. An experiment is used as a research method because the aim 

is to test predictions described in chapter two. (Saunders, Lewis & Thornhill, 

2016) The experiment itself examines website and information quality's relationship 

with consumer perceptions in online bicycle rental situations. The data is collected 

with an online survey shared on social media and by stopping people in the Aalto 

University campus area. There are no limitations who can be selected as a 

respondent. Before the survey, the respondents of the research are asked to 

perform a simulated online bicycle rental over a rental software platform Rentle 

(Rentle, 2019). 

The experiment can be defined to follow a between-subjects design because a 

sample of participants is selected and then randomly assigned to control and 

experimental groups but in no case both. (Saunders, Lewis & Thornhill, 2016) The 

manipulation in the experiment (product description) is expected to cause changes 

in consumer perceptions. Besides the product description, the experiment is 

identical in both scenarios. 

The research model is divided into three levels. On level one, information quality act 

as independent variable and website quality as control variable. Online renting 

experience and perceived risk act as dependent variables on level one. The 

experiment is not the most typical because only the information quality was 

manipulated in the experiment. The manipulated content in the experiment is the 

product description. According to DeLone and McLean (2004) Information System 
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Success Model, information quality captures the content issue and, therefore, 

product description can be considered as part of the information system’s 

information quality.  

On level two, perceived value act as the dependent variable making online renting 

experience and perceived risk. Finally, the third level observes the relationship 

between perceived value and customer loyalty. 

1.8. Structure of the study 

This research is divided into two parts. Chapters two, three, and four presents the 

theory and chapter five presents the empirical findings of the research. Chapter six 

summarizes this thesis with discussion, conclusion, and managerial 

implementations. 

Chapter two focuses on building understanding of what is online renting experience. 

In this chapter, the concepts of website quality and information quality are discussed 

in more detail and what is their role in forming customer experience in e-commerce. 

Furthermore, the role of contract is briefly observed in this chapter and its potential 

effect on online renting is discussed. 

Chapter three discusses the perceived risk. First the concept of perceived risk is 

defined and that is followed by observing the relationship between website quality, 

information quality, and perceived risk. 

Chapter four talks about the concept of online loyalty as an outcome of consumer 

perceived value. Before moving on to the empirical part of the research, the 

hypotheses are summarized.  

In chapter five, the experiment is described, and research results are presented. 

First, the research methods and design are explained, followed by the description 

of how the data was collected and analyzed. Furthermore, the measures are 

defined, and checked from the perspective of validity and reliability. 

Chapter six summarizes the thesis with discussion and conclusions. First, the 

theoretical contributions of this research are presented and compared to the 

theories presented in the chapters 2-4. After that, the managerial implementations 
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are discussed, followed by disclaiming the limitations of the research and suggesting 

what the future research should take into account. 
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2. Conceptual development 
Customer experience is described as a multi-dimensional psychological construct, 

which is derived from multiple interactions between the consumer, product, and the 

company. The nature of customer experience is strongly subjective (Gentile, Spiller, 

and Noci 2007). 

According to Kotler (1997), consumer satisfaction is the consequence of a 

customer’s experiences during various stages of making a purchase. These stages 

are need arousal, information search, alternative evaluation, purchase decision, and 

post-purchase behavior (Kotler, 1997). Gentile et al. (2007) have found evidence of 

six components forming the online customer experience. These include sensorial, 

emotional, cognitive, pragmatic, lifestyle, and relational. 

As can be deduced, customer experience is a very complex entity being influenced 

by several components in several different stages of the purchase. This research 

focuses on the pre-purchase stage of the purchase and, therefore, does not take 

the post-purchase behavior into account. 

In this chapter, the basic concept of online experience is described together with the 

antecedent measures, website quality and information quality. Furthermore, the 

rental specific context is taken into an account with a discussion about the role of 

rental contract. All the legislative details of the contract law are not explained or 

defined. Instead, the institution and role of a contract are described from the 

perspective of B-to-C rental situations and observed from the consumer’s 

perspective. The purpose is to evaluate the nature of transactional agreements and 

their effect on the online renting experience through the two qualities: website quality 

and information quality. 

2.1. Online renting experience 

Online renting experience can be compared to online customer experience with 

slight, context-specific adjustments. In traditional retail, a contract is usually born 

together with the purchase transaction, whereas renting includes much more 

contractility after the sale because the ownership of the product does not change. 
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Therefore, consumers are more bound to behave in a certain way when they are 

renting with a risk of consequences. This chapter goes through earlier research on 

online customer experience and combines it with rent-specific factors, such as 

contractility. 

Even though shopping online has several benefits compared to shopping in a 

physical location, especially in the information-search stage, the information 

provided on the website must compensate for the lack of physical contact with the 

product, and the website design must keep the consumers interested and serviced. 

Wolfinbarger and Gilly (2001) state that consumers' deductions on product’s 

attractiveness are made based on 1. information provided by retailers and 2. design 

elements of the website, e.g., ease-of-use and navigation. Zhang et al. (2000) point 

out that information delivery and quality have critical roles in e-commerce. 

In Chen and Dubinsky’s (2003) work, consumers’ emotional or attitudinal state, 

aroused by the pre-purchase online shopping experience, is described as the 

valence of experience. The valence of experience is formed by three 

antecedents: ease-of-use of the website, relevant information, and customer 

service (Chen and Dubinsky, 2003). Novak, Hoffman, and Yung (2000) describe 

online customer experience as “cognitive state experienced during navigation.” 

Their key premise is the concept of flow, which consists of four 

antecedents: telepresence, level of challenge, skill, and speed of interaction. 

DeLone and McLean (1992) approach the successful e-commerce experience from 

the angle of the information system quality. In their information systems success 

model, they state that system quality and information quality influence user 

satisfaction and the intention to use. The three dimensions in DeLone and McLean’s 

(2004) model describing the overall quality of an e-commerce system are system 

quality, information quality, and e-service quality. However, Webb and Webb (2004) 

note that some studies have focused on information quality without taking service 

quality into account (e.g., McKinney et al. 2002). Webb and Webb (2004) suggest 

that the mixed findings are due to overlapping dimensions of service and information 

quality.   
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Rose et al. (2012) have studied customer experience in an online environment and 

extended the work by Novak et al. (2000). Their view adds affective experiential 

elements to the conceptualization in addition to the subjective, person-centric 

measures provided by Novak et al. (2000). 

Earlier research has also found evidence that vendor-specific qualities, such 

as awareness, price, and reputation, affect the e-commerce system's success and 

online customer experience. Lee and Kozar (2006) studied the quality of websites 

on e-business success in travel and consumer electronics and extended DeLone 

and McLean’s (2004) model with the fourth antecedent, vendor-specific 

quality. Vendor-specific quality consists of awareness, reputation, and price. In the 

marketing research, vendor-specific qualities are also featured, for example, in the 

form of company reputation and brand awareness (e.g., Zeithaml, 1988; Chen and 

Dubinsky, 2003). 

McKinney et al. (2002) make an observation that the customer satisfaction is 

affected by three antecedents of website quality and information quality: 

expectation, disconfirmation, and perceived performance. They continue that 

customers who are dissatisfied with either website or information quality are likely 

to leave the site even though the other attribute is of high quality. 

Nambisan and Watt (2011) studied online experience in social product communities. 

They divide online experience into four dimensions which are pragmatic, hedonic, 

social, and usability. Without the social aspect, their distinction provides a good 

framework to measure an e-commerce online experience without the social aspect. 

Their findings support that all four dimensions are positively associated with the 

attitude towards the product and mostly positively associated with the company. 

Next, it is discussed how website and information quality affect online renting 

experience as individual constructs. 

2.1.1. Website quality 

In traditional store shopping, the shopping experience includes interaction with the 

physical surroundings, personnel, and customer-related services, which have found 

out to affect significantly product quality perception (Kerin et al., 1992). In the online 
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setting, the physical environment does not exist, and neither does the face-to-face 

interaction with the personnel. Typically, the communication in online settings 

happens through automated interfaces, decreasing the costs at the expense of 

service level. (Chen and Dubinsky, 2003) 

DeLone and McLean (2004) explains that website system quality includes the 

usefulness (ease-of-use and navigation), availability (interface allowing customers 

to accomplish specific tasks), reliability (website stability and upkeep), suitability 

(adjusts to meets the customer needs), and response time (short loading times and 

responds customer demands quickly). 

Lee and Kozar (2006) define system quality success factors as navigability, 

response time, personalization, telepresence, and security. Personalization refers 

to treating each customer individually. When it comes to personalized systems in 

the context of website quality, we are talking about technical solutions, like cookies 

and pixels, which aim to enable providing individualized information and service. By 

knowing what individual customer comes to search from a website, it is easier to 

provide more efficient information transfer and reduce the workload the customer 

has to do in order to find what she’s looking for. For example, Bauer, Grether, and 

Leach (2002) note that consumer value more websites that are able to provide 

efficient information transfer, in which personalized systems can help. 

Telepresence aims to provide a sense of reality in a virtual environment because 

consumers are assessing their online experience based on their real-life 

experiences (Klein, 2003). In the context of website quality, telepresence refers to 

the means, e.g., contact number or live chat, not the objective, which is providing 

service close to real life. Therefore, telepresence might be better to be discussed in 

the context of service quality, but this only highlights how much the earlier mentioned 

overlapping happens in the literature. Lastly, Lee and Kozar (2006) include security 

in the system quality.  

An unfriendly user interface can cause confusion and ultimately develop frustration 

about the shopping experience, which can lead to abandoning the purchase process 

or changing the website (Chen and Dubinsky, 2003). McKinney, Yoon, and Zahedi 

(2002) state that customers dissatisfied with bad website characteristics are likely 
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to leave the site even though the information quality would have been on a 

reasonable level.  

Lohse and Spiller (1998) noticed that user-friendly websites can critically increase 

both website traffic and sales. Furthermore, according to DeLone and McLean 

(2004), a good system quality can increase the use of an online store but also the 

overall sales and market valuation of the company. Later Lee and Kozar (2006) 

found a positive relationship between website preference and business 

performance. 

To wrap up this chapter, website is the medium of transferring information and 

providing tools to customers to conduct their desired actions. The faster, easier, and 

clearer the system is, the less customers perceive frustration and other negative 

emotions while shopping, and thus, improving the customer experience and 

decreasing the perceived risk. Therefore: 

H1. Website quality has a positive effect on online renting experience. 

2.1.2. Information quality 

DeLone and McLean (2004) state that information quality captures the content issue 

of e-commerce. The Internet provides consumers with fast and easy access to the 

information they can use to compare prices and products between different 

companies (Vijayasarathy & Jones, 2000).  

Still, as far as the information is not personalized, complete, relevant, easy to 

understand, and secure, potential buyers and suppliers are less likely ready to make 

transactions via the Internet or return to the site (DeLone and McLean, 2004). In 

addition to understandability and relevance, Lee and Kozar (2006) measure 

information quality with currency. Currency refers to the timeliness, meaning that 

the information must be updated regularly. 

Jacoby (1984) points out that if too much irrelevant information or too many options 

are available, consumers will suffer from information overload. According to Bauer, 

Grether, and Leach (2002), consumers value more websites that can provide 

efficient information transfer and information that is immediate, customized, and 
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diverse. Furthermore, personalized content can increase the level of trust in 

consumers (Rose et al., 2010). 

Lee and Kozar (2006) describe that personalized systems can provide online users 

with an individualized interface, effective one-to-one information, and customized 

service. They include personalization as one of the system quality indicators, but it 

has a significant effect also on information and service quality. Furthermore, 

websites providing excellent and relevant information helps customers to enjoy their 

shopping experience and help them to make better decisions (Ahn et al. 2004). 

Although consumers like to have several options available, they dislike the effort 

that evaluating the options might cause. Therefore, e-commerce companies should 

aim to relieve the workload of consumers and offer pre-evaluated and personalized 

alternatives (Moon and Frei, 2000). Also, Chen and Dubinsky (2003) state that a 

web design that does not facilitate information processing may have adverse effects 

on the consumer experience. 

Considering that most of the effort in e-commerce focus on the pre-purchase stage 

of consumer journey, specifically on the information search and alternative 

comparison. Hsieh and Tsao (2013) found out that consumers nowadays expect 

good level of website quality and as based on McKinney et al. (2002) note that 

consumers are likely to leave the site if either website quality or information quality 

does not match the expectations of the customer, it can be hypothesized that: 

 H2: Information quality has a positive effect on online renting experience. 

2.1.3. The role of rental contract in forming online experience 

In general, a contract is a two-way agreement between two or more parties, which 

obligates the parties to act within the terms and conditions prescribed in the contract. 

The purpose of a contract is to define the rights and liabilities as well as share the 

risk between the parties. The obligations can be positive when an act is expected to 

be performed or negative when it is likely that the party refrains from a particular 

type of activity. Furthermore, one of the critical features of a contract is that it must 

be clear and understandable. The content of a contract is determined by the 

imperative and will fledge legislation. (Hemmo and Hoppu, 2018) 
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Consumer contracts are not commonly bound to follow any specific form, and even 

verbal agreement can be binding (Hemmo and Hoppu, 2018). Hence, it is 

challenging to give a clear answer to what is a typical contract. However, in most 

cases, consumer contracts follow the general contract terms.  

Standard contracts and general contract terms are used in several individual 

situations. Many industries exploit the general contract terms, and it is common also 

in the B to C rental business. There are advantages but also disadvantages in the 

usage of general contract terms. Obvious benefits are the time and cost savings 

compared to a situation where every contract would be negotiated individually. 

Furthermore, the general contract terms work as a supporting element and limitation 

of liability for the personnel of a company. For consumers, the advantages can 

include a lower price of the end product due to the cost savings in the negotiation 

phase. 

Moreover, the general contract terms ensure that every consumer is treated equally 

because the product or service is sold under the same conditions for every 

customer. (Hemmo and Hoppu, 2018) 

The disadvantages of the general contract terms appear primarily in the contracts 

that are made unilaterally. Even though the contract parties are free to agree about 

the content of the contract also when the general contract terms are used, this rarely 

happens in practice. Hence, the company has the power to dictate the terms and 

consumers’ negotiation power limits only to agreeing or disagreeing with the 

conditions, which can lead to the withdrawal of the trade. 

Furthermore, in some cases where the general contract terms are printed on the 

contract form, the other party doesn’t bother to read them through. The printed 

conditions on the contract form are part of the contract and, therefore, neither of the 

parties can appeal to not familiarizing themselves with the general contract terms. 

(Hemmo and Hoppu, 2018) 

Digital format and web environment can enhance the customer experience in many 

ways. For example, rental contracts can be personalized according to the product 

that the customer wants to rent, which according to Lee and Kozar (2006), improves 

the customer experience in the context of website quality. As a digital rental contract 
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is part of the website and necessary content, personalized rental contract can 

potentially improve the online renting experience. 

According to several studies (Floh & Treiblmaier, 2006; Liao et al., 2006; McKnight 

et al., 2002), a website that consumers perceive to be of high quality, make 

consumers more likely to have uppermost trusting beliefs about the web retailer’s 

competence, integrity, and benevolence. 

More practical examples can be found from Howe and Wogalter’s (1994) research, 

in which some people thought the font size in legal documents is too small. If the 

contract is in digital form, the features such as font size and other styling related 

issues are easy to fix or at least improved. Therefore, it can be assumed that 

excellent website quality can positively affect the experience that consumers have 

over the transactional contracts, and thus, the online renting experience. 

As mentioned before, on many occasions, rental companies utilize general contract 

terms. In most of the cases, the general contract terms include a significant amount 

of unnecessary information, which might lead to confusion on the customer’s side. 

Jacoby (1984) argues that too much irrelevant product information or too many 

product options available, consumers will suffer from information overload.  

According to Bauer, Grether, and Leach (2002), consumers value more websites 

that can provide efficient information transfer and information that is immediate, 

customized, and diverse. If the information overload is considered unpleasant in the 

shopping context, both on- and offline, could the same findings be connected to the 

consumer contracts as well? Hemmo and Hoppu (2018) state that consumers might 

even neglect to familiarize themselves with the contract terms even though those 

would be printed on the contract form. This indicates, that generally contracts are 

not affecting positively on the customer experience as customers are willing to skip 

the phase completely, even though the purpose is to protect their legal rights. 

Howe and Wogalter (1994) asked if an average citizen understand in what they 

commit when they sign contracts and other legal documents. A total of 38% of the 

respondents reported having signed contracts and legal documents without reading 

them. The reasons mentioned by the participants included such as “not having 

enough time,” and the text was “too difficult” to read. Furthermore, 96% of the 
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participants feel that contracts and legal documents could be improved and 

described the physical characteristics of contracts as follows: technical, long, fine 

print, vague, repetitive. 

Participants were also asked to give recommendations on how they would improve 

the understanding of legal documents. Besides decreasing the technicality and 

shortening the documents, people clearly would like to receive examples and 

explanations, as well as better definitions for the content of the contract (Howe and 

Wogalter, 1994). Clearly, there are plenty of easy wins when it comes to the ways 

of improving the understandability of contracts and legal documents. 

Dynamic contract terms adapt to the appropriate context, which means that 

contracts do not include irrelevant content. Decreasing the amount of unnecessary 

information enables shorter and more understandable contracts. Potentially this can 

lead to a smaller number of contract disputes. Studying the role of rental contracts 

in online renting experience is left for the future research, but it is important to 

acknowledge that the contractility in the rental context can effect on the results of 

this research. 
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2.2. Perceived risk 

Consumers always perceive some level of uncertainty and adverse consequences 

when buying products or services, which makes the probability of outcomes 

uncertain in every purchase situation (Dowling and Staelin, 1994). Perceived risk is 

agreeably a significant variable that influences the consumers’ perceived value 

(Teas and Agarwal, 2000), and according to Hsieh and Tsao (2014), perceived risk 

can also have a significant negative effect on online loyalty.  

Opposite of risk is trust, and Hong and Cho (2011) present it well: “the acceptance 

of trust involves taking certain risks.” Beldad, Jong, and Steenhouder (2010) defines 

trust in e-commerce as “the attitude of confident expectations regarding an online 

situation of risk whereby one’s vulnerabilities will not be exploited.” 

From the antecedent literature, Rose et al. (2012) recognize risk and trust as a 

relevant area of online customer experience. Cases (2002) notes that perceived risk 

has been observed as a dual component factor, including uncertainty and the 

seriousness of the consequences of the purchase. Within the online context, the risk 

is linked to the decision to purchase goods or services and the process itself that 

leads to the purchase decision (e.g., finding the information and using the website). 

(Rose et al. 2012). 

The earlier research in e-commerce often uses a three-stage process to describe 

how consumers could experience the harm from a transaction. First, there is 

a source of a risk caused by some phenomenon or actor. Second, there is 

an event that exposes the consumer to the harm that must occur. And third, the 

event may result in one or more types of damage. (Webler et al. 1995) 

The source of risk can mean the environment, object, or actor that is the root cause 

of the harm (Glover and Bensabat, 2010). For instance, the selection of a particular 

vendor can be the source of risk (Tung et al. 2001). According to Miyazaki and 

Fernandez (2001) various risk sources can cause the same harm. For instance, a 

security risk can arise from a retailer or a third party. The events reflect the exposing 

factor that causes damage and realizes the risk (Glover and Bensabat, 2010). Until 

this day, scholars haven’t been able to solve the full range of events that could cause 
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harm because of the extraordinary range of possible events. Only one’s creativity 

and imagination are the limits to come up with new potential harm causing events. 

(Glover and Bensabat, 2010) 

The types of risks are easier to recognize, and several kinds of risks have been 

identified in the literature. The most investigated risk types are financial, product, 

and time-related risks (Bhatnagar and Ghose, 2004). 

Financial risk means the possible financial net losses if the risk realizes. In the online 

shopping context, this could mean, for instance, that the consumer might not receive 

the purchased product, or the product does not match the expectations. Also, data 

thefts and fraudulent behavior are considered significant risk factors when someone 

uses a credit card to make online purchases (Forsythe et al. 2006). 

Product-related risks concern situations where the ordered product does not 

perform as described. These types of risks appear primarily in the online context 

because consumers have limited possibilities to evaluate the intrinsic quality cues 

(Bhatnagar, Misra, and Rao, 2000; Teas and Agarwal, 2000; Chen and Dubinsky, 

2003). Consumers might also consider the lost time spent in the browsing of 

websites as a risk. Time risk also includes the delays in receiving the product 

(Forsythe et al. 2006). 

However, without knowing the source of the risk or the event causing the specific 

risk, it provides a little information on how the risk type could be avoided (Glover and 

Bensabat, 2010). It also must be remembered that companies have tools to 

decrease the perceived risk. These are, for instance, warranties and money-back 

guarantees (Broydrick, 1998; Shimp & Bearden, 1982). 

Research shows that lower risk perception increases the intention to spend in online 

stores, the frequency of making online purchases, and the size of purchases 

(Forsythe and Shi, 2003). Forsythe et al. (2006) continue that nevertheless, the 

advantages of online shopping, the online environment makes many uncertainties 

more relevant. Chen and Dubinsky (2003) underline the importance of online 

marketers understanding the concept of risk because it is tightly linked to the 

consumer value. Also, Wood and Scheer (1996) present the possibility that 

customer value is formed by a combination of perceived benefits, costs, and risk. 
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Hence, the lower consumers’ risk perception is, the higher is their perception of 

customer value. Being able to control the risk perception of consumers is an 

extremely powerful approach for e-retailers (Rose et al. 2010). 

2.2.1. Website quality and perceived risk 

According to DeLone and McLean (2004) information system’s quality is formed by 

three dimensions: system quality, information quality, and service quality. Hsieh and 

Tsao (2014) present that e-commerce businesses should determine the methods to 

increase system quality, information quality, and online service quality. Even though 

their results indicate that system quality and information quality does not have a 

negative correlation with perceived risk, they point out that good system quality 

seems to be a standard nowadays and, therefore, doesn’t significantly affect the 

perceived risk. 

However, Roy, Dewitt, and Aubert (2001) say that the general usability of a website 

is one of the trust establishing factors in e-commerce. Although web-browsing would 

feel safe for the majority of consumers, still a significant number of people consider 

security and privacy a barrier for making online transactions (Oliveira et al. 2017). 

Oliveira et al. (2017) suggest that website characteristics’ influence on consumers’ 

trust dimensions is bilateral by nature. It means that the likeability (ease-of-use, the 

efficiency of site’s design, degree of error avoidance, etc.) of the website 

infrastructure have a positive influence, and lack of integrity, privacy, and security 

have a negative impact on the trust dimensions of Internet vendors. Their 

suggestions are mostly supported. 

In the e-commerce context, a positive product quality perception reduces the level 

of performance risk because consumers are less likely to expect deficient product 

performance (Chen and Dubinsky, 2003). But how are consumers able to evaluate 

the product-related attributes when they are making online purchases, if they do not 

ave prior experience over the product or brand? Hsieh and Tsao (2013) recognize 

that it’s hard for consumers to assess the product and performance risk because 

the online environment does not provide test samples or physical contact. 

Therefore, extrinsic cues, such as brand name and reputation, become more 

substantial when consumers are shopping online. 
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According to Chang et al. (2014), website quality influences positively to perceived 

trust. They add that the relationship between perceived trust and website quality is 

stronger for consumers who perceive a better website brand. Hence, the intention 

to buy, or in this research to rent, is influenced by the website quality. 

H3. Website quality has a negative effect on perceived risk. 

2.2.2. Information quality and perceived risk 

High information quality gives a more complete image of the product or service, 

reducing the product-related risk, but at the same time it grows the amount of effort 

that customer must see in order to receive the wanted information. Therefore, 

inefficient information transfer of a website can cause customers to experience 

increased time risk. 

DeLone and McLean (2004) couples information quality with the content presented 

on the website. Information quality’s role in decreasing perceived risk is easier to 

demonstrate through individual risk types. As mentioned earlier, the most 

investigated risk types are financial, product or performance, and time-related risks 

(Bhatnagar and Ghose, 2004). In earlier literature, information quality has been 

measured through several different sets of dimensions. One quite comprehensive 

example is the separation used by McKinney et al. (2002), who divided information 

quality into six dimensions.  These are relevance, understandability, reliability, 

adequacy, scope, and usefulness.  

The role of information quality becomes important because consumers perceive 

higher risk in the online shopping environment partly because they cannot see or 

touch the product beforehand (Kolesar and Galbraith 2000). Thus, one of the roles 

of information in the e-commerce is to provide a complete image of the product 

and its features for the consumer who must do a purchasing decision without the 

physical cues. A company can enhance these pursuits with understandable and 

adequate information. 

High level of information relevance and usefulness can help in decreasing the 

amount of content without sacrificing the overall information quality. When the 

information is relevant, consumers are able to spend less time in the research 



  
 

32 

phase of the online purchase process, and therefore, potentially perceive risks 

related to excessive time consuming as smaller. For example, Hsieh and Tsao 

(2013) suggest that very detailed and informative product descriptions and a large 

number of images to present the features of products provides customers with a 

better image of the product, they may cause consumers to feel additional time risk. 

As mentioned in the previous chapter, Oliveira et al. (2017) suggest that website 

characteristics’ influence on consumers’ trust dimensions is bilateral by nature. 

Where the likeability if formed by the ease-of-use, the efficiency of site’s design, 

degree of error avoidance, etc., the lack of privacy, and security have a negative 

impact on the trust dimensions of Internet vendors. If the information is reliable the 

negative feelings that consumers might have on privacy and security are likely to 

soften. 

According Nicolaou and McKnight (2006) the uncertainties in shopping and the 

likelihood of losses can be reduced by providing information of high quality. With 

high quality information the company can convince the consumers and enhance 

their confidence in shopping. (Nicolaou and McKnight 2006). Therefore, it is 

hypothesized: 

H4: Information quality has a negative effect on perceived risk.  
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2.3. Perceived value 

In earlier research, the term value has received several meanings, and consumer 

respondents tend to use it in different ways, making it difficult to form a congruent 

definition. Dodds and Monroe (1985) see value as the trade-off between perceived 

quality and perceived sacrifice. Zeithaml (1988) recognizes four patterns of value 

defining: (1) value is price, (2) value is the desired features of a product, (3) value is 

the quality gained for the price paid and (4) value is what is get for what is given. 

Chen and Dubinsky (2003) note that in prior research value is recognized as a trade-

off between relative quality and relative price but points out that the simplification is 

criticized because it ignores some critical constructs. Woodruff (1997) gives a 

broader meaning for value by describing it as a source of competitive advantage. 

It is true that if a company can provide higher value for the consumer, the company 

probably have a competitive advantage. Still, it would be more logical to address the 

factors of competitive advantage to the components that form the value (e.g., price), 

not the value itself. Chen and Dubinsky (2003; p.326) synthesize the two 

perspectives to a definition that “perceived value is the perception of net benefits 

gained in exchange for the costs incurred in obtaining the desired benefits.” 

In e-commerce, the research focusing on information systems quality talks about 

net benefits instead of perceived value. Delone & McLean state in the IS (information 

system) success model (2004; p.34) that “the net benefits capture the balance of 

positive and negative impacts of e-commerce on customers, suppliers, employees, 

organizations, markets, industries, economies, and even society.” They also 

mention (2004) that the net benefit measures are always dependent on the context 

and objectives of the e-commerce system, and every stakeholder or group of 

stakeholders value the net benefit measures differently. 

When looking from the perspective of an individual consumer, the final success 

measures are similar by nature. Both of the measures, perceived value, and net 

benefits are context-dependent and formed by positive and negative components. 

However, one must remember that the DeLone & McLean model is used to evaluate 

information systems and the benefits that the systems can provide for their users. 

In contrast, customer value researches the formulation of purchase intention. 
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The complete shopping experience is formed by qualitative, quantitative, subjective, 

and objective factors (Schechter, 1984). Even though Schechter’s (1984) findings 

are based on grocery shopping, it does not change the fact that value perceptions 

among consumers are heterogenous (Zeithaml, 1988). Chen and Dubinsky (2003) 

state that all factors should be considered to evaluate how perceived value is formed 

and what value means to the customer. Thus, the information system quality should 

be considered as an essential factor in e-commerce, creating a positive user 

experience of a website but also a positive customer experience of an online store. 

Therefore, the net benefits of an information system quality can be equated with the 

perceived value in the context of the consumer experience. 

Even though simplifying perceived value as a trade-off between two or more factors 

has been criticized by some scholars (e.g. Sinha and DeSarbo, 1998) it is a 

convenient way to build a research set-up, especially when researching a small 

phenomenon inside a more significant entity. The purpose of this research is to find 

out the impact of information quality on the online renting experience and perceived 

risk in the context of renting online. Due to the contractual nature of renting, it can 

be assumed that the emergence of transactional contracts between the consumer 

and service provider has a role in consumers’ online renting experience and 

perceived risk. There’s a reason to believe that the website and information quality 

also affect consumers’ satisfaction on the contract terms, which in turn affect the 

online renting experience and perceived risk. 

In this research, the framework is built based on the MEC theory. According to 

Gutman (1997), the key aspect of MEC theory is that consumers prefer actions that 

produce desired outcomes and minimize undesired results. Therefore, it is natural 

to consider online renting experience as a positive consequence and perceived risk 

as to the negative consequence in the formulation of customer loyalty. The fifth and 

sixth hypotheses stand: 

H5: Online renting experience has a positive effect on perceived value 

H6: Perceived risk has a negative effect on perceived value. 
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2.4. Customer loyalty 

Customer loyalty or retention is one of the key success metrics in e-commerce. 

The most successful online stores have very strong customer retention. For 

instance, loyal customers tend to buy more at once, more often, and talk good 

things about the company to their social contacts. Popular measures of customer 

loyalty are 1. customers’ intention to continuously or increasingly conduct business 

with their present company, and 2. their inclination to recommend the company to 

other persons (Boulding et al. 1993; Zeithaml et al. 1996). 

Parasuraman and Grewal (2000) have researched the chain of quality-value-

loyalty in a traditional retail setting, where service quality, product quality, and 

price determine the perceived value and, in turn, high perceived value leads to 

customer loyalty. Previous research has found out that customer loyalty is strongly 

driven through the perceived value. For example, Chen and Dubinsky (2003) have 

identified that high value perception is one of the primary motivators for becoming 

a loyal customer. 

Jiang and Yang (2016) continued the work by Parasuraman and Grewal (2000) 

and asked in their research “can the conceptual model developed by Parasuraman 

and Grewal (2000) be applied to technology-based environments?” and “What is 

the role of e-service quality in this chain?”. 

What’s interesting in the research by Jiang and Yang (2016), is that they combine 

dimensions of information and website quality under the construct of e-service 

quality. Their findings prove that the quality measurement tool can be used by the 

online companies to recognize their weaknesses and strengths related to the 

service quality. Furthermore, the study suggests that companies operating in the 

online environment can direct resources to the important attributes of service 

quality based on their quality assessment and chosen business strategies. 

Equity theory is the theory that considers perceived value as the trade-off between 

the benefits and sacrifices. According to the theory, customer-perceived value can 

significantly increase customer loyalty when everything else are considered equal 

(Oliver and DeSarbo, 1988). Therefore, it is hypothesized that: 

H7: Perceived value has a positive effect on online loyalty. 
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2.5. Summary of the hypotheses 

This section offers the reader a brief overview of the hypotheses and locates the 

hypotheses to the conceptual model presented in section 1.3. Theoretical 

framework. These hypotheses will be tested with an experiment in the empirical part 

of this master’s thesis. 

H1. Website quality has a positive effect on online renting experience. 

H2: Information quality has a positive effect on online renting experience. 

H3. Website quality has a negative effect on perceived risk. 

H4: Information quality has a negative effect on perceived risk. 

H5: Online renting experience has a positive effect on perceived value. 

H6: Perceived risk has a negative effect on perceived value. 

H7: Perceived value has a positive effect on online loyalty. 
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3. Research design and methods 
This chapter explains how the experiment was carried out and how the empirical 

findings were made. First, it is discussed what research design is used and why that 

particular design was chosen for this research. Second, the collection of data is 

explained together with the analysis methods. Lastly, before going into the results 

of the research, the reliability and validity are discussed briefly. 

3.1. Research design 

This research aims to explain relationships between variables. Therefore, the nature 

of the research is explanatory. According to Saunders, Lewis & Thornhill (2016) the 

best method for explanatory research is an experiment. Experiment as a research 

method aims to study the probability that a change in independent variable causes 

in another, dependent variable. 

In this research the experiment was created by utilizing a white-label online renting 

solution, Rentle. The respondents were asked to imagine a situation where they are 

renting a bicycle and perform a simulated rental with the online solution. The 

experiment follows the guidelines of classical experiment (Babbie, 2004) in a sense 

that it includes independent and dependent variables as well as experimental and 

control groups. 

The experiment follows a between-subject design. The chosen research design 

means for the experiment that participants belong to either the experimental group 

or control group but in no case both (Saunders, Lewis & Thornhill, 2016). 

There were two versions of the online rental booking simulation and the subjects 

were chosen randomly to go through one simulation version. Based on the version 

of simulation the subjects were assigned to, they were divided into two groups. 

Furthermore, all the subjects of the research were chosen randomly using social 

media or stopping people in the campus area of Aalto University in Espoo. Because, 

presumably, most of the research subjects would be Finnish, the two versions of 

simulations and the questionnaire were translated to Finnish. 
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This study has no specific target group because anyone can be considered as a 

consumer who makes purchasing decisions. Only under 18-year-old people were 

systematically not selected as respondents because it can be assumed that a 

significant population of under aged people are not financially independent. 

3.2. Collection of the data 

The material for the research was collected with a questionnaire based on a 

simulated online rental booking situation. According to Saunders, Lewis & Thornhill, 

(2016) questionnaires are particularly a good data collection method for explanatory 

research that are trying to find cause and effect relationships. 

A total of 74 respondents went through the simulation and answered the 

questionnaire. The sample was self-selected which means that the respondents 

made the decision to take part into the study independently. Furthermore, it is 

worthwhile to notice that there was no incentive in responding to the survey. 

The respondents were not aware of what the experiment was about. Only the 

simulated scenario and general instructions were explained prior responding 

(Appendix 1).  

In the questionnaire, the claims followed a 7-point Likert scale (1-7) where 1 

resembles very strong disagreement with the statement and 7 resembles very 

strong agreement with the statement. The statements were translated from English 

and presented to the respondents in Finnish because the majority of the 

respondents speaks Finnish as their mother tongue. 

The dataset was exported from Google Forms as an Excel file which was first 

cleaned up and then imported to SPSS for further analysis. The cleaning of the 

dataset included removing unnecessary information from the spreadsheet such as 

timestamps of the responses, which were unnecessary for the analysis. 

Furthermore, the answers from the respondent group A and B were merged into one 

spreadsheet. The claims were based on the scales and items represented in the 

previous research. These are presented in table 1. More defined wording of the 

statements that the respondents were shown and ask to reply are presented in the 

appendix 3. 
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Constructs, scales, and items used in the research 

Construct Scales and items Source 

Website 
system 
quality 

Accessibility 
- Response 
- Quick loads 
Usability 
- Simple layout 
- Easy to use 
- Well organized 
- Clear design 
Entertainment 
- Visually attractive 
- Fun 
- Interesting 
Navigation 
- Easy to go back and forth 
- A few clicks 

McKinney, V. Yoon, K. Zahedi, F. (2002). 

Information 
quality 

Relevance 
- Applicable 
- Related 
- Pertinent 
Understandability 
- Clear in meaning 
- Easy to understand 
- Easy to read 
Reliability 
- Trustworthy 
- Accurate 
- Credible 
Adequacy 
- Sufficient 
- Complete 
- Necessary topics 
Usefulness 
- Informative 
- Valuable 

McKinney, V. Yoon, K. Zahedi, F. (2002). 
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Online 
renting 
experience
* 

Pragmatic 
- Worthwhile/Worthless 
- Useful/Not Useful 
- Productive/Not Productive 
- Valuable/Not Valuable 
- Practical Impractical 
- Informative/Non-Informative 
- Relevant/Not Relevant 
Hedonic 
- Happy/Sad 
- Pleasing/Annoying 
- Fun/Not Fun 
- Exciting/Not Exciting 
- Captivating/Not Captivating 
- Entertaining/Not Entertaining 
- Engrossing/Not Engrossing 
- Enjoyable/Not Enjoyable 
Usability 
- Easy/Difficult 
- Not Tiring/Tiring 
- Not Confusing/Confusing 
- Simple/Complicated 
- Consistent/Not Consistent 

Nambisan, P. Watt, J. (2009). 

Perceived 
Risk 

Performance risk 
- Can't examine the actual 
product 
- Size may be a problem with 
the bicycle 
- Can't try the bicycle online 
- Inability to touch or feel the 
item 
Financial risk 
- Can't trust the company 
- May not get the product 
- May rent something by 
accident 
- My personal information may 
not be kept safe 
- I may not get what I want 
- I might be overcharged 
Time risk 
- Too complicated to place 
order 
- Content takes too long to 
come up 

Forsythe, Chuanlan, Shannon, & Gardner. (2006) 
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Perceived 
Value* 

- Compared to alternative 
services, the rental experience 
was attractive. (Compared to 
alternative companies, the 
company offers attractive 
product costs.) 
-  I feel the rental experience 
caused more positive feelings 
than negative feelings. 
(Comparing what I pay to what 
I get, I think the company 
provided me with good value.) 
- I believe that the rental 
experience as a whole is better 
than other companies would 
have to offer. (Comparing what 
I pay to what I might get from 
other competitive companies, I 
think the company provides me 
with good value.) 
 
 

Jiang, L., Jun, M., Yang, Z. (2016) 

Customer 
Loyalty 

- I say positive things about the 
company 
- I would recommend the 
company 
- I would encourage friends 
and relatives to use the 
company 
- I would say positive things 
about the company on some 
Internet message board 
- I intend to do more business 
with the company 

Jiang, L., Jun, M., Yang, Z. (2016) 

Table 1. Summary of the measures, variants, and supporting literature. 

*The measures were edited to suit better for the purposes of this research. The original statement presented after the 

statement used in this research. 

3.2.1. Experiment 

The two versions of the online rental booking simulation were hosted in Rentle, a 

cloud-based rental software solution that includes a white-labeled online rental store 

(Rentle, 2019). The non-existence of any brand signals enables conducting the 

research without including company reputation in the research model.  
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The versions differ from each other only through the aspects of information quality. 

However, the second independent variable, website quality, was measured and not 

manipulated, in order to keep the experimental design simple. Version A (control 

group) is plain, showing the respondent the name of the product, image, and size 

information. 

Version B (experimental group), also included a more detailed description of the 

product and its features. Otherwise, the versions were identical in terms of other 

functionalities, design of the website, and contract terms. Because of the visual 

nature of the website and manipulation, the differences between the version A and 

version B are presented in the appendix 2. The average time the spent in the actual 

simulation varied between 5 to 10 minutes, depending on the individual. More 

detailed instructions that the respondents received before participating the 

experiment are visible in the appendix 1. After the experiment simulations, the 

respondents were instructed to answer the questionnaire, including 79 questions in 

total (appendix 3). 

The purpose of the questionnaire was to solve how the subjects experience different 

aspects of the online rental, when there’s only a minimal amount of information 

available and when there’s additional and detailed product information available. 

3.2.2. Sample 

As mentioned in the previous chapter, in total, 74 respondents answered the 

questionnaire. The respondents were asked about their age and online shopping 

frequency and cycling experience with a 7-point Likert scale. The means and 

medians of the responses are presented in the table 2 below. 

 Age Online shopping 
frequency Cycling experience 

Sample size 74 74 74 

Mean 32,3 4,31 3,3 

Median 29 5 3 

Std. Deviation 10,31 1,33 1,36 

Table 2. Sample statistics 
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Slight differences between the respondent groups occurred, which can be explained 

by the relatively small sample size. For instance, the average age in the control 

group A is 34,26 years old, as in the experiment group B it is 30,11. Furthermore, 

the respondents in the experiment group B consider themselves slightly more 

frequent online shoppers and more experienced cyclists. The differences in the 

means are presented in the table 3 below. 

 Sample size Mean 

Group A: Age 39 34,26 

Group B: Age 35 30,11 

Group A: Online shopping 
frequency 39 4,21 

Group B: Online shopping 
frequency 35 4,43 

Group A: Cycling experience 39 3,13 

Group B: Cycling experience 35 3,49 

Table 3. Sample groups’ differences 

3.3. Constructing the measures 

Summated scales were formed from the statements the questionnaire included. 

First, the measures were put through a series of factor analyses to ensure the 

unidimensionality of the items in each measure. The purpose of factor analysis is to 

reveal latent interrelationships among a number of variables. Factor analysis can 

lead to a new set of variables that partially or entirely replaces the original set of 

variables in the following analyses. (Hair et al. 1998). 

Factor analysis determines the loadings of each variable on a factor. This has a 

significant role in assessing the dimensionality of a set of items on a factor. To 

achieve the requirement of the unidimensionality of an item (related to the 

summated scales method), the value of 0,4 was set for item’s factor loading to count 

it into the factor. Items with smaller than 0,4 factor loading were removed from the 

measurement scale. The analyses used Oblimin as the rotation method. 
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After running the factor analyses, the reliability was tested by calculating Cronbach’s 

Alpha for the final scale. Cronbach’s alpha is a widely used measure of internal 

consistency of how closely related a set of items are as a group (Hair et al. 1998). 

The generally agreed-upon lower limit for Cronbach’s alpha is 0,7, although it may 

decrease to 0,6 in exploratory research (Hair et al. 1998).  

Once an acceptable level of reliability was found, a summated scale method was 

used in an attempt to increase the reliability of the measurements. In this method, 

several variables are combined into a single variable. Usually, the combination is 

done by calculating their total average score, which is summing the separate 

variables and used in the analysis (Hair et al. 1998). These summated scales are 

used in hypothesis testing. 

Website quality 

The questionnaire utilized dimensions recognized by McKinney et al. (2002) to 

measure the quality of the website. These dimensions are accessibility, usability, 

entertainment, and navigation. 

As a result of the factor analysis, the original items required reorganizing because 

unexpected loadings of the factors. The new set of factors includes three 

dimensions, meaning that the final amount of factors was one less than the original 

set of factors. The new set of scales and the final factor loadings are presented in 

the table 4. 

Item Factor 1 Factor 2 Factor 3 
Entertainment: 
Visually attractive ,664   

Entertainment: 
Interesting ,793   

Entertainment: 
General entertainment ,996   

Accessibility: 
Response  ,893  

Usability: Easy-to-
use  ,758  
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Usability: Well 
organized  ,655  

Navigation: General 
navigation  ,705  

Usability: Simple 
layout   ,769 

Usability: Clear 
design   ,658 

Scale Cronbach’s α Number of items 

Entertainment 
(Factor 1) ,870  3 

Usability (Factor 2) ,867 4 

Layout (Factor 3) ,768  2 

Table 4. Factor analysis for website quality 

Information quality 

Based on respondents’ opinion on the image she receives from the rental product 

and how well she understands the terms, rights, and responsibilities, the information 

quality is measured by relevance, understandability, reliability, adequacy, and 

usefulness (McKinney. Yoon. Zahedi, 2002). However, it is noteworthy that the 

respondents were not instructed to pay attention to anything specifically. 

After dropping out a few of the items because of weak or inconsistent loadings and 

forcing the analysis to consist of five factors, all the dimensions were kept. The final 

set of factors, items that were left, and reliability of the scales are presented in the 

table 5 below. 

Item Factor 1 Factor 2 Factor 3 Factor 4 Factor 5 
Relevance: 
Applicable -,782     

Relevance: 
Pertinent -,617     

Understandability: 
Easy to understand  ,856    

Understandability: 
Easy to read  ,908    

Understandability: 
General 
understandability 

 ,837    
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Reliability: 
Trustworthy   ,617   

Reliability: Credible   ,839   

Reliability: General 
reliability   ,697   

Adequecy: 
Sufficient    ,818  

Adequecy: 
Complete    ,571  

Usefulness: 
Valuable     ,420 

Usefulness: 
General usefulness     ,831 

Scale Cronbach’s 
α 

Number of 
items 

Relevance (Factor 
1) ,854  2 

Understandability 
(Factor 2) ,916  3 

Reliability (Factor 
3) ,835 3 

Adequecy (Factor 
4) ,832 2 

Usefulness (Factor 
5) ,840  2 

Table 5. Factor analysis for information quality 

Online renting experience 

Nambisan and Watt (2009) studied the online experience in the context of online 

communities. Their research used four dimensions: Pragmatic, Hedonic, Social, and 

Usability. Because the simulation of this research does not include any social 

aspects, the social dimension is dropped out from this research, and the online 

renting experience is constructed with the three remaining dimensions utilized by 

Nambisan and Watt (2009). These are pragmatic, hedonic, and usability. 

After running the scales through the series of factor analyses, only two items with 

the lowest loadings were dropped out from the hedonic dimension. The final set of 

factors with the item loadings and the reliability of the scales are presented in the 

table 6 below. 

Item Factor 1 Factor 2 Factor 3 
Pragmatic: 
Worthwhile/worthless ,736   
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Pragmatic: Useful/not 
useful ,858   

Pragmatic: 
Productive/not 
productive 

,701   

Pragmatic: 
Valuable/not valueable ,603   

Pragmatic: 
Practical/impractical ,710   

Pragmatic: 
Informative/non 
informative 

,679   

Pragmatic: 
Relevant/not relevant ,706   

Hedonic: Fun/not fun  -,638  
Hedonic: Exciting/not 
exciting  -,621  

Hedonic: 
Captivating/Not 
captivating 

 -,747  

Hedonic: 
Entertaining/Not 
entertaining 

 -,954  

Hedonic: 
Engrossing/Not 
engrossing 

 -,636  

Hedonic: Enjoyable/Not 
enjoyable  -,596  

Usability: Not 
Tiring/Tiring   ,662 

Usability: Not 
stressful/stressful   ,613 

Usability: Not 
confusing/confusing   ,704 

Usability: 
Simple/complicated   ,868 

Usability: 
Consistent/not 
consistent 

  ,633 

Scale Cronbach’s α Number of items 

Pragmatic (Factor 1) ,887 7 

Hedonic (Factor 2) ,863 6 

Online Usability 
(Factor 3) ,830 5 

Table 6. Factor analysis for online renting experience 
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Perceived risk 

The role of risk perception has been studied a lot with the online shopping 

experience. In this study, the perceived risk is measured through three factors 

including performance risk as in the online environment, consumers are not able to 

evaluate the quality of a product before the purchase. Furthermore, time 

risk and financial risk are used to measure the total risk perception of the 

respondents. (Forsythe et al. 2006) 

After running a series of factor analyses, the perceived risk was divided into four 

factors: financial risk, performance risk, time risk, and monetary risk. The decision 

was made because the items in the financial risk systematically loaded on two 

separate factors in which the financial risk represents more the fear that the website 

is not trustworthy, or the product is not the same as ordered. Whereas, monetary 

risk represents the freight of direct monetary loss as a result that credit card 

information might get stolen or it might get overcharged. The new set of factors, item 

loadings, and reliabilities of scales are presented in table 7. 

Item Factor 1 Factor 2 Factor 3 Factor 4 

Financial risk: 
Can't trust the 
website 

,711    

Financial risk: 
May not get the 
product 

,799    

Financial risk: 
May rent 
something by 
accident 

,551    

Financial risk: I 
may not get what 
I want 

,742    

Financial risk: 
My credit card 
information might 
not be kept safe 

 ,637   

Financial risk: I 
might be 
overcharged 

 ,949   



  
 

49 

Performance 
risk: Size may 
be a problem 
with the bicycle 

  ,615  

Performance 
risk: Can't try 
the bicycle online 

  ,838  

Performance 
risk: Can't touch 
or feel the 
product 

  ,900  

Time risk: Too 
complicated to 
place order 

   ,621 

Time risk: 
Content takes 
too long to to 
come up 

   ,841 

Scale Cronbach’s α Number of items 

Financial risk 
(Factor 1) ,829 3 

Monetary risk 
(Factor 2) ,826  2 

Performance 
risk (Factor 3) ,841  3 

Time risk 
(Factor 4) ,668 2 

Table 7. Factor analysis for perceived risk 

Perceived value 

The single dimension measure of perceived value is derived from the research of 

Jiang and Jun (2016) and edited to be more suitable to fit the needs of this research. 

Because perceived value is traditionally strongly related to the price, and as this 

research doesn’t take the monetary cost into account, the wording of scale items 

was adjusted. 

Perceived value was analyzed both together and independently from customer 

loyalty. The highest reliability was achieved when analyzed separately. The results 

of the factor analysis are presented in the table 8 below. 
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Item Factor 1 

Perceived value: Compared to 
alternative services, the previous 
rental experience was tempting 

,781 

Perceived value: I consider the 
positive experiences bigger than 
the negative experiences 

,721 

Perceived value: I believe that 
the customer experience with the 
service is better than competitors 
would have to offer 

,807 

Scale Cronbach’s α Number of items 
Perceived value ,832 3 

Table 8. Factor analysis for perceived value 

Customer loyalty 

Customer loyalty also uses a single dimension measure developed by Jiang and 

Jun (2016). The highest reliability was achieved by dropping out the items: I would 

say positive things about the company on some Internet message board and I intend 

to do more business with the company. The results of the factor analysis are 

presented below in table 9. 

Item Factor 1 

Customer loyalty: I would 
recommend the company ,896 

Customer loyalty: I would 
encourage friends and relatives 
to use the company 

1,062 

Customer loyalty: I say positive 
things about the company ,553 

Scale Cronbach’s α Number of items 

Customer loyalty ,915 3 

Table 9. Factor analysis for customer loyalty 

3.4. Manipulation check 

The research is based on the assumption that more descriptive information of the 

bicycle would have a positive effect on the information quality and that higher 
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perception of the information quality would positively affect the perceived value. A 

manipulation check was done to ensure that the manipulation works. 

The manipulation check was done with a one-way ANOVA test, using the scales of 

website quality and information quality as independent variables, and scales of 

online renting experience, perceived risk, perceived value, and customer loyalty as 

dependent variables. The test revealed that the manipulation didn’t produce 

statistically significant differences between the control and experiment groups. 

It seems that the manipulation did not work as expected and did not have significant 

effect on the perceived value among the respondents. This proves that the 

experiment should have included more manipulations to comprehensively cover the 

different aspects of website and information quality potentially affecting consumer 

perceived value. Most likely, the unexpected results occurred because of the 

relatively small sample size. As the manipulation in the experiment was relatively 

small, a larger sample size would have been needed to achieve more accurate 

results. 

Furthermore, it should be acknowledged that the respondents were aware of the 

simulated nature of the test environment. This might have affected respondents' 

perceptions both on risks, and online experience as there was no risk of losing real 

money, or there was no real incentive to rent a bike. 

From the descriptive statistics (table 10) can be deduced that website quality’s 

entertainment dimension, information quality’s usefulness dimension, and online 

experience’s hedonic dimension were considered higher in the experimental group. 

Furthermore, the perception of financial and monetary risk was considered lower in 

the experimental group. However, this must be considered only as speculation 

because no statistical significance was found. 

On the other hand, the results indicate that including the product description harmed 

convenience and usability related scales. For example, website quality’s usability 

and design dimensions were considered better in the control group as well as 

information quality’s understandability and reliability. Moreover, the pragmatic 

dimension of online experience was considered higher among the respondents in 
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the control group while simultaneously, the time risk was considered lower. The rest 

of the differences are presented in table 10. 

C
ustom

er Loyalty  

Perceived value 

Tim
e R

isk 

Perform
ance R

isk  

M
onetary R

isk  

Financial R
isk  

O
nline usability 

H
edonic 

Pragm
atic 

U
sef ulness  

A
dequacy  

R
eliability  

U
nderstandability  

R
elevance  

D
esign  

U
sability  

Entertainm
ent  

Scale 

A: 5,6581  
B: 5,5238  

A: 5,4359 
B: 5,4571  

A: 1,3846 
B: 1,4571 

A: 3,7692 
B: 3,8952 

A: 3,0769 
B: 2,6000  

A: 2,8632 
B: 2,4000 

A: 5,9282  
B: 5,7314 

A: 3,7479  
B: 3,9333  

A:  5,5275  
B: 5,3878  

A: 5,5385  
B: 5,7286 

A: 5,3718  
B: 5,4000  

A: 6,1624  
B: 6,0667  

A: 6,5556 
B: 6,4667  

A: 5,9359  
B: 6,0429 

A: 6,6667  
B: 6,4714  

A: 6,3718  
B: 6,2500  

A: 4,6838  
B: 4,9619  

M
ean 

A: 5,6581 
B: 5,5238 

A: 5,4359 
B: 5,4571 

A: 1,3846 
B: 1,4571 

A: 3,7692 
B: 3,8952 

A: 3,0769  
B: 2,6000  

A: 2,8632  
B: 2,4000  

A: 5,9282  
B: 5,7314  

A: 3,7479  
B: 3,9333  

A: 5,5275  
B: 5,3878  

A: 5,5385  
B: 5,7286  

A: 5,3718  
B: 5,4000  

A: 6,1624  
B: 6,0667  

A: 6,5556  
B: 6,4667  

A: 5,9359  
B: 6,0429  

A: 6,6667  
B: 6,4714  

A: 6,3718  
B: 6,2500  

A: 4,6838  
B: 4,9619  

Std. D
ev. 

,518**  
 447** 
 - ,153  
 -,221  
 -,142 
 -,206  
 ,178 
 ,518** 
 ,356** 
 ,394** 
 ,430** 
 ,401** 
 ,395**  

,281*  

,408** 

,435** 

1  Entertain. 

,435**  
 ,381** 
 - ,267* 
 ,037 
 - ,184 
 - ,106  
 ,295* 
 ,189 
 463** 
 392** 
 ,429** 
 ,661** 
 ,686** 

,481** 

,5 98** 

1 ,435** 

U
sability 

,439** 
 ,445** 
 - ,266* 
 - ,185 
 - ,167 
 - ,139 
 ,397** 
 ,248* 
 ,475** 
 471** 
 ,463** 
 ,583** 
 ,522** 

,341** 

1 ,598** 

,408** 

D
esign 

,419**  
 ,323**  
 - ,007  
 - ,042  
 - ,069  
 - ,232*  
 ,217  
 ,233*  
 ,575**  
 ,660**  
 ,658**  
 ,558**  
 ,437**  

1  ,341**  

,481**  

,281* 

R
elevance 

,406** 
 ,476** 
 -,148 
 -,095  
 -,168  
 -,054 
 ,351** 
 ,289* 
 ,406** 
 ,433** 
 ,404** 
 ,575** 
 1 ,437** 

,522** 

,686** 

,395** 

U
nderst. 

,512**  
 ,499**  
 -,232*  
 -,066  
 -,266*  
 -,332**  
 ,385**  
 ,344**  
 ,577**  
 ,591**  
 ,608**  
 1 ,575** 

,558** 

,583** 

,661** 

,401** 

R
eliability 

,380**  
 ,396**  
 ,020  
 - ,199 
 - ,120 
 - ,297* 
 ,191  
 ,192  
 ,518**  
 ,751**  
 1  ,608**  
 ,404**  

,658**  

,463**  

,429**  

,430**  

A
dequacy 
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,454**  
 ,445** 
 -,038  
 -,163  
 -,163  
 -,356**  
 ,162 
 ,197 
 ,638**  
 1 ,751** 
 ,591** 
 ,433** 

,660** 

,471** 

,392** 

,394** 

U
sefulness 

,557** 
 ,576** 
 -,250* 
 -,134 
 -,216 
 -,364**  
 ,375** 
 ,445** 
 1 ,638** 
 ,518**  
 ,577* 
 ,406**  

,575**  

,475**  

,463**  

,356**  

Pragm
atic 

,433** 
 ,439** 
 -,057 
 -,221 
 -,231*  
 -,201 
 ,250* 
 1 ,445** 
 ,197 
 ,192 
 ,344** 
 ,289* 

,233* 

,248* 

,189 

,518** 

H
edonic 

,364**  
 ,397**  
 - ,398**  
 - ,302**  
 - ,296* 
 - ,281*  
 1  ,250* 
 ,375** 
 ,162  
 ,191  
 ,385**  
 ,351**  

,217  

,397**  

,295*  

,178  

O
nline U

sb. 

-,225 
 -,215 
 ,258* 
 ,367** 
 ,496** 
 1 -,281*  
 -,201 
 -,364** 
 -,356** 
 -,297*  
 - ,332** 
 -,054 

- ,232* 

- ,139 

- ,106 

-,206 

Fin.  R
isk  

- ,147 
 - ,083 
 ,083  
 ,330**  
 1  ,496**  
 - ,296* 
 - ,231* 
 - ,216 
 - ,163 
 - ,120 
 - ,266* 
 - ,168 

- ,069 

- ,167 

- ,184 

- ,142 

M
on. R

isk  

-,165 
 -,257* 
 ,038 
 1  ,330** 
 ,367** 
 -,302** 
 - ,221 
 - ,134 
 - ,163 
 - ,199 
 - ,066 
 - , 095 

- ,042 

- ,185 

,034 

- ,221 

Perf.  risk 

- ,122  
 - ,220  
 1  ,038  
 ,083  
 ,258*  
 - ,398** 
 - ,057 
 - ,250* 
 - ,038 
 ,020  
 - ,232* 
 - ,148 

- ,007 

- ,266* 

- ,267* 

-,153  

Tim
e risk  

,754** 
 1 -,220  
 - ,257*  
 - ,083  
 - ,215  
 ,397**  
 ,439**  
 ,576**  
 ,445**  
 ,396**  
 ,499**  
 ,476**  

,323**  

,445**  

,381**  

,447**  

Perc.  Value 

1  

,754**  

 

- ,122  

 

- ,165 

 

- ,147 

 

- ,225  

 

,364**  

 

,433**  

 

,557**  

 

,454** 

 

,380**  

 

,512**  

 ,406**  

,419**  

,439**  

,435**  

,51** 

C
ust. Loy . 

Table 10. Descriptive statistics and correlations 
**Correlation is significant at the 0.01 level (2-tailed) 
*Correlation is significant at the 0.05 level (2-tailed) 
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3.5. Testing hypotheses  

The study continues to test the hypotheses presented in the theoretical section of 

this thesis. The hypotheses were tested by investigating with linear regression 

models. The tests used OLS regression as an estimation method and 𝜶 = 0.05. 

Variants with a significance level of 𝜶 = 0.10 are also discussed and marked in the 

tables with a mark *. 

At this point, because no significant differences were found between the answers of 

the respondent groups, the two populations were merged into one for the remaining 

analyses. In other words, in the remaining analyses the respondents have been 

handled as one population because the purpose of this phase of the study is purely 

to test the hypotheses and the research model. 

3.5.1. Online renting experience 

To test the hypotheses H1 and H2, which stated that website quality (H1) and 

information quality (H2) have positive effect on online renting experience, the 

relationship between the antecedent measures of online renting experience, website 

quality and information quality, was tested. This was done by running a series of 

regression analyses. The tests used each dimension of online renting experience 

(Pragmatic, Hedonic, Online Usability) as the dependent variable and each 

dimension of website quality (Entertainment, Usability, Design) and information 

quality (Relevance, Understandability, Reliability, Adequacy, Usefulness) as 

independent variable.  

Pragmatic 

First, the pragmatic dimension was tested, and the results are shown in the table 11 

below. 

Dependent variable: Pragmatic 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Website quality: 
Entertainment 

,051 ,059 
 

,574 ,568 
 

,707  
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Website quality: 
Usability 

,098 ,068 ,469 ,640 ,363 

Website quality: 
Design 

,231 ,129 1,078 ,285 ,523 

Information quality: 
Relevance 

,242 ,232 1,778 ,080* ,440 

Information quality: 
Understandability 

-,071 -,054 -,433 ,667 ,480 

Information quality: 
Reliability 

,212 ,185 1,332 ,187 ,390 

Information quality: 
Adequacy 

-,101 -,127  -,870 ,387 ,351 

Information quality: 
Usefulness 

,335 ,384 2,620 ,011 ,351 

Table 11. Regression analysis for Pragmatic dimension of online renting experience 

When observing the pragmatic dimension, the analysis shows that only the 

usefulness of the information has a statistically significant relationship with the 

pragmatic dimension of online renting experience. When the 𝜶 = 0.10, also the 

information relevance reaches significance. The unstandardized coefficient (B) 

implicates that when usefulness and relevance of the information increases, it 

positively affects the pragmatic dimension of the online renting experience. These 

findings support the H2. 

Hedonic 

Second, the analysis moves to test the Hedonic dimension. The results are 

presented in the table 12. 

Dependent variable: Hedonic 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Website quality: 
Entertainment 

,519  ,546 4,668 <,0001 ,707 

Website quality: 
Usability 

-,596  -,375  -2,297 ,025 ,363 

Website quality: 
Design 

,128 ,065 ,479 ,633 ,523 
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Information quality: 
Relevance 

,255  ,223 1,502 ,138 ,440 

Information quality: 
Understandability 

,224  ,156 1,100 ,275 ,480 

Information quality: 
Reliability 

,433 ,344 2,186  ,032 ,390 

Information quality: 
Adequacy 

-,182 -,210 -1,264 ,211 ,351 

Information quality: 
Usefulness 

-,156  -,162 -,978 ,332 ,351 

Table 12. Regression analysis for Hedonic dimension of online renting experience 

When observing the hedonic dimension of the online renting experience, three 

significant relationships were found after the analysis. Website quality’s 

entertainment dimension has a significant positive effect on the hedonic dimension 

of the online renting experience, which supports the H1. On the other hand, a 

website's usability seems to have a negative effect on the hedonic dimension of the 

online renting experience, which is against the H1. Lastly information’s reliability has 

a significant positive effect on the hedonic dimension of the online renting 

experience, which supports the H2. 

Online usability 

Third, the analysis moves to test the online usability dimension as the dependent 

variable. The results are presented in the table 13. 

Dependent variable: Online Usability 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Website quality: 
Entertainment 

,005  ,006 ,044  ,965 ,707 

Website quality: 
Usability 

-,252 -,176 -,977  ,332 ,363 

Website quality: 
Design 

,545 ,308 2,053 ,044 ,523 

Information quality: 
Relevance 

,125 ,121  ,743 ,460 ,440 
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Information quality: 
Understandability 

,258  ,200 1,278 ,206 ,480 

Information quality: 
Reliability 

,341  ,301 1,735 ,087* ,390 

Information quality: 
Adequacy 

-,048 -,061 -,335 ,739 ,351 

Information quality: 
Usefulness 

-,186 -,214 -1,172 ,245 ,351 

Table 13. Regression analysis for Online Usability dimension of online renting 

experience 

When it comes to the factors determining the online usability dimension of the online 

renting experience, the analysis reveals that website design has a positive effect on 

online renting experience, operationalized as online usability. Furthermore, with 𝜶 = 

0.10, also information’s reliability has a positive effect on the online renting 

experience operationalized as online usability. 

3.5.2. Perceived risk 

Next the analysis moves to test hypotheses H3 and H4 which state that website 

quality (H3) and information quality (H4) have negative effect on perceived risk. The 

testing follows the same form as with the online renting experience: the tests used 

each dimension of perceived risk (Financial, Monetary, Performance Time) as the 

dependent variable and each dimension of website quality and information quality 

as independent variable. As a reminder, in the hypotheses the relationships 

between the antecedent dimensions were not specified. 

Financial risk 

Dependent variable: Financial Risk 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Website quality: 
Entertainment 

-,135 -,112 -,854 ,396 ,707 

Website quality: 
Usability 

,185  ,092 ,500 ,619 ,363 

Website quality: ,191 ,077 ,502 ,617 ,523 
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Design 

Information quality: 
Relevance 

,027 ,019 ,111 ,912 ,440 

Information quality: 
Understandability 

,367 ,203 1,268 ,209 ,480 

Information quality: 
Reliability 

-,575  -,361 -2,038 ,046 ,390 

Information quality: 
Adequacy 

,011 ,010 ,052 ,959 ,351 

Information quality: 
Usefulness 

-,337 -,278  -1,484 ,143 ,351 

Table 14. Regression analysis for Financial Risk dimension of perceived risk 

When it comes to observing the factors affecting the perception of financial risk, only 

information’s reliability has a negative effect on the risk perception. More than that, 

no statistically significant relationships were found. 

Monetary risk 

Dependent variable: Monetary risk 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Website quality: 
Entertainment 

-,051 -,041 -,288 ,774 ,707 

Website quality: 
Usability 

-,066 -,031 -,160 ,873 ,363 

Website quality: 
Design 

,037 ,014 ,088 ,930 ,523 

Information quality: 
Relevance 

,223 ,148 ,829 ,410 ,440 

Information quality: 
Understandability 

-,033 -,018 -,103 ,918 ,480 

Information quality: 
Reliability 

-,473 -,285 -1,504 ,137 ,390 

Information quality: 
Adequacy 

,090 ,079 ,395 ,694 ,351 

Information quality: 
Usefulness 

-,155 -,123 -,613 ,542 ,351 

Table 15. Regression analysis for Monetary Risk dimension of perceived risk 
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When looking at the monetary risk, which was formed as a result of factor analysis, 

no significant relationships were found between the dimensions of website quality 

and information quality. The findings do not support the H3 and H4. 

Performance risk 

Dependent variable: Performance risk 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Entertainment -,243 -,193 -1,411 ,163 ,707 

Usability ,737  ,350 1,835 ,071* ,363 

Design -,558 -,215 -1,350 ,182 ,523 

Relevance ,107 ,071 ,410 ,683 ,440 

Information quality: 
Understandability 

-,255  -,135 -,812  ,420 ,480 

Information quality: 
Reliability 

,106 ,064 ,346  ,730 ,390 

Information quality: 
Adequacy 

-,226 -,196  -1,011 ,316 ,351 

Information quality: 
Usefulness 

-,003 -,002 -,010 ,992 ,351 

Table 16. Regression analysis for Performance Risk dimension of perceived risk 

No significant relationships were found when 𝜶 = 0.05, but with 𝜶 = 0.10 website’s 

usability has a positive effect on the performance risk. Again, the findings are against 

the H3 and H4. 

 

Time risk 

Dependent variable: Time risk 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Website quality: -,048 -,078 -,574  ,568 ,707 
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Entertainment 

Website quality: 
Usability 

-,198 -,193 -1,019 ,312 ,363 

Website quality: 
Design 

-,241 -,190 -1,206 ,232 ,523 

Information quality: 
Relevance 

,060 ,081 ,470 ,640 ,440 

Information quality: 
Understandability 

,096 ,104 ,634 ,528 ,480 

Information quality: 
Reliability 

-,186 -,229 -1,256 ,214 ,390 

Information quality: 
Adequacy 

,158 ,281  1,461 ,149 ,351 

Information quality: 
Usefulness 

-,010  -,016 -,086 ,932 ,351 

Table 17. Regression analysis for Time Risk dimension of perceived risk 

 

The results show that also time risk lacks significant relationships with the 

antecedent factors meaning that no support for H3 or H4 was found. 

3.5.3. Perceived value 

Perceived value 

Concerning the perceived value, it was hypothesized that online renting experience 

would positively (H5), and perceived risk negatively affect the perceived value (H6). 

Dependent variable: Perceived value 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Online renting 
experience: 
Pragmatic 

,447 ,429 3,779 <,0001 ,661 

Online renting 
experience: 
Hedonic 

,197 ,208 1,964 ,054* ,758 

Online renting 
experience: Online 

,178 ,169 1,506 ,137 ,673 
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Usability 

Perceived risk: 
Financial risk 

,019 ,026 ,221 ,826 ,616 

Perceived risk: 
Monetary risk 

,109 ,152 1,373 ,175 ,695 

Perceived risk: 
Performance risk 

-,115 -,160 -1,527 ,132 ,772 

Perceived risk: Time 
risk 

-,070 -,048 -,458 ,649 ,782 

Table 18. Regression analysis for perceived value 

The analysis revealed one significant relationship with 𝜶 = 0.05 and one with 𝜶 = 

0.10. The results indicate that the pragmatic dimension has the biggest impact on 

perceived value. Second, the hedonic dimension of online renting experience seems 

to have a slight positive impact on perceived value (p=0,054). The findings support 

the H5 but no support for H6 was found from the results. 

Online loyalty 

Dependent variable: Online loyalty 

Independent 
variable 

B Beta t-value Sig. Tolerance 

Perceived value ,848 ,754 9,729 <,0001 1,000 

Table 19. Regression analysis for online loyalty 

It was hypothesized that perceived value positively affects online loyalty, and the 

analysis revealed a very strong relationship. This supports the H7. 
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4. Discussion and conclusions 
This thesis studied the perceived value in the online renting context. The main goal 

of this study was to extend the research field of perceived value to the area of online 

renting, as the earlier research has almost solely focused on traditional retail. The 

results of the study revealed some interesting findings but also left a few question 

marks. 

This chapter evaluates the findings and discusses their relationship with the 

previous research. The managerial implications are assessed to evaluate the 

conclusions of a more practical point of view and aim to provide information on what 

and how to implement the findings of this research to real-life business 

environments. The last chapter critically observes the limitations and suggests areas 

for future research. 

4.1. Theoretical contributions 

In this chapter, it is evaluated if the empirical findings of this research are aligned 

with the previous literature and theory presented in chapters 2-4. As the research 

on perceived value has almost solely focused on traditional retail, any new 

outcomes related to the renting context will be discussed here as well. First, the 

discussion focuses on the research model following with a discussion on the 

manipulation in the experiment. 

The main research goal is to test if the models of perceived value tested in the 

context of traditional e-commerce will apply to online renting. The main research 

question is: 

How is perceived value formed in the context of online renting? 

The main research question is answered with the help of the sub research 

questions. 
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4.1.1. What is the effect of website quality on online renting experience 

perceived risk and perceived value? 

The role of website quality in the tested model was hypothesized in H1 and H3. 

H1. Website quality has a positive effect on the online renting experience. 

When looking at the role of website quality in building better online rental experience, 

in general, it was expected that the dimensions of website quality would have a 

positive effect on the aspects of online renting experience, but no definite results 

were achieved.  

Therefore, H1 is rejected.  

Pragmatic 

As the results revealed, no significant relationship was found between the website 

quality and the pragmatic dimension of online renting experience. Nambisan and 

Watt (2011) define the pragmatic dimension as the practical value the customer 

experiences when using the online service. This means that the customer considers 

the online renting experience as useful, valuable, and worthwhile, for example. 

Even though respondents perceived the website quality as relatively high as can be 

deduced from the mean values of the responses (table 19), it seems to have no 

significant effect on the online renting experience if the utilitarian need becomes 

fulfilled. The experiment scenario utilized a rather modern online reservation tool. 

This implicates that consumers might not pay attention to the dimensions of website 

quality if the utilitarian fulfillment is high enough. Similar findings were made by 

Hsieh and Tsao (2013), who points out that high system quality is no longer a point-

of-difference but rather a point-of-parity. This is because most of the consumers 

consider features such as quick response time, proper operational functions, etc. as 

basic-level functions of an e-commerce website. To achieve a better understanding 

of the relationship between website quality and the pragmatic dimension of online 

renting experience, further experiments would need to be conducted between 

different online reservation systems. 

Hedonic 
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When moving to the hedonic dimension of online renting experience, it was found 

out that the dimension of entertainment has a significant positive impact. On the 

other hand, (website) usability has a significant negative effect on the hedonic 

dimension of online renting experience, which was unexpected. Nambisan and Watt 

(2011) explain that the hedonic dimension reflects the enjoyment and excitement 

customers achieve when being in a place where their object of interest is the main 

focus. The context of experiencing fun and excitement during the usage of an online 

service is provided by the highly involved interactions related to the object of interest 

of the customer. As the entertainment factor reflects the visual attractiveness and 

exciting appeal of the website, it seems that a visually high-quality website can 

significantly increase the online renting experience. 

The usability of the website is based on McKinney et al. (2002) research and was 

adjusted as a result of factor analysis. The updated dimension consists of four items: 

response, easy-to-use, well organized, and general navigation. The unexpected 

adverse effect of usability to online renting experience is rather difficult to explain 

because a high level of responsiveness, easiness of usage, and organized structure 

where’s easy to navigate would assumably decrease negative emotions such as 

frustration. One reason can be the very pragmatic and task-oriented design of the 

online renting system, where the user can not navigate freely except backward and 

forward. This can possibly decrease the fun and exciting aspects of the online 

renting experience. Another rational explanation for the unexpected outcome is the 

small group of respondents. 

Online usability 

The research results reveal that website design has a significant positive effect on 

the dimension of online usability. The design factor was formed as a result of the 

factor analysis and consists of two items: a simple layout and a clear design. 

Nambisan and Watt (2011) define online usability as a dimension that captures the 

ease-of-use and clarity of the technological features of the website. 

Higher levels of perceived usability reflect the consumers’ ability to navigate and 

operate on the website smoothly and effortlessly and without any obstructions or 

annoyances that might prevent users from achieving their goals. On the other hand, 
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lower levels of perceived usability imply distractions related to technological and 

navigational aspects that cause customers'  to experience frustration during the 

interactions and web browsing. 

The design factor used in this research is very close to the (website’s) usability factor 

that had a negative effect on the hedonic dimension of the online renting experience. 

When evaluation moves to consider online usability, the design of the website has 

a significant positive impact on the online renting experience. This could mean that 

sites with very high practical and task-oriented design, the hedonic dimension, and 

utilitarian dimensions (pragmatic and online usability) are in conflict with each other. 

H3. Website quality has a negative effect on perceived risk. 

Based on the previous literature, it was hypothesized that the website quality would 

have a decreasing effect on perceived risk. For instance, Hsieh and Tsao (2013) 

found out that system quality significantly reduces the perceived risk experienced 

by the consumer but as decent system quality has become a de facto for most of 

the internet consumers, the negative effect of system quality to perceived risk did 

not achieve significance in their research. 

Neither this research was able to find a significant relationship between website 

quality and perceived risk. In addition to the lack of significance, the values of 

unstandardized coefficients between the dimensions of website quality and 

perceived risk, behaved inconsistently and in unexpected ways.  

Therefore, H3 is rejected. 

Financial risk 

In the factor analysis, the original measure of financial risk used in this study 

(Forsythe et al. 2006) was divided into two separate factors because the items of 

the financial risk systematically loaded on two different factors. Therefore, financial 

risk represents more of the frights that the website is not trustworthy, or the product 

isn’t the same as ordered. 

The dimensions of website quality used in this research didn’t have a significant 

effect on the perceived financial risk experienced by the respondents. It can be 
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argued that the simulated scenario and lack of actual risk of losing money affected 

the respondents, causing confusing and inconsistent results. 

Monetary risk 

The factor of monetary risk was formed in the factor analysis as the item loadings 

of financial risk were consistently splitting into two factors. Thus, monetary 

risk represents the fear of direct monetary loss as a result where credit card 

information might get stolen, or credit card might get overcharged. 

However, no significant relationship was found between the website quality and 

monetary risk. The lack of actual risk of losing money most likely affected the 

respondents also when trying to evaluate the risk of monetary loss in the simulation. 

Performance risk 

The factor of performance risk measures respondents’ perception of the risk that is 

related to the product performance of the rented bicycle. Earlier literature has found 

out that the impossibility to test or examine the features, size, and other aspects of 

the product over an online interface can cause consumers to experience 

performance-related risks. 

Again, no significant relationship was found between the website quality and 

perceived performance risk. The dimensions of website entertainment and design 

seem to have a decreasing effect on perceived performance risk, however, without 

significance. Yet, this implies that visual cues such as product images and clear 

design that helps the consumer to evaluate the product better can help to decrease 

the performance-related perceived risk. 

The experiment scenario with an imaginary need to rent a bike can have an impact 

also on the respondents' perception of the performance risk. 

Based on the mean values of the responses both in this research and the research 

by Hsieh and Tsao (2013), it seems that the performance risk is the most significant 

source of risk perception when shopping online. Therefore, companies should focus 

on providing sufficient help for consumers to better evaluate the product over the 

online interface.  
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Time risk 

Time risk can be defined as the alternative cost for the lost time that it took to place 

the order. To build the factor, the respondents were asked, for example, how 

complicated it was to place an order and how long they felt that the content of the 

website took to load. Furthermore, Hsieh and Tsao (2013) point out that the inclusion 

of too much information requires users to spend additional time filtering the 

information before making decisions. Therefore, inefficient information transfer can 

cause consumers to experience the risk of lost time. However, in this research, this 

aspect was not included. 

When looking at the results, especially the usability and design of the website, can 

decrease the time risk. Even though no significance was achieved, the result 

indicated that a well-designed website with clear utilitarian function can reduce the 

time-related risks perceived by consumers. However, the results of this study and 

also the findings of previous literature (e.g., Hsieh and Tsao, 2013) hint that time 

risk is the least significant dimension of the perceived risk. 

4.1.2. What is the effect of information quality on online renting 

experience perceived risk and perceived value? 

The role of information quality is tested in the hypotheses H2 and H4. 

H2. Information quality has a positive effect on the online renting experience. 

In general, when information quality’s impact on the online renting experience, more 

consistent results were achieved compared to website quality. Two out of three 

dimensions (pragmatic and hedonic) of the online renting experience were positively 

influenced by information quality with 𝜶 = 0.05 and also the third (online usability) 

with 𝜶 = 0.10. 

Therefore, H2 is supported. 

Pragmatic 

As written earlier, Nambisan and Watt (2011) define the pragmatic dimension as the 

utilitarian value the customer experiences when using the online service. When 
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looking at the results of this research, the usefulness of the information does have 

a significant positive effect on the pragmatic dimension of online renting experience. 

Another interesting finding is, even though no significance was achieved, that the 

adequacy of information negatively affects the pragmatic dimension of online renting 

experience. This relationship would suggest that including too much information 

disturbs the pragmatic aspect of the online experience. 

Hedonic 

The results show that the reliability of the information has a positive effect on the 

hedonic dimension of the online renting experience. When consumers have a goal 

to complete something practical, it is logical that reliable information supports 

hedonic feelings of the online experience. McKinney et al. (2002) note in their 

research that e-commerce managers should track the satisfaction of their website 

visitors and recognize the distinctive role of information content. It means that for 

one website, one type of information content can work better than for another. 

Online usability 

With 𝜶 = 0.10, the reliability of the information also positively affects the online 

usability, which means that if consumers can trust in the information the website 

provides, they consider usability as better. The trustworthiness of a website 

information sort of removes the worry that the conducted actions don’t lead to the 

desired outcomes.  

In the 1980s, Ajzen and Fishbein (1980) developed the theory of reasoned action, 

which claims that the actions individuals do are determined by the attitude and 

subjective norms. Furthermore, the intention to shop online is related to an 

individual's e-commerce history and has a direct impact on consumer behavior. 

Knowing how past experience affects purchasing behavior is essential, given that 

previous e-commerce consumers behave differently from inexperienced 

consumers. (Weisberg, Te’eni & Arman, 2011) 

The ability to trust and consider website information reliable can be connected with 

the earlier experiences on shopping online but also with the subjective attitude and 

norms. Gefen (2000) notes that attitude and norms towards shopping online are the 



  
 

69 

results of individual beliefs, which are influenced by the degree to which they 

consider e-commerce to be an enjoyable experience. Thus, if an individual doesn't 

have any prior experiences on e-commerce, it is likely that they feel the reliability 

and trustworthiness of the website differently than the people who are experienced, 

online shoppers. 

H4. Information quality has a negative effect on perceived risk. 

When looking at the relationship between the factors of information quality and 

perceived risk, only one significant negative link was found. In general, most of the 

factors affected negatively to the perceived risk, which was hypothesized, but the 

results also included a few exceptions. For example, adequacy of the information 

increased the perceived risk (without statistical significance) in every case except 

the performance risk. 

This finding is in line with the results of Hsieh and Tsao (2013), who propose that 

the inclusion of too much information requires users to spend additional time filtering 

the information before making decisions. Excessively large amounts of data or 

inefficient information transfer can apparently affect increasingly also to other factors 

than the time risk. On the other hand, adequacy of the information has quite a 

significant decreasing effect on the performance risk, which according to the mean 

values of the responses, was considered as the most critical form of risk in this 

research. Despite the findings and direction of relationships that the results 

revealed, there’s not enough proof that the information quality would decrease the 

perceived risk. 

Therefore, H4 is rejected. 

Financial risk 

As described earlier, financial risk represents more of the frights that the website is 

not trustworthy, or the product isn’t the same as ordered. Therefore, it’s quite logical 

that the reliability of the information has a significant negative effect on financial risk. 

Other factors of information quality didn’t reach significance with their relationship to 

financial risk. However, the usefulness of the information almost reached 

significance and also had a significant negative effect on the perceived financial risk. 
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Monetary risk 

No statistically significant relationships were found between the information quality 

and monetary risk. The reliability of the information reached the closest level of 

significance (Sig.=0,13) and affected the monetary risk by decreasing it 

significantly.  

Performance risk 

Performance risk was considered as the most crucial factor of the perceived risk, 

which indicates that the respondents felt the most significant uncertainty when they 

evaluated whether the product would fulfill their needs. However, no statistically 

significant relationships were found between the information quality and 

performance risk. 

Time risk 

Again, no statistically significant relationships were found between the information 

quality and time risk. Adequacy of the information reached the closest level of 

significance (Sig.=0,14) and had a slight increasing effect on the time risk, which is 

in line with the findings of the earlier research (Hsieh and Tsao, 2013). 

4.1.3. What are the effects of online renting experience and perceived 

risk to perceived value? 

H5. Online renting experience has a positive effect on perceived value. 

Based on the previous literature (e.g., Chen and Dubinky, 2003) it was hypothesized 

that online renting experience would positively affect the perceived value. The 

results support that pragmatic and hedonic dimensions of online renting experience 

positively affect the perceived value, pragmatic dimension having a clearly more 

significant role. The finding suggests that people appreciate the feeling of getting 

things done over the hedonic and usability related feelings. Therefore, the premise 

of e-commerce web design should be building a service that helps the individual to 

achieve the desired goal as efficiently as possible. Once that goal is achieved, e-

commerce managers can start planning on how to improve the other factors 

affecting the perceived value. With two out of three factors of online renting 
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experience reaching a significant positive effect on perceived value, it can be stated 

that H5 is supported. 

H5 is supported. 

H6. Perceived risk has a negative effect on perceived value. 

It was hypothesized that perceived risk would negatively affect the perceived value. 

However, no significant negative relationships were found in the results.  

From earlier literature, for example, Hsieh and Tsao (2013) found out that the lower 

the perceived risk, the higher is the online loyalty, and thus, the repurchase rate. 

However, they found out that the relationship is significantly stronger on C2C 

platforms than on B2C platforms. On the other hand, Chen and Dubinky (2003) 

didn’t find a significant negative effect of perceived risk to perceived customer value. 

Chen and Dubisnky (2003) rationalize their finding with the product type used in 

their research. They suggest that perceived risk plays a more critical role when the 

product is expensive and infrequently purchased. Furthermore, they continue that 

the determinants of perceived risk in an online context require further empirical 

investigation. 

The explanations from the earlier literature could also apply to the findings of this 

research. Moreover, it can be added that the experiment was based on simulation, 

and therefore, didn’t predispose the respondents to any real risk. Hence, that could 

have had an effect on the results by decreasing the perceived risk by the 

respondents. Another noteworthy observation is the effect of the context of renting. 

In renting, the ownership of the product doesn’t change, which can have a 

decreasing impact on the risk perception. There is no earlier research on how the 

context of renting differs from the purchasing, but it is definitely worthwhile to notice 

that the nature of renting is quite different from the purchasing. 

Because no significant adverse effects were found between the perceived risk and 

perceived value, H6 is rejected. 

H6 is rejected. 
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4.1.4. What is the effect of perceived value to online loyalty? 

H7.  Perceived value has a positive effect on online loyalty. 

Based on the previous literature (e.g., Jiang, Jun, Yang, 2016; Chen and Dubinky, 

2003), it was hypothesized that perceived value has a positive effect on online 

loyalty. The results of the study support the hypothesis and the findings of earlier 

literature. Therefore, it can be stated that if a rental company is able to provide 

smooth and enjoyable online renting experience, they are more likely to generate 

loyal and returning customers.  Jiang, et al. (2016) point out that the higher level of 

cost transparency in e-commerce make other factors than price (e.g. conveniency) 

increasingly important for attracting customers. This is, for example, the primary 

reason why consumers are using online channels when buying more valuable 

products. 

H7 is supported. 

4.2. Managerial implications 

The findings of this research included some expected and some unexpected results. 

The first and foremost finding is that consumers value the most the pragmatic 

dimension of the online renting experience. Therefore, the e-commerce managers 

of rental shops should make online renting as easy and straightforward as possible. 

However, easy and straightforward does not mean skipping some of the essential 

steps. For example, it might be easy to just limit the amount of information because 

the information adequacy correlates negatively with the dimensions of online renting 

experience. The amount of information, however, has a strong decreasing effect on 

the performance risk of the product, which was considered clearly as the most 

significant risk type when asked from the respondents. Therefore, the e-commerce 

managers of rental shops should focus on having sufficient information about the 

product available on the website and enhance the efficiency of information transfer 

instead of reducing the amount of information. There are several ways to improve 

the efficiency of information transfer. For example, images, videos, and customer 

reviews to mention a few. 
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Another interesting finding is that consumers tend to value the positive 

consequences more than the negative (online renting experience vs. perceived 

risk), when they evaluate if their overall experience was good. This might be a result 

of the simulation-based experiment, but it is worthwhile to notice that also the 

context of renting can affect the risk perception descendingly. The logic behind this 

conception is that when consumers rent for example a bicycle, they pay for the right 

to use a bicycle instead of paying for the ownership right of the bicycle. When 

consumers purchase an expensive product, it is expected that they pay much more 

attention to the little details and perceive the risks as more significant. The temporary 

nature of renting limits the downsides to occur only within a certain period of time.  

Lastly, it is noteworthy to point out that the most effective antecedent item in this 

study is the reliability of information. This implies that when consumers make rentals 

or other purchases online, they want to be certain that the ordered product or service 

matches the reality. Therefore, especially rental companies, should aim to provide 

their customers with the exact ordered product instead of following the common 

industry habit of adding a “or similar” disclaimer at the end of the order. For example, 

car rental companies often include this disclaimer into the order and a customer 

might end up having a completely different car than was actually requested on the 

website. 

4.3. Limitations and future research 

Even though the research is preliminary by nature as it covers an area in the field 

of consumer perceived value that has not been studied before, the conceptual 

model and research design include some limitations. 

First of all, the research should be repeated with real consumers who are actually 

using an online renting service for an existing need. The simulated experiment might 

have affected the responses significantly as there were no real benefits to obtain or 

sacrifice to pay. Furthermore, a real environment, brand with its related attributes, 

and other factors that are related to consumers’ purchase decision from the need 

arousal stage to the purchase decision will have an uncontrolled effect on their 

perceived value. 
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For increased reliability and more comprehensive results, the research would have 

required more manipulation variations. The research model was too complex to be 

comprehensively tested with an experiment that included only one manipulation. In 

addition to the information quality related manipulation that was conducted in this 

research, it would have been beneficial to test more versions with different aspects 

of information quality, such as different types of images. Moreover, the aspects of 

website quality should have been manipulated as well in order to obtain more 

comprehensive results. However, within the resource limits of this research, it was 

not possible to carry out more than one manipulation. 

Furthermore, the research should be repeated with different type of products and 

see if there’s difference for example between utilitarian and recreational products. 

In this research, the rental product and simulation was highly framed as recreational. 
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Appendices 
Appendix 1. Instructions for the respondents. 

”Teen tällä hetkellä gradua, jossa tutkin asiakaskokemuksen muodostumista 

verkossa tehtävien vuokrausten yhteydessä. Olen vihdoin siinä pisteessä, että 

pääsen keräämään dataa. Tätä varten olen luonut testin, johon sisältyy 

kuvitteellinen simulaatio pyörävuokrauksesta ja tätä seuraava kysely. 

Kokonaisuudessaan simulaatioon ja vastaamiseen menee noin 15 minuuttia. Olisin 

erittäin kiitollinen, jos voisit käyttää tämän verran aikaasi tekemällä ensin 

testivuokrauksen ja tämän jälkeen vastaamalla kyselyyn (linkit lopussa). 

Skenaario: 

Olet lähdössä lomalle ja haluat vuokrata polkupyörän etukäteen netistä. Olet 

löytänyt vuokraamon, jossa tämä on mahdollista. 

Huomioitavaa: 

- Tee vuokraus kuten tekisit sen oikeassa elämässä. (Kyseessä on ainoastaan testi, 

eikä simulaation tekeminen aiheuta veloitusta tai oikeaa vuokrausta) 

- Simulaatiossa vuokrauksen lopussa ei tapahdu maksua. Normaalitilanteessa 

vuokraus päätettäisiin tilauksen maksamiseen, joten asennoidu mentaalisesti siten, 

että maksaisit vuokrauksen simulaation lopussa jollakin yleisimmistä verkkokaupan 

maksutavoista. (Vuokrauksen vahvistuksessa tulee myös lukemaan, että “Varaus 

maksetaan noudon yhteydessä liikkeessä”, mutta sivuuta tämä arvioidessasi 

vuokrauskokemusta kyselyosiossa ja ajattele, että olisit maksanut vuokrauksen) 

- Simulaatio on mahdollisimman lähellä realistista vuokraustilannetta sisältöineen ja 

liitteineen. Huomioi nämä, kuten huomioisit ne oikeassa elämässä ja yritä toimia, 

kuten toimisit oikeassa elämässä. 

- Simulaatiossa antamasi tiedot tallentuvat graduni teon ajaksi rentle.io -nimiseen 

palveluun. Kun graduni on valmis, simulaatiossa kerätyt tiedot poistetaan. Voit lukea 

lisää tietojesi käsittelystä yleisellä tasolla Rentlen tietosuojaselosteesta 

https://www.rentle.io/privacy 
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Suuret kiitokset jo etukäteen!” 

Appendix 2. Experimented manipulation. 

 

Step one. Selecting the product category. On the left side is the view for the 

respondent group A, and on the right side is the view for the respondent group B. 
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Step two. Selecting the bicycle model. Respondent group B had more detailed 

product description. On the left side is the view for the respondent group A, and on 

the right side is the view for the respondent group B. 
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Step three. Selecting the bicycle size and duration of the rental. From this point on, 

the versions between the group A and B do not differ. 
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Step four and five. Reservation summary and filling out personal details. 

 

Step six and seven. Cancelation policy and reservation confirmation. 
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Step eight. Reservation confirmation. 
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Appendix 3. The questionnaire 

Control questions 

Kuinka vanha olet? 

Millaisena pyöräilijänä näet itsesi? 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Kuinka paljon teet ostoksia verkkokaupoissa? 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

WWW- sivuston laatu  

Verkkosivu on vastaanottavainen 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivu latautuu nopeasti 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivun käyttö on yleisellä tasolla esteetöntä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivuston ulkoasu on yksinkertainen 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivu on helppokäyttöinen 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 
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Verkkosivu on hyvin organisoitu  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivun design on selkeä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivu on yleisellä tasolla käyttäjäystävällinen  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivu on visuaalisesti houkutteleva 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla on hauska asioida  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla on mielenkiintoista asioida 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivu on yleisellä tasolla viihdyttävä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla on helppo navigoida edestakaisin 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla asioiminen hoituu vähillä klikkauksilla 
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- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla on yleisellä tasolla helppo navigoida 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Informaation laatu  

Verkkosivulla tarjottu informaatio on ostokseen soveltuvaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on ostokseen liittyvää  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on ostokseen olennaista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on merkitykseltään selkeää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on helposti ymmärrettävää  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on helposti luettavaa  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on yleisellä tasolla ymmärrettävää 
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- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on luotettavaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on tarkkaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on uskottavaa  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on yleisellä tasolla luotettavan oloista  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on määrältään riittävää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on kokonaisvaltaista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio kattaa tarvittavat aiheet ostoksen tekemisen 

kannalta 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on yleisellä tasolla riittävää ostoksen tekemisen 

kannalta 
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- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on informatiivista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on arvokasta 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Verkkosivulla tarjottu informaatio on yleisellä tasolla hyödyllistä ostoksen tekemisen 

kannalta 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokrauskokemus  

Vuokraaminen verkkosivulta on mielestäsi kannattavaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi hyödyllistä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi tuottoisaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi arvokasta 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 
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Vuokraaminen verkkosivulta on mielestäsi käytännöllistä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi informatiivista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi merkityksellistä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi iloista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi miellyttävää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi hauskaa  

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi jännittävää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi koukuttavaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi viihdyttävää 
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- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi mielenkiintoista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi nautinnollista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on mielestäsi helppoa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta ei ole puuduttavaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta ei ole stressaavaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta ei ole hämmentävää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on yksinkertaista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokraaminen verkkosivulta on johdonmukaista 

- 1 Täysin eri mieltä 
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- 7 Täysin samaa mieltä 

Koettu riski  

En voi luottaa verkkosivuun 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Epäilen, että varaamaani tuotetta ei välttämättä ole 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Saatan ostaa jotakin vahingossa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Henkilökohtaiset tietoni saattavat joutua vääriin käsiin 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Epäilen, että en välttämättä saa haluamaani tuotetta 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Luottokorttitietoni saattavat joutua vääriin käsiin 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Epäilen, että minua voidaan veloittaa liikaa 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

En pysty arvioimaan oikeaa polkupyörää 

- 1 Täysin eri mieltä 
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- 7 Täysin samaa mieltä 

Epäilen, onko polkupyörä minulle sopivan kokoinen 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Minua epäilyttää, koska en voi kokeilla polkupyörää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Minua epäilyttää, koska en voi koskea ja tunnustella polkupyörää 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Minua epäilyttää, koska joudun odottamaan vuokrauksen alkamista enkä saa 

polkupyörää heti käyttööni 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Vuokrauksen tekeminen oli monimutkaista 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Sivut latautuvat hitaasti 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Kokonaistyytyväisyys ja uskollisuus 

Verrattuna vaihtoehtoisiin palveluihin, edellinen vuokrauskokemus oli houkutteleva 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 
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Olen sitä mieltä, että edellisen vuokrauskokemuksen aiheuttamat positiiviset tunteet 

ovat suuremmat kuin negatiiviset 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Uskon, että edellinen vuokrauskokemus on kokonaisuutena parempi kuin mitä 

kilpailevilla yrityksillä olisi tarjota 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Tulen sanomaan positiivisia asioita kokemuksistani muille 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Suosittelisin edellistä palvelua niille, jotka kysyvät neuvoani 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Rohkaisisin ystäviäni käyttämään edellistä palvelua 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Voisin kehua edellistä palvelua julkisesti esimerkiksi internetissä 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

Jos haluaisin vuokrata pyörän uudestaan, käyttäisin edellisen yrityksen palvelua 

- 1 Täysin eri mieltä 

- 7 Täysin samaa mieltä 

 


