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Abstract

Researchbackground: Fromtimeto time utilization of moderntechnology
innovativelydisruptstheindustry,asis truefor sharingeconomycompanies
suchas Airbnb and Uber. Thesecompaniesachievedglobal successwith
their platformenabledbusinessexonnectingthe demandof individuals
with underutilized resourcesof others. Besidesthe competitive prices
enabledby controversialpractices,they are widely criticized for, these
companiesttractednasse®f customersnot only the price-sensitiveones.
Relatingto that, the recentmarketingphenomeaon of customerexperience
is aiming to help companiessystematicallyunderstandhe perceptionand
resultingactionsof customersandto bettermanageheir marketingmix to
gaincompetitiveadvantagandincreaseoverall performance.

Purposeof the article: The purposeof this articleis to explorethe nature
of customerexperiencen the areaof sharingeconomyto betterunderstand
the importanceof experientialfactors the marketing metrics of sharing
economycompaniesredrivenby.

Methods: Theresearchs basedon the pilot datacollectionthroughonline
and offline surveys and the subsequenfpartial least square strucural
equationmodeling(PLS SEM) analysisof the datafrom 86 respondents.
Findings & Value added This paperprovidesinsight into the areaof
sharing economy through the identification of the factors of need
fulfillment level (particularly social) and effective resourcemanagement
duringthe customeexperienceasthe oneswith the positiveeffect(medium
and weakmedium)on the memorizedcustomerexperienceguality, while
the human perception engagements surprisingly found as the weak
contributor. Thememorizedcustomelexperiencejuality wasfoundto have
a medium positive effect on customersatisfactionwhich further hasthe
mediumstrongpositiveeffecton the positiveword-of-mouthandcustomer
loyalty of customer®f the sharingeconomycompanies.
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1 Introduction

Customer experiencemanagementis one of the key marketing topics of the recent
millennium.Academicsaswell asmanageraretrying to understandheconcepbf customer
experiencasits managemerns consideredsoneof themainapproabtesfor differentiation,
competitive advantage and increasedfinancial performance[1]. In the last decade,the
marketwas,on the otherhand,disruptedby the companiegroviding platformsfor sharing
economyservicessuchas Airbnb and Uber. Thesecompmanies,by the smartutilization of
new technologiesjnnovatedcustomerexperiencemainly in fields of accommodatiorand
transportation.

This article explorescustomeexperiencereatedoy the union of platformsprovidedby
sharingeconomycompaniesand the service providers,identifies key contributorsto the
recollectedcustomerexperiencejuality, andits effect on key marketingmetrics.The next
sectionsof this chaptemriefly presenthe marketingconcepiof customeexperienceindthe
phenomenomf sharingeconomy hypotheseareformulatedin its end.The nextchapteris
dedicatedo the researchmethodology ChapterResultsand Discussiornpresentkey results
of the analysisandpresentghe evaluationof the hypothesisThefinal chapterConclusiors
presentskey findings aswell aslimitations of the researchand possibleavenuedor future
research..

1.1 Customer Experience

Customerexperiencecanbe broadlydefinedas,,non-deliberate spontaneousesponseand
reactionsto offering-relatedstimuli embeddedwithin a specific context™ [2]. While this
definition canbe consideredhe mostaccurateahanksto its nonreductivenaure, De Keyser
etal.[1] criticizeit with a statementhatsuchabroaddefinition doesnot practicallyhelpand
decompositiorof customerexperiences neededo makeit manageable.

DeKeyseretal. [1] decomposeustomerexperiencdo CX components/buildinglocks:
interactiontouchpointsthe contextof experiencequalitiesof experienceKlaus & Maklan
[3] recognizefour dimensionf customerexperienceuality: productexperiene, outcome
focus,momentsof-truth, peaceof-mind. Schmitt[4] proposedive ,strategical experiential
modules®: sensefeel, think, act,relate.An enormousiumberof researchersomewith their
own modelsandcomponentsjimensionsandantecedentsf customerexperiencg5]. Many
of the models built upon the cognitiorraffectbehavior model, some use the stimulus
organismresponse framework [6], some consciousnesemotiortvalue model [7] or
attributeconsequencealue meansend chain [8], and some tries to combine more
approacheto one.Someauthorsapproactcustomerexperiencehroughthe evaluationof
stimuli characteristicssomethrough the evaluationof the dimensionsof the perceptive
processsomeauthorsperceivecustomeexperiencenainly ashedonistic,the fragmentation
is enormous.

Fromtheworksof Becker& Jaakkolgd2] andDe Keyseretal.[1] it couldbe,onceagain,
concludedhatcustomeexperiences avery complexmultidisciplinaryconcepthatincludes
everythingandits comprehensiors a conditionby the connectiorof manytopicsfrom many
differentfields andthereforeshouldnot be reducedpecauseucha reductionmightleadus
backnotforwardin themarketingknowledge Fromthis point of view, thiswork buildsupon
theory[8] built uponthe knowledgefrom the fields of marketing,psychology philosophy,
humanrcomputerinteraction, and quality of life that suggeststo combine hedonic and
utilitarian aspect®f acompanys offering with its economidmpacton customer’s resources
and views customerexperienceas the cumulative memorizedpsychologicalresult of all
perceivedstimuli during the looselyboundedtime frame connectedy the customerto his
interactionswith the brandhired to help him with sometask. The theorythenassimesthat
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thequality of suchamemorizectustomeexperiencénfluencesoverallcustomesatisfaction
with a brandandfurtherinfluenceshisloyalty andpositiveword-of-mouth[8].

1.2 Sharing Economy

Sharingeconomyor collaborativeeconomy9] canbe,accordingo Schlagweiretal.[11, p.
18] defined as ,,peer-to-peer IT-facilitated peerto-peer model for commercialor non
commercialsharingof underutilizedgoodsand service capacitythrough an intermediary
without a transferof ownership".In other words, the sharingeconomycompaniesact as
intermediarieshatprovidethe platformsthroughwhich providersof theunderutilizedgoods
or servicescan meetwith the potentialcustomersseekingsuchgood or service.The most
knowntwo companie®peratingundertheterm,,sharing economyareAirbnb, the platform
primarily for utilization of the underutilized accommodationand Uber, the platform
primarily for the utilization of the underutilizedtransportatiorvehiclesand time of their
drivers.[12] Thesecompanieshaveachievedconsiderablesuccesgrom the yearsof their
foundation(2008,2009),buthavealsoreceivedconsiderableriticism[12], in anycasethey
revolutionizedthe fields wherethey operateandinnovatedthe overall customerexperience
tha allowedthemto reacha substantiahumberof customersespeciallythe youngerones
[13].

This paper,therefore,aims at the identification of the key factorsthat havea positive
effecton the recollectedcustomerexperienceguality with the sharingeconomycompanies.
ResearcHurther exploresthe role of recollectedcustomerexperiencejuality in relationto
customer’s loyalty to andpositiveword-of-mouthfor sharingeconomycompanies.

1.3 Research hypothesis

Basedon the customerexperiencetheory [8] introducedabove,a conceptualmodel with
hypothesizedelationshipbetweerconceptsvasdevelopedndhypothesesvereformulated

asfollows.

H5

H2 H4 e

H6

In the contextof the sharingeconomyexperience:

H1: Recollectedneedsfulfilment level (NFL) has a positive effect on the recollected
customerexperiencejuality (CXQ).

H2: Recollectedefficient resource management(ERM) has a positive effect on the
recollecteccustomerexperiencejuality (CXQ).

fas] %

% ==
w

Fig. 1. Conceptuamodelbasedn [8]
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H3: Recollectechumanpercepion engagemernHPE)hasa positiveeffectontherecollected
customerexperiencejuality (CXQ).

H4: Recollectedcustomerexperiencequality (CXQ) has a positive effect on customer
satisfactionCSAT).

H5: CustomersatisfactionCSAT) hasa positiveeffed on customeioyalty (LOYL).

H6: Customessatisfactio(CSAT) hasa positiveeffecton positiveword of mouth(PWOM).

2 Methods

This paperusesanonlineandoffline questionnairavith closedquestiondasedntheLikert

scaleto collect the opinionson customerexperienceattitudes,and tendencief sharing
economyservicescustomersCollectedquantitativedatawere cleanedthroughthe process
of statistical and visual identification and further exclusion of responsescontaining
suspiciougesponsgaterns.Theresultingsetof cleaneddatawasanalyzedwith the partial

least squarestructuralequationmodeling (PLS-SEM) method. The methodologyof this

paperfollows recommendationsf Hair et al. [14, 15] and Sarstedet al. [16] for applying
PLSin structuralequationmodeling.

2.1 Target population and sample

The respondentdor this researchwere purposefullyselectedfrom the studentsof Czech
universitypredominantlybelongingto the so-calledcategory,,generation Z*“. Therestof the
respondentsvere reachedthrough the questionnairedistributed online and purposefully
placedto the thematicallyrelevantplaceson social mediawith the expectatiorto acquire
datafrom ,,generation Z* andyoungest,generation Y* memberdrom the CzechRepublic.
Theselectiorof agegroupsreflectsDenning’s [17] view of thesharingeconomyasappealing
to younggenerations.

2.2 Data collection

Thedatafor this researclwerecollectedthroughthe online andoffline surveyswith closed
guestionsasedon the 7-point Likert scalerangingfrom ,,Strongly disagree* to ,,Strongly
agree*. Questionsaskedwere relatedto the conceptsof the conceptualmodel, therefore
customeisatisfactioncustomeitoyalty, word-of-mouth,customerexperienceuality, need
fulfillment, resourcedemand,and perception (for relevant questionssee Table 1 in
Appendix). The questionsaskedwere selectedfrom the pool of items extractedfrom the
customerexperiencaesearchpapers(seeHavir, 2019, for the identical methodology)and
linkedto theconcept®f theconceptuamodelfor maintainingrichnessutwhile eliminating
redundancyFor the conceptwith no relateditemsin the pool, newitemsweredesignecand
thewhole questionnairevaspreparedor the pretesthroughthis research[18]
Customersatisfaction(CSAT) was measuredy the Czechequivalentof the following
statementsl) ,,I amsatisfiedwith my experiencevith Uber/ Bolt / Airbnb.*, 2) ,,Overall, |
am satisfied with Uber / Bolt / Airbnb.“ Customerloyalty (LOYL) was measuredby
statementsl) ,,Even if it weremoredifficult to useUber/ Bolt / Airbnb, | would still use
it.“, 2) ,,At the nextsimilar occasion will primarily chooseUber/ Bolt / Airbnb.“, 3) ,,For
all futuresimilar occasiong will useonly Uber/ Bolt / Airbnb.“, 4) ,,I’'m loyal to Uber/ Bolt
/ Airbnb.* Positiveword-of-mouth(PWOM) wasmeasuredy statementsl) “Based on my
experiencel will recommend(edlber/ Bolt / Airbnb to a colleagueor friend.“, 2) If
someonewould like to adviseon a similar situation,| would recommenchim Uber/ Bolt /
Airbnb.“, 3),,Based onmy experiencel will encourage(ddomeonaroundto try Uber/ Bolt
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/ Airbnb.“ Customerexperienceguality (CXQ) wasmeasuredy the statement;,I ratethis
experienceasgreat.”

Basichumanneeds(BSC) part of needsfulfillment level (NFL) higherorder construct
was measuredby statementsl) I had a feeling of assurance.”, 2) ,,I had a feeling of
security.“; socialhumanneedgSOC)partby statementsl) ,,I hadafeelingthatl wasbeing
treatedfriendly.“, 2) ,,I hadafeelingthat!'m a memberof acommunity.“, 3) "I hadafeeling
| wastreatedfairly andwith respect.”; human needsfor growth (GRW) partby statements:
1) ,.I hadthefeelingthatl wasenriched.”, 2) ,,I hadthefeelingthatit wascontributingto my
self-realization.”, 3) ,,I hadthe feeling thatit was contributingto my development.*, 4) ,,I
hadthe feelingthat | could do somethinggood.*; utilitarian customemeeds(UT) partwith
statementsl) ,,Everything wasfully functional.“, 2) ,,Everything wasof goodquality.*, 3)
,.1 felt thateverythingwasfulfilling its purpose.”, 4),,My intendedntentionto usetheservice
wasfully met.“; andhedoniccustomemeeds(HED) part of needsfulfillment level (NFL)
higherorderconstructwvasmeasuredby statementsl) ,,I hadafeelingof luxury.“, 2),,I had
a feeling of real enjoyment/pleasure., 3) ,,My expectationsvere exceeded.”, 4) ,,My best
imaginationwasexceeded.“, 5) ,,] wasabsorbedr experiencedhe feeling of flow.*, 6) ,,I
experience@ senseof escapdrom everydayreality.*

Managemenbf energyresourcegENR) part of efficient resourcemanagementERM)
higherorder constructwas measuredby statements:1) ,I was physically or mentally
unburdened.“, 2) ,,My energy (physical, mental) was not requiredmuch.“, 3) ,,I had the
feelingthatmy physicalandmentalenergywaswell invested.“, 4) ,,I felt like | wasphysially
or mentally restedby the experience.”; moneyresourcegMNY) part was measurecby
statementsl) ,,I felt thateverythingwascommensurataith the costof the service., 2) ,,1
felt thatmy financeswerewell invested.*; andtime resourcegTIM) partwasmeasuredy
statementsl) , I felt thateverythingwashelpingto savemy time.*, 2) ,I felt thateverything
wastime-efficient.“, 3) ,,I felt thateverythingwashelpingme spendmy time well.“

Sensory(SNS) part of the humanperceptionengagemenfHPE) higherorderconstruct
wasmeasuredtby thefollowing statementsl) , I felt thateverythingcontributedo thedelight
of my sensegappearancedesign, smell, temperature purity).“, 2) ,,I had a feeling of
comfort.”, 3) ,I felt a pleasantatmosphere.”; cognitive (COG) part was measuredby
statementsl) ,,I learnedsomethingnew.*, 2) ,I engagedny creativity.*, 3) ,,I satisfiedmy
curiosity.”, 4) ,,I wasinspired.*; affective(AFF) partwasthenmeasuredby statementsl) ,.I
wasmadehappy.©, 2) ,,] waspostively surprised.”, 3) ,,] wasamused.“, 4) ,,] waspleased.“,
5) ,.I experienced feelingof excitement/enthusiasm.*“; andbehavioral BEH) partof human
perceptionengagemen(HPE) higherorder constructwas measuredby: 1) ,,I had the
opportunityto getadively involved.“, 2) ,,My future behaviorwas positively influenced.*,
3) ,,My lifestyle waspositivelyinfluenced.*

2.3 Data cleaning

Collecteddatawere statisticallyanalyzed the stringsof answerswere visualizedbasedon
the quantitativevalue of the answer.The questionnairavasdivided into the thematicparts
andthesepartsfurtherinto thematicsub-parts,for eachsuchpartandsub-partthe standard
deviationwascomputedaswell astheoverallscorereflectingvariationbetweenespondent’s
answes. Answer setswith suspicioudotal filling time and suspiciougpatternsof answers
wereinspectedn the detailandin the caseof straightlining excludedfrom thefinal set.

2.4 Data analysis

Cleaneddatawerethenanalyzedvith partialleastsquarestructuralequatiormodeling(PLS
SEM) method in SmartPLS 3.2.8 software. Structural equation modeling (SEM) is a
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statisticalmethodfor estimatingandtestingcausalrelationshipsbetweenvariablesand has
recently two main types, PLS-SEM which is a primaily exploratory seconégeneration
techniqueof multivariateanalysisandCB-SEM whichis primarily confirmatory[14]. Based
onthecriteriafor selectingtheright type, PLS-SEM wasselectedor its advantage# pilot
studiestheexploratorynatureof researchandtheintentionto testthetheoreticaframework.
The processof analysisandreportingfollowed the instructionsby Hair et al. [14, 15] and
Sarstedetal. [16]. Sincethe proposedtonceptuamodelis a higherordermodeltheanalysis
will becarriedoutin two stageq14, 16]. In thefirst stage measuremennodelassessment
will be conductedwhile in the secondstage,measurementas well as structuralmodel
assessmentyill be conductedpothin accordancevith Hair etal. [14, 15].

3 Results and Discussion

In this partof the paper the resultsof the PLS-SEM analysisarereportedaccordingto Hair
etal. [14, 15], thediscussiorof theresultsfollows.

3.1 Respondent profile

For this pilot study, 104 setsof answersverecollectedwhile 19 of themwerediscardedoy

the cleaningprocessFrom the resulting85 setsof answers59 respondent$69,4%) built

their answersupon the experiencewith the accommodationsharing economy service
(Airbnb) and 26 respondent$30,6%) upon the experiere with the transportatiorsharing
economyservice(Uber,Bolt). Sixty respondentaerebetweerl8-24 yearsold (70,6%),and
25 respondentdetween25-34 yearsold (29,4%). Forty-nine respondentsvere women
(57,7%)andthirty-six respondentsveremen(42,3%). The highestlevel of educatiorof 54

respondenté4,3%)wasabachelor'siegreefor 16 respondent6l9%)ahigh-schooldegree,
for 12respondent§l4,3%)amaster’s degreefor 1 respondenfl%)it is a highervocational
degreeandfor 1 responden{1%) a doctor’s degree Eighty percentof therespondentsvere
students.

3.2 First stage — Measurement model assessment

In thefirst stage outerloadings,internalconsistencyeliability (rho A), convergenvalidity
(AVE), anddiscriminantvalidity (crossloadings,FornellLarckercriterion, HTMT) for the
lower-ordercomponentsvereassessefbr thereflectivemeasuremennhodelsandcompared
with therecommendesalues(Hair etal.,2019).All theindicatorswith loadingsabove0,708
were retainedas well as following indicatorswith lower loadings— HPE_AFF3(0,617),
HPE_AFF5 (0,665), LOYL4 (0,696), NFL_SOC3 (0,681), PWOM3 (0,702) as their
exclusia did notimproveinternalconsistencyeliability. In termsof constructvalidity, all
valuesof Cronbach’s Alpha, rho A, and CompositeReliability were higherthan0,7. The
averagevarianceextracted(AVE), the metric for convergentalidity, wasalsoin all cases
abovethe thresholdof 0,5. In termsof discriminantvalidity, no crossloadingissueswere
found,andall AVE2 werelargerthanthe correlationbetweerconstructsn therelevantrow
and column (ForneltLarcker Criterion). In the caseof the heterotraitmonotrait(HTMT)
metric, most of the valueswere lower than the recommendedhresholdof 0,85; for the
remainingfew— NFL_SOCx NFL_UT (0,897),HPE_COGx HPE_BEH(0,868)- threshold
0,9 wasadoptedbecaus®f the similarity of constructsAll HTMT confidencentervalsdid
notincludel butNFL_SOC—-NFL_UT (0,999)andHPE_COG-~HPE_BEH(0,952)upper
boundswerecloseto 1 (Bootstrappingrasedon 5000subsamples).
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Convergentvalidity, collinearity (VIF), the statistical significance of weights, and
relevancyof indicatorswere thenassesseébr the formative measurementnodeland also
comparedwith the recommended/alues.[15] As therewas a no reflectively measured
indicator for ERM_MNY, convergentvalidity could not be assessedln terms of the
collinearity, no conditionindex value was above30 and no varianceinflation factor (VIF)
valuewasequalor above3. The assessmentf the significanceof weightsrevealeahatall
p-valuesare less0,05 and confidenceintervalsdid not include 0 (Bootstrappingoasedon
5000subsamples)yhile theweightof ERM_MNY1is 0,664andof ERM_MNY2is0,434.
All loadingswerehigherthan0,5.

3.3 Results from the second stage — Measurement model assessment

In the secondstage,the samecriteria asin stageone were appliedfor the reflective and
formativemeasuremennodelsassessment.

Table 1. Assesmentof thereflectivemeasuremennodels(2™ stage)

OuterloadingslLoading > 0,708 |All indicatorswith loadingsabove0,708retained;exclusion
of indicatorsNFL_GRW (0,562)andNFL_HED (0,674)
would improveinternalconsistencyeliability, buttheywere
retainedto not compromisecontentvalidity.

Construct Cronbach’s [>0,7 All valuesabovethethreshold.

reliability Alpha

RhoA All valuesabovethethreshold.
Composite All valuesabovethethreshold.
Reliability

Convergent |AVE >0,5  |All valuesabovethethreshold.

validity

Discriminant |Cross No crossloadingissues.

validity Loadings

Fornelk IAVE2 of NFL notlargerthanthecorrelationbetweenNFL

Larcker andNFL mightindicateanissue.

Criterion

HTMT <0,85 |All HTMT waslowerthan0,85.As HTMT is considered
superiorto ForneltLarckerCriterion, no issueis found.

HTMT not No intervalincludesl.

confidence (includel

interval

Notes:Bootstrappingasedn 5000subsamples

Table 2. Assessmentf formativemeasuremennodels(2™ stage)

Convergent No reflectivelymeasuredndicatorsof the
validity ERM andHPE.
Collinearity |Conditionindex <30 No ConditionIndexvalueabove30.
\VarianceProportions >0,9/<0,5
VIF <3 All VIF valueequalor above3.
P-value < 0,05
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Significance
of weights

95% confidenceanterval

notincludeO

P-valueslessthan< 0,05andconfidence
intervaldoesnotincludeO for ERM_MNY,
ERM_TIM, HPE_AFF,HPE_SNShutp-
valuesof ERM_ENR(0,458),HPE_COG
(0,151)andHPE_BEH(0,190)areabove
0,05andconfidencdantervalsincludeO.
Weightsare:ERM_ENR (0,017),
ERM_MNY (0,433),ERM_TIM (0,628),
HPE_SNS0,407),HPE_COG-0,217),
HPE_AFF(0,671),HPE_BEH(0,212).

Relevancef
indicators

Loading

>0,5

All loadingshigherthan0,5except
HPE_COG0,492),all loadingsare
statisticallysignificant.

Notes:Bootstrappingpasedn 5000subsamples

3.4 Results from the second stage — Structural model assessment

Thestructuralmodelwasthenassessedsingcollinearity (VIF), coefficientof determination
(R2 values),predictiverelevancg(Q2 values),PLS Predict,and statisticalsignificanceand

relevane of pathcoefficients[15].

Table 3. Assessmenof structuralmodel (2" stage)

Collinearity VIF <3 All VIF valuesareequalto or above3.
Coefficientof R? value <0,9 CSAT - 0,334(0,326adj.)— weakmoderate
determination (0,25;0,5; |CXQ-0,620(0,606ad].)— moderatesubstantial
0,75) LOYL - 0,469(0,462ad].)—- moderate
PWOM - 0,449(0,442adj.)— moderate
Predictiverelevance |Q? value >0 CSAT- 0,265- medium
(in-samplepredictive (0; 0,25;0,5)CXQ — 0,542 large
power) LOYL - 0,236- smal-medium
PWOM - 0,276— medium
PLSpredict(out-of- |Q? predict >0 CSAT- 0,237
samplepredictive CXQ-0,603
power) LOYL - 0,158
PWOM - 0,083
RMSE/MAE |PLS< LM |A minority of indicatorsyields higherprediction
errorsin PLScomparedo LM benchmark-
mediumpredictivepower.
Significanceand P-value < 0,05 P-valueslessthan< 0,05andconfidenceanterval
relevanceof path 95% notincludeoldoesnotincludeO for NFL, ERM, CSAT, CXQ,
coefficients confidence but p-valueof HPE (0,303)is above0,05and
interval confidencdantervalincludesO.
Relevancef path |Path >0,5 NFL—CXQ - 0,453- medium
coefficients coefficient ERM—CXQ - 0,352- weakmedium

HPE—CXQ - 0,060- weak
CXQ—CSAT-0,578- medium
CSAT—LOYL - 0,685- mediumstrong
CSAT-PWOM - 0,670- mediumstrong

Notes:Bootstrappinghasedon 5000subsamplesPLS Predictbasedon 10 folds and10 repetitions
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Table 4. Effectsof endogenousariables

R? Q? |Directeffect [t-value [PercentilebootstraSignificance if2
90%Cl

cxo 0,620 0,542

NFL (H1 0,453 3,848 [[0,289;0,681] Significant 0,182

ERM (H2 0,352 3,939 [[0,191,0,486] Significant 0,164

HPE(H3 0,060 0,526 [[-0,178;0,201] Non-significant 0,003
CSAT 0,334 0,265

CXQ (H4 0,578 3,338 [[0,232,0,807]  [Significant 0,502
ILOYL 0,469 (0,236

CSAT (H5 0,685 9,179 [[0,520;0,775] Significant 0,882
\PWOM 0,449 10,276

CSAT (H6 0,670 6,633 [0,457,0,793]  [Significant 0,814

Notes:Bootstrappingasecdn n=5000subsamples

3.5 Discussion of the results

Resultsof the structuralmodelanalysispoint out to the predominantnediumpositiveeffect
(0,453)of therecollectecheed fulfillment level, weakmediumpositiveeffect(0,352)of the
recollected efficient resource management,and weak positive effect (0,060) of the
recollectedhumanperceptionengagementn the recollectedcustomerexperiencequality.
Medium positive effect (0,578) of the recollected customerexperiencequality on the
customersatisfactionand mediumhigh positive effect of the custome satisfactionon
custometoyalty (0,685)andpositiveword-of-mouth(0,670)is in line with previousfindings
[e.g.3,19].

Theanalysiof thereflectivemeasurememhodelof theneed fulfillment level consisting
of thefulfillment of thehumanbasicneedssocialneedsgrowthneedscustomets utilitarian
needsandhedonicneedsndicatethe highestloadingfor the fulfillment of the socialneeds
(0,912),then utilitarian needs(0,845), basicneeds(0,815),hedonicneeds(0,674) and the
lowestfor the growth needg(0,562).In termsof the formative measurementodelfor the
efficient resourcemanagementgfficient time managemenhas the highestimportance
(0,628),efficientmoneymanagemertiasthe lowerimportancg0,433),andefficientenergy
manag@menthasby far the lowestimportance(0,017).1n the caseof the humanperception
engagementthe affective dimensionhasthe highestimportance(0,671),followed by the
sensorydimension(0,407),cognitivedimension(-0,217),andbehavioradimension(0,212).

A possibleexplanatiorfor the resultscanbefound,for examplethroughthe statemenof
Kahnemarj21] pointsto thefact, thatpresents fleetingandpeoplehaveonly memoriesand
evaluationsof the past.In this context,basically,humansare equippedwith the long-term
memory,wheregeneraknowledge(semantianemory)andspatictemporaleventg episodic
memory) can be stored [21, 22] as well as emotionrelated links [23]. Basedon the
importanceof the presentstimuli, the experienceremainsercodedin the memoryfor a
correspondingime andwith correspondingnformationquality. [24] Thereforerespondents
of the questionnaireely on the memoryof different quality of their experiencesand its
retrieval/reconstructiofit shouldbenoted thatin bothcaseghereis asignificantrisk of bias
anderror whenthe respondent,thinks*“ moreor lessor differentaboutthe pastexperience
thanhe would in reatlife situationsor whenthereis no storedinformation, relatedto the
guestionaccessibl¢o the consciousness).

It is thenpossibleto assumethatit is mucheasierfor customergin termsof the effort,
not accuracy)o evaluate/reporon affectiveengagementisemotionsareanimportantpart
of the rememberingand memory,or sensoryengagemenbasedon reconstratedimagery
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from spatiotemporalmemorythan cognitive engagemenbor evenbehavioralengagement
that requiresmore effortful retrospectioror existenceof the experiencerelatedfacts (the
sameappliesfor the growth need fulfillment). Similarly, it could be concludedthat it is
much easier(again, in terms of the effort not accuracy)to evaluate/reporpn financial
efficiency (single fact), or time efficiency (basedon spatictemporal memory), than to
evaluateenergyefficiency. Difficult questions(conepts)or questionsrelatedto the non
existingmemorycontentmight thenstimulateneutralanswersr carelessesponding.

4 Conclusions

Therecentmarketingphenomenoof customeexperiences in theacademi@ndmanagerial
focusfor morethantwo decads. Despitethat, researchersand managerglealingwith the

concepbf experiencarestill strugglingto defineandconceptuallyholistically describethe

whole conceptasit spreadsacrosdisciplines.This researctbuilds uponone possibleway

to holistically perceivecustomerexperiencethrough customer’s need fulfillment level,

efficient resourcemanagemenand humanperceptionengagementactorsproposedy the

author and usesit as the foundation for the analysis of antecedentsand marketing
consegencef the memorizedcustomerexperiencauality in the areaof sharingeconomy
services.

4.1 Findings

Theanalysisof thedatasupportedhefive outof thesix hypotheseselatedto therecollected
customeeexperienceuality antecedentsts recentrecollectionandmarketingconsequences
in the sharingeconomyenvironment.This researchpoints out the mediumpositive effect
(0,453)0f the need fulfillment level on the overallrecollectedcustomerexperienceguality
with the sharingeconomycompanés. The secondfactor, resourcemanagemengfficiency,
hasmediumto weakpositive effect (0,352) on the overall recollectedcustomerexperience
quality. The third factor, humanperceptionengagemenhas a weak effect (0,06) on the
overallrecollecteccusbmerexperienceyuality. All threefactorsthenexplainapproximately
62% of the recollected customer experiencequality variance. Recollected customer
experiencguality hasamediumpositiveeffect(0,578)oncustomessatisfactiorandexplains
approximagly 33% of its variance Further,customersatisfactiorhasa strongto a medium
positive effect on both customerloyalty (0,685) and customer’s positive word-of-mouth
(0,670)andexplainsapproximatelyd7% of customeroyalty varianceand45% of positive
word-of-mouthvariance.

It could be concludedthat in the context of sharingeconomyexperiencethe most
influential on the recollectedcustomerexperienceguality are the fulfillment of the lower-
order/deficiencyneeds (particularly social/belonging),then hedonic and growth needs,
solutionof the customets intendedgoals,andefficient useof his time andmoney.[25]

4.2 Limitations and future research

The key methodologicalimitation of this pilot researchs the samplesizein termsof the
numberof the respondentandits diversity, furtherresearchhereforecould addresghatby
collectingthedatafrom morerespondentacrosdifferentagegroups culturalbackgrounds,
etc, aswell asin acontextof wider varietyof companiesAnothermethodolodgal limitation
is theuseof thenotyetvalidatedconceptuamodelandmeasuremersgcalesthereforefurther
researchshould be focusedon the testing and validation of the model as well as the
measuremergcaleswith the possibleinclusionof the validated measuremerdcaledfor the
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relevantconceptsandadditionof theitemsfor the identificationof carelessesponsesnd
theassessmemf convergenvalidity.

Futureresearclin thefield of the customeexperienceouldalsobe phenomenologically
orientedandfocusedon the further developmenof the holistic nonreductionistconceptual
model of the customerexperiencebasedon the multidisciplinary knowledgethat would
addressthe issueof the difference betweenpredicting, living, thinking aboutliving and
remembering.From this perspectivecomparisonbetweenevaluationsof the customer
experiencaluringthe experiencendin specifictimesaftertheexperienceouldbethe next
possibleavenuefor futureresearch.

This researchs a part of a project Comparisorof the marketingapproache the areasof B2B and
B2C led by Ing. JanMachala(FP-3-20-6415).
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