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Abstract

Purpose of the article: This article aims to identify the perception of customers in the 
shared economy, specifically their customer experience with Uber, Bolt and Airbnb, and then 
evaluate what these companies stand out for or what their deficiencies are, and formulate 
recommendations for them.
Methodology/methods: The secondary research from an article in Web of Science and primary 
research conducted through an online questionnaire.
Scientific aim: Find out customers’ views on shared economy services.
Findings: Shared economy services are rated very positively, however, there is still a possibility 
for the development of new services.
Conclusions: Customers are satisfied with the services of the shared economy and feel that 
these services save them time and money and make it easier to solve their problem. They are 
also willing to recommend these services. However, they are not very loyal to a particular 
brand. Businesses should focus on building a positive relationship with the brand to build 
more loyal customers. Companies could also do this by building a community in which their 
custodians feel good and proud to be part of that community. The limitations of this research 
are mainly in the narrow focus on three companies in the field of shared economy and also the 
age of respondents, as the majority of respondents were in the range of 18–34 years.

Keywords: customer experience, shared economy, customer loyalty, recommendation, Uber, 
Bolt, Airbnb
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Introduction

Customer experience is increasingly perceived 
as an important marketing concept leading to 
differentiation and as an effective solution for 
building a competitive advantage in an open 
global market. Customer experience manage-
ment is a new marketing direction that will 
allow companies to differentiate themselves 
and gain a competitive advantage Bolton 
et al. (2014). According to Lemon, Verhoef 
(2016), understanding customer experience 
and the customer journey over time is critical 
for companies. According to Meyer (2007), 
customer experience (CX) encompasses every 
aspect of a company’s offering, for example, 
advertising, packaging, features of product 
and services, ease of use, reliability or the 
quality of customer care. According to a study 
by (Derksen, 2015), improving the customer 
experience received the most number one ran-
king when executives were asked about their 
top priorities for the next 12 months (Lemon, 
Verhoef, 2016). According to Grönroos 
(2006), customer value is not created by one 
element alone, but rather by the total experi-
ence of all elements. The need to understand 
the relationships among customer metrics and 
profitability has never been more critical and 
marketing practitioners and scholars are under 
increased pressure to be more accountable for 
and to show how marketing expenditure adds 
to shareholder value (Doyle, 2008). Building 
a positive customer experience is nowadays 
considered one of the best ways to build a loy-
al clientele and support and develop the brand. 
Most current scientific knowledge is focused 
on studying the customer experience from the 
customer’s point of view, not on studying the 
shortcomings that companies make when inte-
racting with the customer.

1.  Methodology

The extensive secondary research was ba-
sed on systematic search and comparison 

of information of the research articles about 
customer experience from years 2010–2018 
indexed in Web of Science database. The me-
thodology also included the contextual and 
sematic analysis of these scientific articles. 
The secondary research was carried out 
mainly for insight into the topic of customer 
experience and clarification of the current 
state of knowledge. Due to greater research 
validity, primary data was also collected. 
This was obtained through a structured ques-
tionnaire which captured the experience, ne-
eds and other variables of customers in the 
shared economy. The primary data for this 
research was obtained through a structured 
questionnaire completed by the respondents 
online. This questionnaire consisted only 
of closed-ended questions. 104 respondents 
participated in the survey. The data obtained 
from the questionnaire were carefully exa-
mined and evaluated by computer software.

2.  Customer experience

Customer Experience is defined as holistic 
in nature, based on personal interactions be-
tween a customer and a brand, service provi-
der or product that is composed from various 
cognitive, affective, emotional, social and 
physical responses of this customer (Gentile, 
Spiller, Noci, 2007). According to Pine, 
Gilmore (1998) experience is much heral-
ded as the new competitive battleground of 
marketing – the next “big thing” beyond pro-
duct or service quality and more predictive 
of customer loyalty than either satisfaction or 
the Net Promoter Score (NPS). The domain 
of customer experience management includes 
every point of the customer contact with pro-
ducts, services or businesses (Grewal, Levy, 
Kumar, 2009). Customer experience includes 
all “cognitive, affective, emotional, social and 
physical responses to the retailer” (Verhoef 
et al., 2009). Klaus, Maklan (2012) state that 
customer experience blurs traditional distinc-
tions between products and services.
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3.  Shared economy

Shared economy platforms provide a good 
opportunity for buyers and sellers to have di-
rect relationship with their products or servi-
ces. The shared economy will develop tech-
nologies, including specific application, that 
enable product sharing. It is supposed it will 
be the most dynamic area of business in futu-
re (Sikula, 2016). The principle of the shared 
economy is to combine demand and supply 
over the Internet platform. It is based on col-
laboration and communication. It contribu-
tes to the increasing of society’s well-being, 
even without producing new goods (Dirgová 
et al., 2018). Shared economy revenues sha-
ll be expanded to approximately 45% a year 
by 2025 and collaborative finance and peer-
-to-peer accommodation will be two major 
platforms (Simon, 2016). However, there 
are many platforms in the shared economy 
for various targets such as car/bike sharing 
(e.g. Zipcar and Hubway), accommodation 
sharing (e.g. Airbnb), ride sharing (e.g. Uber 
and Bolt), labour services (e.g. Upwork and 
Taskrabbit), used goods (e.g. eBay) and 
others (Fradkin, 2017).

4.  Results

The results will be based mainly on primary 
research, which was carried out from 14 to 
31 October 2019. The research was carried 
out in the form of an online questionnaire 
and involved 104 respondents aged 18 to 
54 years. The questionnaire was focused 

on respondents’ experience with the shared 
economy, specifically with Airbnb, Uber and 
Bolt. The aim of this questionnaire was to ex-
plore not only the customer’s experience, but 
also their feelings and needs during the use 
of these services, as well as their willingness 
to use these services again and recommend 
them to their friends. The results of the ques-
tionnaire will focus primarily on recommen-
dations for businesses where they can impro-
ve their customer experience services. The 
results will also mention positive customer 
reviews regarding their customer experien-
ce. The questionnaire showed that 92.3% of 
the respondents were satisfied with Uber, 
Bolt and Airbnb services (13.5% satisfied, 
34.6% very satisfied and 44.2% completely 
satisfied). 83.6% of the respondents said they 
would choose the same service for a similar 
occasion, even if it were harder to use these 
services (71.2%) (Figure 1).

87.5% of the respondents would also 
recommend the services of these companies 
to their friends and acquaintances. However 
at the same time, 61.5% of customers will 
not remain loyal to these companies if their 
competitors offer a better service. This clear-
ly shows that customers are very satisfied 
with the services of the shared economy, but 
are not very loyal if another company offers 
better services (Figure 2).

Shared economy services have made 
it easier to solve the problem. 88.5% of 
the respondents agree with this statement 
(Figure 3).

Also 92.3% of the respondents rated the 
experience with the shared economy (Uber, 

Figure 1.  Respondents’ answers. Source: own elaboration, primary research.
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Bolt, and Airbnb) excellent. The vast major-
ity of the respondents also stated that they 
were treated in a friendly way (91.3%) and 
that they were treated fairly and with re-
spect (92.3%). But 49.1% of the customers 
would also welcome if they were offered a 
small snack during their service. 22.1% of 
the respondents said they did not feel part 
of the community when using shared econ-
omy services, and 41.3% of the respondents 
answered neutrally. Another question was 
whether the customer was treated as being 

significant. 34.7% of the respondents stated 
that they did not feel that they were treated 
as someone important, and 34.6% provided a 
neutral answer to this question. The answers 
to the question of whether customers had 
a feeling of luxury while using the shared 
economy services were quite different. 
35.6% of the respondents agreed and 37.5% 
disagreed. The neutral response reached 
26.9%. Customer expectations were exceed-
ed in 51.9% of the cases. As far as financial 
issues are concerned, the customers were 

Figure 2.  Respondents’ answers. Source: own elaboration, primary research.

Figure 3.  Respondents’ answers. Source: own elaboration, primary research.

Figure 4.  Respondents’ answers. Source: own elaboration, primary research.
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generally satisfied. 69.2% of the customers 
felt that the services brought them money 
savings, 88.5% of the respondents said the 
service was price-friendly, and 80.7% of the 
customers felt they had invested their money 
well. According to 64.4% of the respondents, 
shared economy services also save their time 
(Figure 4).

5.  Conclusion

The results of the survey show the following. 
Customers are generally satisfied with the 
shared economy services and will be happy 
to choose the same service at the next oppor-
tunity, even if it is more difficult to use the 
service. On the other hand, if a competitor 
offered a better service, customers would not 
hesitate to switch to a new service, so custo-
mer loyalty in this segment is very low. Cus-
tomers are also willing to recommend the 
shared economy services to their friends and 
colleagues, which is very positive because, 
in terms of customer experience, word of 
mouth recommendations are one of the best 
recommendation which a service can rece-
ive. The questionnaire also showed that cus-
tomers evaluate the experience with these 
companies as excellent, emphasising espe-
cially friendly behaviour. Several customers 
felt luxury and exceeded their expectations. 
Many customers also think that the price of 
services is adequate and that shared services 
contribute to saving their money and time. 

Shared service companies need to be vigilant 
about competing for better service because 
customers in this segment are not very loyal 
and do not hesitate to move to competition 
if the competitor offers a better service. Alt-
hough shared services are not so widespread 
in the Czech Republic, customers do not feel 
that they are part of a community, nor do 
they feel that they are being treated as sig-
nificant. The companies offering the shared 
economy services are also recommended to 
continue to build a positive customer relati-
onship and offer quality services. It would 
be a good idea to try to make their customer 
more loyal to a particular brand to make it 
harder for them to move to competition. This 
can be achieved by building a community 
around the service so that the customer feels 
more part of a group and is proud of it. Com-
panies could achieve greater customer loyal-
ty if they approached them more personally 
to make the customer feel that they are being 
treated as an important person. In conclusi-
on, we can only mention the imaginary icing 
on the cake: many customers would appre-
ciate if they were given a small snack while 
using the services.
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