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The Empirical Study on Diffusion of Skill Sharing: Comparison Japanese 

and Chinese Consumers 

ABSTRACT 

  In recent years, sharing economy has great influence in society. This study focus on 

Skill Sharing in sharing economy field. Compared to China where Skill Sharing have 

been diffused enough, it doesn’t diffuse in Japan. In order to diffuse Skill Sharing in 

Japan, we clarify what specific factors promote Skill Sharing diffusion. In previous 

studies, we find some of popular theories or frameworks to explain diffusion of innovation 

and technology. Also, in order to improve the model of theory to our specific study, we 

reviewed previous studies of sharing economy and interviewed 10 Skill Sharing platform 

service providers. We develop hypotheses. To test hypotheses, we collected 744 

respondents from Japan and China who have experience using Skill Sharing service and 

potential customers. As a result, we find factors that promote Skill Sharing diffusion in 

Japan by comparing analysis results in China. The findings make possible to contribute 

for implementation that platform service providers diffuse their services in Japanese 

market. 

Keywords: Sharing economy, Skill Sharing, UTAUT2, Trust, Information Asymmetry, 

Diffusion 
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1. INTRODUCTION 

In recent years, with the development of information and communication technology, 

sharing economy as new economic activities that share space, materials, skills, among 

individuals are gained much attention in business (Okada,2017). Sharing economy has 

great influence on society (PWC, 2015). Especially among sharing economy, Skill Sharing 

is one of the new business that has diffused recently in the world. Skill Sharing is one of 

the fields of sharing economy that has been diffused in the world business recently. Skill 

Sharing of our study refers to share specific knowledge, skills, experience, on C to C 

(Consumer to Consumer) transaction through web-based platform service provider. 

There are various industries such as ride sharing, crowdsourcing, housekeeping, nursing 

and so on. Figure 1 shows that examples of Skill Sharing platform service provider.  
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Figure 1 Examples of major Skill Sharing platform service providers in Japan, China 
and U.S. 

 

Source: Sharing Economy Association Japan 

As other sharing economy, Skill Sharing also makes transaction among individuals 

known as C to C. In this way through the platform provider, assets of individual can be 

exchanged among individual. One of the benefits of Skill Sharing is providing to people 

the new options of free way of working instead of belonging to one organization. Another 
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benefit of Skill Sharing is that it can receive service more easily and inexpensive than 

ordering from business service provider because the services are provided by individual 

service provider. People could order to individual service provider smaller work such as 

short-term babysitting, cleaning room and so on. Due to such benefits, Skill Sharing has 

diffused in other countries such as U.S. and China and many innovative Skill Sharing 

services have been established such as Uber, Taskrabbit, DiDi chuxing and so on. In 

Japan around 2010, Skill Sharing was introduced. However, Skill Sharing services have 

not diffused enough in Japanese market. Therefore, we need to find reasons why Skill 

Sharing have not diffused in Japan so far. 

In our study, focusing on the field of skills in sharing economy, we need specify factors 

that accelerate diffusion of Skill Sharing. In our study, first, we review previous 

theoretical frameworks and theories that explain diffusion of innovation or new 

technology, product to the market. In order to diffuse Skill Sharing to the market, we 

find two theories that may have large impacts on diffusion of Skill Sharing, UTAUT2 

and trust theory. 
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Source: WHITE PAPER Information and Communications in Japan from Ministry of 

internal Affairs and Communications 

In our study, we compare Skill Sharing in Japan with Skill Sharing in China. We 

analyze it and clarify what factors of Skill Sharing in Japan are problems. 

Firstly, we compare the current situation of Skill Sharing in Japan and other countries’ 

Skill Sharing. Figure1 shows the utilization ratio of Skill Sharing in Japan and other 

countries. Japan’s Skill Sharing utilization ration is 5.7%, and it can be seen the 

utilization ratio of Japan is low compared with the utilization ratio of 27.2% in the US 

Figure 2 International comparison of Skill Sharing 
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and the utilization ratio of 39.2% in China. Therefore, we identified a problem in this 

study is that Skill Sharing in Japan doesn’t diffuse as compared with other countries. 

The “diffusion of Skill Sharing” in this study refers to increasing both providers and 

users who register on the Skill Sharing platform. Also, “use of Skill Sharing” is defined 

as registering on the platform and actually make transactions. The objective of this study 

is to find factors that creates customers basis utilize Skill Sharing and diffuse in the 

society. Therefore, we develop our research question.  

RQ1: What specific factors promote Skill Sharing diffusion in Japan? 

In order to clarify factors promote Skill Sharing diffusion in Japan, we also compare 

country where it has been diffused enough because we clarify factors promote Skill 

Sharing diffusion in Japan by analyzing hypothesis test results. We target China 

because Skill Sharing already has been diffused enough in China. Therefore, we develop 

study question. 

RQ2: What specific factors promote Skill Sharing diffusion in China where it has been 

diffused enough and is there difference between Japan and China? 

Based on our research question, we also focus on clarifying factors that has negative 

impacts on diffusion of Skill Sharing in Japan. Figure3 shows our study flow. 
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Figure 3 Our study flow 

Source: authors 
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2. LITERATURE REVIEW 

In previous studies, we find some of popular theories or frameworks to explain 

diffusion of innovation and technology. What theoretical frameworks or theories has 

been discussed to explain diffusion of innovation or new product and technology? How 

we can modify previous theories to explain diffusion of Skill Sharing specifically? We 

historically review previous studies.  

 

2-1. Diffusion   

In this section, firstly, we review Diffusion of Innovation theory from Rogers (1962). 

Also, we study what kinds of study has been done after Rogers. In order to confirm 

other researches, we search articles about diffusion by using search engine such as 

ProQuest, Emerald, JSTOR, and so on. We find Technology Acceptance Model (TAM) 

from Davis et al. (1989) from articles related to diffusion theory. Secondly, we review 

the UTAUT 2 model to be adopted as a hypothesis model in our research. 
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2-1-1. Diffusion of Innovation Theory  

 Sharing economy is a relatively new innovation that began to draw attention since 

around 2010. Rogers (1962) discussed about diffusion of such a new innovation. Diffusion 

is the process by which an innovation is communicated through certain channels over 

time among the members of a social system (Rogers, 1962: 5). Furthermore, an 

innovation is an idea, practice, or object that is perceived as new by an individual or 

other unit of adoption (Rogers,1962). If the idea seems new to the individual, it is an 

innovation (Rogers, 1962).  

 Rogers identified five general attributes of innovations that a variety of diffusion 

studies had shown to consistently influence adoption (Moore ＆ Benbasat, 1991). Rogers 

defined them as follows (Rogers, 1962: 15-16): Relative advantage is the degree to which 

an innovation is perceived as better than the idea it supersedes. Compatibility is the 

degree to which an innovation is perceived as being consistent with the existing values, 

past experiences, and needs of potential adopters. Complexity is the degree to which an 

innovation is perceived as difficult to understand and use. Trialability is the degree to 

which an innovation may be experimented with on a limited basis. Observability is the 

degree to which the results of an innovation are visible to others. 

In general, innovation that are perceived by receivers as having greater relative 
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advantage, compatibility, trialability, observability, and less complexity will be adopted 

more rapidly than other innovation (Rogers, 1962). However, the theory of Rogers was 

written in 1962 and it is thought that it is not a sufficient theory to explain the diffusion 

of Skill Sharing. Therefore, we review previous researches from the perspective of 

accepting new technologies and new products. 

2-1-2. Technology Acceptance Model (TAM) 

Based on our review research, we found some important study after Rogers (1962). As 

a model to explain consumers' behavioral intention such new technologies and new 

products or technology, there is a Technology Acceptance Model proposed by Davis et al. 

(1989). The technology acceptance model advocated by Davis et al. (1989) is to model the 

process of user's acceptance of information system originally, by improving Theory of 

Reasoned Action (TRA) (Koyama, 2010). Perceived usefulness is defined as the 

prospective user’s subjective probability that using a specific application system will 

increase his or her job performance within an organizational context (Davis et al., 1989: 

985). Perceived ease of use refers to the degree to which the prospective user expects the 

target system to be free of effort (Davis et al., 1989: 985). Also, perceived usefulness and 

perceived ease of use are conceptually related to relative advantage and complexity from 

diffusion of innovation from Rogers (Wang & Jeong, 2018).  
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Figure 4  Technology Acceptance Model  
 
 
 
 
 
 
Source: Davis et al. (1989) 

 

2-1-3. Unified Theory of Acceptance and Use of Technology (UTAUT) 

The Unified Theory of Acceptance and Use of Technology (UTAUT) (Venkatesh et al, 

2003) was developed through a review and consolidation of the constructs of eight 

prominent theories that earlier research had employed to explain information systems 

use behavior including TRA, TAM, Innovation Diffusion Theory and so on (Baptista & 

Oliveira, 2015). The constructs in the UTAUT are Performance expectation (PE), Effort 

Expectation (EE), Social Influence (SI), Facilitating Condition (FC). These constructs are 

related to previous researches. For example, performance expectancy is similar to the 

perceived usefulness of TAM and relative advantage of Diffusion of Innovation theory 

(Carolina, 2014). Effort expectancy is equivalent to the perceived ease of use of TAM and 

complexity of Diffusion of innovation theory (Martins et al., 2014). 

The explanatory power of Technology Acceptance Model on behavioral intention and 

use behavior was about 40%, but the explanatory power of UTAUT model was raised to 
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about 70% (Bao et al., 2014: Venkatesh et al., 2012). UTAUT is very good to explain the 

acceptance and only organizational techniques used, however, it was also been confirmed 

limitation that can’t be explained by this model along with the rapid development in 

information system field, there is an increasing need for UTAUT to enlarge its theoretical 

capacities and functionalities to address the new technology accordingly (Chen & 

Salmanian, 2017). Hence, based on the prior model, Venkatesh et al. (2012) proposed an 

extension of UTAUT model, labelled UTAUT2, to the theory in the context of consumers.  

Figure 5 UTAUT & UTAUT2 Model  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Venkatesh et al. (2012) 

There are seven concepts in this UTAUT 2 (Venkatesh et al., 2012). This model is 
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different from UTAUT are Hedonic Motivation (HM), Price Value (PV), Habit (HB).  

Venkatesh et al. (2012: 6-9) defined as follows: Performance Expectancy (PE) is defined 

as the degree to which using a technology will provide benefits to consumers in 

performing activities. Effort Expectancy (EE) is the degree of ease associated with 

consumers’ use of technology. Social Influence (SI) is the extent to which consumers 

perceive that important others (e.g., family and friends) believe they should use a 

particular technology; and Facilitating Condition (FC) refer to consumers’ perceptions of 

the resources and support available to perform a behavior. Hedonic Motivation (HM) is 

defined as the fun or pleasure derived from using a technology, and it has been shown to 

play an important role in determining technology acceptance and use. Venkatesh at al.  

(2012) define Price Value (PV) as consumers’ cognitive tradeoff between the perceived 

benefits of the applications and the monetary cost using them. The higher the price value, 

the more consumers adopt new technology enthusiastically (Alalwan et al.,2017). Habit 

(HB) has been defined as the extent to which people tend to perform behaviors 

automatically because of learning (Venkatesh et a al., 2012: 9). These seven structural 

concepts are variables explaining behavioral intention. The behavioral intention refers 

to individuals particular new technology (new equipment, new services, new system) the 

degree of belief and attitude that try to use (Jeon et al.,2010). Compared with UTAUT, 
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UTAUT 2 certainly has a stronger explanatory power for behavioral intention and actual 

technology use (Chen & Salmanian, 2017). Therefore, we adopt UTAUT 2 in our research 

because UTAUT2 is a model incorporating new variables, and it is more comprehensive 

(Venkatesh et al., 2012). There are a paper adopting the UTAUT 2 model (Chen & 

Salmanian, 2017) that empirically investigates ride sharing in China. However, research 

on the behavioral intention of Skill Sharing adopting the UTAUT 2 model can’t be found 

by the author's investigation all over the world. In our research, we clarify factors that 

affect Skill Sharing behavioral intention UTAUT 2 model. 

 

2-2. Diffusion of Skill Sharing 

In this section, in order to modify UTAUT2 in Skill Sharing context, we review sharing 

economy fields. As mentioned above, Skill Sharing is a division of sharing economy.  

In our research, we define sharing economy as “the mechanism of the economy that can 

be shared C to C through the platform, which has introduced due to the spread of SNS 

and which is not effectively utilized mainly among the individual owned property.” In 

previous researches of sharing economy, trust is pointed out as important factor. 

Botsman & Rogers (2010) pointed out trust to others as a principle of the sharing 

economy, and in order to use sharing economy services, users must need to trust to others. 
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Furthermore, Japanese are concerned about sharing economy services strongly 

comparison with other countries, and it is essential to resolve users’ anxiety by ensuring 

safety and reliability in order to expand related markets (Cabinet Secretariat IT 

comprehensive strategy Sharing economy Review meeting, 2016). 

On Skill Sharing context, there are two kinds of trust which is trust on website and 

trust on individual. First, we find previous researches that point out importance of trust 

on E-commerce context. Thus, we review trust on website. Considering the 

characteristics of platforms that interact online, trust has been viewed as an important 

factor affecting consumer behavior (Pavlou & Gefen, 2004). Consumers are concerned 

about on-line security when buying and selling through the internet (Gefen & Straub, 

2003). Skill sharing is basically a system in which individuals match via online platform 

service providers. Trust is more critical in the online shopping context than in brick-and-

mortar stores because of the unique characteristics of the virtual shopping environment 

(Ha & Stoel, 2009). The more consumers trust the website, the more they exhibit 

favorable attitude (Wang & Jeong, 2018). In view of the e-commerce and the use of 

websites, it is very important to analyze the impact of trust. 

Therefore, it is confirmed from previous researches that trust is an important factor 

influencing consumer behavior. However, we find influence of trust is not analyzed in 
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terms of its e-commerce in the characteristic of Skill Sharing online C to C transaction.  

Next, we review trust on individual. According to Yamagishi (1998), trust can be 

defined is “expectation of the opponent’s intention”. Trust is based on social uncertainty 

(Yamagishi, 1998). Social uncertainty is the situation that information on the partner’s 

intention is needed while the information is insufficient (Yamagishi, 1998). When 

consumers make online purchasing decisions, consumers feel more uncertainty and 

increase perceived risk (Ha & Stoel, 2009). Trust is one of the most effective tools to 

reduce uncertainty and perceived risk (Pavlou & Gefen,2004). In the Skill Sharing 

context, it is up to individual’s discretion whether the provider will open information 

about provided quality of skill or individual service provider because Skill Sharing is C 

to C transaction. Without detailed information about provided quality of skill or 

individual service provider oneself, the uncertainty increases for user and also risk 

increases on transaction. 

From previous researches, we find that trust is critical on two aspects which is trust on 

website and trust on individual. Also, we confirmed that the importance of these trust 

on Skill Sharing context. However, the influence of trust has not been empirically 

analyzed on Skill Sharing context. Therefore, we uniquely modify UTAUT2 model to 

Skill Sharing context. 
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3. HYPOTHESIS DEVELOPMENT 

In this chapter, we develop hypothesis from previous studies and interview with 10 

Skill Sharing platform service providers. Also, we clarify our conceptual model. 

 

3-1. Interview with Skill Sharing platform service providers 

In the previous section, we comprehensively reviewed the previous researches, thereby 

overlooking diffusion theory. In this section, we conducted platform service providers  

interview with the aim of grasping real problems in practical tasks difficult to know only 

from literature review and confirming other variables explaining the behavioral 

intention of Skill Sharing and use behavior. There are various methods for interview, our 

interview method chose semi-structured interview. A semi-structured interview is an 

interview method that gives enough flexibility according to the interviewer's reaction 

and the interest of the interviewer (Yamada, 2014). 

The population for our interview is chosen as follows. There are 52 Skill Sharing 

platform service providers listed by Sharing Economy Association Japan. 11 out of 53 

platforms are certified by Sharing Economy Association Japan. We judged that these 11 

platforms are valid as our study’s interview targets because those 11 platforms are major 

service providers in Japan. In appointment to these platforms, we were able to interview 
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9 of the 11 certified platforms. In addition, 41 platforms excluding certified companies 

listed on Sharing Economy Association Japan randomly sampled and 1 platform was 

extracted to accomplish the target number. Figure 6 shows that interview samples. 

Source: authors 

The interview we conducted 10 platforms totaled 9 hours. After recording the interview, 

all the interview contents were transcribed and qualitatively coded. Figure 7 shows what 

we analyzed interview results. 

Figure 6 Interview samples 
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Based on platform interview, we confirmed two facts. First, according to 9 interviewees 

out of 10 platforms, the "trust" that was pointed out in the literature review is a problem, 

Second, all of 10 platforms suggested that the problem is "information asymmetry". From 

that, we could extract information asymmetry, which is a new problem on Skill Sharing 

context. Information asymmetry refers to unfairness is caused by one side having a lot 

of information at the time of transaction between a supplier (business person) and a 

consumer (user), and the uneven distribution of information that is not desired to be 

dealt with (Shibata, 2012). Transactions are conducted between Skill Sharing users and 

providers, not only detailed information on skills but also information on users and 

providers themselves are often insufficient. From platform interviews, it was possible to 

confirm that. In addition, it was also confirmed that both of provider and the user with 

a small amount of information are difficult to trade successfully. 
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Figure 7 Interview results 
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Source: authors 
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3-2. Hypothesis 

We develop a hypothesis based on previous researches and platform interviews. 

The variables at the bottom of the hypothesis conceptual model in Figure8 are variables 

that our study independently incorporated into the UTAUT2 model. 

Figure 8 Hypothesis 1 & 2 

 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
Source: Venkatesh et al. (2012) 
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Customers seem to be more motivated to use and accept new technology if they 

perceive that this technology is more advantageous and useful in my life (Davis et 

al.,1989). As advantage of users, Skill Sharing has advantage of being able to order 

individuals casually for housekeeping substitution or nursing care and so on. Therefore, 

we develop the hypothesis. 

H1a: Performance Expectancy positively influence consumers’ behavioral intention of 

Skill Sharing. 

 

In line with Davis et al. (1989), the individual’s intention to accept a new system is not 

only predicted by how much the system is positively valued but also by how much using 

this system is not difficult and requires free efforts (Alalwan et al.,2017: 102). In other 

words, consumers think that it is not necessary to make effort when using Skill Sharing, 

it is considered to have a positively influence on behavioral intention of Skill Sharing. In 

Skill Sharing, although it depends on platform such as usage, it can’t be said that 

complexity is high. 

Even though considering that a number of Skill Sharing platforms is one of the factors 

that increasing the complexity, consumers can start trading as soon as register platform. 

Considering this characteristic, complexity is considered to be low. Therefore, we develop 
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the hypothesis. 

H1b: Effort Expectancy positively influence consumers’ behavioral intention of Skill 

Sharing. 

 

Social influence is important role consumer behavior (Slade et al.,2015). It is 

considering that the Skill Sharing in Japan is also influenced by the social around. 

Rogers (1962) point out if the results of an innovation are visible to others, people adopt 

that innovation. Therefore, we develop the hypothesis. 

H1c: Social Influence positively influence consumers’ behavioral intention of Skill 

Sharing. 

 

In the UTAUT model, the Facilitation Conditions only explain use behavior, but in the 

UTAUT2 model, it is a variable that can explain behavioral intention. Whether or not 

consumers perceive that the necessary surrounding support can be received to use Skill 

Sharing is considered to affect behavioral intention. Therefore, we develop the 

hypothesis. 

H1d: Facilitating Condition positively influence consumers’ behavioral intention of Skill 

Sharing. 
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H1e: Facilitating Condition positively influence consumers’ use behavior of Skill Sharing. 

 

Venkatesh et al. (2012) presented a direct connection between the hedonic motivation 

that conceptualizes perception of use customer’s new technology (Alalwan et al.,2017). 

Perceived enjoyment centers on intrinsic motivation are as well important determinants 

of behavioral intention (Chen & Salmanian, 2017). Perception of enjoyment is also an 

important factor in Skill Sharing. Therefore, we develop the hypothesis. 

H2a: Hedonic Motivation positively influence consumers’ behavioral intention of Skill 

Sharing. 

 

Price Value has a positive influence on the intention of use when it is perceived that 

the gain by the use of the new technology is higher than the monetary cost (Venkatesh 

et al, 2012). The higher the Price Value, the more consumers adopt new technology 

enthusiastically (Alalwan et al.,2017). It is considered that when the consumer thinks 

that the gain to receive is higher than the cost to pay also in the skill share, it will have 

a positive influence on the behavioral intention of the skill share of consumers. Therefore, 

we develop the hypothesis. 

H2b: Price Value positively influence consumers’ behavioral intention of Skill Sharing.  
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Figure 9 Hypothesis 3 & 4 
 
 
 
 
 
 
 

Source: authors 

Trust was confirmed to be an important factor from previous researches and interviews 

with practitioners. We consider that there are two types of trust. Firstly, trust on 

platform service providers’ websites, Secondly, consumers’ trust on individuals in Skill 

Sharing. 

The more the consumer trusts the website, the better the consumer expresses the 

better usage attitude (Wang & Jeong,2018). In platform service provider interviews, we 

confirmed the importance of trust on individual. On the other hand, previous researches 

have pointed out that trust has a positive influence on the participation intention of the 

sharing economy (Yang et al.,2016: Hamari et al.,2015). Hence, in this study, we 

incorporated trust to explain behavioral intention of Skill Sharing in the UTAUT2 model. 

There are also some previous researches incorporating in UTAUT and UTAUT2 (Alalwan 

et al.,2017: Slade et al.,2015). Therefore, we develop the hypothesis. 
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H3a: Consumers’ trust of the Skill Sharing website positively affects their behavioral 

intention of Skill Sharing. 

H3b: Consumers’ trust of individual service provider positively affects their behavioral 

intention of Skill Sharing. 

 

In the platform service provider interview, we were able to confirm the problem 

“Information asymmetry”. As skill sharing trades intangible services such as skills and 

techniques, it is inferred that more information is needed than sharing services of goods 

such as Mercari.  

We consider that information asymmetry caused a causal relationship in use behavior. 

Because we considered that information asymmetry was actually perceived when 

actually trying to start a transaction. Therefore, we considered that it has a negative 

influence on use behavior, not behavioral intention. 

Some previous researches incorporate information asymmetry into the UTAUT model 

(Guo & Barnes,2007). Therefore, we develop the above hypothesis. 

H3c：Information Asymmetry negatively influence consumers’ use behavior of Skill 

Sharing. 
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Behavioral intention of Skill Sharing is defined as the degree of belief and attitude that 

consumers register in the Skill Sharing platform and try to provide or use skills. Use 

behavior of Skill Sharing is defined as having to actually conduct transactions by skill 

sharing after registering in the skill sharing platform or to be strongly anticipated to 

actually do business. Therefore, we develop the hypothesis. 

H4：Behavioral intention of Skill Sharing positively influence consumers’ use behavior 

of Skill Sharing. 

 

In this conceptual model, we exclude the variable “Habit” from UTAUT2 model and 

incorporate the two variables “Trust” and “Information Asymmetry” which influences 

behavioral intention of Skill Sharing. As mentioned in introduction, the utilization rate 

of Skill Sharing was 1%. Considering most people don’t use Skill Sharing, there is no 

“Habit” in consumer experience. Furthermore, our study objective is diffusion of Skill 

Sharing for general consumers who have never used skill sharing. There is no Habit of 

using Skill Sharing for those who do not have experience using the technology, for people 

who do not even recognize in the first place, it is considered that sufficient time is 

required for consumers to take customer behavior. Therefore, it is difficult to investigate 

the role of habit in the current research. In previous researches (Alalwan et al., 2017), 
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there are also studies excluding habit in the UTAUT2 model for the same reason as this 

research. For the reason above, we exclude the variable “Habit”.  

In this study, eight variables in total explain the behavioral intention Skill Sharing, 

and behavioral intention and facilitating condition are models to explain use behavior. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 
 

 32 

4. HYPOTHESIS TESTING 

We conducted a large-scale consumer questionnaire survey to verify hypotheses. The 

reason to select the method is that to clarify what factors promote Skill Sharing 

diffusion in Japanese market. Also, we gain 744 respondents from Japanese and 

Chinese consumers. As a result, we gain findings from hypothesis testing.  

 

4-1. Research Design 

The target is Japanese and Chinese. The reason for conducting questionnaire survey 

in these two countries is that factors which influence behavioral intention of Skill 

Sharing is considered different between China already diffused and Japan which 

doesn’t diffuse. Therefore, it is possible to clarify what factors promote Skill Sharing 

diffuse in japan by comparing Skill sharing in Japan and China.  

We targeted only Chinese who live in Japan because it was difficult to collect 

responses of local Chinese. We conducted questionnaire by online survey web site for 

Japanese and Chinese. In addition, we also carried out by papers for Chinese. Native 

Chinese who is living in Japan translated questionnaire from Japanese into Chinese. 
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 In order to ensure the validity of the questionnaire items and scale, we create 

questionnaire to match the context of Skill Sharing based on questionnaire items that 

were validated in previous researches. In our study, each questionnaire items were 

measured by Likert 6 point scale (1: totally disagree ~ 6: totally agree). In order to 

ensure respondents to make a clear standpoint toward the questions, we decide to 

apply a six points Likert scale on questionnaire to prevent respondents from 

irresponsible answering with a middle ambiguous option(Chen & Salmanian, 2017 : 

35). Questionnaire items of our study shows that Appendix1. 

 

 

Figure 10 Data of samples 
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4-2. Data analysis and results 

In our study, we examine using SEM (Structural Equation Modeling). SEM is a 

statistical method widely used in fields such as behavioral science for the purpose of 

investigating causality (Hox & Bechger, 2007).   

Firstly, we conduct a reliability analysis. Because we measure abstract concepts, also 

there are original variable by authors in questionnaire. In order to analyze reliability, 

we use Cronbach's alpha coefficient. It is generally said that 0.7 to 0.8 or more is 

appropriate, in our study, it exceeds that value, it can be said that reliability was secured. 

As a result of reliability analysis in Japan, all latent variables are secured reliability 

excluding FC1, factor loading is 0.6 or less. 

 Also, we conduct a reliability analysis excluding EE1, FC1, FC2, FC3, PV1, factor 

loadings are 0.6 or less. As a result of reliability analysis, Facilitating Condition don’t 

secure reliability. Therefore, we test hypothesis excluding Facilitating Condition.  

 Secondly, we analyzed causal relationships of the independent variables to verify our 

hypotheses. R-Squares which nine explanatory variables give to a dependent variable is 

0.574 in Japan and 0.541 in China. Next, we explain the results of the pass coefficient 

representing causality and correlation for this analysis. The pass coefficient between 

performance expectancy and behavioral intention recorded 0.18 in Japan and 0.41 in 
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China. And the pass coefficient between social influence and behavior intention recorded 

0.39 in Japan and 0.25 in China. Also, the pass coefficient between hedonic motivation 

and behavior intention recorded 0.28 in Japan and 0.29 in China. And the pass coefficient 

between price value and behavioral intention 0.27 in Japan. In addition, the pass 

coefficient between trust on individual and behavioral intention recorded 0.34 in Japan 

and 0.14 in China. Information asymmetry has negative influence on behavioral 

intention recorded -0.17 in Japan not use behavior. The pass coefficient between 

behavioral intention and use behavior recorded 0.98 in Japan and 1.13 in China. We find 

pass coefficient between trust on website and trust on individual recorded 0.84 in Japan 

and 0.78 in China.  

About P-value indicating the significance probability in Japan, information 

asymmetry recorded 0.02, all variables excluding information asymmetry recorded ***. 

(***P<0.001 **P,0.01 *P<0.05) In China, all variables recorded ***. (***P<0.001 **P,0.01 

*P<0.05) Next, the fitting model in Japan, GFI was .620, AGFI was .580, RMSEA 

was .108. In China, GFI was .738, AGFI was .707, RMSEA was .093.  

As a result of hypothesis testing, in Japan, H1a, H1c, H2a, H2b, H3b, H4 are supported. 

In China, H1a, H1c, H2a, H3b, H4 are supported. Figure 11,12 shows hypothesis testing 

results in Japan and China. 
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Figure 11 Hypothesis testing results in JAPAN 

 

Source: authors 
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Figure 12 Hypothesis testing results in CHINA 

 

Source: authors 
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5. DISCUSSION 

  In this chapter, we discuss based on hypothesis test results in Japan. Furthermore, we 

compare analysis results in Japan and China to clarify factors promote Skill Sharing 

diffusion in Japan. 

The significant finding of our study is that we could find factors that promote diffusion 

of Skill Sharing. The findings make possible to show how platform service providers 

could diffuse their services in Japanese market faster. 

We find three important variables that social influence, trust and information 

asymmetry to explain diffusion of Skill Sharing. Firstly, social influence is supported. 

This result suggests that Japanese consumer are greatly influenced from reference group 

(i.e. families, friends, colleagues) to use Skill Sharing. Therefore, in Japan, when 

someone who are close to oneself utilize Skill Sharing service, those consumers may try 

to use one. In platform service providers interview, many platforms said that social 

influence must be important. Our study also confirm social influence is important factor. 

Secondly, trust and information asymmetry are very important factors in Skill Sharing 

context. Trust on website wasn’t supported, however, we find strong coefficient between 

trust on website and trust on individuals who offer skills. This result suggests that the 

more consumer trust on platform service providers, the more consumer trust on 
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individual service offerings. This result suggests that if trust on individual are secured 

through platform service provider, consumer try to use Skill Sharing. In platform service 

providers interview, 9 out of 10 platforms said that trust is important on Skill Sharing 

context, however trust what they assumed was not clear at that moment. Therefore, we 

reveal there are two kinds of trust; trust on website and trust on individual on Skill 

Sharing context. In addition, information asymmetry was supported. In Japan, 

consumers tend to feel anxiety if information about individual service provider or 

provided quality of skill are not enough. Next, behavioral intention significantly and 

strongly correlate with use behavior. This result suggests that if consumer has 

behavioral intention of Skill Sharing, they are supposed to utilize Skill Sharing service 

more often. 

  On the other hand, effort expectancy was not supported in our survey. Consumers 

think that it is not necessary to make effort when using Skill Sharing, it is considered to 

have a positively influence on behavioral intention of Skill Sharing. Also, facilitating 

condition was not supported. It hardly has influence on behavioral intention of Skill 

Sharing because there are many Japanese consumers who don’t have experience with 

using Skill Sharing, thus they don’t know platforms’ support or other’s support.  

 In the next step, we compare analysis results between in Japan and China. In China, 
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especially, performance expectancy has strong influence on behavioral intention. It is 

considered that because 60.3% Chinese consumers have experience using Skill Sharing 

before. This result suggests that if once Japanese consumers use Skill Sharing service, 

they may find out improvement of their daily life such as cleaning up rooms, taking care 

of children at home which positively influence on behavioral intention of Skill Sharing. 

In China, information asymmetry and price value were not supported. This result 

suggests that Chinese consumers understand benefits of Skill Sharing better, thus 

consumers in China use Skill Sharing even if there are not so much information about 

skill offers and its price.  

Finally, fitting indices, GFI, AGFI, RMSEA were not high enough. We consider these 

results due to three reasons. First, we extend the original model from eleven variables 

due to test hypotheses. Second, our survey is also conducted with consumers who don’t 

have experience with using Skill Sharing to explain diffusion of all consumers. In order 

to be high fitting indices, there are need to test consumers who have experience with 

using one. Third, it may exist other variables that explains behavioral intention of Skill 

Sharing. Therefore, we consider these reasons why our model couldn’t archive high 

fitting indices. 
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6. CONCLUSION 

In this chapter, firstly, we describe theoretical and practical contributions by proposing 

diffusion method based on our study. Secondly, we describe imitation, future direction 

and evaluation from one practitioner as second interview. We summarize the evaluation 

below. 

Our study contributes in two ways; theoretical and practical contribution. In academic 

field, our findings contribute to sharing economy field and theory of diffusion, adaptation 

theory and trust. There is no previous study about Skill Sharing, hence we reviewed 

sharing economy studies and diffusion theory historically. From literature review, we 

find UTAUT2 model to explain behavioral intention of new technology. From literature 

review and interview with major platform service providers combined together, we 

confirmed that trust and information asymmetry are important factors that explain 

behavioral intention of Skill Sharing in Japan. Therefore, we modified the original 

diffusion model specific to Skill Sharing context by incorporating trust and information 

asymmetry factors. Especially, we find information asymmetry as new factor on UTAUT2 

model. In previous researches, Jeon (2011) points out necessity that incorporating 

negative factors in UTAUT2 model to explain consumer behavior of users who do not 

want to accept the new technology. Therefore, we also contribute to add negative factor 
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in UTAUT2 model. In order to grasp factors that promote Skill Sharing diffusion in 

Japan, we conducted survey in Japan and China and we could get 744 respondents. As 

a result, we clarify factors that explain behavioral intention of Skill Sharing in Japan 

and China. This study is one of the forefront studies adopting UTAUT2 and empirically 

testing in Japan and China on Skill Sharing context.  

From practical perspective, firstly, we find social influence is the most crucial variable 

to try to use Skill Sharing. Especially in Japan, we testify that consumers are influenced 

by reference group who may evaluate positive image to them by using Skill Sharing 

service. We find it is important thing that practitioner should take into consideration 

influence by reference group of people. Secondly, we find trust on website have positively 

influence on trust on individuals who offer their skills. Practitioner should establish 

trustworthy website for consumers to promote to utilize Skill Sharing service. Also, we 

clarify Japanese consumers feel anxiety when information about individual service 

provider or provided skills. Therefore, practitioner should make users open their 

information in detail about skill’s information and users’ information such as profile, 

head shot.  

Based on our study, we have proposed the diffusion method of Skill Sharing in first 

time ever. Firstly, platform service providers should develop marketing strategy that 
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utilizing WOM (Words Of Mouth), reputation by reference group. Next, in order to 

establish trust on individual, investment in website that consumer can trust is necessary. 

It leads to enhance Japanese consumers’ behavioral intention of Skill Sharing. 

Furthermore, if once consumers use Skill Sharing, they may perceive benefits of Skill 

Sharing service better. As a result, Skill Sharing may diffuse in Japanese market faster. 

Finally, we conducted a second round interview to ANYTIMES Inc. who is one of the  

major platform service providers in Japan. We find limitation and expansion of our study 

from second interview. The aim of second interview is to directly hear opinions and 

evaluation from practitioners about our study results. They said our survey results are 

useful to accelerate their business strategy more further because our result is the first 

evidence in this industry. Also, they gave some advices about consumer survey and study 

results. They recommend us that in future study, we should take account on culture, 

political system and geographical factors into consideration when it conducts a survey 

for Chinese consumer. Also, they said other practitioners already know trust on website 

is important. As the limitation of our study, firstly, we can’t specifically how to establish 

trust on website. From our second interview, practitioner want to grasp how to develop 

and maintain trust on website. What should practitioner specifically do to establish trust 

on website? Future studies should clarify what factors to establish trust on website 
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especially Skill Sharing context. Secondly, our survey respondents were obtained by 

mainly college students in Japan. Future studies should include all generation equally. 

Thirdly, fitting indices of our study were not high enough. Therefore, future studies 

should search other variables including control variables to enhance one.  
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