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Abstract

With the rapid development of network technology and mobile devices, many things can
be done by mobile phones, which brings us a lot of convenience. When the Internet and
commerce technologies have more matured, the various innovative business models have
been constantly transformed and reborn. They are gradually forming new formats and
becoming a part of the sharing economy. The sharing economy focuses on sharing and
exchange, and has become a new form of business structure, and shared services are favored
by consumers and driving practitioner to support new services with innovative business
models. In the competitive market, how to improve service quality to enhance customer

satisfaction has always been an important issue.

This study refers to the service quality model proposed by Parasuraman et al. (1985) to
measure the expected and actual service quality of customers of Uber in Taiwan and GO-JEK
in Indonesia, the gap which is caused by the satisfaction differences in customer’s cognition.
To explore whether customers' perception of perceived risk interferes with service quality and
perceived value, which will further affect customer satisfaction with services and the

consumption patterns of Uber in Taiwan and GO-JEK in Indonesia.

The research results have shown as following:

(1) For entire, Uber and GO-JEK, all gaps of service quality have significant effect on
perceived value.

(2) For entire, Uber and GO-JEK, all perceived risks have significant effect on perceived
value.

(3) For entire, Uber and GO-JEK, Il gaps of service quality have significant effect on customer
satisfaction.

(4) For entire, the interference relationship of perceived risk is supported in this study, but not
for Uber and GO-JEK.

(5) For entire and Uber, both perceived values will partially mediate the relationship between

the gap of service quality and customer satisfaction, but GO-JEK is not supported.
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