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THE POTENTIAL OF CAR SHARING FOR AUTOMOTIVE DEALERS 

 

 

Abstract 

Should car dealerships include car sharing in their business model? This question is answered by 

(i) analyzing the car sharing market, (ii) studying the current opportunities and challenges of car 

dealers, (iii) conducting a survey of potential users of car sharing, and (iv) interviewing automotive 

industry experts. It is concluded that there is potential for car dealers to integrate car sharing into 

their business model. However, various provisos and success factors should be taken into account.  
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1 | Introduction  

HE CONCEPT of a sharing economy is rapidly gaining adherence among consumers. In a 

sharing economy, several users share a particular good or service instead of owning it. The 

sharing economy is altering traditional business models in various industries, which is particularly 

noticeable in the automotive industry. Instead of owning a good – in this case, a car – customers 

consume shared goods and services, namely mobility. This has led to the emergence of various 

alternative new mobility services such as car sharing.1 In Germany, the number of car sharing users 

has doubled since 2016 and is expected to grow further (Statista, 2019a).  The implementation of 

car sharing differs markedly between rural (less densely populated) areas and urban (more densely 

populated) metropolises. While urban mobility is rapidly evolving as a result of the emergence of 

new forms offering mobility services (e.g., car sharing or ride hailing), these services have seldom 

been offered in rural areas yet.2 

The increased presence of shared mobility does not only alter the business models of car 

manufacturers but also impacts the business models (and ultimately the survival) of car dealerships, 

whose success currently depends on the purchase and leasing of vehicles. As a result of new trends 

in the automotive industry, car dealerships are faced with an expected decrease in sales (Autohaus, 

2019). One of the reasons is that a growing number of customers are abandoning vehicle ownership 

in favor of mobility services. This, in turn, may create an opportunity for car dealers to extend their 

business models to stay competitive. They can offer shared mobility services that may compensate 

for the reduction in revenue arising from the decline of vehicle sales. Successful players will be 

those that look at mobility services as an opportunity, rather than perceiving them solely as a threat 

to existing business models (Gaul & Wagner, 2017). Due to the growth of car sharing, the 

integration of this service into the existing business model of car dealers could be a good 

opportunity to stay profitable in the future.  

 

1  Car sharing (e.g., SHARE NOW) is a model of car rental where consumers rent cars for short periods of time. 
2  Ride hailing (e.g., Uber) describes a mobility service whereby a rider hires a personal driver to drive her or him 

to an exact destination. 
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Thus, we ask the following research questions: How attractive is car sharing for potential 

customers? Is there potential for car dealers to integrate car sharing into their business model? 

It should be noted that this thesis is not studying the details of autonomous vehicles (AVs) and 

micro mobility (such as bike sharing) due to limited scope and space. Though AVs are important 

for the future of the automotive industry, they lie far ahead in the future.  Micro mobility, though a 

substitute for cars, can be ignored as far as the research questions are concerned since it is rather an 

imperfect substitute.  

The research questions will be answered by combining different approaches. First, a literature 

review allows us to analyze the shared mobility industry and to characterize the car dealership 

market, with a focus on Germany. It will help to gauge the current market and to spot trends. 

Secondly, the demand side for shared mobility will be analyzed through an online survey, which 

examines how attractive car sharing is to potential users. The supply side will be approached by 

conducting semi-structured interviews with several industry experts. They will involve experts 

working for car manufacturers, new mobility providers, and car dealerships. The interviews will 

allow us to understand the current automotive and car sharing market, as well as the business model 

of car dealers. This three-pronged approach should allow us to understand whether car dealers 

should integrate car sharing into their business model. Concluding, recommendations will be made 

on how car dealers should react to the emergence of new mobility services.  

At the time of writing, we endeavored to ensure the correctness of all information and data. The 

speed at which this market evolves might outdate it at the time of reading.  

2 | Sharing economy 

The sharing economy, which is based on the idea of sharing rather than owning goods and services, 

is strongly impacting today’s society and economy (Prieto et al., 2019). It generated an economic 

model that is characterized by collaborative consumption, peer-to-peer relationships, and on-

demand exchange of resources. While traditional economies concentrate on ownership, the sharing 

economy focuses on access to resources over a specific time period (Botsman & Rogers, 2010). 
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This development – driven by new technologies, social motivations, and environmental concerns – 

enables customers to share goods and services in new ways (Cohen & Kietzmann 2014). It led to 

the establishment of new web-based startup firms (e.g., Uber, Airbnb), which take advantage of this 

new sharing concept and disrupt traditional industries (Lee et al., 2018). These startups are offering 

flexible, customer-oriented, and web-based solutions. Due to the sharing economy’s fast growth, 

they rapidly gained market share and are currently threating established firms based on traditional 

business models (Eichhorst & Spermann, 2015).   

 Shared mobility  

The effects of the sharing economy are particularly evident in the automotive industry. In the next 

years, there will be an increasing shift from vehicle ownership to new shared mobility concepts 

(Roland Berger, 2018). The term “shared mobility” describes the shared use of vehicles, bicycles, 

e-scooters, or other means of transportation on an on-demand basis (Shaheen et al., 2015). The 

increased importance of shared mobility services is in close relation to innovative mobile 

applications that allow on-demand bookings and reliable GPS tracking. The concept gains 

popularity as an alternative to the use of private vehicles by offering a broad portfolio of composable 

mobility solutions. Thus, customers can choose the most efficient mobility service for each situation 

(BMW, 2019). A global automotive consumer study found that Generation Y wants to choose from 

a wide range of transportation modes to experience high connectivity and convenience (Deloitte, 

2017).3 Mobility services can be divided into multimodal and intermodal approaches. Multimodal 

mobility solutions describe the different possibilities arising from multiple means of transport. For 

example, public transport serves as a means of transportation during the week while the bicycle or 

car are used on the weekend. In contrast, the intermodal approach refers to linking various means 

of transport for one particular trip. For instance, a person first uses the bicycle to reach the train 

station, then takes the train, and finally covers the last mile with an e-scooter (Diaz Olvera, 2015). 

 

3 Generation Y, also called Millennials, refers to persons born between 1980 and 1994. 
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 Business models of shared mobility 

The most common models of shared mobility are car sharing, scooter sharing, bike sharing, e-

scooter sharing, ride sharing, and ride-hailing (Appendix 1). To get a better understanding of how 

car sharing differs from other shared mobility offerings, we define the different models. 

Car sharing refers to the shared and organized use of vehicles by a certain number of drivers. In 

contrast to traditional car rental, car sharing focuses on short-term rental and payment is based on 

either minutes of use or distance covered (or a combination of both) (BMW, 2019). Car sharing 

services are either station based or free-floating (see Section 3.1.). The biggest car sharing provider 

is SHARE NOW, a joint venture between Daimler’s car2Go and BMW’s DriveNow car sharing 

services (Hotten, 2019).  

Scooter sharing describes the shared use of scooters. The scooters form a fleet that is distributed 

across a specific area of a major city. They can be booked through mobile applications with payment 

based on distance or minutes of use. Emmy is the biggest scooter sharing provider in Germany, 

counting more than 250 000 customers in 2019 (Emmy-sharing, 2019).  

Bike sharing describes a business model whereby customers can rent bicycles on an as-needed 

basis. In contrast to traditional bicycle rental firms, bicycle sharing providers focus on short one-

way or roundtrip travel. It is available in two forms: station-based, entailing defined pickup and 

delivery points, and free-floating, whereby users can end their ride and park the bike at any location 

within a predefined area (Shaheen et al., 2016). The payment is based on an annual, monthly, daily, 

or per-trip basis. Jump is one of the largest providers, operating in 32 cities (Jump, 2019).  

E-scooter sharing services are the newest addition to shared mobility. Users can book electric 

stand-up scooters in predetermined zones through an app. The payment is a combination of fixed 

base fare and per-minute fee. E-scooter sharing often correlates with the term “last mile”, which 

describes the last segment of a trip. For instance, a driver parks her or his vehicle in an accessible 

parking lot and then rides an e-scooter to the final destination. Since 2018, the e-scooter business 

has grown significantly, with Lime being the most significant player (Statista, 2019b). 
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Ride sharing (also known as car pooling) describes trips that are shared by individuals. One 

person drives a defined route with a private vehicle while carrying other persons to the same 

destination. Such rides are mostly arranged and billed via third-party websites or apps. The 

distances are usually long, for instance, driving from one city to another. BlaBlaCar is the biggest 

ride sharing company, operating in 22 countries with 80 million members worldwide (BlaBlaCar, 

2019). 

Ride Hailing differs from the other models since customers book a professional driver instead of 

driving themselves. The booking is carried out through an app on an on-demand basis (BMW, 

2019). Compared to traditional taxis, ride hailing companies such as Uber have a competitive 

advantage by offering high availability at a lower price. Ride hailing services are characterized by 

their innovative and transparent approach, providing customer-oriented solutions.   

3 | Analysis of the car sharing market 

Over the last years, the global car sharing market has grown significantly. Car sharing provides the 

benefits of a private vehicle without the costs and responsibilities arising from ownership (Machado 

et al., 2018). Compared to other shared mobility models, it has the advantage of flexibility and 

independence, while still offering users the opportunity to drive (Deloitte, 2017). Car sharing has 

experienced double-digit growth over the last years. It is predicted that there will be more than 36 

million car sharing users worldwide by 2025 (Statista, 2016). It is most prevalent in Europe, which 

accounts for more than 50% of the global car sharing market. Within Europe, Germany is the biggest 

car sharing market, with more than 2.4 million users at the beginning of 2019 (Statista, 2019a).  

 Approaches to car sharing 

Depending on the users involved, car sharing occurs in three different forms: peer-to-peer (P2P), 

business-to-business (B2B) and business-to-consumer (B2C). The latter model follows either a 

station-based or free-floating approach (Münzel et al., 2017).  
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3.1.1 | P2P and B2B models 

Car sharing has its origins in P2P car sharing involving the shared use of a vehicle, whereby the 

owner privately provides his or her car to others for a limited time. In its first years, P2P car sharing 

took place face-to-face among the participating individuals. Nowadays, there are startup firms that 

connect vehicle owners and users by providing them a marketplace for car sharing. P2P car sharing 

usually only offers round trips, and payment is based on a daily tariff. In contrast, B2B car sharing 

models are an alternative to corporations’ fleets. It is used by firms that want to provide their 

employees with a tailored transportation solution that meets their professional mobility needs. Many 

car sharing providers offer corporate solutions in addition to B2C services. Both models are focused 

on station-based round trips (Deloitte, 2017).  

3.1.2 | Station-based and free-floating B2C car sharing 

B2C car sharing is the most widespread and popular model. It can be categorized in station-based 

and free-floating car sharing (Appendix 2). 

Station-based car sharing providers offer vehicles at fixed base stations. This model is usually 

used for round trips where the pick-up and drop-off locations coincide. Reservations can be made 

in advance, offering customers higher reliability (Vaskelainen & Münzel, 2018). Stationary car 

sharing is suitable for users who do not attach great importance to vehicle ownership but appreciate 

reliable access to a car when needed. The fleet is usually characterized by a large selection of 

models, offering individual solutions and good driving experience. This approach is mostly present 

in small to medium-sized cities and rural regions (Deloitte, 2017). The utilization of station-based 

car sharing is planned in detail. Success is usually dependent on local market knowledge and 

partnerships. From a customer’s perspective, station-based car sharing is more cost-effective, 

offering one-hour rides in a small or medium-sized vehicle for 2 to 6 euros (Flinkster, 2019). 

Free-floating car sharing, on the other hand, is more flexible due to its freely selectable pickup 

and return locations within a pre-defined area. It is offered in big cities, providing small and 

medium-sized vehicles for mostly short one-way trips. Users locate a car parked nearby on an  
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as-needed basis and book the vehicle through a mobile application. This approach is well suited for 

spontaneous trips, offering high flexibility while entailing a comparatively higher risk of 

unavailability (Deloitte, 2017). Reservations in advance are not possible apart from free overnight 

reservations offered by some providers (ShareNow, 2019). While station-based providers are 

usually local, free-floating services are often owned by car manufacturers (such as Daimler or 

BMW). Car manufacturers are mainly offering car sharing to promote new models and obtain 

customer insights. Prices are higher than station-based car sharing, usually ranging at 17 to 20 euros 

for a one-hour ride in a small vehicle (Bundesverband CarSharing, 2019).  

Recently, combined car sharing has appeared in some markets, entailing the offering of station-

based and free-floating vehicles from one source. The combination of both variants has the 

advantage that customers can reserve vehicles in advance as well as book them spontaneously.  

 Top players in the car sharing market 

In May 2019, car sharing services were offered in more than 3100 cities worldwide (Movmi, 2019). 

Most of the cities have only one operator, which in most cases, is a station-based provider. The two 

biggest station-based car sharing providers are Zipcar and Flinkster, whereas the top free-floating 

player is SHARE NOW (see Appendix 3).  

Zipcar is the biggest stationary car sharing provider operating in 384 cities in 2019, mostly in the 

United States and Canada. It operates around 16 000 vehicles and serves more than 1 million 

members (Movmi, 2019). Flinkster is operated by the German railway company Deutsche Bahn 

AG. It focuses on the German market, with more than 800 stations in 140 cities offering a broad 

range of models, including electric vehicles. It has a high number of regional partners and 

collaborates with local car dealerships (Deutsche Bahn, 2019). The biggest player in the free-

floating car sharing market is SHARE NOW, which – as of November 2019 – is a joint venture 

between Daimler’s car sharing service car2go and BMW’s car sharing firm DriveNow. SHARE 

NOW has more than 4 million members worldwide, from which 3 million are in Europe and 1 

million in North America. It operates in 21 European and 6 North American cities. Currently, the 
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firm provides approximately 20 000 BMW, Mercedes-Benz, MINI, and Smart vehicles. Out of all 

vehicles, 3 200 are electric cars (SHARE NOW, 2019a).  

 The German car sharing market 

In the last years, car sharing in Germany – the biggest car sharing market in Europe – has 

experienced strong customer growth. In total, there are around 170 car sharing providers, with 

approximately 2.46 million registered customers in 2019 (Bundesverband Carsharing, 2019). At the 

beginning of 2019, 740 cities were providing station-based car sharing, and 18 bigger cities had 

free-floating providers (Statista, 2019c). It is to be noted that even though the free-floating model 

is only available in 18 cities, more customers use free-floating services: 1 810 000 consumers using 

free-floating vs. 650 000 who use station-based services (Statista, 2019d; see also Appendix 4). 

Crucially, this shows that even though car sharing is more popular in urban areas, there is potential 

in rural areas since this market is far from being exploited yet. In the German market, the biggest 

car sharing provider is SHARE NOW, offering free-floating car sharing in seven cities. Currently, 

SHARE NOW provides 7 200 vehicles, out of which 1 230 cars are electric (SHARE NOW, 2019a; 

see also Appendix 5). The second-biggest car sharing firm is Flinkster, offering 4 500 station-based 

vehicles to 315 000 customers. Besides these two main players, there are various smaller providers. 

Appendix 6 presents an overview of the providers in Germany (Statista, 2019e). 

 Electric vehicles in car sharing  

Climate change and new regulations are forcing automotive businesses to alter their business 

models to become more environmentally friendly (Witzke, 2016). In this context, the crucial 

initiative was the development of electric vehicles (EV).4 An EV is a vehicle that uses electric 

motors for propulsion (Business Standard, 2019). The success of EVs is mainly driven by financial 

support and legal regulations (such as CO2 emission limits). Since EV drivers are still neglected in 

 

4  One of the main drivers of the production of EVs is regulations. The European Union requires that new vehicles 

should emit no more than 95g of CO2 per km after 2021 and 60g of CO2 per km from 2030 onwards. This can 

only be fulfilled if a larger proportion of new cars in Europe is electric (Mattes, 2019). 
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many countries, EVs are not as successful as desired by authorities and, contrary to expectations, 

sales figures are still relatively low. Potential customers are discouraged by high purchase prices 

and the undersupply of charging stations. The latter issue, coupled with the limited range of EVs, 

is a significant deterrent of customer demand.5 Integrating EVs into the fleet of car sharing services 

could help to increase the vehicles’ appeal by allowing users to test an EV at a low cost. In recent 

years, many providers have integrated EVs in their car sharing fleet, and some of them even offer 

purely electric car sharing services (Rid et al., 2018). Nevertheless, obstacles such as the range issue 

must be tackled, and the charging infrastructure’s density must be boosted. Comparing the 

percentage of EVs in car sharing fleets with the proportion in the nationwide private car fleet, the 

former is severely higher. In 2018, 1 700 of 17 950 car sharing vehicles were electric (9.5%), 

whereas only 0.1% of privately owned cars were electric (Edison, 2018). In free-floating car 

sharing, this proportion is above average. 

4 | Car dealership market 

The automotive industry is experiencing a transformation, which is pressured by new requirements 

and climate protection goals (Mattes, 2019). The development affects not only car manufacturers 

but also car dealerships. A car dealer – also referred to as an automotive dealer – is a business that 

sells vehicles produced by an automotive manufacturer in a particular area (Cambridge, 2019). 

Their business is usually structured in vehicle sales of new cars, vehicle sales of used cars, car 

accessories sales, and vehicle repair services. Car dealerships are mainly operated as authorized 

dealers of vehicle manufacturers. Most of them are brand-exclusive dealers that have a partnership 

with a single car manufacturer, thus selling their vehicles in exclusivity (Fassnach et al., 2011). 

However, due to the increased concentration that has taken place in recent years, more car dealers 

are merging into dealership groups or are selling several vehicle brands instead of only one, thus 

becoming multiple-brand dealers. Within the automotive industry, car dealerships could become 

the primary victims of technical developments and new trends. Their business model is currently in 

 

5 EVs have a limited range compared to the range of internal combustion engine-powered vehicles. 
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disarray (Handelsblatt, 2018). Initially, a local car dealer offered advice, test drives, personalized 

discounts, and handed over the key to a new car. Now, customers expect much more than that, 

inducing traditional car dealers to become mobility providers offering a broad portfolio of vehicles 

and services.   

The success of automotive dealerships strongly depends on the number of vehicles sold and on 

aftersales services. A study shows that the profit of car dealers could go down by almost half by 

2035 (Autohaus, 2019). To stay competitive, car dealers must proactively adapt to new trends and 

challenges and recognize them as an opportunity rather than an inevitable threat.  

 Trends in the automotive car dealership market 

Four main trends are currently influencing automotive dealers: digitalization, new go-to-market 

strategies, changing customers’ preferences, and EVs. 

Digitalization leads to new distribution mechanisms in the new and used vehicle market. Online 

sales of vehicles have increased. Nowadays, 34% of customers would buy their car solely through 

e-commerce, configuring the car online based on individual preferences (Gaul & Wagner, 2017). 

The Internet, considered as the most important source of information in the vehicle purchase 

process, leads to high price transparency and a broad selection of available models. Furthermore, 

the Internet changes the go-to-market strategies of car manufacturers. Traditionally, there was a 

clear separation between vehicle production and vehicle sales. While car manufacturers were 

specialized in the production, car dealers were responsible for the distribution of vehicles and 

represented car manufacturers towards customers. However, currently, car manufacturers sell a high 

percentage of vehicles directly through the online distribution channel, which leads to direct 

competition between manufacturers and dealers (McKinsey, 2014). Case studies such as Tesla have 

proven that, nowadays, market development is possible without an extensive dealership network. 

Another trend is changing customers’ preferences (Gaul & Wagner, 2017). Younger persons still 

consider cars as an essential good, but they are more open-minded regarding alternative modes of 

transportation and ownership. Urbanization and a broad mobility offer in big cities are fueling this 
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trend. Mobility-as-a-Service (MaaS) offerings gain importance and will likely reduce car 

purchases.6  The last major trend is the increasing number of EVs. It is encouraged by political 

requirements regarding CO2 emissions reduction (Dudenhöffer, 2019). However, EVs are not only 

more costly to produce (and thus more expensive), but also require large investments in employee 

training. Both of these aspects are detrimental to car dealers. Furthermore, they require less need 

for repair services. Car dealers make around 35 percent fewer parts sales from EVs in the aftersales 

business segment and forgo highly profitable service hours (Handelsblatt, 2018).  

 SWOT analysis of car dealerships 

Identifying strengths and weaknesses (internal factors), as well as opportunities and threats (external 

factors) of car dealers, will help to analyze their position in the context of a fast-evolving mobility 

market. 

Strengths Car dealers are very experienced in offering an all-round service from a single source. 

They play an important role in a vehicle’s purchase decision-making process since vehicles are 

complex products that require detailed information (Statista, 2019f). Another strength is their close 

customer proximity and strong client relationship. In terms of new mobility services, their most 

significant advantage is that they already have the required resources and knowhow in house. They 

receive discounts when purchasing new vehicles and own a broad range of rental cars, exhibition 

vehicles, and test-drive vehicles. Furthermore, cleaning and repair services can be fulfilled by the 

existing personnel. Finally, they already have a comprehensive network and a well-developed 

infrastructure in terms of software, accounting, and other administrative work.   

Weaknesses Although most customers prefer to purchase vehicles directly at a car dealer, already 

30% would buy their new car solely through e-commerce. The traditional purchase of vehicles at 

car dealerships is costly and is not compatible with current developments (Dudenhöffer, 2019).7 

 

6  MaaS is an approach to replace own-vehicle transportation with a range of mobility services tailored to customer 

needs (MaaS Alliance, 2018). 
7  Notably, there is a similarity between the threat to travel agencies faced with novel competitors that exploit the 

cost-reducing advantage of the online channel, and the current challenges faced by car dealers (Stevic, 2012). 



 

  

 
– 12 – 

Another weakness is that repair services – an essential source of revenue – will decrease. Since car 

dealers have significant capital tied up (e.g., buildings), it is not easy for them to free sufficient 

liquidity for new mobility projects. Finally, car dealers must move from professionals in mechanics 

to professionals in new fields such as software-management and connectivity. 

Opportunities Due to the growing importance of sustainability, EVs will become an important 

product in car dealers’ range of vehicles. Furthermore, digitalization offers car dealers the 

possibility of strengthening their core business (through process optimizations) and brand by 

becoming less dependent on their respective manufacturers. Car dealers can use the Internet and 

mobile applications to maintain a close relationship with customers and to offer constant 

accessibility. Webpages can also be used as a source of information and as a sales channel to fulfill 

individual customer requirements (Statista, 2019f). Moreover, car dealers can find new growth 

factors within the value chain. Due to a growing demand for shared mobility, car dealers have the 

opportunity to integrate car sharing into their business model (Gaul & Wagner, 2017).  

Threats Car dealers are threatened by a high vehicle saturation in European markets. Due to the 

increasing importance of MaaS, they face the risk of steeply declining car sales. Furthermore, 

industry transparency and a large offer of vehicles through online channels result in high 

competition and price pressure (Statista, 2019f). The direct go-to-market strategy of car 

manufacturers affects the successful model of long-term collaboration on which their relationship 

is based. Since car dealers are very dependent on the relationship with car manufacturers, this 

threatens their business. Climate change and new regulations are both an opportunity and a threat 

to car dealers. On the one hand, they may sell fewer vehicles than they traditionally did. On the 

other, they may become providers of MaaS services. If they do not react to changes and focus on 

more environmentally friendly business models, they run the risk of being locked out of the market.  

Overall, putting together the current market of car dealers with the increasing importance of shared 

mobility, we can say that there may be a potential for car dealers to integrate shared mobility 

services in their business model.  
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 Analysis of the German car dealer market 

The automotive industry is the largest industry in Germany and generated more than 426 billion 

euros of revenue in 2018 (Statista, 2019g). This makes apparent the industry’s relevance. Within 

this industry, car dealers play an important role in the distribution of new and used vehicles. In a 

European car dealership comparison, German car dealers generate the largest revenue, amounting 

to 274 billion euros in 2017 (Statista, 2019f). The traditional business model whereby customers 

buy new vehicles from a local car dealer is still the most common way of purchasing a car in 

Germany.  However, most major car manufacturers will reduce their car dealership network in the 

future (Autohaus, 2017). Furthermore, the need for large investments in new mobility services and 

the online channel renders the survival of small and medium automotive firms questionable.  

5 | Consumers’ survey 

To analyze the potential of car sharing and the attractiveness of the service, a survey of potential 

users was conducted. Before the survey was launched, it was pre-tested on six individuals. The 

distribution proceeded through various social media channels, such as LinkedIn and Facebook. In 

total, 301 participants completed the survey. Of these, 283 participants, those holding a driver’s 

license, were retained. The 18 participants who do not hold a driver’s license were not considered. 

Including them could put the validity of results into question since only 16% of the questions 

applied to them and thus could be answered. Regarding country coverage, the 283 considered 

participants are residents of 25 countries. However, most are from Germany (43%), the USA (17%) 

and Portugal (15%). When distributing the survey, Germans were the main target group since 

Germany is the biggest car sharing market in Europe, and the interviews were conducted with 

German experts. To allow for international comparisons, the results of participants residing in 

Germany were compared to the USA and Portugal. Considering age, 67% of participants are 

between 22 and 30 years of age, and 22% are between 31 and 40 years of age.8 This uneven age 

 

8 Participants had to choose between different age ranges. The options go from “less than 18 years old” up to “more 

than 50 years old”. The survey includes participants of all age ranges.   
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distribution could negatively influence the statistical representativeness of the sample since it is 

biased by the overwhelming presence of young respondents. However, since young respondents by 

definition will be operating in the market for longer, the aforementioned bias may be less of an 

issue, or perhaps even an advantage. To capture differences between urban and rural areas – a 

crucial aspect in view of our research questions – comparisons between big and small cities were 

made. 54% of respondents reside in a big city (defined as having more than 500 000 inhabitants), 

and 27% reside in a small city (defined as having less than 100 000 inhabitants). 

 Importance of car ownership  

Of all respondents, 61% own a car, 19% do not own a car, but share one with family or friends, and 

20% do not own a car.9 The comparably small proportion of persons who do not own a car leads us 

to the first important conclusion: car sharing providers must target car owners as well. This demands 

the implementation of an appealing concept, which, for instance, could highlight the advantages of 

car sharing for particular purposes.  

Overall, 66% of respondents find car ownership important, with the level of importance varying 

significantly between countries. In Germany, this percentage is smaller (58%) than in Portugal 

(79%) and the USA (88%), which are above average when considering the whole sample. 63% of 

car owners indicate that their car is parked more than 90% of the time, and 8% of them drive less 

than once a week. This leads to another crucial insight: both results support the potential of car 

sharing. Finally, looking at the role of car dealerships, 60% of car owners stated that they have 

visited a car dealer, while 40% have never visited one. This leads to two relevant conclusions: it 

highlights the important role played by car dealers but also shows that a high percentage of 

consumers use other channels to purchase a car.  

 

9 American respondents may bias upwards the ownership distribution since the percentage of car owners in the 

USA is very high, amounting to 92%. 
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 Car sharing services registrations  

Regarding the number of car sharing registrations, we first examined how well-acquainted 

respondents are with car sharing. Overall, 67% of respondents stated that they are not well informed 

about car sharing. Especially in smaller cities, there is a marked lack of knowledge, with 82% of 

respondents being fairly or totally unfamiliar with the topic (27% stated that they are not well 

informed at all). From an international perspective, respondents residing in Germany are much 

better informed than the ones residing in the USA or Portugal.  

The survey suggests that there is a positive relationship between information level and car sharing 

registration. While 67% of well-informed respondents are registered with a car sharing service, only 

3% of badly informed participants are registered. Since users are more willing to try well-

understood services than unknown (or obscure) ones, this brings us to our next insight: more 

information through advertising leads to concept awareness and clarification and should enlarge the 

market for car sharing. From the viewpoint of our research questions, the survey results make it 

clear that car dealers will face the challenge of explaining the car sharing concept to customers. 

In total, 30% of respondents are registered with a car sharing provider, while 70% are not. In 

Germany, car sharing is more prevalent than in other countries.10 Since most providers offer free or 

inexpensive registration, the cost is normally not the reason for not being registered.11 Respondents 

stated various reasons for not being registered, which differ between big and small cities.  

 

 

TABLE 1: Reasons indicated by respondents for not being registered with a car sharing provider. 

 Reasons for not being registered in big cities  

(> 500 000 inhabitants) 

Reasons for not being registered in small cities 

(< 100 000 inhabitants) 

1 I value the flexibility of car ownership No car sharing provider operates in my area 

2 Lack of availability/Risk of not finding a car nearby I value the flexibility of car ownership 

3 I do not want to share a car I do not want to share a car 

Source: user’s survey 

 

10 41% of respondents residing in Germany are registered with a car sharing provider, and 11% stated that they 

use car sharing services regularly. Car sharing is much more popular in big German cities, where 63% are 

registered. In contrast, only 16% of the respondents who reside in small German cities are registered with a car 

sharing provider.  
11 SHARE NOW offers free registration, while Flinkster charges a one-time registration fee of up to 9 euros. 
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Overall, the most stated reason was the flexibility offered by car ownership. In small cities, the main 

reason for not being registered is that there is no car sharing provider in the area. This brings up 

another valuable insight: there is potential for car dealers to implement car sharing in small cities.  

Another reason given by respondents for not registering is that they do not want to share a car. This 

suggests that it will be challenging to convince some users to try or use car sharing. The risk of not 

finding a car nearby brought up by respondents raises two issues: availability rate and maximum 

tolerable walking distance (see discussion below). Other reasons stated were preference for public 

transportation, the lack of knowledge regarding the use of car sharing, long travel distances, and the 

use of ride hailing services (e.g., Uber) instead of car sharing.  

Finally, 78% of survey participants indicate that they think that car sharing will play an important 

role in the next ten years. This bodes well for the prospects of car sharing. 

 Own car vs. car sharing  

Privately owned cars and car sharing vehicles serve different purposes, though both are used for 

leisure travel. Own vehicles are often used for shopping or to travel to work. In contrast, besides 

leisure travel, car sharing is used for rides to and from the airport and during business trips when 

an own car is not available. Besides, it is used to get to a party or when a bigger vehicle is needed 

to fit specific items. These results highlight that car sharing is usually not a substitute for car 

ownership but rather a complement serving other purposes. This lends further support to the insight 

obtained in Section 5.1 that car sharing providers must target car owners as well.  

 Car sharing’s success factors  

Pricing is a crucial success factor for car sharing. 81% of respondents are willing to pay up to 2.99 

euros for a 5 km car sharing ride, and 76% indicate that car sharing only attracts customers if it is 

inexpensive. 33% of car owners would consider using their own car less often if there was a well-

developed car sharing network, provided that it is less expensive than using their own car. However, 

a significant percentage of car owners (29%) state that they would not consider car sharing even if 
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the network is well-developed and less expensive than using their own car. This group will be hard 

(or impossible) to induce to switch to car sharing.  

The walking distance to the pickup location of a car sharing vehicle is a further success factor. The 

majority is willing to walk up to 299 meters (33%) or 499 meters (31%). 25% of car owners indicate 

that they would consider not buying a car if there is a well-developed car sharing network in their 

city. This presents a high potential of car sharing, insofar as it is well developed. Considering the 

distance traveled, 70% find car sharing appropriate for short distances, while only 46% find it 

suitable for long distances. A high utilization rate is crucial for the success of car sharing. Since 

most respondents would use car sharing sporadically, calculating the optimal fleet size is 

challenging for providers: if it is too small, the availability and maximum tolerable walking distance 

will become issues; if it is too big, costly idle vehicles will hurt profitability. Offering car sharing 

with the option that customers may reserve vehicles in advance simplifies fleet size planning. It also 

may increase the attractiveness of car sharing since 66% of participants are more likely to use car 

sharing if they have the option to reserve vehicles for specific times and places. This brings up 

another conclusion: when implementing car sharing, car dealers should allow advance booking.  

 Public transportation vs. car sharing  

Public transportation influences the potential of car sharing. 64% of respondents state that their 

home is well served by public transportation, while 25% indicate that it is badly served. However, 

42% of small cities’ respondents state that they are badly served. On the one hand, this complicates 

the implementation of (station-based) car sharing since it is harder to reach a pickup station. On the 

other hand, it may open a market for car sharing to improve connectivity. The quality of public 

transportation in big cities may be deemed good overall but is highly dependent on the country. In 

terms of usage, a large percentage of participants do not use public transportation (28%) or use it 

less than once a week (22%), while 8% use it 5–6 times a week, and 20% use it daily. In an 

international comparison, the use of public transportation in Germany is more than three times 

higher than in the USA. The reason for such a difference between the two countries may be the 
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often insufficient public transportation system in many American cities. The quality of public 

transportation may influence the number of car sharing registrations. While 36% of respondents 

residing in a city with good public transportation are registered with a car sharing provider, only 

20% of participants residing in a city with bad public transportation are registered. Furthermore, 

53% of respondents state that they would be interested in a new mobility network combining public 

transportation with car sharing services. Interestingly, the quality of public transport and the number 

of car sharing registrations seem to display a positive correlation, which means that public 

transportation and car sharing services are complements rather than substitutes.12  

 

 

 

 

 Car sharing and electric vehicles 

79% of participants who have not driven an EV yet state that they would be interested in driving 

one. This brings up another insight: car sharing may be a very appropriate way to test these vehicles. 

Furthermore, 39% of respondents indicate that they are more likely to consider car sharing if the 

provider offers a large number of EVs. Consequently, car sharing providers that include EVs in 

their fleet are more attractive, another critical insight relating to our research questions. 

 Car sharing in rural areas  

A high percentage of respondents (69%) state that car sharing can expand in rural areas if it is well 

developed and offers high levels of availability and proximity. The two main reasons why 

participants believe that car sharing is often not offered in less populated areas are long walking 

distances to the pickup locations and lower flexibility of car sharing compared to an own car. 

 

12  One may rationalize this finding by envisioning a mixed journey combining public transportation (e.g., a train 

ride from the residential area to town) with car sharing (e.g., a “last mile” journey from the train station to the 

office). 

In Germany, the quality and use of public transportation varies highly between big and small cities. In big 

German cities, only 2% of respondents do not use public transportation, while 54 % use it more than 5 times 

a week. Conversely, in small cities 44% of respondents do not use it at all and 7% of respondents use public 

transportation more than 5 times a week. 
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6 | Expert interviews  

To get a better understanding of the supply side, five semi-structured expert interviews were 

conducted. The experts are from different segments in the automotive industry: One car 

manufacturer (EXPERT 1), one shared mobility provider (EXPERT 2), and three car dealers offering 

car sharing services (EXPERT 3, 4 and 5). Two car dealers are offering B2C car sharing in 

cooperation with Ford. The third car dealer developed an independent B2B car sharing model using 

its own IT and platform. The interviews were conducted via phone. Four of them lasted between 45 

and 60 minutes, while one lasted 20 minutes. A description of the business models of the five firms, 

can be found in Appendix 9.  

 Influence of shared mobility on traditional business models 

The interviewees indicated that shared mobility has a disrupting impact on the automotive industry. 

According to EXPERT 1, “in conjunction with shared mobility, the hardware (vehicle) is not the 

priority brand anymore, instead the brand of the shared mobility provider is the priority.” 

Furthermore, the characteristics of shared vehicles differ from privately purchased cars since they 

have to be easily adaptable (e.g., adjustable seats) and cover various intended purposes (e.g., trailer 

hitch) (EXPERT 3). All experts state that it is very important for car manufacturers and car dealers 

to deal with shared mobility in order to be successful in the future. According to EXPERT 4, “car 

dealers should see shared mobility as a chance, also in smaller economic regions”. He indicates that 

car dealers should view car sharing as a complement to their current business model. EXPERT 3 

believes that “car dealers have to become mobility providers that are open towards new 

technology”. The experts think that new vehicle sales in Germany will decrease in the future. 

Therefore, reacting proactively to new trends is crucial to stay competitive or even to survive.  

 Car sharing’s profitability 

All interviewees stated that it is not easy to attain profitable when offering car sharing. According 

to EXPERT 1, the free-floating model can be successful in some big cities but is unprofitable in most 

others. He indicates that “in high population density areas, which have a reasonable traffic situation, 
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there are a lot of customers”. EXPERT 3, providing B2C car sharing, stated that it took them six years 

to reach profitability. However, the experts express that even if car sharing may not be that 

profitable by itself (especially in the early stages of its implementation), it has a positive effect on 

the value chain of car dealers due to maintenance and repair services that lead to additional revenue.  

 The reasons for car sharing 

According to all interviewees, profit is not the key reason for investing in car sharing. It is mainly 

used for learning purposes. EXPERT 1 believes that “municipalities will increasingly restrict 

individual car ownership”. According to EXPERT 3, “topics such as e-mobility and car sharing gain 

in importance and, therefore, car dealers should try out alternative mobility concepts.” In line with 

the results of the consumer survey, the experts think that car sharing will play an important role in 

the next ten years. They believe that the breakthrough of car sharing will come with autonomous 

vehicles, though this development lies far ahead. Starting to deal with car sharing today helps in 

gaining experience, which becomes an advantage in the future. Furthermore, the experts state that 

it is a good marketing tool and improves the image of a car dealership. Linking this point to the 

survey results, one concludes that car sharing should help to increase the number of customers since 

40% of car owners have never visited a car dealership. EXPERT 4 voices that “car sharing allows car 

dealers to collect data of customers, which helps to analyze driving behavior and to create 

individualized marketing”. It also yields additional revenue when it constitutes a paid test drive. 

Finally, car dealers have the advantage of already having the resources and infrastructure necessary 

for car sharing. According to the three car dealers, the vehicles for car sharing can be procured at 

the same purchase price as other vehicles. After their use in the car sharing fleet (between 12 and 

24 months), the cars can be sold as used vehicles. This mechanism significantly lowers the risk of 

implementing car sharing.  

 Car sharing: customer segmentation 

According to the experts, there is no typical customer segment. In line with the results of the 

consumer survey, EXPERT 2 states that car sharing mostly attracts “modern customers who are 
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between 20 and 40 years old”. The responses regarding purposes and travel distances of car sharing 

agree with the results of the survey. Car sharing is mostly used for short distances and is often 

combined with public transportation. Only the car sharing model of one expert differs from this 

paradigm since its fleet also contains vans, which are used for longer distances (EXPERT 3). The 

reasons stated by the interviewees why people do not use car sharing are fully consistent with the 

results of the survey: long walking distances, time-consuming registration process, and lack of 

knowledge.     

 Car sharing’s success factors  

The experts state that success factors differ between free-floating and station-based car sharing. 

They believe that free-floating car sharing is highly dependent on the size and density of a city, 

while station-based car sharing is based on other factors and thus may be implemented in cities of 

any size. Due to the high market penetration of free-floating models in big cities, car dealers should 

focus on cities where competition is low. All experts suggest that a station-based model is the 

appropriate car sharing model for car dealers.  

In full accordance with the results of the survey, the experts indicate that pricing has a strong 

influence on the success of car sharing. If it is nearly as expensive as taxi rides, customers may 

prefer to take a taxi. EXPERT 3 states that his car dealership “offers car sharing cheaper than the 

usual Ford car sharing price to attract customers”. The interviewees are certain that the walking 

distance to the pickup location is a crucial success factor. In full alignment with the results of the 

consumer survey, the experts state that a distance of up to 500m is acceptable. Therefore, a central 

and easily accessible location for the base station is crucial.  

Finally, according to EXPERT 3, “the more expensive the maintenance of an own car and the harder 

it is to find parking, the more attractive car sharing gets”.13 Furthermore, IT, vehicle linkage and a 

 

13 New regulatory measures that hinder the use (and parking) of own cars have been put in place recently (Business 

Insider, 2018). It is suggested that a steepening of this kind of regulatory disincentive to own car use is needed 

to relieve city centres of excess traffic and to avoid excessive emissions. This trend accentuates the comparative 

advantage of car sharing. 
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sufficient vehicle fleet are important success factors. Overall, the major driver that determines the 

success of car sharing is utilization (EXPERT 1).  

 Public transportation vs. car sharing  

Public transport influences the success of car sharing. According to EXPERT 5, “a good public 

transportation system increases the success of car sharing since the two services can complement 

each other”. This statement is supported by the results of the consumer survey, as well as the 

remaining experts’ opinions, who think that public transportation users are more likely to share a 

car. However, EXPERT 3 argues that “bad public transportation in rural areas may be used as an 

opportunity since some municipalities prefer moderate investments in car sharing than more costly 

investments in a public transportation system”.  

 Car sharing and electric vehicles 

According to EXPERT 4, the “mega trend is not only sharing but sharing electric”. The experts 

indicate that electric car sharing has a higher acceptance among municipalities since it helps them 

to lower pollution. Furthermore, it is more attractive to users due to the public’s interest in testing 

EVs. However, EXPERT 3 states that in his case, “compared to other vehicles in the car sharing fleet, 

EVs are the ones with the worst capacity”. The reasons underlying this viewpoint are that customers 

are less familiar with EVs than with internal combustion engine vehicles and, as a result, do not 

know how to operate them. This is an entry barrier. Overall – in full agreement with the survey 

results – EVs may increase the attractiveness of car sharing. However, a crucial aspect when 

integrating EVs into car sharing fleets is to give customers sufficient information on how to operate 

them in order to overcome this entry barrier. Finally, an improvement of the charging infrastructure 

is important, which can only happen if governments support this development (EXPERT 4). 

 Car sharing in rural areas 

Implementing car sharing in bigger cities may be difficult since a few big players already dominate 

these markets. Due to the lack of car sharing in low population density areas, competition is low. 

Four of the five experts state that there is potential for car dealers to offer car sharing in low 
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population density areas. The fifth expert thinks that the implementation of car sharing in rural areas 

is difficult.14 The results of the interviews accord with the user´s survey (69% of respondents think 

that car sharing can expand in rural areas if it is well developed). 

The experts state that in rural areas, only station-based car sharing works. They indicate that rural 

car sharing should offer the option to book vehicles in advance. According to EXPERT 1, “car sharing 

is usually only possible for car dealers as a franchise partner of an umbrella brand which provides 

the IT”. However, the business model of EXPERT 4, based on its own IT, shows that there might be 

cases where it is even possible to succeed independently. The experts believe that many 

municipalities support car sharing to increase their “green image” and to counteract underdeveloped 

public transportation systems. This advantages car dealers in their efforts to offer car sharing.  

 The German car sharing market vs. other countries 

According to the experts, Germany is more suitable for car sharing than the USA or Portugal. In 

Portugal, owning a car is an important status symbol and individual mobility is more important than 

in Germany.  In the USA, own vehicles play an important role since travel distances are long, public 

transportation is often badly developed and cities are designed for car use, which simplifies finding 

a parking space. One expert believes that in the USA, ride hailing is way more important than car 

sharing (EXPERT 1). Again, these statements are fully consistent with the results of the survey. 

7 | Conclusion 

We analyzed the attractiveness of car sharing and the potential for car dealers to integrate car sharing 

into their business model. Our comprehensive analysis leads us to answer both research questions 

in the positive, though with several provisos.  

How attractive is car sharing for potential customers? The analysis has shown that car sharing is 

attractive to customers. Over the last years, there has been an increase in shared mobility services, 

and the car sharing market has grown significantly. As demonstrated by the user’s survey and expert 

 

14 For a case study of an unsuccessful introduction of car sharing in a rural area see Appendix 10. 
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interviews, there is a demand for car sharing, especially among the younger generation. The demand 

is highly dependent on the country, with the German market’s demand being above average. In 

contrast, the demand in the USA is low, which can be explained by the high importance of car 

ownership and the preference of ride hailing services. After the analysis in this paper was concluded, 

Daimler and BMW have announced that SHARE NOW will exit the North American market due to 

“extreme difficult realities” (Manager Magazin, 2019; Shepardson, 2019). Interestingly enough, 

this is consistent with the survey results. On the one hand, the results of the survey are a possible 

explanation of this decision; on the other hand, the decision validates the quality of the survey’s 

data. 

Is there potential for car dealers to integrate car sharing into their business model? As yet, most 

small cities do not provide car sharing services, opening a market for car dealers. Car dealers should 

tackle car sharing since shared mobility gains in importance. Becoming a mobility provider will be 

crucial for the success of car dealers. Therefore, they should gain experience in car sharing. Even 

though car sharing on, average, may not be immediately profitable, other aspects support the 

integration of car sharing. It may be used for learning purposes. Furthermore, it is a good marketing 

tool and may increase the image of the dealership. Another advantage is that car dealers can use 

their existing resources and sell car sharing vehicles in the used vehicle market after usage. Due to 

maintenance services, car sharing will have a positive effect on their value chain. All of this leads 

us to the conclusion that the integration of car sharing may have a positive effect on car dealers’ 

business model and may even be a crucial success factor in the future. 

The outcomes of the analysis lead us to several recommendations: (i) Car dealers operating in areas 

where no large car sharing provider is present should consider whether to offer station-based car 

sharing. Doing so helps them to differentiate themselves and to stay competitive. (ii) When deciding 

whether to offer car sharing, car dealers should gauge users’ demand in their operational region 

since demand varies widely across countries and regions. For instance, while the demand for car 

sharing is quite high in Germany, it is fairly low in the USA. (iii) When implementing car sharing, 
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partnerships are critical. Car dealers should use the IT of an umbrella brand or a third party. 

Moreover, agreements with municipalities regarding parking and funding are also essential.  

(iv) Dealerships should use existing resources and negotiate favorable vehicle purchase prices with 

car manufacturers. After 12 to 24 months, car sharing vehicles should be sold in the used vehicle 

market. (v) The target group should comprise non-car owners as well as car owners. Due to the 

relatively higher demand among younger generations, car dealers should mainly target persons aged 

18 to 40. (vi) Proper marketing of car sharing services is essential. Car dealers must thoroughly 

explain the service to customers since a higher level of information leads to more acceptance.  

(vii) Pricing is a crucial success factor and profoundly impacts the attractiveness of car sharing. Car 

dealers should use the pricing model of an umbrella brand or offer it at a more competitive price to 

increase awareness. (viii) The walking distance of most potential clients to the pickup location of 

the vehicle should not exceed 500 meters. (ix) The base location should ideally be easily accessible 

by public transportation. (x) Advance booking should be offered since it increases the service’s 

attractiveness and thus the utilization rate of each vehicle. (xi) Finally, the integration of EVs in a 

car sharing fleet could increase the attractiveness and acceptance of car sharing. 



 

  

 
– 26 – 

8 | References 

 

Autohaus. 2017. “Das Netz 2017”. Fabrikatshandel, Autohaus. 9/2017. 

 

Autohaus. 2019. “Zukunft des Autohandels: Bis 2035 halbiert sich der Gewinn”. Retrieved on 

Oct. 20, 2019 from: https://www.autohaus.de/nachrichten/zukunft-des-autohandels-bis-2035-

halbiert-sich-der-gewinn-2468850.html 

 

BlaBlaCar. 2019. “About us”. Retrieved on Nov. 18, 2019 from: 

https://blog.blablacar.com/about-us 

 

BMW. 2019. “The key concepts of ‘shared mobility’”. Retrieved on 3 Oct., 2019 from: 

https://www.bmw.com/en/innovation/car-sharing-and-shared-mobility.html 

 

Botsman, R., Roger, R. 2010. What´s Mine is Yours. New York: Harper Collins.  

 

Bundesverband Carsharing. 2019. “Aktuelle Zahlen und Daten zum CarSharing in 

Deutschland”. Retrieved on Sept. 3, 2019 from: https://www.carsharing.de/alles-ueber-

carsharing/carsharing-zahlen 

 

Business Standard. 2019. “What is electric vehicle”. Retrieved on Dec. 5, 2019 from: 

https://www.business-standard.com/about/what-is-electric-vehicle 

 

Cambridge. 2019. “Definition dealership”. Retrieved on Sept. 28, 2019 from: 

https://dictionary.cambridge.org/dictionary/english/dealership 

 

Cohen, B., Kietzmann, J. 2014. “Ride On! Mobility Business Models for the Sharing Economy”. 

Organization & Environment. Vol. 27(3) 279 –296. SAGE Publications. 

 

Deloitte. 2017. “Car Sharing in Europe”. Retrieved on Sept. 15., 2019 from: 

https://www2.deloitte.com/content/dam/Deloitte/de/Documents/consumer-industrial-

products/CIP-Automotive-Car-Sharing-in-Europe.pdf 

 

Deutsche Bahn. 2019. “Carsharing von Flinkster”. Retrieved on Nov. 28, 2019 from: 

https://www.bahn.de/p/view/mietwagen/carsharing.shtml 

 

Diaz Olvera, L., Guézéré A., Plat D., Pochet P. 2015. “Improvising intermodality and 

multimodality”. Case Studies on Transport Policy. Vol. 3, pp. 459-467. 

 

Dudenhöffer, F. 2019. “Die Autobranche wird umgepolt”. Zeitgespräch, Wirtschaftsdienst. 

2019/7. 

 

Edison. 2018. “Carsharing in Deutschland: Über 10 Prozent Elektroautos”. Retrieved on Sept. 27, 

2019 from: https://edison.media/erleben/carsharing-in-deutschland-ueber-10-prozent-

elektroautos/23053414.html 



 

  

 
– 27 – 

Eichhorst, W., Spermann, A. 2015. “Sharing Economy – Chancen, Risiken und 

Gestaltungsoptionen für den Arbeitsmarkt”. Retrieved on Sept. 5, from:  

http://ftp.iza.org/report_pdfs/iza_report_69.pdf 

 

Emmy-Sharing. 2019. “Facts and Figures”. Retrieved on Dec. 8, 2019 from: https://emmy-

sharing.de/wp-content/uploads/Emmy-Zahlen-und-Fakten-ENG-1.pdf 

 

Fassnach, M., Stallkamp, C., Lampl, L., Rolfes, L. 2011. “Betriebsformen im 

Automobilhandel”. Zeitschrift für Betriebswirtschaft. 81:1181-1203. 

 

Flinkster. 2019. “Price list car sharing”. Retrieved on Dec. 18, 2019 from: 

https://anmeldung.flinkster.de/de/fahrzeuge-und-tarife 

 

Ford. 2019. “Ford Carsharing flexible nutzen”. Retrieved on Oct. 8, 2019 from: 

https://www.ford.de/service/ihre-mobilitaet/carsharing 

 

Gaul, S., Wagner, W. 2017. “Digitalisierung im Automobilhandel”. Digitalstudie 2017, 

AUTOHAUS.  

 

Handelsblatt. 2018. “Neue Mobilitätskonzepte bedrohen das Geschäft der Autohändler”. 

Retrieved on Oct. 23, 2019 from: 

https://www.handelsblatt.com/unternehmen/industrie/carsharing-e-mobilitaet-

fahrdienstleister-neue-mobilitaetskonzepte-bedrohen-das-geschaeft-der-

autohaendler/22925096.html 

 

Hotten, R. 2019. “BMW and Daimler invest €1bn in new car venture”. BBC News. Retrieved on 

Sept. 15, 2019 from: https://www.bbc.com/news/business-47332805 

 

Jump. 2019. “Cities”. Retrieved on Nov. 18, 2019 from: https://www.jump.com/de/en/cities/ 

 

Lee, Z., Chan., T., Balaji, M., Yee-Loong, A. 2018. “Why people participate in the sharing 

economy”. Internet Research, Emerald Publishing Limited. Vol. 28 No. 3. pp. 829-850 

 

MaaS Alliance. 2018. “Exploiting Mobility-as-a-Service”. Retrieved on Dec. 5, 2019 from: 

https://maas-alliance.eu/wp-content/uploads/sites/7/2018/11/MaaS-brochure-ENG.pdf 

 

Machado, C. , De Salles Hue, N., Berssaneti, F. T., Quintanilha, J. A. 2018. “An Overview of 

Shared Mobility”. Sustainability. 10, 4342. MDPI. 

 

Manager Magazin. 2019. “ Daimler und BMW scheitern mit Carsharing-Dienst in 

Nordamerika“. Retrieved on Dec. 23, 2019 from: https://www.manager-

magazin.de/unternehmen/autoindustrie/daimler-und-bmw-scheitern-mit-carsharing-joint-

venture-in-nordamerika-a-1302032.html 

 

Mattes, B. 2019. “Die Sicht der Automobilindustrie”. Zeitgespräch, Wirtschaftsdienst. 2019/7. 

 



 

  

 
– 28 – 

McKinsey. 2014. “Innovating automotive retail: Journey towards a customer-centric, multiformat 

sales and service network”. Retrieved on Sept. 8, 2018 from: 

https://www.mckinsey.com/~/media/McKinsey/dotcom/client_service/Automotive%20and%

20Assembly/PDFs/Innovating_automotive_retail.ashx 

 

Movmi. 2019. “CARSHARING MARKET & GROWTH ANALYSIS 2019”. Retrieved on Nov. 

22, 2019 from: http://movmi.net/carsharing-market-growth-2019/ 

 

Münzel, K., Boon, W., Frenken, K., Vaskelainen, T. 2017. “Carsharing business models in 

Germany: characteristics, success and future prospects”. Inf Syst E-Bus Manage. Springer. 

 

Prieto, M., Stan, V., Baltas, G., Lawson, S. 2019. “Shifting consumers into gear: car sharing 

services in urban areas”. International Journal of Retail & Distribution Management. Vol.47 

No. 5. Emerald Publishing Limited.  

 

Rid, W., Parzinger, G., Grausam, M., Müller, U., Herdtle, C. 2018. Carsharing in 

Deutschland: Potenzial und Herausforderungen, Geschäftsmodelle und Elektromobilität. 

Wiesbaden: Springer Vieweg. 

 

Roland Berger. 2018. “A new breed of cars”. Think: Act, Roland Berger GmbH.  

 

Shaheen, S., Cohen, A., Zohdy, I. 2016. “Shared Mobility: Current Practices and Guiding 

Principles”. Retrieved on Nov. 12, 2019 from: https://rosap.ntl.bts.gov/view/dot/42193 

 

Shaheen, S., Chan, N., Bansal, A., Cohen, A. 2015. “Shared Mobility: Definitions, Industry 

Developments, and Early Understanding”. Berkeley Transportation Sustainability Research 

Center.  

 

SHARE NOW. 2019a. “SHARE NOW: FACTS AND FIGURES”. Retrieved on Dec. 5, 2019 

from: https://www.car2go.com/DE/en/microsites-press/ 

 

SHARE NOW. 2019b. “Registration”. Retrieved on Dec. 20, 2019 from: https://www.share-

now.com/ 

 

Shepardson, D. 2019. Daimler, BMW exiting North American car-sharing market, cutting in 

Europe. Retrieved on Dec. 23, 2019 from: https://www.reuters.com/article/us-autos-

carsharing/daimler-bmw-exiting-north-american-car-sharing-market-cutting-in-europe-

idUSKBN1YM2BI 

 

Statista. 2016. “Number of car sharing users worldwide from 2006 to 2025”. Retrieved on Oct. 

22, 2019 from: https://fesrvsd.fe.unl.pt:2099/statistics/415636/car-sharing-number-of-users-

worldwide/  

 

Statista. 2019a. “Anzahl registrierter Carsharing-Nutzer in Deutschland in den Jahren 2008 bis 

2019”. Retrieved on Sept. 3, 2019 from: 



 

  

 
– 29 – 

https://fesrvsd.fe.unl.pt:2101/statistik/daten/studie/324692/umfrage/carsharing-nutzer-in-

deutschland/ 

 

Statista. 2019b. “Leading e-scooter providers by number of scooters used in Germany from June 

to September 2019”. Retrieved on Nov. 8, 2019 from: 

https://fesrvsd.fe.unl.pt:2099/statistics/1034669/leading-e-scooter-providers-in-germany/ 

 

Statista. 2019c.  “Anzahl der Städte und Gemeinden mit Carsharing-Angeboten in Deutschland 

nach Varianten”. Retrieved on Sept. 18, 2019 from: 

https://fesrvsd.fe.unl.pt:2101/statistik/daten/studie/412885/umfrage/staedte-mit-carsharing-

angeboten-in-deutschland/ 

 

Statista. 2019d. “Anzahl der Carsharing-Fahrberechtigten in Deutschland nach Varianten”. 

Retrieved on Aug. 22, 2019 from: 

https://fesrvsd.fe.unl.pt:2101/statistik/daten/studie/202416/umfrage/entwicklung-der-

carsharing-nutzer-in-deutschland/ 

 

Statista. 2019e. “Statistiken zum Carsharing”. Statista. Retrieved on Nov. 18, 2019 from: 

https://fesrvsd.fe.unl.pt:2101/statistik/studie/id/9904/dokument/carsharing-statista-dossier/ 

 

Statista. 2019f. “Autohändler: SWOT Analysis”. Retrieved on Dec. 5, 2019 from: 

https://fesrvsd.fe.unl.pt:2101/statistik/studie/id/36/dokument/branchenreport-handel-mit-

kraftfahrzeugen-instandhaltung-und-reparatur-von-kraftfahrzeugen/ 

 

Statista. 2019g “Umsatz der Automobilindustrie in Deutschland”. Retrieved on Nov. 25, 2019 

from: https://fesrvsd.fe.unl.pt:2101/statistik/daten/studie/160479/umfrage/umsatz-der-

deutschen-automobilindustrie/ 

 

Stevic, I. 2012. “Challenges for the survival of travel agencies due to new tendencies on the 

tourism market”. Research Gate. Retrieved on Dec. 5, 2019 from: 

https://www.researchgate.net/publication/283318319_Challenges_for_the_survival_of_travel

_agencies_due_to_new_tendencies_on_the_tourism_market 

 

Vaskelainen, T., Münzel, K. 2018. “The effect of institutional logics on business model 

development in the sharing economy: the case of German carsharing services”. Academy of 

Management Discoveries. Vol. 4, No. 3, 273-293. 

 

Witzke, S. 2016. “Carsharing und die Gesellschaft von Morgen”. Wiesbaden: Springer Gabler. 

 

 

 

 

 

 

 



 

  

 
– 30 – 

9 | Appendices 

Appendix 1: Shared mobility models 

 

Source: author’s own graph 

 

 

 

Appendix 2: Station-based vs. free-floating car sharing 

 

Source: author’s depiction based on Deloitte (2017) and Vaskelainen & Münzel (2018)  
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Appendix 3: Biggest station-based and free-floating car sharing providers based on the number of 

cities where they operate (as of July 2019).   

                 

Source: Movmi, 2019 

 

 

 

Appendix 4: Number of people entitled to drive car sharing vehicles in Germany  

(as of January 1, 2019) 

 

Source: Statista (2019d) 
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Appendix 5: Fleet size and electric fleet size of SHARE NOW in Germany (as of November 2019) 

 

Source: SHARE NOW (2019a) 

 

 

Appendix 6: Biggest car sharing providers in Germany based on number of customers  

        (as of October 2019) 

  

Source: Statista (2019e) 
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Appendix 7: Interview guideline 

 

Interview Guide 

“The potential of car sharing for automotive dealers” 

Date: December xx, 2019 xx:xx p.m. 

 

Warm-up 

“Thank you for taking the time to talk to me today. I am conducting research on car sharing with a 

special focus on the potential for car dealerships to start offering car sharing as part of their business 

model. In the following interview, there are no right or wrong answers and everything we talk about 

today is strictly confidential. Do you mind if I record this interview? We are going to cover different 

topics related to car sharing in the next 30–45 minutes. If you have any questions, please do not 

hesitate to ask them at any time.” 

 

Background information 

• Could you briefly introduce yourself and describe your position at xxx [insert company 

name]? 

• For how many years has xxx [insert company name] been dealing with car sharing? 

• Could you please describe the car sharing business model that xxx [insert company name] 

is offering? 

• In how many locations does xxx [insert company name] operate car sharing? 

 

Questions related to car sharing  

• How successful in terms of profitability and number of customers would you rate the 

current car sharing market? 

• How high is the intensity of competition in the car sharing market? 

• For what purpose or purposes do people mostly use car sharing? 

• What is the average travel distance customers cover when using the service? 

• Which customer segment or segments use car sharing? Please characterize the from the 

following viewpoint: demographic, geographic, lifestyle. 

• What are the reasons that lead some people to prefer not to use car sharing? Please address 

all those that you find relevant.  

• How does pricing influence the success of a car sharing service? 

• How does the walking distance to the pickup location influence the success of a car 

sharing service? 

• Which characteristics should a city have in order to be suitable for car sharing? Please 

differentiate between the free-floating and the station-based models. 

• Do you think car sharing is more attractive when the vehicles are electric? 

• [Question only to new mobility provider] How successful would you rate the electric-

vehicle car sharing market?  
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Questions related to car dealers and OEMs  

• What are the current challenges faced by car dealers? 

• What are the current new opportunities opening up to car dealers, if any? 

• Will vehicle sales decrease or increase in the future? 

• [optional; by reference to previous answer] Since you believe that fewer vehicles will be 

sold, is car sharing one of the reasons for this development? 

• What effects does shared mobility have on traditional business models of car dealers and 

car manufacturers in terms of production and sales?  

• How can dealerships and manufacturers react to these effects? 

• How important is it for car dealers and car manufacturers to deal with shared mobility in 

order to be successful in the future? 

• What is the main reason to invest in car sharing?  Do car manufacturers and car dealers 

expect to make a profit with car sharing or do they do it with the purpose of advertising 

the brand and its new models?  

• Even if car sharing is not profitable, would it help your business in other ways? 

• If car dealers want to include car sharing in their business model, what are the most 

important issues they have to tackle in order to succeed? 

•  [Question only to car dealers] What happens with vehicles after they have been used for 

car sharing. Are they suitable for the used-car market? 

 

External factors 

• Which external factors influence the car sharing market? Please address all those that you 

find to be relevant.  

• What are the differences between offering car sharing in an urban area vs. a rural area?  

• Why are there fewer car sharing providers in rural areas? Could car dealers begin offering 

car sharing in rural and less densely populated areas? 

• How do you rate the relation between quality of public transportation system of a city and 

the potential of car sharing services? 

• What are the differences of the German car sharing market compared to other markets? Is 

there more potential in Germany? 

• [Question only car manufacturer] Is there higher potential for German car dealers to 

include car sharing in their business models when comparing it to the Portuguese and 

American market?  

 

Final questions 

• Do you think that car sharing will play an important role in the next 10 years? 

• Would you do anything different, when entering the car sharing market now? 

 

Wrap-up 

“This brings us to the end of our interview and I would like to thank you for your time. Do you have 

any questions or further comments that you would like to add? Thank you once again.” 
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Appendix 8: Interview results 
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Appendix 9: Business models of interviewees including their evaluation of their own car sharing 

model 

 

Expert Business Model Expert’s own assessment of 

car their respective sharing 

model 

Expert 1 Global free-floating car sharing model: vehicles 

are booked via app on an on-demand basis, 

price calculated by minutes or kilometers. 

Free-floating model only works 

in big cities with high 

population density.  

Expert 2 Mobility platform that connects mobility 

providers with customers (specialized on 

electric car sharing). 

Electric car sharing works well 

in cities with good charging 

infrastructure.  

Expert 3 Car dealership offering station-based B2C car 

sharing in cooperation with Ford Carsharing 

and Flinkster.*  

They started with 3 vehicles and are operating 

with 50 vehicles in various cities today  

(6 years after implementation). 

In the beginning not profitable. 

Nowadays, positive range is 

reached.  

Positive experience regarding 

Marketing, image, value chain, 

test drives 

Expert 4 Car dealership offering station-based electric 

B2B car sharing using its own independent IT 

and platform.  

Target is to reach end customers via companies: 

companies provide parking (charging station); 

employees register with their private data.  

Thus, B2B model helps to reach/attract end 

customers.  

Official start with 60 vehicles in November 

2019. Target for end of 2020: 320 vehicles. 

Positive experience regarding 

Marketing and value chain. 

Advantage: business model is 

applicable in cities of any size. 

Pain point: charging 

infrastructure is underdeveloped 

 

Expert 5 Car dealership offering station-based B2C car 

sharing in cooperation with Ford Carsharing 

and Flinkster.* They offered 4 car sharing 

vehicles for a period of 1 year. Today, the car 

dealer does not offer car sharing anymore.  

Demand was low  

(see Appendix 10)  

 
* Ford Carsharing is a nationwide car sharing program that integrates car dealerships. It is a collaboration with 

Flinkster, the car sharing service of the German railway company. Ford Carsharing does not only operate in urban 

but also in rural areas, offering station-based car sharing which can be booked in advance (Ford, 2019). Flinkster 

is the car sharing of the German railway company Deutsche Bahn. 
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Appendix 10: Unsuccessful case study of the implementation of car sharing at a car dealership.  

As stated by one expert, car sharing in a rural area did not work out for him. (S)he “offered car 

sharing for one year involving 4 vehicles and then stopped because it was not profitable”. It is hard 

to square this unsuccessful attempt with the remaining experts’ viewpoints. Without further 

information, one can only speculate the reasons underlying this failure: a period of one year was 

too short for the business to show it full potential (or lack thereof), the location (base station) was 

not accessible enough, there was insufficient communication of the new car sharing offer, the fleet 

size was inappropriate, advance booking was perhaps not offered or congruent with fleet size. Other 

reasons could be that the population in the city where the service was offered was not open to shared 

mobility or that connecting public transportation was missing. To our mind, this unsuccessful 

experience would be an interesting (if negative) case study that might help answering the research 

questions that motivated the current study. 
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Appendix 11: Survey questions and results 

 

Q1 - Approximately how many inhabitants does the city you live in have?

 

 

Q2 - Do you hold a driver’s license? 
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Q3 - Do you own a car

 

 

 

Q4 - Could you currently afford buying a new car that meets your needs? 
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Q5 - How important is owning a car to you? 

 

 

Germany: 

 

Portugal: 
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USA: 

 

 

Q6 - How much time a day is your car parked? 

 

 

Car Owners:  
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Q7 - For what purposes do you use your car? You may choose more than one answer. 

 

 

Other purposes:  

Way to school; Weekend trips; Free time activities; Drop off, pick up kids to schools and after school 

classes; Gym; Business purposes; Drive to train; Visit friends and family; Camping; Skiing trips;  

 

Q8 - Have you ever visited a car dealership to purchase a car or to gather information regarding 

new models? 

 



 

  

 
– 50 – 

 

Car owners: 

 

 

 

Q9 - How often do you drive a car? 
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Car owners: 

 

 

 

 

 

 

 

 

 



 

  

 
– 52 – 

Q10 - Is your home well served by public transportation? 

 

 

 

Small cities (<100 000): 
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Big cities (>500 000): 
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Small cities in Germany (<100 000): 

 

 

 

Big cities in Germany (>500 000): 
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Q11 - How often do you use public transportation? 
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Germany:  

 

 

 

Portugal: 

 



 

  

 
– 57 – 

 

 

USA:  
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Germany, small cities (<100 000): 

 

 

 

Germany, big cities (>500 000): 
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Q12 - How well informed are you about car sharing services? 
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Small cities (<100,000): 

 

 

Germany: 
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Portugal: 

 

 

 

USA: 
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Q13 - Are you registered with a car sharing provider? 

 

 

 

Germany: 
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Small cities in Germany (<100 000): 

 

 

 

Big cities in Germany (>500 000): 
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Q14 - For what purposes do you use car sharing? You may choose more than one answer. 

 

 

Other purposes: 

Going out; Spontaneous trips; Business trip; No taxi available near me; Relocation; Travelling outside 

public transportation hours; Transporting big items; In other cities where I don't have a car; 
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Q15 - What are the reasons for not being registered with a car sharing provider? You may 

choose more than one answer. 

 

 

Other reasons:  

Too dependent on car; Too inconvenient; Preference of Uber over car sharing; Car seats for kids; I 

have a garage; I need a car daily; Preference of bicycle; Preference of public transportation; Public 

transportation is better for the environment 
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Small cities (<100 000): 
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Big cities (>500 000): 
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Q16 - Would you consider using your own car less frequently if there was a well-developed car 

sharing network in your city? 

Car owners and non-car owners, but shared with family or friends 
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Car owners: 

 

 

 

Q17 - Would you consider not buying a new car if there was a well-developed car sharing 

network in your city? 

Car owners and non-car owners, but shared with family or friends 

 



 

  

 
– 70 – 

 

Car owners: 

 

 

Q18 - Which distance would you be willing to walk in order to pick up a car provided by a car 

sharing service? 
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Q19 - When would you most likely use a car sharing service? You may choose more than one 

answer. 
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Q20 - Would you be interested in a new mobility network that combines public transportation 

with car sharing services to offer better connectivity? 

 

 

 

Q21 - Are you more likely to consider using car sharing services if you have the option to reserve 

vehicles for specific times and places in advance? 
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Q22 - Have you ever driven an electric vehicle? 

 

 

 

Q23 - Would you be interested in driving electric vehicles? 
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Q24 - Would you more likely consider to use car sharing if the provider offers a large number of 

electric vehicles? 

 

 

 

Q25 - How much are you willing to pay for a car sharing service for a 5 km ride? 
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Q26 - When purchasing a car, what are the most important characteristics underlying your 

decision? You may choose more than one answer. 

 

 

Other reasons: Ergonomics; Horsepower; Reliability; Age of the car 
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Q27 - When renting a car that you do not own, what are the most important characteristics 

underlying your decision? You may choose more than one answer. 

 

 

Other reasons: Number of seats; Ergonomics; Insurance; T&Cs; Horse Power 
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Q28 - Please state to what extent you agree with the following statements. 

 

 

Q29 - In your opinion, what are the reasons for the absence of car sharing services in low 

population density areas? You may choose more than one answer. 
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Other reasons: 

Flexibility and convenience; Lifestyle; Uber and Lyft dominate the market; Availability 

 

Q30 - How old are you? 
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Q31 - What is your gender? 

 

 

 

Q32 - List of Countries 

# Answer % Count 

1 Australia 2.12% 6 

2 Austria 2.12% 6 

3 Belgium 0.71% 2 

4 Brazil 0.35% 1 

5 Canada 0.71% 2 

6 China 0.35% 1 

7 Czech Republic 0.35% 1 

8 France 2.47% 7 

9 Germany 43.46% 123 

10 Hong Kong (S.A.R.) 0.35% 1 

11 Italy 2.83% 8 
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12 Mexico 0.35% 1 

13 Netherlands 1.77% 5 

14 Norway 0.35% 1 

15 Portugal 15.19% 43 

16 Russian Federation 0.35% 1 

17 Slovenia 0.35% 1 

18 Spain 1.06% 3 

19 Sweden 0.35% 1 

20 Switzerland 1.06% 3 

21 Thailand 0.35% 1 

22 Turkey 0.35% 1 

23 United Kingdom of Great Britain and Northern Ireland 4.95% 14 

24 United States of America 17.31% 49 

25 Viet Nam 0.35% 1 

 Total 100% 283 

Countries with most participants: 
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Evaluation of relation between car ownership and car sharing registration: 

Car owners and non-car owners but shared with family and friends: 

 

 

Non-car owners: 

 

 

Evaluation of relation between quality of public transportation and car sharing registrations: 

Participants residing in city with well or very well served public transportation:  

 

Participants residing in city with badly or very badly served public transportation:  
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Germany: Participants residing in city with well or very well served public transportation:  

 

Germany: Participants residing in city with badly or very well badly public transportation:  

 

 

 

Evaluation of relation between information level and car sharing registration: 

Participants who are well or extremely well informed: 

 

Participants who are only slightly well informed or not well at all: 

 

 


