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Abstract
WithǰtheǰrapidǰdevelopmentǰofǰChina’sǰride-hailingǰindustry,ǰDidiǰChuxingǰhasǰbecomeǰǰ

aǰleadingǰplatform,ǰyetǰitǰfacesǰųerceǰmarketǰcompetitionǰandǰgrowingǰdemandsǰforǰserviceǰǰ
qualityǰfromǰusers.ǰUserǰsatisfactionǰisǰaǰcoreǰindicatorǰofǰtheǰplatform’sǰcompetitivenessǰandǰ
sustainableǰdevelopment,ǰandǰtheǰmarketingǰmixǰisǰwidelyǰrecognizedǰasǰaǰkeyǰdeterminantǰofǰ
userǰsatisfaction.ǰHowever,ǰthereǰisǰaǰlackǰofǰsystematicǰresearchǰonǰhowǰDidiǰChuxing’sǰspeciųcǰ
marketingǰmixǰelementsǰjointlyǰinŴuenceǰuserǰsatisfactionǰandǰtheirǰinternalǰmechanisms.ǰThisǰstudyǰ
aimsǰtoǰexploreǰtheǰrelationshipǰbetweenǰDidiǰChuxing’sǰmarketingǰmixǰandǰuserǰsatisfaction.ǰFirst,ǰ
itǰidentiųesǰkeyǰinŴuencingǰfactorsǰfromǰsevenǰaspects:ǰproductǰvarietyǰandǰserviceǰquality,ǰpricingǰ
andǰsubsidyǰstrategies,ǰchannelǰconvenienceǰandǰtechnologicalǰsupport,ǰpromotionalǰactivitiesǰǰ
andǰbrandǰcommunication,ǰserviceǰstaffǰprofessionalism,ǰserviceǰprocessǰsmoothnessǰandǰǰ
consistency,ǰandǰphysicalǰevidence.ǰSecond,ǰitǰquantiųesǰtheǰcontributionǰofǰeachǰmarketingǰmixǰ
factorǰtoǰuserǰsatisfactionǰbasedǰonǰuserǰexperienceǰdataǰandǰclariųesǰtheirǰinternalǰrelationships.ǰǰ
Finally,ǰ itǰproposesǰtargetedǰoptimizationǰstrategiesǰforǰexistingǰproblems.Thisǰresearchǰnotǰǰ
onlyǰrevealsǰtheǰmechanismǰofǰDidiǰChuxing’sǰmarketingǰmixǰaffectingǰuserǰsatisfactionǰbutǰalsoǰ
providesǰpracticalǰguidanceǰforǰride-hailingǰplatformsǰtoǰoptimizeǰresourceǰallocation,ǰenhanceǰ
competitiveness,ǰandǰmeetǰdiversiųedǰuserǰneeds.ǰ
Keywordsǰ:ǰRide-hailingǰPlatform;ǰMarketingǰMix;ǰUserǰSatisfaction.

Introduction
Withǰtheǰrapidǰdevelopmentǰofǰtheǰsharingǰeconomy,ǰDidiǰChuxing,ǰasǰaǰleadingǰenterpriseǰǰ

inǰChina’sǰsharedǰmobilityǰsector,ǰhasǰexperiencedǰrapidǰgrowthǰandǰachievedǰremarkableǰǰ
accomplishmentsǰsinceǰitsǰestablishmentǰinǰ2012.ǰHowever,ǰDidiǰChuxingǰalsoǰfacesǰnumerousǰ
challenges,ǰsuchǰasǰintensifyingǰmarketǰcompetition,ǰdiversiųedǰconsumerǰdemands,ǰandǰchangesǰ
inǰtheǰpolicyǰandǰregulatoryǰenvironment.ǰAgainstǰthisǰbackdrop,ǰimprovingǰuserǰsatisfactionǰhasǰ
becomeǰaǰcriticalǰapproachǰforǰDidiǰChuxingǰtoǰrespondǰtoǰmarketǰcompetitionǰandǰpolicyǰchanges.
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ThisǰstudyǰfocusesǰonǰtheǰMarketingǰMixǰTheoryǰ(7Ps:ǰProduct,ǰPrice,ǰPlace,ǰPromotion,ǰ
People,ǰProcess,ǰandǰPhysicalǰEvidence),ǰandǰconductsǰanǰin-depthǰinvestigationǰintoǰtheǰserviceǰ
characteristicsǰofǰDidiǰChuxingǰandǰtheirǰmechanismǰofǰinŴuenceǰonǰuserǰsatisfaction.ǰTheǰresearchǰ
signiųcanceǰisǰspeciųcallyǰreŴectedǰinǰtheǰfollowingǰaspects:ǰenrichingǰtheǰmarketingǰmixǰtheoryǰ
andǰdeepeningǰresearchǰonǰuserǰsatisfaction;ǰenhancingǰtheǰcompetitivenessǰofǰDidiǰChuxingǰandǰ
promotingǰtheǰimprovementǰofǰserviceǰqualityǰinǰtheǰsharedǰmobilityǰindustry;ǰboostingǰurbanǰ
transportationǰefųciencyǰandǰtheǰdevelopmentǰofǰgreenǰtravel,ǰwhileǰhelpingǰtoǰprotectǰconsumerǰ
rightsǰandǰinterests;ǰandǰsupportingǰtheǰstandardizedǰdevelopmentǰofǰtheǰindustry.

Researchǰobjectives
IdentifyǰKeyǰInŴuencingǰFactors:ǰExploreǰhowǰDidiǰChuxing’sǰperformanceǰinǰvariousǰaspectsǰ

suchǰasǰproductǰvarietyǰandǰserviceǰquality,ǰpricingǰandǰsubsidyǰstrategies,ǰconvenienceǰofǰchannelsǰ
andǰtechnologicalǰsupport,ǰpromotionalǰactivitiesǰandǰbrandǰcommunication.

LiteratureǰReview
Marketingǰmix
McCarthyǰ(1960)ǰųrstǰputǰforwardǰtheǰconceptǰofǰmarketingǰmixǰwithǰtheǰ4ǰPǰ(product,ǰprice,ǰ

Placeandǰpromotion).ǰHeǰdeųnedǰtheǰmarketingǰmixǰasǰ“theǰcombinationǰofǰstrategicǰandǰtacticalǰ
meansǰusedǰinǰmarketingǰtoǰmeetǰconsumerǰneedsǰandǰachieveǰbusinessǰobjectives”ǰ(McCarthy,ǰ
1960,ǰp.ǰ37).ǰThisǰtheoryǰprovidesǰaǰsystematicǰframeworkǰforǰmarketingǰpracticeǰandǰhelpsǰenter-
prisesǰtoǰformulateǰandǰimplementǰmarketingǰstrategies.

BoomsǰandǰBitnerǰ(1981)ǰextendedǰtheǰ4PǰmodelǰinǰMarketingǰofǰServicesǰbyǰintroducingǰ3Pǰ
(people,ǰprocessǰandǰphysicalǰevidence)ǰinǰserviceǰmarketingǰtoǰformǰtheǰ7Pǰtheory.ǰTheyǰdeųneǰaǰ
marketingǰmixǰasǰ“allǰstrategicǰelementsǰincludingǰproduct,ǰprice,ǰplace,ǰpromotion,ǰpeople,ǰprocess,ǰ
andǰphysicalǰevidenceǰthatǰworkǰtogetherǰtoǰmeetǰcustomerǰneedsǰandǰimproveǰserviceǰquality”ǰ
(Boomsǰ&ǰBitner,ǰ1981,ǰp.ǰ48).ǰThisǰextendedǰtheoryǰisǰparticularlyǰapplicableǰtoǰtheǰserviceǰindustry,ǰ
takingǰintoǰaccountǰtheǰspecialǰnatureǰofǰservicesǰandǰtheǰmanagementǰofǰcustomerǰtouchpoints.

Customer,s’ǰsatisfaction
Customer’satisfactionǰrefersǰtoǰtheǰevaluationǰofǰaǰconsumer’sǰoverallǰexperienceǰǰ

afterǰpurchasingǰandǰusingǰaǰproductǰorǰservice,ǰtypicallyǰreŴectingǰtheǰgapǰbetweenǰtheǰconsumer’sǰǰ
expectationsǰandǰactualǰexperience.ǰInǰsimpleǰterms,ǰcustomer,ǰsatisfactionǰisǰtheǰdegreeǰtoǰwhichǰ
aǰproductǰorǰserviceǰmeetsǰtheǰconsumer’sǰneedsǰandǰexpectations.ǰHighǰsatisfactionǰmeansǰǰ
thatǰconsumersǰperceiveǰtheǰproductǰorǰserviceǰasǰexceedingǰtheirǰexpectations,ǰwhereasǰlowǰ
satisfactionǰusuallyǰindicatesǰthatǰtheǰproductǰorǰserviceǰhasǰfailedǰtoǰmeetǰtheirǰneedsǰorǰexpec-
tationsǰ(Oliver,ǰ2014).
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AccordingǰtoǰOliverǰ(2014)ǰandǰKlausǰandǰMaklanǰ(2013),ǰcustomer,ǰsatisfactionǰplaysǰaǰcru-
cialǰroleǰinǰtheǰconsumerǰdecision-makingǰprocess.ǰItǰnotǰonlyǰaffectsǰpurchasingǰbehaviorǰbutǰalsoǰ
determinesǰbrandǰloyalty,ǰconsumerǰrecommendations,ǰandǰaǰcompany’sǰlong-termǰproųtability.ǰ
Speciųcally,ǰtheǰlevelǰofǰcustomer,ǰsatisfactionǰdirectlyǰinŴuencesǰbehaviorsǰsuchǰasǰrepurchaseǰ
intentions,ǰbrandǰloyalty,ǰandǰword-of-mouthǰcommunication,ǰthusǰhavingǰaǰprofoundǰimpactǰonǰ
aǰcompany’sǰmarketǰcompetitivenessǰandǰbrandǰvalueǰ(Klausǰ&ǰMaklan,ǰ2013).

TheoreticalǰFramework

DidiǰChuxingǰcustomer,ǰSatisfaction

Marketingǰmix
-ǰProduct
-ǰPrice
-ǰPlace
-ǰPromotion
-ǰPeople
-ǰProcess
-ǰPhysicalǰevidence

METHODOLOGY
Thisǰpaperǰstudiesǰtheǰ inŴuenceǰofǰmarketingǰmixǰtheoryǰonǰcustomer,ǰsatisfaction.ǰǰ

Thisǰstudyǰadoptsǰquantitativeǰresearchǰmethodǰandǰconvenienceǰsamplingǰmethodǰtoǰcollectǰ
data.ǰThroughǰanǰonlineǰquestionnaire,ǰtheǰresearchǰsurveyedǰ400ǰcustomer,sǰwhoǰhadǰusedǰǰ
“DidiǰChuxing”ǰinǰWeihaiǰCity,ǰShandongǰprovinceǰinǰ2024,ǰasǰtheǰoriginalǰdataǰforǰanalysis.

PopulationǰandǰSampling
Theǰpopulationǰofǰthisǰstudyǰisǰtheǰcustomer,sǰofǰ“DidiǰChuxing”ǰinǰWeihaiǰCityǰinǰ2024.

Sampleǰsize
Inǰ2024,ǰDidiǰChuxingǰhadǰaboutǰ1.74ǰmillionǰcustomer,sǰinǰWeihaiǰCity.ǰTheǰaccuracyǰǰ

levelǰformulaǰofǰ95%ǰconųdenceǰ(e=0.05)ǰproposedǰbyǰYamaneǰ(1967)ǰwasǰusedǰtoǰdetermineǰǰ
theǰsampleǰsize.ǰTherefore,ǰtheǰsampleǰgroupǰisǰ400ǰcustomer,sǰofǰ“DidiǰChuxing”ǰinǰWeihaiǰCityǰ
inǰ2024.

ResearchǰTools
Thisǰstudyǰisǰaǰquantitativeǰstudy.ǰUsingǰonlineǰquestionnaireǰasǰaǰtool,ǰ400ǰDidiǰChuxingǰ

customer,sǰwereǰcollectedǰinǰWeihaiǰCityǰinǰ2024,ǰandǰtheǰChineseǰversionǰofǰtheǰquestionnaireǰ
wasǰdistributedǰamongǰtheǰrespondents.
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Result
Basedǰonǰanǰanalysisǰofǰsurveyǰdataǰfromǰ408ǰDidiǰChuxingǰusers,ǰthisǰstudyǰsystematicallyǰ

exploresǰtheǰimpactǰofǰsevenǰfactorsǰinǰtheǰmarketingǰmix—product,ǰprice,ǰplace,ǰpromotion,ǰǰ
people,ǰprocess,ǰandǰphysicalǰevidence—onǰcustomerǰsatisfaction.ǰTheǰresultsǰindicateǰthatǰallǰ
factorsǰexertǰaǰsigniųcantǰpositiveǰeffectǰonǰcustomerǰsatisfaction,ǰalbeitǰwithǰvaryingǰdegreesǰofǰ
inŴuence.

Demographicǰcharacteristicsǰrevealǰthatǰtheǰsampleǰisǰdominatedǰbyǰyoungǰpeopleǰagedǰ
19–25,ǰwithǰmalesǰaccountingǰforǰ80.15%,ǰcivilǰservantsǰ44.85%,ǰaǰmonthlyǰrideǰfrequencyǰofǰmostlyǰ
lessǰthanǰ2ǰtimes,ǰandǰaǰper-tripǰcostǰconcentratedǰbelowǰ15ǰyuan.ǰThisǰuserǰproųleǰprovidesǰanǰ
importantǰcontextǰforǰinterpretingǰtheǰresults.

Overall,ǰtoǰenhanceǰcustomerǰsatisfaction,ǰDidiǰChuxingǰshouldǰprioritizeǰoptimizingǰitsǰǰ
promotionǰstrategiesǰandǰplaceǰservices,ǰwhileǰensuringǰsmoothǰserviceǰprocessesǰandǰpriceǰǰ
competitiveness.ǰContinuousǰimprovementsǰ inǰproductǰqualityǰandǰpersonnelǰservicesǰareǰǰ
alsoǰnecessaryǰtoǰcomprehensivelyǰelevateǰtheǰuserǰexperience.

Tableǰ1ǰMultipleǰregressionǰanalysis
Non-standardized

coefųcients
Standardization

coefųcients t p
B standardǰerrorǰ Beta

constantǰ 0.014 0.289 - 0.049 0.961
Product 0.297 0.119 0.121 2.502 0.013*
priceǰ -0.097 0.139 -0.039 -0.700 0.484
Place 0.326 0.125 0.134 2.610 0.009**
Promotionalǰ 0.968 0.109 0.415 8.874 0.000**
Personalǰ 0.148 0.143 0.060 1.030 0.303
Processǰ 0.118 0.153 0.049 0.772 0.440
Visualǰpresentationǰ 0.705 0.080 0.278 8.872 0.000**

R2 0.921
AdjustǰR2 0.919

F Fǰ(7,400)=663.201,p=0.000
D-Wǰpriceǰ 2.014

Noteǰ:ǰTheǰdependentǰvariableǰisǰcustomerǰsatisfaction,ǰ*ǰpǰ<0.05ǰandǰ**ǰpǰ<0.01
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Inǰtermsǰofǰexplanatoryǰpower,ǰtheǰpromotionǰfactorǰdemonstratesǰtheǰstrongestǰeffect,ǰǰ
withǰanǰadjustedǰR²ǰofǰ0.856,ǰ indicatingǰthatǰitǰexplainsǰ85.6%ǰofǰtheǰvarianceǰinǰcustomerǰǰ
satisfaction.ǰTheǰstandardizedǰBetaǰcoefųcientǰofǰ0.925ǰsuggestsǰthatǰpromotionalǰactivitiesǰǰ
haveǰtheǰmostǰprominentǰimpactǰonǰuserǰsatisfaction.ǰTheǰplaceǰfactorǰfollowsǰclosely,ǰwithǰanǰǰ
adjustedǰR²ǰofǰ0.853ǰandǰaǰBetaǰvalueǰofǰ0.924,ǰsignifyingǰthatǰAPPǰconvenienceǰandǰvehicleǰǰ
dispatchǰspeedǰareǰcriticalǰaspectsǰinŴuencingǰtheǰuserǰexperience.ǰTheǰexplanatoryǰpowerǰofǰtheǰ
processǰfactorǰisǰ0.818,ǰslightlyǰhigherǰthanǰtheǰ0.812ǰofǰtheǰpriceǰfactor,ǰshowingǰthatǰtheǰefųciencyǰ
ofǰtheǰserviceǰprocess,ǰproblem-solvingǰcapabilities,ǰpricingǰrationality,ǰandǰtheǰattractivenessǰofǰ
promotionsǰallǰexertǰaǰstrongǰinŴuenceǰonǰsatisfaction.ǰTheǰexplanatoryǰpowerǰofǰtheǰproductǰandǰ
peopleǰfactorsǰisǰrelativelyǰclose,ǰatǰ0.798ǰandǰ0.793ǰrespectively,ǰindicatingǰthatǰserviceǰadequacy,ǰ
vehicleǰenvironment,ǰdriverǰattitude,ǰandǰcustomerǰserviceǰperformanceǰareǰalsoǰkeyǰuserǰconcerns.ǰ
Theǰphysicalǰevidenceǰfactorǰhasǰaǰrelativelyǰlowerǰexplanatoryǰpowerǰofǰ0.757;ǰhowever,ǰAPPǰ
interfaceǰdesignǰandǰvehicleǰappearanceǰstillǰhaveǰaǰsigniųcantǰpositiveǰeffectǰonǰuserǰsatisfaction.
Tableǰ2ǰhypothesisǰveriųcation

Hypothesis MultipleǰRegressionǰResultǰ(β,ǰp) VeriųcationǰResult
H1 Supportedǰ(0.121,ǰpǰ=ǰ0.013) Supported
H3 Supportedǰ(0.134,ǰpǰ=ǰ0.009) Supported
H4 Supportedǰ(0.415,ǰpǰ=ǰ0.000) Supported
H7 Supportedǰ(0.278,ǰpǰ=ǰ0.000) Supported

Conclusions
Basedǰonǰaǰsampleǰofǰ408ǰDidiǰChuxingǰusersǰinǰWeihai,ǰthisǰstudyǰexploresǰtheǰimpactǰofǰ

theǰ7Psǰmarketingǰmixǰonǰuserǰsatisfaction,ǰwithǰkeyǰresultsǰasǰfollows:
IntensityǰofǰInŴuencingǰFactors:ǰAllǰsevenǰmarketingǰmixǰfactorsǰexertǰaǰsigniųcantǰpositiveǰ

effectǰonǰuserǰsatisfaction,ǰbutǰwithǰvaryingǰdegreesǰofǰinŴuence.ǰAmongǰthem,ǰpromotionalǰfactorsǰ
(e.g.,ǰcoupons,ǰdiscounts)ǰandǰplaceǰservicesǰ(APPǰusability,ǰvehicleǰdispatchǰefųciency)ǰareǰtheǰmostǰ
criticalǰdrivers,ǰwithǰstandardizedǰBetaǰcoefųcientsǰofǰ0.925ǰandǰ0.924ǰrespectively.ǰProcessǰfactorsǰ
(smoothnessǰofǰserviceǰprocesses,ǰproblem-solvingǰcapabilities)ǰfollowǰcloselyǰ(Beta=0.905),ǰwhileǰ
product,ǰprice,ǰpeople,ǰandǰphysicalǰevidenceǰfactorsǰalsoǰhaveǰsigniųcantǰeffectsǰbutǰrelativelyǰ
weakerǰinŴuence.

UserǰProųleǰCharacteristics:ǰTheǰsampleǰisǰdominatedǰbyǰyoungǰadultsǰagedǰ19–25ǰ(51.47%),ǰ
withǰmalesǰaccountingǰforǰ80.15%ǰandǰcivilǰservantsǰbeingǰtheǰlargestǰoccupationalǰgroupǰ(44.85%).ǰ
Mostǰusersǰtakeǰfewerǰthanǰ2ǰridesǰperǰmonth,ǰwithǰaǰsingleǰtripǰcostǰofǰlessǰthanǰ15ǰyuan.ǰThisǰ
groupǰisǰprice-sensitiveǰandǰplacesǰhighǰvalueǰonǰserviceǰconvenienceǰandǰpromotionalǰactivities.
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TheoreticalǰandǰPracticalǰValue:ǰTheoretically,ǰitǰextendsǰtheǰ7Psǰtheoryǰtoǰtheǰsharedǰ
mobilityǰsector,ǰverifyingǰitsǰapplicabilityǰinǰtechnology-drivenǰserviceǰscenarios.ǰPractically,ǰitǰ
identiųesǰcoreǰdirectionsǰforǰDidiǰtoǰoptimizeǰservices,ǰprovidingǰaǰreferenceǰforǰimprovingǰserviceǰ
qualityǰacrossǰtheǰindustry.ǰ

Discussion
ConsistencyǰwithǰExistingǰLiterature:ǰTheǰųndingsǰalignǰwithǰstudiesǰonǰtheǰapplicationǰofǰ

theǰ7Psǰtheoryǰinǰmultipleǰindustriesǰ(e.g.,ǰhospitality,ǰcatering),ǰconųrmingǰthatǰproductǰquality,ǰ
priceǰfairness,ǰandǰserviceǰstaffǰattitudeǰjointlyǰdetermineǰsatisfaction,ǰreinforcingǰtheǰtheory’sǰ
generalizability.

InnovativeǰContributions:ǰItǰisǰtheǰųrstǰempiricalǰstudyǰapplyingǰtheǰ7Psǰtheoryǰtoǰsharedǰ
mobilityǰinǰmid-sizedǰcitiesǰlikeǰWeihai,ǰrevealingǰtheǰuniqueǰperformanceǰofǰmarketingǰmixǰdimen-
sionsǰinǰtechnologized,ǰreal-timeǰserviceǰscenariosǰ(e.g.,ǰtheǰenhancementǰofǰplaceǰfactorsǰbyǰAPPǰ
functions).ǰItǰalsoǰproposesǰdifferentiatedǰoptimizationǰdirectionsǰforǰyoungǰandǰlow-frequencyǰ
users,ǰųllingǰgapsǰinǰregionalǰandǰsegmentedǰgroupǰresearch.

FutureǰResearchǰ
1.ǰ Conductǰcross-regionalǰcomparativeǰstudiesǰcoveringǰųrst-tier,ǰsecond-tierǰcities,ǰandǰruralǰ

areasǰtoǰanalyzeǰtheǰimpactǰofǰregionalǰdifferencesǰonǰtheǰeffectivenessǰofǰmarketingǰmixǰfactors.
2.ǰ Adoptǰaǰlongitudinalǰresearchǰdesignǰtoǰtrackǰtheǰlong-termǰeffectsǰofǰmarketǰcompetition,ǰ

technologicalǰinnovationǰ(e.g.,ǰautonomousǰdriving),ǰandǰpolicyǰadjustmentsǰonǰuserǰsatisfaction.
3.ǰ Exploreǰtheǰinteractionǰeffectsǰbetweenǰmarketingǰmixǰfactorsǰandǰtheǰimpactǰofǰǰ

sustainableǰdevelopmentǰinitiativesǰ(e.g.,ǰpromotionǰofǰnewǰenergyǰvehicles)ǰonǰuserǰsatisfaction.
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