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Abstract

The purpose of this study is to identify the mediating effect of consumer engagement in the
relationship between design typicality and brand trust of shared electric bicycles, one of the
emerging personal means of transportation, so-called personal mobility(PM). Through theoretical
review, design typicality was divided into external and internal typicality. The case study
analyzed form, color, logotype, and illustration corresponding to external typicality for shared
electric bicycles of GCOO, SWING, and Xing Xing, and as a result, it was found that each
brand is striving to secure its own identity. The empirical study verified the influence
relationship between variables through the analysis of the structural equation model, and the
results are as follows. First, it was found that the design typicality of shared electric bicycles
had a positive and significant effect on brand trust. Second, the positive effect of design
typicality of shared electric bicycles on consumer engagement was confirmed. Third, the positive
influence relationship between consumer engagement and brand trust was found. Fourth, it
was found that consumer engagement mediates the design typicality and brand trust of shared
electric bicycles. This study is of great significance in that it provides theoretical and practical
implications for smart mobility companies to respond quickly. It is expected that this study will
serve as a stepping stone to provide the basis for related research in the future.
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