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Abstract. This study focuses on mobility-as-a-service (MaaS) and services. The country-specific 

differences, which relate to mobility behaviour and supply, as well as the importance of MaaS in Germany 

and China, are summarised and illustrated by: that the development of MaaS by analysing the current state 

of mobility offers in Germany and China must be closely compared. With the help of service-dominant 

logic, self-determination theories and cultural dimensions theory, customer wishes and mobility behaviour 

are taken into account and discussed in the development of the MaaS, so that one can explore how MaaS 

responds accordingly and how such offers change. Today's services on the market are presented and 

summarised, they are public transport, biking, car, ride-sharing, etc. Furthermore, the importance is to be 

analysed by examining the influence and synergy of the MaaS on the micro, meso and macro levels. The 

reasons for country-specific differences and own development problems can then be discussed. Finally, the 

trend towards future development is based on the previous analysis and some recommendations are to be 

offered for the optimisation of the MaaS offers and their implementation. 

1 Introduction 

In the course of the development of new technologies, 

mobility and its services are becoming increasingly 

diverse and intelligent. Against this background, some 

problems and discussions are to be derived, which should 

be explained in detail in this work. It is about how to 

define mobility-as-a-service (MaaS) today. What offers 

does MaaS offer in the specific markets? How do 

people's mobility behaviour change about the Maas? 

What is the significance of the MaaS? What are the 

differences between the different land markets? 

This paper will present and analyse MaaS and its 

offers in Germany and China. Germany is a member of 

the EU and one of the strongest economic countries in 

the world. In addition, Germany is at the forefront of the 

automotive industry, which is considered an advantage 

for the development of the MaaS. China has been 

developing rapidly for the last thirty years and has a lot 

of potential in the market. It is assumed that the cultural 

differences between the West and the East lead to a 

different development of the Maas. 

In order to answer the above questions, the MaaS 

offers in Germany and China must be identified and 

analysed. Finally, a comparison of the MAS is to be 

made between the two countries in order to understand 

the development of the MAS in Germany and China. 

The work consists of parts. Part I presents the 

background and objectives of the work. Part II is 

intended to develop and define the conceptual bases 

relevant to the subject. In Part III, the explanations in the 

topic of the creation of mobility-as-a-service are 

presented by explaining service-dominant logic, the 

theory of self-determination and the Hofstedes 

Kulturdimension theory. In Part IV, MaaS is made from 

four perspectives in terms of theories by the adapted 

statement, data, information, etc. analysed in order to 

summarise the continuous development of MaaS in 

Germany and China. Part V concludes with a brief 

summary of the overall development of the Maas and a 

comparison between Germany and China. Part VI is 

intended to discuss the problems of the MaaS in both 

countries, and several recommendations are addressed to 

this end. 

2 Overview of Mobility-as-a-Service 

For five years, mobility services have been developing 

rapidly in many cities and, instead of the homogeneous 

products, some mobility service providers have already 

offered customers heterogeneous services, creating the 

concept of mobility-as-a-service (MaaS). 

The new mobility services such as e-car rental, 

chauffeur service, car, bike and ride sharing, are 

combined in a single system, so that users can experience 

an inclusive mobile service without switching between 

apps. Mobility services are offered according to 

customer requirements. In addition, a payment system 

has been integrated so that users can receive and enjoy a 

convenient and intelligent mobility service. 

The trend of mobility management is gradually 

evolving towards individual and inclusive provision. 

MaaS is a single mobility service, accessible according 
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to needs, offered on the Internet or in apps and 

incorporating the different functions [1]. Therefore, 

MaaS can be considered as an individual and integrative 

service offer. 

3 Overview of theories and theories in 
relation to MaaS 

3.1 Service Dominant Logic and Changed 
Customer Requests 

3.1.1. Good-Dominant-Logic (GDL) and 
Service-Dominant-Logic (SDL).  

Before Vargo and Lusch established Service Dominant 

Logic (SDL), the link between goods and services was 

always explained by the Goods Dominant Logic (GDL). 

Goods are defined under GDL as material products, i.e. 

the units of output. GDL expresses itself in such a way 

that the production and exchange of products can be 

considered as the core components of business and the 

economy, because the economic exchange focuses on the 

units of output embedded in the manufacturing process 

[2]. In GDL, therefore, customers should only be 

considered as consumers who accept and purchase the 

standardised products offered by the manufacturers after 

an analysis of general customer requirements. From a 

customer perspective, this is a passive and not an 

individual service offer. 

Resources can be sorted into two types: operating 

resources and operating resources [3]. Operating 

resources are static resources that can supply the values 

by requiring other activities to process such resources 

first. Operating resources are active resources that 

contain the ability to act on other resources to create 

values. The knowledge and competences of the actors are 

among the operating resources. In SDL, operating 

resources are considered as core elements. 

In terms of operating resources, service can be 

described as a process in which an entity of itself or can 

benefit another entity by applying its own knowledge 

and competences. The service is not considered as 

intangible goods under SDL, but as a process. Goods, on 

the other hand, are understood as institutions or measures 

for the provision of services. The goods and services 

must be integrated into a service network system in SDL. 

The producer-consumer view of GDL can therefore be 

replaced from the perspective of SDL by the concept of 

market actor, i.e. customers are also considered as actors 

and play a major role in the value creation process, 

which can be considered in SDL as co-creation of values. 

An actor-to-actor network (A2A Network) is thus formed 

[4][5][6]. 

3.1.2 SDL to explain service offerings in response to 
changing customer requests.  

Based on the SDL declaration, customers are also an 

actor in value creation, which is why customers can be 

active under SDL and participate in value creation. The 

current MaaS services offer the possibility for customers 

to choose their own mobility service and thus define their 

mobility behaviour, while the role of users can change 

flexibly, by being able to offer or enjoy the service in 

MaaS, for example, a user with their own car driver 

service can offer and use other services such as bike 

sharing etc. themselves. 

Mobility has traditionally been seen as a typical 

combination of products and services. On the one hand, 

companies offer their customers directly the mobility 

products or the mobility services on the basis of the 

products, on the other hand, customers can either buy 

their own means of transport (cars, bicycles, etc.) or 

choose the mobility services offered by the companies 

(PSUs). In this situation, customers are passive and there 

are no or no customers. few individual and 

service-integrated traces. Compared to the former 

industrial-dominated company, customers in the current 

Information and Communication Technologies Society 

(ICT) can participate relatively directly and more directly 

in business activities and thus establish close links with 

other actors [7]. Such companies, as actors, have their 

dynamic operating resources in MaaS offers, so any actor 

can benefit from them. Based on the structure of MaaS, 

the needs of the customer are met. Moreover, the values 

of the service are not only determined by the service 

provider, because a process of MaaS service is carried 

out jointly by many actors. Such particularities are to be 

found on MaaS, so that the first increases the role of 

customers in MaaS, that their desires constantly vary 

according to the needs of mobility services, thus new 

MaaS offers have emerged and the old mobility offers 

have changed. 

3.2. The theory of self-determination and 
mobility 

3.2.1 Self-determination theory.  

Traditional discussions focused on either environmental 

factors or individual factors. So and Ryan created the 

self-determination theory (SDT) so that they can analyze 

from these two perspectives the causes of personal 

activities [8]. The SDT refers to the motivation of 

self-determination of people. Self-determination be both 

a competence of people and a self-need. 

In the SDT the motivations are sorted according to 

the degree of autonomy: there is the intrinsic motivation, 

extrinsic motivation and amortization. The intrinsic 

motivation refers to the fact that one considers oneself 

because of the intrinsic interest. Lust involved in the 

activity. The extrinsic motivation describes that one 

participates in activities because such activities can cause 

some additional results [9], such as a corresponding 

reward or reward. Punishment. Amotivation is expressed 

in such a way t hat you not be motivated to participate in 

activities. 

The SDT stresses that the objectives of meeting 

psychological needs are to be achieved. Therefore, Deci 

and Ryan raised three needs: autonomy, competence and 

belonging [10]. The needs of autonomy relate to the 
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regulation of behavior on the self-motivated desire, i.e., 

one is absolutely excluded from autonomy an d 

autonomous decisions; one participates in activities out 

of interest and pleasure. Competence means connecting 

with the social environment and always feeling 

interactive in this process in order to be able to represent 

competences in activities. The needs of competence lead 

to the pursuit of challenges that are geared to 

competences. Belonging in this context means that one 

feels the relationship between oneself and other people, 

cultures or societies. Membership reflects a tendency to 

be accepted and recognised by other people and to 

connect with other people. 

3.2.2 SDT on the declaration on ownership sharing.  

MaaS be a new integrative service offering and is 

independent of the new means of transport. Mobility 

services are still provided by cars, trains, taxis, bicycles, 

etc. completed. Based on the development of ICT and 

digitisation, companies nowadays are mostly concerned 

with integrating resources so that they can be optimised 

in a network or network. Ecosystem can generate profits 

[11]. This favours some new business models used in 

mobility services, such as sharing services and 

collaborative consumption. Bike, car, e-scooter sharing 

as well as driver service (ride-sharing) are developed on 

the basis of ICT and digitisation. Whether users 

participate in new mobility services can usually be 

summarised in five aspects: economic motives, 

ecological motives, hedonistic motives, social motives 

and technological motives [12]. 

Customers take care of the costs/proceeds of a service 

offer that MaaS offers can serve to save. According to 

the ITF study, mobility-related costs have increased 

significantly since 2020[13]. In view of the increase in 

e.g. Fuel, parking, ticket, registration and tax costs 

should be borne in mind by people, especially car owners, 

of the impact on their lives. 

The ecological motives are sustainability, 

environmental awareness and the saving of operating 

resources, most of which relate to non-renewable 

energies such as oil, natural gas, etc. The ecological view 

can always be regarded as one of the most important 

orientations and as a prerequisite in the development of 

the Maas. In addition, many countries already have 

environmental laws. Provision shall be made for this to 

affect conventional means of transport immediately. 

The hedonistic motives refer to e.g. Lust, interest, fun 

etc., which as a feeling come directly from the individual 

himself. The phenomenon that people are interested in 

participating in MaaS can be traced back to many 

different reasons, but they always depend on the 

individual. The hedonistic motives serve to satisfy the 

basic needs of autonomy and competence. 

Outside the social contact mentioned above, the 

social motives still contain social responsibility and 

interaction. To what extent MaaS can contribute to the 

city and what meanings it can bring, it is first evaluated 

by the population and then, with the corresponding 

expectation, the individual decides whether to participate 

in MaaS. The interaction can stimulate the improvement 

of the quality of the Maas offer by relaying the feedback 

received in social contact to relevant actors until 

problems can be resolved and customers are satisfied 

with it. Based on social contact in the social media a 

virtual community that favours the satisfaction of 

belonging, which is considered to be one of the basic 

psychological needs, by connecting equals [14]. 

The technological motives express the ability, 

security and possibility of the MaaS offer. New 

technologies can also trigger new product concepts based 

on modes of transport, mobility service types and 

business models. This responds to people's mobility 

behaviour. Customer-friendly feelings such as 

convenience and flexibility depend on technology. The 

technological motives as an extrinsic motivation 

influence the mobility behaviour of the individual. Yet 

this desire and interest in technologies at MaaS can 

change. 

3.3. The cultural dimensions by courtyard and 
cultural differences 

3.3.1The cultural dimensions by farm town. 

In the theory of the dimensions of national cultures, 

culture is collective mental programming that people 

possess in a social environment. Culture is not an 

individual symbol, but always a collective phenomenon 

that refers to group or category-specific people. In order 

to explain the differences in culture, courtyards derived 

six dimensions of national culture [15][16]: 

Power abstention means the extent to which members 

expect and accept that power is unevenly distributed. In 

Hofstadt's study, this dimension focuses on inequality 

between people. In any society or Organization is 

inevitable inequality, which is reflected in hierarchies. 

Power distance is in every social hierarchy. 

Collectivism and individualism describe whether 

interest is subordinated to the interest of the group. In a 

collectivist society, people take care of the other 

members and must be loyal to their group for life. Within 

individual society, each person respects his or her own 

values and needs, so that through his or her own efforts, 

man or woman can make a profit. aims to succeed. 

The dimension of masculinity femininity reveals to 

what extent the gender decides which roles men and 

women play in a society (i.e. gender roles). A society is 

called masculine when the roles of the sexes are clearly 

defined emotionally against each other: men are 

determined to be hard and materially oriented; women, 

on the other hand, must be more modest, sensitive and 

value quality of life. A society is called a feminine 

society when the roles of the sexes overlap emotionally: 

both women and men should be modest and sensitive and 

value quality of life. 

In the Hofstadt Cultural Dimension Model, the 

avoidance of insecurity can be defined as the degree to 

which members of a culture feel threatened by 

ambiguous or unknown situations and try to avoid this 

insecurity by establishing new rules and measures [17]. 
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The long-term orientation-short-term dimension is 

defined as follows: long-term orientation stands for the 

attachment of virtues that are oriented towards future 

success, persistence and thrift. The short-term orientation 

stands for the attachment of virtues related to the past 

and the present, respect for traditions, respect for 

the'face'and fulfilment of social obligations. 

The latest dimension of culture enjoyment-restraint 

denotes the influences of leisure and work. Enjoyment 

stands for society, which allows itself the free, enjoyable 

and fun-related satisfaction of fundamental and natural 

human desires. Restraint is for society, which controls 

the satisfaction of needs and manages by means of strict 

social standards. 

Hofstedes Kultur-Dimension-Theory offers the basis 

and support of the theory so that the differences of 

culture can be analysed and explained in the current 

intercultural context. 

3.3.2Cultural differences in Germany and China.  

Based on the previous survey of courtyards, the 

dimension index has been established, so it is possible to 

explain with the help of this index which cultural 

dimensions a country should belong to. Table 1 provides 

a summary of the cultural dimensions [18]. 

Table 1 Cultural dimensions of Germany and China 

Germany China 

Small Power Distance Large Power Distance 

Individualism Collectivism 

Masculinity Masculinity 

Large Uncertainty Avoidance Small Uncertainty Avoidanc 

Short-term Orientation Long-term Orientation 

Restraint Restraint 

After examining the cultural dimensions, the cultural 

dimensions differ in both countries. Based on Hofstedes 

Cultural Dimension Theory, the development of the 

MaaS and its importance in Germany and China are 

influenced, so the development in Germany and China 

can be quite different. 

4 Country specific differences in MaaS 
in Germany and China 

MaaS is in a multi-dimensional system, which is why the 

most important factors should be considered in the 

in-depth study of the MaaS in different countries. 

Therefore the factors of influence on the company side 

such as MaaS offers and implementation, customer side 

such as mobility behaviour and social policy side such as 

importance and problem are analysed in detail. 

4.1 MaaS in Germany 

According to statistics, cars, public transport and 

bicycles are most used in Germany today [19]. Even over 

51 percent of commuters used cars in one day. Since 

2004, the number of people transported by public 

transport has been increasing significantly in Germany 

[20]. Based on mobility behaviour, the MaaS offers are 

currently developing precisely in the areas of cars, public 

transport and bicycles in Germany. As a result, Bike, 

Car-Sharing, Chauffeur-Service and Mobile Public 

Transport offers have emerged in Germany. According 

to statistics, cars, public transport and bicycles are most 

used in Germany today [19]. Even over 51 percent of 

commuters used cars in one day. Since 2004, the number 

of people transported by public transport has been 

increasing significantly in Germany [20]. Based on 

mobility behaviour, the MaaS offers are currently 

developing precisely in the areas of cars, public transport 

and bicycles in Germany. As a result, Bike, Car-Sharing, 

Chauffeur-Service and Mobile Public Transport offers 

have emerged in Germany. 

Bike-sharing is still at the beginning of development 

in Germany. The infrastructure is currently insufficient 

for the bicycle in Germany, so that only ten percent of all 

roads are done by bicycle [21]. This limits the 

development of bike sharing. These problems are 

currently being solved gradually in Germany. The report 

recommended cycling by the Federal Government, 

because a bicycle cannot generate noise and air pollution. 

In addition, a bicycle is the optimal means of transport, 

combining intermodality and multimodality with other 

means of transport, in order to make the journey of the 

population more efficient [22]. In most German cities, 

station-based bike sharing is dominant. It only occurs in 

metropolises such as Berlin, Munich, Cologne, Frankfurt 

a. M. etc. as well as some university cities. on. People 

can change their current mobility behaviour with bike 

sharing. Accordingly, it can be understood as a rational 

alternative. The cars, public transport and car sharing 

were mostly replaced by bike sharing [23]. The market is 

currently predominantly dominated in Germany by 

German companies. When using the bike-sharing you do 

not need a deposit for the bike in Germany. The price of 

use is between 0.5 euro to 2.4 euro per 30 min. 

The MaaS offers of public transport are often used 

daily in Germany, where people with the help of the apps 

usually inquire for information. You can also buy a ticket 

in the smartphone, you usually get a small discount when 

you pay in the app. The information on means of 

transport is timely so that you can find out about the 

latest state of the means of transport. The Bus, Subway, 

Tram, S-Bahn and Regional Engineering Information are 

integrated into a platform, so an app can easily address 

the state of the public transport. 

People's attitudes towards the use of travel service 

intermediaries in Germany tend to be negative. An 

investigation shows that more than half of the 

respondents were opposed [24]. So the acceptance of the 

chauffeur service is quite low in Germany. The reasons 

may lie. In that most Germans are concerned about their 

safety, they are therefore happy to accept qualified 

products. Experts. Taxi drivers must pass the 

qualification test before they can perform the driving 

service. The private driver, on the other hand, does not 

have this qualification. As this is perceived as insecurity, 

the Germans fear it. As a result, Ride-Sharing developed 

in Germany mostly by taxi or taxi. Rental. 
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Since the first FREE NOW (formerly myTaxi) taxi 

app is available in Germany, FREE NOW offers a 

system in which all information can be communicated 

and coordinated. Users can book, pay and rate a taxi 

according to their needs in the app. There is little limit to 

the use of FREE NOW in many European countries. 

Before that, you had to call if you needed a taxi service. 

The price plays a big role in taxi service, in the FREE 

NOW app you can sometimes get a voucher that reduces 

travel costs. Taxi or Ride-sharing offers also serve to 

significantly reduce waiting times. The average waiting 

time of a taxi is approximately five minutes. In the years 

2014, FREE NOW became one of the branches of 

Daimler Mobility Service GmbH, until 2019 the FREE 

NOW offer was available in over 100 cities and is now 

part of the Ride-Hailing Joint Venture between BMW 

and Daimler. 

Car-sharing is currently also available in two variants: 

station-based and station-independent offers. Drivers and 

car-sharing vehicles of both versions have been 

increasing ever since 2012. 2017 believed the number of 

drivers in Germany in 2,11 million (23%more than 2016) 

and the number of car-sharing vehicles was at 17.950 

(4,4%more than 2016). Growth is significant for a free 

float car sharing service. Car sharing is gradually 

accepted by people in Germany, so that around 11% of 

respondents in the 2017 year have used a car sharing app 

at least once [25]. At the same time 5.000 car-sharing 

stations have been established in Germany up to 2017. 

Interestingly, despite fewer vehicles, the free float offers 

have more users. Since the vehicle is picked up at a 

station when using the station-based car-sharing and 

must be returned there, there are some barriers, so you 

must avoid car-sharing. The Free float Car Sharing 

vehicle is located where the last customer stopped it. The 

customer can carry out all steps of the process through 

apps on his smartphone, i.e. the free float car sharing 

offers are more comfortable and flexible than others. The 

station-based car sharing offers are currently available in 

677 German cities, while the free float offers are 

available only in 12 cities [26]. Car-sharing offers are 

currently being implemented by the different companies. 

It should be noted that some companies through famous 

OEM or support or cooperate closely with enterprises 

with mobility backgrounds. OEM and other conventional 

mobility companies thus disseminate in the mobility 

service by means of car-sharing so that they can also 

gain competitive advantages in the automotive and 

mobility industries in the future. Car2go and DriveNow 

are two famous successful examples. Through diffusion 

in the mobility service, Daimler and BMW can distribute 

their own products by car-sharing, e.g. electric vehicles 

(more than 10% of the fleet) are listed in both offers [27]. 

People's attitude to car sharing can be considered 

positive. Although the number of respondents who have 

used car sharing or are interested in car sharing is still 

small, it has steadily increased since 2013 [28]. When 

using car-sharing offers, customers mostly focus on the 

price, flexibility and ability of the app [29]. Although the 

potential of car sharing in Germany is currently not fully 

exploited, its benefits are visible for the traffic situation. 

If you participate in car-sharing, the amount of cars 

decreases so that the resources can be used rationally and 

more places in the city become available [30]. 

Car-sharing is generally characterised by environmental 

protection and sustainability, which can have a positive 

impact on urban development. Furthermore, car sharing 

is not only seen as a complement to mobility services, 

but also as an alternative to cars. The Federal 

Government has acknowledged the importance of car 

sharing, so the Carsharing Act (CsgG) was passed by the 

Bundestag in September 2017. On the one hand, 

car-sharing companies will be subject to the CsgG bspw. 

In the case of problems with parking and parking fees 

more supported by government and authority, on the 

other hand CsgG also regulates the qualification of 

providers, business models and the regulation for 

implementation, so that car sharing in Germany develops 

under the government directive. 

4.2 MaaS in China  

According to statistics, biking, public transport, 

car-sharing and ride-sharing are most commonly used in 

China today [31]. 

The public transport system in China is different from 

the German system, because two or more companies run 

buses and subways in one city. Therefore, some 

information and resources between both systems cannot 

be used directly. Each company benefits from its own 

offer as well as from the mobility service, so the public 

transport service in China tends to be homogeneous. 

Almost all offers focus on the information service so that 

users can find information about the routes, timetables 

and prices free of charge in the app. Bus and metro are 

one of the most important resources in China. The 

situation is even clearer in the metropolises. In China, 

PPAs are generally supported by the government by 

being able to receive both the subsidy and a benefit. In 

addition, almost all bus companies use environmentally 

friendly vehicle types (electric bus, hybrid bus) that can 

generate the desire and interest of people, especially 

young people, so that the public transport service is 

focused and used by more people [32]. 

Bike-sharing is currently very popular in China 

because it plays a major role in the scenario "the last one 

Km". The station-independent bike sharing is mostly 

used in China and the number of users has increased 

since 2014. At the same time the number of sharing bikes 

from April 2017 to November 2017 doubled and was at 

23 million. In November 2017, Bike Sharing users in 

China cheated approximately 400 million. In China, free 

float offers are dominant. Bike sharing has been offered 

in many cities, which is why it can already be considered 

accepted in China. Almost all bike sharing offers have 

been established by start-ups, but due to the great 

competition many offers are declining. The price is so 

cheap in China that more and more people use bike 

sharing. The price is approximately 0.1 to 0.2 Euro per 

half hour, this is much cheaper than bus and metro. A 

study describes that users in China focus on experience 

of travel, costs and flexibility [33]. 
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The taxi industry is changing step by step with the 

development of digitisation in China. To benefit from 

this, many taxi companies engage in ride-sharing either 

by developing their own offers or by cooperating with 

ride-sharing companies to integrate their resources into 

ride-sharing companies. During the period 2014 to 2017, 

several respondents used the Ride-Sharing offers. This 

phenomenon may be due to the fact that the Ride-sharing 

offers make the journeys comfortable, flexible and 

efficient. Since the resources of the taxis could not be 

distributed rationally in metropolis before the advent of 

the Ride-Sharing offers, and the demand for MIV 

(motorised individual transport) was increasing, the users 

were not satisfied with the experience. Long waiting time 

made mobility ineffective. This benefits from the rational 

allocation of Ride Sharing resources, which is why the 

offers were accepted very quickly in China. Ride-sharing 

offers can only partially fill the gaps in mobility demand 

at the moment by establishing some Ride-Sharing 

start-ups in China in recent years that develop their 

market-adapted offers in China. In China, Ride-Sharing 

has contributed to improving the transport environment 

and structure by reducing the average number of cars 

driven 2015 per day by 283.368 cars, while at the same 

time half of Ride-Sharing users found that this facilitated 

congestion [34]. Thus, the resources of the roads were 

freed up more. The dominant offers have been 

established by start-ups and taxi/rental companies. DiDi 

Chuxing has most service options and contains most 

available resources. Users in China are more concerned 

about efficiency, flexibility and costs when using ride 

sharing. Above all, mobility needs are to be met, which 

is why Ride-Sharing is currently seen as a solution to the 

lack of MIV. 

Since the Chinese government has adopted Internet 

Plus, the mobility industry has also benefited from it. 

Each company shall address the digitisation of its offers 

as soon as possible, the rental companies. Car sharing is 

also becoming more popular in China, which is why the 

large car rental companies have merged their services 

with the new car sharing offers. In addition, some OEMs 

also participate in car sharing. In China, most car-sharing 

offers take the station-based form by companies using 

their own stations or co-operated parking spaces. The 

station-based offers can offer several available vehicles 

and can be easily distributed compared to free-float car 

sharing in other cities. Most of the offers were made by 

OEM or Car-sharing is also a channel for the diffusion of 

conventional OEMs and mobility companies. Another 

reason should be borne in mind: because many 

companies carry out their offers with electric vehicles, 95 

percent of the electric car fleet. Therefore, station-based 

car sharing is dominant in China. An investigation shows 

that most people in China are interested in car sharing. In 

addition, around 87% of respondents will continue to use 

car sharing. Car sharing users focus in China parking, 

security, number of vehicles and costs [35]. 

 

 

 

4.3 Importance of MaaS in Germany and China 

MaaS can come into our lives as a new concept in the 

field of mobility services, so that its importance can be 

found in the micro, meso and macro levels. 

The micro-level refers to the MaaS actor level, i.e. to 

transport providers, MaaS operators and users. MaaS can 

undoubtedly enhance the ability to meet people's demand 

for mobility by creating many mobility concepts 

appropriate to the digital age. In addition, customers 

have several choice options in the mobility service. In 

Germany, the demand for mobility services may not be 

as high in the future as in China, so people can become 

more aware of quality and individualisation. Focus 

personalization. If necessary, MaaS can weigh up the 

relationship between costs and the quality of mobility 

services. give an answer. The value-sharing of 

individuals in Germany is likely to change significantly 

in the future, since Uber and Airbnb have been 

successful worldwide through the Share concept, the 

part-based collaborative consumption model may be a 

trend in the future. 

The Meso level covers the entire mobility industry. 

The diversification of a sector represents the overall 

capacity of a sector in the world. MaaS serves to 

integrate the different resources, i.e. other industries can 

participate in MaaS. ICT, financial companies, etc. can 

play an important role in the development of the MaaS. 

At the same time, diversification for the mobility service 

itself optimises, if necessary. the availability and 

structure so that the city and the authority can find a 

rational orientation. In Germany, the level of technology 

and industries is relatively high compared to other 

countries and MaaS may be located. in many industries. 

Therefore, several values can be created with the help of 

efficient coordination and deep collaboration between 

the actors in Germany. MaaS makes the mobility service 

an open innovation-oriented business. 

The macro-level covers the entire Maas ecosystem. 

MaaS strengthens the entire capacity for mobility in the 

city. It aims to promote sustainability, environmental 

protection and resource allocation. If MaaS develops 

further in a city, more manpower will probably be 

needed in the future. Through the development of the 

MaaS, the city can develop into a smart city. In addition, 

the mobility behaviour of the population of MaaS can 

influence. The provisions and measures of the MaaS can 

influence the authority, i.e. the population of the city can 

deal directly with the transformation of the mobility 

system. 

The meaning of MaaS plays a similar role in China as 

in Germany. The difference is that the structure of 

mobility will not vary soon, particularly in metropolitan 

areas, because each sector focuses on the development of 

its own supply and each regulates its own affairs in its 

own way. Close cooperation between different sectors in 

China is therefore somewhat neglected. However, the 

diversification of homogeneous mobility services 

increases the choice for customers, thus meeting demand. 

Moreover, after being checked and checked, you can use 

your own car to practice private commercial 

Ride-Sharing in China. Therefore private property is 
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linked as a resource to the public, which facilitates the 

lack of mobility resources. 

5 Comparison of results between 
Germany and China 

The development of the MaaS and its offers can be 

considered positive in Germany and China, because the 

MaaS offers are being established in more and more 

cities and their service options are becoming more and 

more varied. However, MaaS and its offer in Germany 

and China embody the different characteristics. An 

overview of MaaS is shown in Table 2. 

In the future, MaaS and MaaS offers will develop in 

Germany and China without technical barriers, i.e. 

companies should focus on disseminating their MaaS 

offers, especially in Germany. The current offer of 

mobility in China does not meet the needs. In addition, 

the population must be confronted with policy 

constraints and environmental pressures. It is precisely 

these problems that can partially solve MaaS offers, 

which is why MaaS was immediately accepted in China. 

However, the transport situation in Germany is 

comparatively better than in China, which is why people 

lack the motivation to participate in MaaS. In addition, 

users in China can benefit from competition between 

providers, so that costs are cheaper than conventional 

mobility services, while costs are scarcely reduced when 

people in Germany use MaaS offers. The Germans are 

relatively careful, so they tend to the developed products 

and services. 

6 Discussion of MaaS in Germany and 
China 

Although MaaS has taken a major step forward in 

Germany and China, it is also necessary to confront 

some problems at the same time. 

In Germany, the mobility gaps are not as large as in 

China, so the MaaS offers can focus more on improving 

the quality of mobility experience and the incentive to 

pleasure. Bike sharing offers can first reduce the 

complexity of use by using the intelligent closing cycle 

system, i.e. users can connect a bicycle in apps with the 

help of code scanning and then simply start cycling. 

After use, the costs are automatically booked from your 

account. Ride-sharing offers are limited in Germany, but 

rental or taxi companies can diversify vehicle types and 

services to meet different needs and to demonstrate 

environmental awareness. Car-sharing companies should 

rationally distribute and plan their vehicles and stations 

through the CsgG in the city and facilitate the use of their 

offers. 

In China, in view of the major deficiencies in 

mobility demand, MaaS must pay attention to how to 

optimise existing transport resources in the city. 

Furthermore, MaaS companies should cooperate with 

each other so that bus and metro systems can be 

integrated into MaaS, although this is a difficult task. 

Bike sharing should focus more on the parking problem 

by setting up, where appropriate, a system of reliability 

so that the undisciplined users can be restricted to the 

next use. Ride-sharing is currently a preferred mobility 

service in China, which is why the monopoly of a 

company becomes dangerous for the initial Ride-Sharing 

service. This requires not only competition from other 

companies but also government action. 

As a new mobility concept adapted to the Internet age, 

MaaS has many meanings, which is why people expect 

rational MaaS offers. Although the development of the 

MaaS and its offerings will have to face permanent 

barriers in Germany and China in the future, it cannot be 

doubted that MaaS is currently providing an opportunity 

in the mobility sector to release the pressure on resources 

and the environment and to facilitate our mobility 

behaviour. 

Table 2 MaaS in Germany and China 

MaaS Service Germany China 

Public 

Transport 

1. You can order and pay for the ticket in 

apps.  

2. Public transport is used by most users, the 

level of network coverage is good.  

3. The functions are sufficient in apps, the 

service is in basic service.  

1. Most apps can only provide information service.  

2. DR-Service (Demand Responsive) is available in 

some cities by ordering on the Internet or in apps.  

3. The number of users is large, the subway is the most 

popular.  

Bike-Sharing 1. The station-based offer is dominant.  

2. The number of users is increasing every 

year, the number of users is still small.  

3. The offers are mostly in metropolis.  

4. Most of the offers have been established 

by the German companies.  

5. The cycling paths and adjustment are the 

main factors influencing the participation of 

users.  

6. Offers do not require a deposit.  

1. The station independent offer is dominant.  

2. The number of users increases significantly each year.  

3. The offers are located 2016 in 263 cities.  

4. Offers have been established by Chinese startups.  

5. The flexibility is most taken into account by the users, 

flexible connection between stop and home, free 

parking.  

6. Most offers require bail.   
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Ride-Sharing 1. People's acceptance of Ride-Sharing is 

low.  

2. Ride-sharing service is strictly limited by 

law.  

3. Driver service is provided by taxi and 

rental companies, e-taxi is preferred.  

4. The offers are mostly supported by 

mobility companies.  

5. Costs are important to customers.  

6. The vouchers are sometimes offered in an 

app.  

1. The acceptance of people to ride-sharing is quite high.  

2. Ride-sharing is controlled by government, but private 

drivers can exercise it.  

3. Driver service is available in many versions, and is 

currently most commonly used in Ride-Sharing.  

4. Most of the offers have been established by local 

startups and taxi/rental companies.  

5. Flexibility, transparency, experience and method of 

payment are the most important considerations of users.  

6. The coupons and discounts can sometimes be 

obtained in an app.  

Car-Sharing 1. The two versions of the car-Sahring are 

equally important.  

2. The Free-float User Anzhal is significantly 

more than station-based.  

3. Most offers are closely linked to OEM and 

some have been established directly by 

OEM.  

4. Few people are currently interested in car 

sharing.  

5. CsgG favours car-sharing industry.  

1. The station-based offers are dominant because of the 

type of fleet.  

2. The proportion of station-based users is higher than 

station-independent.  

3. Most station-based offers accept that pick-up and 

return are conducted in different stations.  

4. Most offers are supported by OEM and rental 

companies or established.  

5. Most people want to carshare. 
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