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Abstract 

This empirical investigation aims to determine the factors leading to the adaptation of Taxi 
Hailing Mobile Apps among Malaysian consumers using the theory of Venkatesh et al. (2003) 
user theory of acceptance and use of technology (UTAUT). The adopted framework has four 
independent variables namely performance expectancy, effort expectancy, social influence 
and facilitating conditions. Dependent variables include behavioural intension and user 
behaviour. The study follows exploratory research design and quantitative research method. 
Primary data is collected using online Google survey questionnaire. The target population of 
this research study is international and local in Malaysia who makes use of taxi hailing app in 
order to satisfy their transportation needs. Convenience sampling technique is used to collect 
data from a sample of 202 respondents. Confirmatory Factors Analysis (CFA) and Structural 
Equation Modelling (SEM) are used in order to answer the research questions. Findings show 
that Performance expectancy, social influence and behaviour intension has positive influence 
on user behaviour while effort expectancy and behavioural intension has no influence. For 
scholars and researchers, understandably this research study opens the gate way of the 
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application of UTAUT on information system (IS) apps that had been recently created.  

Keywords: Technology Acceptance, M-Commerce, Mobile Apps, Online User Behaviour 
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1. Introduction 

M-commerce known as mobile commerce is referred to business activities operated by a 
mobile cell phone or smartphone. As mankind reached the era of digitalization where access 
to internet is the simplest way to acquire information, smartphone has never been in great use 
than nowadays. According to Kemp (2017) statistical report, almost 3 billion people will be 
using smartphone in 2020, thus, its lead to M-commerce booming since 2010. In 2013 and 
2014, M-commerce investment surpasses the $1.2 billion worldwide making a promising 
industry due to the web visualized experience and it is no secret that companies have 
capitalized on this trend by using photo rich content to attract large user bases (Nakache and 
Carter, 2015). The purpose of this study is to analyse online taxi companies market insight 
and to determine the impact of factors impacting user adaptation of taxi call app in Malaysia.  

Since the world has been witnessing of the popularity of online taxi companies and customer 
intention of adopting and using them, several researches have been done all around the world 
concerning online taxi companies and taxi call app. First of all, most of the researches have 
been done in developing countries such as the study of Chan et al (2016) on taxi app market 
analysis in Hong Kong, Keong (2015) study on Malaysian taxi drivers adaptation of online 
taxi companies apps, Peng et al (2014) exploring factors affecting the user adoption of call 
taxi app in china, Kumar and Kumar (2016) study on selection of cab services in India. 
Understandably, there have been a lot of helpful hands from researchers in the developed 
world such as Rajabion (2015) study on America mobile service adaptation, Liu (2014) study 
with technology acceptance model (TAM) for the acceptance of taxi-hailing app in Sweden, 
Rayle et al (2014) research study on app-based on demand ride service in USA. Basically, 
most of these researches are done in developed and developing countries, none of it is done in 
third world countries due to lack of technology, infrastructure and non-ease of business. 
Though, this research study will make use of Venkatesh et al (2003) user theory of acceptance 
and use of technology (UTAUT) whether it can fit consumer insight in Malaysia for the 
purpose of using call taxi app, and find the differences of consumers using UberX and 
GrabCar. 

Wharton’s David Bell notes four distinctive characteristics of an app mobile: first of all it is 
uniquely tied to one user, second of all, it is virtually always “on” given it is typically carried 
everywhere, third of all, it allows for immediate consumption of service because it is in effect 
a channel of distribution with a payment system and fourthly it is highly interactive given it 
allows for geo-tracking and usability. However, seven of every 10 Malaysian consumers 
owned a smartphone in 2015, creating a major opportunity for online taxi companies to build 
apps which can reach the target. According to Haba et al. (2017), Malaysian professionals get 
influenced by perceived usefulness while making purchase of smartphones and when it 
comes to South East Asian young adults, social influence plays crucial role in developing 
purchase intention (Zahid & Dastane, 2016). Nevertheless, in this promising industry of 
M-commerce, there is a battle of competition which is making difficult for UberX and 
GrabCar to gain competitive advantage. The emergence of call taxi app has increased 
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competitive pressure, and competitors are continually adding features, sharpening price and 
try to offer much better value proposition to their customers. In this war, traditional taxi 
drivers have been left away from competition and now the battle is being too intense between 
UberX Company and GrabCar Company in order to provide better proposition (Chew, 2016). 
Moreover, in competition between the two giants online taxi companies each one is trying to 
find out which model can fit their customer requirement in order to retain the loyal ones and 
gain more ones. 

The aim of this research study is to determine the factors leading to the adaptation of taxi 
calling app among Malaysian consumers using the theory of Venkatesh et al (2003) user 
theory of acceptance and use of technology (UTAUT). The research objectives are: To find 
the impact of performance expectancy on behavioral intention of adopting taxi hailing app in 
Malaysia. To find the impact of effort expectancy on behavioral intention of adopting taxi 
hailing app in Malaysia. To find the impact of social influence on behavioral intention of 
adopting taxi hailing app in Malaysia. To find the impact of facilitating condition on user 
behavior of adopting taxi hailing app in Malaysia. Corresponding research questions are: 
What is the impact of performance expectancy on behavioral intention of adopting taxi 
hailing app in Malaysia? What is the impact of effort expectancy on behavioral intention of 
adopting taxi hailing app in Malaysia? What is the impact of social influence on user 
behavioral of adopting taxi hailing app in Malaysia? What is the impact of facilitating 
condition on user behavior of adopting taxi hailing in Malaysia?  

2. Literature Review 

2.1 Definitions of Key Terms 

UberX is the most basic U.S private car service that has been offered around several countries 
in the world, it is recognized as the lowest cost option car service which is very affordable 
(Farrell, 2013). GrabCar is one of the largest taxis hailing mobile application offered in 22 
Asian cities across six countries including Malaysia, Singapore, Philippines, Indonesia and 
Thailand (Asian Business Insights, 2015). An online taxi company, also known as a taxicab, 
is a type of vehicle for hire with a driver, used by a single passenger or small group of 
passengers, often for a non-shared ride. A taxicab conveys passengers between locations of 
their choice. The unified theory of acceptance and use of technology (UTAUT) is 
a technology acceptance model formulated by Venkatesh and others in "User acceptance of 
information technology: Toward a unified view". The UTAUT aims to explain user intentions 
to use an information system and subsequent usage behaviour (Venkatesh et al, 2003).  

2.2 Literature Gap 

In information technology (IT) and technology acceptance model (TAM) individual 
adaptation has been a critical factor for ICT companies. In this field of technology acceptance 
model (TAM) by using one fundamental stream which focuses on individual acceptance of 
technology by using intention as dependent variable (Compeau and Higgins, 1995; Davis et 
al 1989). The unified theory of acceptance and use of technology (UTAUT) (Venkatesh et al, 
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2003) is the last generation of technology acceptance theory with seven constructs which 
appeared to be significant direct determinants of intention and continuous usage (Venkatesh 
et al, 2003). As the countless of studies done in the field of information technology and 
adaptation of technology, none of the studies have tried to linked the Venkatesh et al (2003) 
user theory of acceptance and use of technology (UTAUT) to Malaysian consumers in the 
context of Call Taxi App. Therefore, this research study will try to explore whether, 
Venkatesh et al (2003) theory can be applied and it can fit the Malaysian context of study. 

2.3 Critical Review of Venkatesh et al., (2003) user theory of acceptance and use of 
technology (UTAUT) 

Researchers and practitioners have conducted technology acceptance studies for over two 
decades now. They have used various theories and models to carry out these studies in 
different context. The user theory of acceptance and use of technology (UTAUT) has been a 
theory that was used by several researchers and practitioners because the model unified eight 
theories and models which include theory of reasoned action (TRA) (Fishbein and Ajzen, 
1975); social cognitive theory (SCT) (Bandura, 1986), model of PC utilization (Thompson et 
al, 1991), technology acceptance model (TAM) (Davis et al, 1992), theory of planned 
behaviour (TPB) (Ajzen, 1991) and also combined TAM and TPB (C-TAM-TPB) (Taylor and 
Todd, 1995). All these theories and model have contributed to the development of UTAUT 
(Venkatesh et al, 2003), which makes the UTAUT one of the latest theory in the field of 
information system and adaptation of technology. Chronological foundation of Venkatesh et 
al (2003) theory of acceptance and use of technology (UTAUT): As the UTAUT explains a 
particular user intention of adopting an information technology and use of technology 
(Venkatesh et al, 2003), it was firstly developed from the theory of reasoned action (TRA) 
(Fishbein and Ajzen, 1975) which is the foundation of technology acceptance model (TAM) 
(Davis et al, 1992) and lead to UTAUT (Venkatesh el al, 2003).  

Fishbein and Ajzen (1975) Theory of reasoned action (TRA) is one of the three classic 
persuasion models of psychology, developed by Martin Fishbein and Icek Ajzen in 1967, the 
theory aims to predict the behavior of person to commit certain actions. The theory had the 
capability of estimating the prediction of an individual to perform a behavior based on an 
individual’s attitudinal and normative beliefs (Southey, 2011). Though, the theory was 
criticized for lack of predicting an individual behavior (Werner, 2004), because a person 
behavior is not only predicted by attitude, subjective norms and perceived behavioral control 
(Ajzen, 1991), there are other factors that control them too due to this criticism TAM (Davis, 
1989) was created for predicting user behavior in the field of information technology. Davis 
(1989) Technology Acceptance Model (TAM) is an information system theory that model 
user intention to accepted and use technology, Davis (1986) proposed that there are two 
factors that can impact user intention to use technology which are perceived usefulness and 
perceived ease of use. However, Venkatesh and Davis (2000) criticized the model for not 
predicting external factors that impact user adaptation of technology and use of it such as 
social influence and facilitating condition (Venkatesh and Balla, 2008) from this issue the 



 Business Management and Strategy 
ISSN 2157-6068 

2018, Vol. 9, No. 1 

www.macrothink.org/bms 
53 

Venkatesh et al (2003) developed the user theory of acceptance and use of technology. 

As a result of past theories and model in the field of information system Venkatesh et al 
(2003) ATAUT was created. The model illustrates the relationship between exogenous 
variables, endogenous variables and moderators. Thus, the theory has four exogenous 
variables: Effort Expectancy, Performance Expectancy, Social Influence and Facilitating 
Condition. Two endogenous variables: Behavioral Intention and Use Behavior. Four 
Moderators: Age, Gender, Experience and Voluntariness of Use.  

 

Figure 1. Proposed Conceptual Framework 

2.4 Exogenous Variables 

Performance Expectancy is the degree to which an individual believes that utilizing a 
particular system will benefit him in term of service (Venkatesh et al, 2003). It is 
hypothesized to moderate the impact on behavioral intention by moderators which are gender 
and age (Alqudah, 2015). Verhoeven et al, (2010) applied UTAUT study computer frequency 
in 741 university Freshmen in Belgium and found that UTAUT was useful in explaining 
varying frequencies of computer use and differences in information and communication 
technology skills in secondary school and in the university. 

H1: Performance Expectancy has a significant impact of behavioral intention to use taxi call 
app among Malaysian consumers. 

Effort Expectancy is the degree of ease associated with use of the system (Venkatesh et al, 
2003). It is hypothesized to moderate the impact on behavioral intention by moderators which 
are gender, age and experience (Alqudah, 2015). Koivumäki et al(2015) applied UTAUT to 
study the perception of 243 individuals in northern Finland toward mobile service and 
technology and found that time spent using the devices did not affect consumer perception 
but familiarity with devices and user skills did have an impact. 
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H2: Effort Expectancy has a significant impact on behavioral intention of use taxi call app 
among Malaysian consumers. 

Social Influence is the degree to which an individual perceives that important other people 
believes he or she should use the system (Venkatesh et al, 2003). It is hypothesized to 
moderate the impact on behavioral intention by moderators which are gender, age and 
experience (Alqudah, 2015). Eckhardt et al (2009) applied study on social influence of 
workplace referent groups (superiors and colleagues) on intention to adopt technology in 152 
German companies and found significant impact of social influence from workplace referent 
on information technology adoption.  

H3: Social Influence has a significant impact on behavioral intention of taxi call app among 
Malaysian consumers. 

Facilitating Condition is the degree to which an individual believes that an organizational and 
technical infrastructure exists to support use of the system (Venkatesh et al, 2003). It is 
hypothesized to moderate the impact on behavioral intention by moderators which are age 
and experience (Alqudah, 2015). Curtis et al (2010) applied UTAUT to the adoption of social 
media by 409 United States non-profit organizations. UTAUT had not been previously applied 
to the use of social media in public relations. They found that organizations with defined 
public relations departments are more likely to adopt social media technologies and use them 
to achieve their organizational goals.  

H4: Facilitating Condition has a significant impact on use behavior on taxi call app among 
Malaysian consumers. 

2.5 Endogenous Variables  

Behavioral Intention is defined as person’s perceived likelihood or subjective probability that 
she or he will engage in a given behavior (Committee on communication of behavior change 
in the 21st century, 2002). It is behavior-specific and operationalized by direct questions such 
as "I intend to [behavior]," and is distinct from similar concepts such as desire and 
self-prediction (Armitage & Conner, 2001). Ajzen (1991) argued that it reflects how hard a 
person is willing to try, and how motivated he or she is, to perform the behavior.  

Use Behavior is defined as person’s complete acceptance to perform a certain behavior and 
promise to continue performing the same before (Committee on communication of behavior 
change in the 21st century, 2002). Though use behavior can be impacted a person Behavioral 
intention which means basically when he or she intends, he or she will act.  

H5: Behavioral Intention has a significant impact on use behavior of taxi call app among 
Malaysian consumers.  
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3. Research Methodology 

3.1 Research Design 

Considerably, the research philosophy used in this research is positivism research adhere to 
the view that only factual knowledge is observed which the measurement is trustworthy 
(Colins, 2010). The reason of choosing positivism research philosophy in this research study 
is because it is limited to data collection and interpretation of the data through objective 
approach and the research findings are usually observable and quantifiable (Easterby-Smith 
et al, 2008). The function of a research design is to ensure that evidence obtained enables the 
researcher to effectively address the research problem logically and as unambiguously as 
possible (DeVaus, 2001). The research study follows exploratory research design which 
explicitly helps the research to attain its objectives. Scientists, scholars and authors have used 
exploratory research design in order to determine the nature of problem nevertheless it does 
not give conclusive answer or findings (Sanders et al, 2009). Exploratory research design 
helps the researcher to find out solution in order to have a better understanding of the 
problem in this research study (Brown, 2006). The aim of the study is to find out whether taxi 
hailing companies are failing to adapt the unified technology acceptance model and use of 
technology in their company or whether the model is fit for taxi hailing app in Malaysia. 

A research method is a technique manufactured by a researcher which has for objectives to 
lay out the process follow by the researcher in order to answer the research questions 
(Trochim, 2006). However, there are three types of research methods which are qualitative, 
quantitative and mix research method, though in this study, the researcher is going to use 
quantitative research study. Quantitative research method emphasizes on objective 
measurements with statistical, mathematical or numerical analysis of data collected through 
pools, questionnaires and surveys (Babbie, 2010). Quantitative research method focuses on 
its main objective of gathering numerical data ad generalizing it across groups of people to 
explain a particular phenomenon in the research study (Singh, 2007). Data collection method 
is a process of gathering and measuring information on targeted variables in an established 
systematic fashion which then enables one to answer relevant questions and evaluates 
outcomes (Bernard et al, 2009). 

3.2 Data Collection Method 

In this research study, primary data is collected by researchers mostly through online survey 
questionnaire, the reason why online survey questionnaire will be utilized for the data 
collection of the study is because it is reachable, more accurate, convenience for respondents 
in this era of technology, it is also time saving and cost efficient for the researchers. The 
language of the survey will be English language as it is the second language in Malaysia and 
can be used by both international and local people in the country.  

Therefore, the questionnaire structure will be composed of three main parts, the first part is 
more concerned about the demographic data (gender, age, race and type of taxi hailing 
companies), the second part is about the exogenous variables which made of three constructs 
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for each variable (four exogenous variables = twelve constructs). The endogenous variables 
which is about three constructs for each variable (two endogenous variables = six constructs). 
The questionnaire used follows a liker scale of 1 to 5 points.  

3.3 Sampling Method, Sample Size, Targeted Population & Sample Adequacy 

Sampling technique in this study is more concerned with the selection of a subset of target 
audience from within a statistical population in order estimate characteristics of the whole 
population (Chamber and Skinner, 2003). The sampling method that is used in this study is 
the convenience sampling technique which is a non-probability sampling method that is made 
up of people whom are easy to research (Etikan, 2016). The target population of this research 
study is international and local customer in Malaysia, who makes use of taxi hailing app in 
order to satisfy their transportation needs. Several ethical issues will be coming along the way 
of this research study from the primary data collection method which is mainly data cooking 
and data manipulation in order to answer the research objectives of this study.  

Table 1. KMO and Bartlett’s Test for Sample Adequacy 

Kaiser-Meyer-Olkin   Measure of Sampling            Adequacy     0.966 
Bartlett’s            Test of Sphericity Approx.        Chi-Square   3814.008 
Df 153 
Sig 0.00 

According to the table 3 for sample adequacy test, there is an excellent sample adequacy for 
the Kaiser-Meyer-Olkin (KMO) test which is greater than 0.9 (Research Study KMO=0.966) 
with a significance for the Bartlett’s Test of Sphericity with a P-value lesser than 0.05> 0.000 
(Shuttleworth, 2008). 

3.4 Reliability of the Measurement Items  

Table 2. Reliability Test 

Construct Cronbach’s Alpha Number of Items 
Performance Expectancy  
Effort Expectancy  
Social Influence  
Facilitating Condition  
Behavioural Intention  
Use Behaviour  

0.935 
0.936 
0.771 
0.843 
0.903 
0.919 

3 
3 
3 
3 
3 
3 

According to George and Mallery (2003), an excellent Cronbach’s Alpha for reliability test is 
measured above 0.9 nevertheless a good Cronbach’s Alpha for reliability test is measured (0.7 
to 0.9). However, this research study dataset reliability test for the Cronbach’s Alpha is 
ranged (0.771 to 0.936) which means that the research study has a reliable data. 
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3.5 Data Analysis Plan 

Within the academic literature of many fields, Rigdon (1998) remarks, structural equation 
modelling (SEM) has taken up a prominent role. Whenever researchers deal with relations 
between constructs such as satisfaction, role ambiguity, or attitude, SEM is likely to be the 
methodology of choice. Since SEM is designed for working with multiple related equations 
simultaneously, it offers a number of advantages over some more familiar methods and 
therefore provides a general framework for linear modelling. SEM allows great flexibility on 
how the equations are specified (Suhr, 2000). The development of an evocative graphical 
language has accompanied the development of SEM as a statistical method. Due to this 
language, complex relationships can be presented in a convenient and powerful way to others 
not familiar with SEM. However, this research study applies confirmatory factors analysis 
(CFA) which is a statistical technique used to verify the factor structure of a set of observed 
variables for the purpose of understanding whether or not the model is fit to undertake a 
structural equation modelling (SEM) and the structural equation modelling (SEM) is used in 
this study for the purpose of testing the research hypothesis and the mediating effect.  

Table 3. Demographic Classification 

Criteria  Category  Number Percentage 
Gender Male  

Female  
122 
79 

61% 
39% 

 
 
Age Group 

18-25 
26-30 
31-35 
36-40 
41-45 
Above 45 

78 
64 
34 
6 
9 
10 

39% 
32% 
17% 
3% 
4% 
5% 

 
 
Experience  

1 year  
2 years  
3 years  
4 years  
5 years 
Above 5 years  

85 
56 
32 
4 
6 
18 

43% 
28% 
16% 
2% 
3% 
8% 

 
Voluntariness  
 

Yes  
No  
Maybe  

167 
12 
21 

84% 
6% 
10% 

 
Type of Taxi Hailing App 

GrabCAR  
Uber  
Both 

66 
35 
99 

33% 
17% 
50% 

 
 
Profession  

Student  
Housewife  
Private Company Employee 

108 
5 
70 

54% 
2.5% 
35% 
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Public Sector Employee 
Others 

7 
10 

3.5% 
5% 

 

 

Figure 2. Confirmatory Factor Analysis (CFA) 

4. Findings and Analysis 

4.1 Demographic Classification 

With convenience sampling technique, table 1 shows and demonstrates the demographic 
classification of the data collected through survey questionnaire. For the Gender category, 
122 males and 79 females responded, the age group category 79 (18-25), 64 (26-30), 34 
(31-35), 6 (36-40), 9 (41-45) and above 45 years old 10 responded; for the experience 1 year 
(85), 2 years (56), 3 years (32), 4 years (4), 5 years (6) and above 5 years 18 people 
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responded; for voluntariness 167 people said yes to voluntarily used taxi hailing app, 12 
people said no and 21 people expressed the dilemma maybe; among the people surveyed in 
Malaysia 33% of them used GrabCar, 17% of them used Uber and the remaining 50% used 
both taxi hailing app from different professions 108 students, 5 housewives, 70 private 
company employees, 7 public sector employees and others 10 people not mentioning their 
profession. 

4.2 Confirmatory Factor Analysis (CFA) 

Confirmatory factor analysis (CFA) helps to verify how well latent constructs represent the 
study before modelling the inter-relationship of a structural model (Brown, 2006). It helps 
researcher by giving understandable means for validating the measurement model of latent 
constructs (DiStefano and Hess, 2005). However, there are three steps of validating the latent 
constructs used in a research study which are construct validity, divergent validity and 
discriminant validity (Afthanorhan and Ahmed, 2013). 

4.3 Construct Validity  

Construct validity is a validity test which tries to demonstrate whether the fitness indexes 
from the confirmatory factor analysis (CFA) are achieved or reached the required level in 
order to undertake the structural equation modelling (SEM) (Hair et al, 2010; Holmes-smith, 
2006). Therefore, the choice of indexes is noted in table 4.  

Table 4. Literature Support of Respective Fitness Index  

Name of 
Category  

Name of 
Indexes  

Level of Acceptance Citations  

Absolute fit  Chi-square  P-value > 0.05 Wheaton et al. (1977)  
RMSEA RMSEA< 0.08 Browne and Cudeck 

(1993)  
 
 
Incremental fit  

CFI CFI > 0.09 Bentler (1990)  
TLI TLI > 0.09 Bentler and Bonett (1980)  
IFI IFI > 0.09 Bollen (1989b)  
NFI NFI >0.09 Bollen (1989b)  

Parsimonious fit  Chi-square/df Normed Chi-square < 
3 

Marsh and Hocevar 
(1985)  

***One could ignore the absolute fit index of minimum discrepancy chi-square if the sample 
size obtained for the research study is greater than 200 (Hair et al, 1996; Joreskog and 
Sorbom, 1996). 

Table 5 in this research study is going to show the research fitness indexes found and their 
level of achievement. 
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Table 5. Construct Validity Fitness Indexes 

Name of 
Category  

Name of 
Indexes  

Level of 
Acceptance 

Citations  

Absolute fit  Chi-square  P-value=0.00 Level of acceptance not achieved 
due to sample size. 

RMSEA RMSEA=0.94 Level of acceptance not achieved 
due to sample size. 

 
 
Incremental fit  

CFI CFI =0.947 Level of acceptance achieved 
TLI TLI =0.925 Level of acceptance achieved 
IFI IFI =0.948 Level of acceptance achieved 
NFI NFI =0.921 Level of acceptance achieved 

Parsimonious fit  Chi-square/df Normed Chi-square 
=2.7 

Level of acceptance achieved 

According to Hair et al (2010) & Holmes-smith (2006); the comparative fit index (CFI), 
incremental fit index (IFI), normed fit index (NFI), tucker Lewis index (TLI) and normed 
chi-square have achieved the statistical level of acceptance. Nevertheless, the chi-square and 
the root mean square error of approximation (RMSEA) do not achieve the level of acceptance 
due to sample size (Ullman, 2001). 

4.4 Divergent Validity  

Divergent validity is done with the factors loading for the purpose of validated the reliability 
of each construct that exist in the confirmatory factor analysis (CFA) before undertaking the 
structural equation modelling (SEM).  

Table 6. Divergent Validity Measurement 

Construct PE EF SI FC  BI UB 

PE1 0.95 

PE2 0.90 

PE3 0.89 

EF1 0.87 

EF2 0.95 

EF3 0.93 

SI1 0.76 

SI2 0.79 
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SI3 0.67 

FC1 0.85 

FC2 0.65 

FC3 0.87 

BI1 0.89 

BI2 0.83 

BI3 0.89 

UB1 0.  

UB2 0.9  

UB3 0.  

Construct Reliability 0.935 0.936 0.771 0.843 0.903  0.919 

The factor loading of each construct in this research study is actually starting from 0.65 to 
0.95. However, according to Awang (2014), for an established construct, the factor loading 
for every item should start must be higher than 0.6 to achieve the divergent validity 
requirement. The construct reliability is done by the Cronbach’s alpha in IBM SPSS Statistics 
20 in order to demonstrate the liability of each construct, thus according to George and 
Mallery (2003), an excellent Cronbach’s Alpha for reliability test is measured above 0.9 
nevertheless a good Cronbach’s Alpha for reliability test is measured (0.7 to 0.9). 

4.5 Discriminant Validity  

Discriminant validity has for objective to show the uniqueness of the constructs in the model 
and captures some phenomenon other measures do not (MacQueen, 1967). CFA has two 
practical manners to calculate and test a discriminant validity of a model first by correlation 
between constructs and second by comparison of AVE (Macqueen, 1967). Understandably, 
the most used technique for discriminant validity is the correlation between constructs for 
purpose of finding the linear relationship. 

Table 7. Construct Variance 

 P.E E.F S.I F.C B.I U.B 

P.E 

E.F 

1 

0.953  1 
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S.I 

F.C 

B.I 

U.B 

0.870 0.865 1 

0.973 0.971 0.938 1 

0.953 0.926 0.923 0.953 1 

0.901 0.871 0.854 0.917 0.917  

In essence, it is the same as specifying that the items making up two constructs could just as 
well make up only one construct. If the fit of the two construct model is significantly 
different from that of the one-construct model, then the discriminant validity is supported 
even though there is high correlation as high as 0.9. A general rule of thumb is that 
correlations close to or beyond 0.7 or -0.7 are considered to be strong correlation. Therefore 
in this research study there is a strong positive upward correlation among the listed 
constructs. 

4.6 Structural Equation Modeling (SEM) 

It is a family of statistical models that has for objectives to explain the relationships among 
multiple variables or the extension of exploratory findings (Hoyle, 1995). In doing so, it 
examines the interrelationships expressed in a series of equations (Rigdon, 1998).  
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Figure 3. Structural Equation Modeling (SEM) 

4.7 Measurement Model Comparison  

The process of comparing the structural equation modeling (SEM) and confirmatory factor 
analysis (CFA) parameters built by the researcher has for objective to cross-validate the two 
models upon measurement to evaluate the differences between them before the path analysis 
result.  

Table 8. Comparison of Factor Loadings 

Construct Structural Equation Modeling  Confirmatory Factor Analysis  
P.E1 
P.E2 
P.E3 
E.F1 

0.95 
0.90 
0.89 
0.87 

0.95 
0.90 
0.89 
0.87 
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E.F2 
E.F3 
S.I1 
S.I2 
S.I3 
F.C1 
F.C2 
F.C3 
B.I1 
B.I2 
B.I3 
U.B1 
U.B2 
U.B3 

0.95 
0.93 
0.75 
0.78 
0.67 
0.86 
0.66 
0.87 
0.89 
0.82 
0.89 
0.87 
0.91 
0.89 

0.95 
0.93 
0.76 
0.79 
0.67 
0.85 
0.65 
0.87 
0.89 
0.83 
0.89 
0.87 
0.91 
0.89 

The comparison of factor loadings demonstrate that there is not much difference between the 
SEM and CFA factor loadings, thus the path analysis can be undertaken in order to test the 
research hypothesis.  

Table 9. Comparison of Fitness Indexes 

FITNESS INDICES Structural Equation Modelling Confirmatory Factor Analysis 

NFI 

IFI 

TLI 

CFI 

0.920 

0.948 

0.928 

0.947 

0.921 

0.948 

0.925 

0.947 

Normed Chi-square 2.701 2.701 

The comparison of fit indices of SEM and CFA show that the path analysis can be undertaken 
because there is not much differences between them, only slightly differences of NFI 
(SEM=0.920; CFA=0.921) and TLI (SEM=0.928; CFA=0.925). 

4.8 Correlation Analysis 

Table 10. Correlation between Exogenous Constructs 

 Constructs Correlation  SEM CFA 

Performance Expectancy <--> Effort Expectancy  0.954 0.953 
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Effort Expectancy <--> Social Influence  

Facilitating Condition <--> Effort Expectancy  

Facilitating Condition <--> Social Influence  

Performance Expectancy <--> Social Influence  

Facilitating Condition <--> Performance Expectancy  

0.872 

0.966 

0.956 

0.876 

0.974 

0.865 

0.971 

0.938 

0.870 

0.973 

4.9 Path Analysis  

Understandably, the path diagram (Fig 3) measurement of hypothetical testing will 
demonstrate the real findings of the research objectives in table 11 with P-value and the 
estimate which the statistical test value that is going to understand the casual relationship 
between the constructs. 

Table 11. Path Analysis Result 

 Estimate S.E. C.R. 
 
P-value 

 

Behavioral 
Intention 

<--- 
Performance 
Expectancy 

.550 .156 3.531 ***  

Behavioral 
Intention 

<--- Effort Expectancy .092 .138 .665 .506  

Behavioral 
Intention 

<--- Social Influence .531 .138 3.860 ***  

Use Behavior <--- Behavioral Intention 1.700 .475 3.580 ***  

Use Behavior <--- Facilitating Condition -.836 .501 -1.669 .095  

4.10 Discussion of the First Findings 

Comprehensively, in table 11, it has been found that some endogenous constructs have 
significant impact on exogenous constructs with positive estimates.  

Performance expectancy is defined as the degree to which a user believes that when utilizing 
or adapting a system can aid him or her to achieve their ultimate goal, it is used in Davis et al 
(1989) technology acceptance model (TAM) as perceived usefulness and also as an extrinsic 
motivation which can be perceived as value (Thompson et al, 1991). It has been known in 
Venkatesh et al (2003) Unified theory of acceptance and use of technology (UTAUT) as a 
strongest predictor of behavioral intention and use behavior. However, in this research study 
performance expectancy has a positive significant impact on behavioral intention of taxi 
hailing app user in Malaysia with an estimate value of 0.555 and a P-value (sig=0.000< 0.05), 
thus the first hypothesis is accepted and supported by the study of Verhoeven et al, (2010) 
applied UTAUT study computer frequency in 741 university Freshmen in Belgium and found 
that UTAUT was useful in explaining varying frequencies of computer use and differences in 
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information and communication technology skills in secondary school and in the university.  

Effort expectancy is defined as the degree of ease or easiness associated to a particular system 
that a user can utilize or adopt in order to accept the system (Davis et al, 1989; Moore and 
Benbasat, 1991; Plouffe et al, 2001; Thompson et al, 1991). Therefore, according to this 
research study hypothesis the effort expectancy construct within the UTAUT is significant 
nevertheless this research study found the contraire statistical not significant with an estimate 
of 0.092 and a p-value (sig=0.506 >0.05), hence, according to Agarwal & Prasad, (1997); 
Thompson et al, (1994); consistent previous research studies have found effort expectancy 
does not significant impact on behavioral intention because of sustained usage and over 
periods of extension. Applying to this research study effort expectancy does not have 
significant impact on Malaysian taxi hailing app users’ behavioral intention. 

Social influence as a very important construct in social science which has been used mostly 
social scientists and researchers found this construct mostly significant and important 
predictor of behavioral intention because it is the level to which an individual perceives that 
important persons in his or her circle believe that he or she should use the system (Venkatesh 
and Davis, 2000; Thompson et al, 1991). Moreover, in this research study, social influence 
has positive significant impact on behavioral intention of Malaysian taxi hailing app user 
with an estimate of 0.531 and a p-value (sig=0.00<0.05), this research hypothesis is 
supported by the study of Eckhardt et al (2009) applied study on social influence of 
workplace referent groups (superiors and colleagues) on intention to adopt technology in 152 
German companies and found significant impact of social influence from workplace referent 
on information technology adoption.  

According to Venkatesh et al (2003) theory, facilitating condition should have direct impact 
on use behavior because it is a level to which a user believes that there is a real technical 
infrastructure established in order to support the use of the system, known as a core 
component of perceived behavioral control (Taylor and Todd, 1995; Venkatesh, 2000). 
Understandably this hypothesis in the research study is not supported statistically with an 
estimate of -0.836 and a p-value (sig=0.092>0.05). 

4.11 Mediating Effect 

Mediating effect is created when a third construct intervenes between two other related 
constructs in a structural equation model for the purpose of finding the indirect effect which 
involve the sequence of relationships with at least one intervening construct implicated. 
Therefore, in this research study behavioral intention is the mediator between use behavior 
and (performance expectancy, effort expectancy and social influence). Though, behavioral 
intention has a positive impact on use behavior of Malaysian taxi hailing app user with a high 
estimate of 1.700 and a p-value (sig=0.000<0.05). This demonstrates theoretically that 
performance expectancy, effort expectancy and social influence have indirect effect on use 
behavior through the mediator behavioral intention. Hence, the hypothesis is accepted. 
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Hypothesis P-valu
e 

Conclusion 

H1: Performance Expectancy has a significant impact of 
behavioral intention to use taxi hailing app among Malaysian 
User. 
H2: Effort Expectancy has a significant impact of behavioral 
intention to use taxi hailing app among Malaysian User. 
H3: Social Influence has a significant impact on behavioral 
intention to use taxi hailing app among Malaysian User. 
H4: Facilitating condition has a significant impact on use 
behavior of taxi hailing app among Malaysian User. 
H5: Behavioral intention has a significant impact on use behavior 
of taxi hailing app among Malaysian User. 

0.000 
 
0.506 
 
0.000 
 
0.092 
 
0.000 

Accepted 
 
Rejected 
 
Accepted 
 
Rejected 
 
Accepted 

5. Conclusion and Recommendation 

According to Davis (1981) technology acceptance model (TAM) which has been decidedly 
predicting the behavioral intention of an individual in the field of information system (IS) 
which lead to the unified theory of acceptance and use of technology of Venkatesh et al 
(2003). The researcher has tested the theory of Venkatesh et al (2003) without moderator by 
applying it to taxi hailing app among users in Malaysia. Performance expectancy, being one 
of the most important construct of predicting human behaviour because it is the believe that 
an individual has when utilizing a particular system will benefit him or her in term of service 
(Venkatesh et al, 2003), the construct has a significant impact on behavioral intention with a 
p-value of 0.000; also followed by social influence which also have a significant impact on 
behavioral intention with a p-value of 0.000; comprehensively, several researchers have 
studied and found out that social influence is one of the main predictors of human behavior. 
Effort expectancy does not have influence of taxi hailing app user behavioral intention in 
Malaysia, moreover, facilitating condition does not have significant on user continuous use 
behavior of taxi hailing app in Malaysia.  

For scholars and researchers, understandably this research study open the gate way of the 
application of Venkatesh et al (2003) unified theory of acceptance and use of technology 
(UTAUT) on information system (IS) apps that had been recently created. It helps scholars 
and researchers to understand if the theory constructs have been accepted without by 
information system users and also how it can be extended or criticized for its use. For 
managers, taxi hailing app companies had been very lucrative entities that have attracted 
millions of users around the world especially in Malaysia. This research can help the 
managers of those companies plan strategically the ways they can market their service by 
knowing what the significant factors to take into consideration are.  
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