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Abstract 
The introduction of e-hailing or ride-sharing services in Malaysia has revolutionized the personal transportation 
industry. However, early adopters were skeptical and unsure on acceptance of such services due to issues including 
lack of regulatory control, driver credibility, competition and resistance from conventional taxi drivers. E-hailing was 
unheard until recently and this is a new area of study to understand passenger ride perception and behavior. Hence, 
this study aims to determine factors influencing passenger ride intention towards e-hailing. Methodology utilised data 
collected through personal interviews with the manager of an e-hailing company. Self-administered and online 
surveys on 200 respondents selected via convenience sampling were conducted. Analysis using Smart PLS 
generated findings on perceived price, safety, convenience, accessibility and content marketing as significant factors 
in predicting passenger ride intention. Implications in terms of passenger safety on policy making to authorities and 
e-hailing companies are discussed as major concerns in this relatively new hail and ride service.  
  
Keywords: E-hailing; ride-sharing; passenger ride intention; perceived price; accessibility; safety; content marketing; 

convenience  

 
INTRODUCTION  
The emergence of new digital infrastructures including positioning technologies, wireless networks and 
mobile devices has changed people’s activities as well as generated new market opportunities resulting 
in major economic impact across a broad range of sectors one being that of the sharing economy. 
According to Zervas, Proserpio, and Byers (2017) the number of sharing platforms have emerged which 
have enabled individuals to share goods and services like cars, houses, household products and 
services. One notable worldwide impact of sharing platforms is the way how conventional industries such 
as transportation and travel operators have transformed.  The internet of things have brought about 
disruptive technology advances on the transportation industry around the world by introducing e-hailing 
or also known as ride-sharing services to replace the conventional taxi system. The e-hailing force such 
as Grab, Uber, Lyft, Didi Chuxing and MyCar, a new ride-sharing app that recently emerged in Malaysia, 
have disrupted the transportation industry by offering apps for passengers to book a taxi via online. E-
hailing is the sharing of vehicles, by passengers to reduce vehicle trips, traffic congestion and automobile 
emissions. Malaysia is ranked third in the world in terms of car ownership, at a rate of 93%.  Malaysia is 
also known to have the highest incidence of multiple car ownership globally with 54% of households 
having more than one car. A recent report by Malaysia Automotive Association (MAA) in 2017 reported a 
total of 28,181,203 units of vehicles on Malaysian roads culminating into 0.88 vehicles for every 
Malaysian (Will You Ditch Ride Hailing For Car-sharing?, 2018).  

The ride-sharing concept has emerged as a form of transportation alternative to reduce the 
number of vehicles on the road and to fill the gap on the demand for taxis. The concept involves sharing 
of car journeys so that more than one person travels in a car. The number of vehicles can be reduced 
because passengers can share a ride to the same location (Charles and Kline, 2006). This has helped to 
address the traffic congestion conundrum among urban city dwellers, which is a serious problem in the 
metropolitan areas. This e-hailing alternative has been swiftly accepted by many city dwellers as an  
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effort that directly benefits  them through a reduction in costs of transportation and waiting time to get a 
ride because at most times the provision of public transportation is not enough to cater to the large 
demand by passengers (Santos and Xavier, 2015). 

Ride-sharing was first introduced in March 2009 in San Francisco, United States of America by 
Garrett Camp and Travis Kalanick through the launching of UberCab with Uber services using mobile 
apps which was officially launched in 2011. The number of new ride-sharing companies has increased 
with new entrants due to the high acceptance and demand of such services. This ridesharing concept 
has spread across the world. In Malaysia, it started with Uber in late 2013 and followed by Grab in 2014. 
The introduction of e-hailing has revolutionized the traditional taxi industry in Malaysia. Both companies 
started with much hiccups and resistance from the conventional taxi drivers. However, the Malaysian 
government has given full support for the ride-sharing system although most of the taxi drivers have 
aggressively protested against it. Initially, the two major companies competed alongside the conventional 
taxi system.  However, Uber exited the Malaysian market in March 2018 and today; six other new 
ridesharing players have emerged to fill the market. Given the emphasis on sharing economy platform as 
a new business model and with e-hailing as one of the latest disruptive technological advances in this 
economy, it is worthy of investigating and studying this sector.    

 
PROBLEM STATEMENT 
Few recent studies have dwell into the ride-sharing services sector highlighting mainly the key challenges 
and effects that have affected its widespread adoption (Furuhata et al., 2013; Wang et al., 2018).  
Regulatory issues remain one of the main problems in ride-sharing services. Innovation should not be 
stifled by excessive and outdated regulation on one hand; but on the other hand, there is a real need to 
protect the users of these services from fraud, liability, and unskilled service providers (Ranchordas, 
2015). E-hailing companies encounter the same regulatory problems throughout many cities all over the 
world that they are operating. Although Malaysia became the first country to legalise e-hailing in July 
2017, allowing companies to operate within the transport laws which have been amended to 
accommodate for such new services, other regulatory problems notably drivers’ credibility has remained 
controversial. Complaints on e-hailing were noted in several cases relating to safety concerns such as 
driver misconduct and misbehaviour, sexual harassment and assault, price overcharging and mishaps 
due to accidents during the journey. Despite problems, e-hailing continues to grow in demand. Major 
concerns such as passenger safety, convenience, pricing and accessibility are determinants of 
passenger behaviour towards their ride intention. As there is paucity in studies on consumer behaviour 
acceptance of ride-sharing, hence this warrants a need to examine key factors that influence passenger 
behaviour and its impact when using such a service.  

As ride-sharing economy is an emerging area of interest, very few studies have been 
documented. Additionally, consumer towards services derived from e-hailing is a new area to explore. 
Hence this study aims to add to the body of knowledge in understanding passenger behaviour towards 
the new concept of e-hailing apps. This study examines perceived price, accessibility, safety and 
convenience as basic factors that could predict ride intention. Adopting an integrated framework based 
on Technology Acceptance Model by Davies and a conceptual framework from the work of Wan 
Mohamad et al. (2016), the objective of this study is to examine factors such as perceived price, 
perceived safety, perceived convenience, and perceived accessibility on passenger ride intention of e-
hailing service. The growth of e-hailing has been aided by social media such as mobile apps. To what 
extent does content marketing help, not only in promoting competition but ensuring safe and fair services 
to users? This study also aims to explore how content marketing via mobile apps influence passenger 
ride intention. Content marketing is added as the new determinant as e-hailing operations run on social 
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media platform. It is hoped that findings in this study have significance to the traditional taxi system to 
make structural changes in order to transform their business model with application-based taxi and 
compete with car service e-hailing systems. Understanding of passenger behaviour towards ride-sharing 
could assist in policy making towards ensuring passenger safety and protection as well as fair price 
practices, which have been the major problems facing e-hailing companies. 

 
LITERATURE REVIEW 
Past studies on ride intentions have focused on public transportation services on intercity buses, rail 
transport and traditional taxis. Although the ride-sharing is not new having commenced as early as 
1990’s (Kowshik et al., 1993), the early ride-sharing companies also known as ride-sourcing companies 
like  Avego, Sidecar and Uber soon flooded the market between 2007 to 2009 (Hahn & Metcalfe, 2017).  
Ride-sharing is defined as an innovative transportation strategy that enables users to gain short-term 
access to transportation modes on an as-needed basis. It can include various forms of transportation, 
such as car-sharing, bike-sharing, carpooling and platform-based ride services. Ride-sharing companies 
such as Grab, Uber, Lyft and Didi use a platform-based model by coordinating rides through a digital 
platform that connects drivers and passengers via mobile applications (Nicholl & Armstrong, 2016).  
 
Passenger Ride Intention (PRI) 
Behavioral intention is defined as the intention of a person’s decision, plan or commitment to achieve a 
goal or carry out an action. It has been used synonymously to refer at times as a plan, choice and 
decision (Fayolle & Gailly, 2015). It has been found that satisfaction with facilities, service satisfaction, 
ride convenience, and service quality form strong motivators of passenger intention to ride and re-ride 
public transportation (Lin, 2017).  For ridesharing services, a previous study by Ruangkanjanases & 
Techapoolphol (2018) found that taxi drivers linked to the e-hailing application are more committed than 
typical taxi drivers who tend to decline passengers during rush hours or sometimes quote for unfair fixed 
rate fare, resulting in fast adoption among passengers.  Passenger preference for this e-hailing mode 
was driven by other factors such e-hailing fare, travel companions and passengers’ characteristics 
(Zhong et al., 2018).   

 
Perceived Price (PP) 
Perceived price is defined as an individual belief of the price in relation to the quality of the product 
(Calabuiget al., 2014). Price in the context of services plays a critical role since it is the key element in 
the marketing mix. In terms of ride-sharing perspectives, the perceived price is basically referring to the 
fares of the service charged to the passenger. Surge pricing by ride-sharing companies has enabled 
peak and off peak charging for fare and driver management but little is known about how passengers 
perceive pricing as influencing their ride intention. There have been calls for future research to focus on 
influence of pricing on its adoption (Wan Mohamad et al., 2016; Ruangkanjanases & Techapoolphol, 
2018). Hypothesis 1 is thus stated as: 
 
H1:  Perceived Price has a positive influence on passenger ride intention. 

 
Perceived Safety (PS) 
Perceived safety, according to Ceder et al. (2013), for service quality, trip attributes such as personal 
safety, journey time, reliability of connection, transfer time and information related to transfers have been 
shown to be the key indicators for travellers’ perception of transfer routes and personal safety at stations 
which has been revealed to be the most sensitive factor in travellers’ decision to use public transports. In 
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the context of ride-sharing, customers have always had some doubts on the safety when using ride-
sharing service. Their perceived safety concerns are regarding the drivers, passenger privacy, vehicle 
condition as well as insurance coverage while using the service and these may affect their intention to 
ride. The hypothesis is thus formulated as: 

 
H2:  Perceived Safety has a direct significant influence on passenger ride intention. 

 
Perceived Convenience (PC) 
Perceived convenience, according to Chang, Yan and Tseng (2012), it is stated that a product or service 
is considered to be convenient when it lowers the cognitive, physical burdens and emotional for a user. 
Zhang, Yan and Zhao (2016) mentioned that convenience has a positive relative impact on customers’ 
intention. As the concept of ride-sharing service is always focused on providing a safe and convenient 
mode of transport with the certainty of a fixed fare, it will give an advantage for them in tackling 
customers. In addition, with the convenient application-based taxi system such as e-hail apps, customers 
look for convenience and ease to book a ride and get a driver, hence it can increase passenger ride 
intention in using their services. Hypothesis 3 is derived as:  

 
H3:  Perceived Convenience has a positive significant influence on passenger ride intention. 

 
Perceived Accessibility (PA) 
Perceived Accessibility refers to the ease of reaching goods, services, destination and activities which 
together are called opportunities and it is the goal of most transport activity, except the small portion of 
travel in which mobility is an end in itself (Litman, 2016). In terms of transportation mode, accessibility 
plays a very critical influence towards customers’ intention because passengers will always tend to 
choose on services which are accessible to reach their desired destination. Based on the above 
evidence, Hypothesis 4 is developed as: 

 
H4:  Perceived Accessibility has a direct significant influence on passenger ride intention. 

 
Content Marketing (CM) 
Content Marketing is defined as a strategic marketing approach focused on creating and distributing 
valuable, consistent and relevant content to attract and retain a clearly-defined audience and to drive 
profitable customer action (Baltes, 2015). With the presence of internet nowadays, content marketing is 
actively used by the online business organization and it is a fundamental tool of digital marketing. E-
hailing companies offer ridesharing services for customers using mobile applications, tracking, ease of 
payment via cash or credit card and share ride information and record as well as for promotional channel, 
therefore content marketing is most crucial for them in attracting their customers’ intention to choose e-
hailing over other transportation modes. Preference to adopt e-hailing applications depends on relative 
advantages and ease of use in the ride-sharing platform and content marketing approach of the 
companies (Ruangkanjanases & Techapoolphol, 2018). Hypothesis 5 postulates that: 

 
H5:  Content marketing has a positive influence on passenger ride intention. 

 
METHODOLOGY 
The methodology utilized mixed methods. Qualitative study entailed personal interviews with the 
marketing manager of one of the main e-hailing companies to obtain first-hand information on issues and 
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prospects of the e-hailing system. Information was used to help build statement of purpose of the study 
and questionnaire items. Quantitative study was then conducted using survey questionnaire approach.  
Data was collected from 130 respondents via self-administered face-to-face survey while another 70 
respondents were sourced through an online survey using Google form. Samples were selected using 
convenience sampling procedure. 

 
ANALYSIS OF RESULTS  
The demographic profile of respondents as presented in TABLE 1 indicates that 58% were female and 
aged between 18-34 years old (56%). The majority of respondents came from Generation Y group which 
could be due to the fact they are more exposed to digital technology and hence higher acceptance of 
ride-sharing. Most of the respondents were single (58%) and comprise Malays (58.6%) and from middle-
class income group with income range between RM4001 to RM6001 (29%) and working in the private 
sector (47%). 

Table 1: Demographic Profile of Respondents 
 

Demographic Profiles Frequency Percentage (%) 

Gender   

Male  

Female 

84 

116 

42 

58 

Age   

18-33 

34-49 

>50 

112 

52 

36 

56 

26 

18 

Marital Status   

Single 

Married 

116 

84 

58 

42 

Ethnicity   

Malay 

Chinese 

Indian 

Others 

70 

65 

40 

25 

35 

32.5 

20 

12.5 

Income (RM)   

<2000 

2001-3000 

4001-6001 

6001-8000 

>8000 

49 

48 

58 

29 

16 

24.5 

24 

29 

14.5 

8 

Occupational   

Student 

Government  

33 

36 

16.5 

18 
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Private sector 

Self-employed 

Unemployed 

94 

30 

7 

47 

15 

3.5 

 
With the use of SmartPLS (Ringle et al., 2005), data were analyzed with path analysis involving 

partial least squares to evaluate the hypotheses. Both measurement and structural models were 
assessed for its reliability and validity as shown in TABLE 2.  Fig. 1 shows the structural model where all 
items from the variables had factor loadings above the threshold value of 0.5 (Hulland, 1999). Scales 
were reliable and acceptable with Cronbach Alpha above 0.7 (Nunnally, 1978). Similarly all items 
achieved composite reliability (CR) > 0.7 and Average Variance Estimated (AVE) above 0.5 (Hair et al., 
2017).  TABLE 3 presents all HTMT values are below 0.9 (Henseler et al., 2015) indicating that 
discriminant validity has been established. TABLE 4 shows no strong multicollinearity was detected 
(VIF<5) and effect size (f2) of 0.05 to 0.2 was obtained (Cohen, 1988). Path analysis was performed to 
determine beta coefficients to determine the influence of PA, PS, CM, PP and PC on PRI. Further 
analysis using bootstrapping procedure of 500 runs of construct-level changes was operated to obtain t 
statistics and p values of the path coefficients.  

 
Table 2. Construct Reliability and Validity Results 

 

Variable Cronbach's 
Alpha 

Composite 
Reliability 

Average Variance 
Extracted (AVE) 

Perceived Accessibility (PA) 0.776 0.849 0.531 

Content Marketing (CM) 0.822 0.877 0.593 

Perceived Convenience (PC) 0.749 0.833 0.502 

Passenger Ride Intention (PRI) 0.868 0.905 0.656 

Perceived Price (PP) 0.821 0.876 0.587 

Perceived Safety (PS) 0.781 0.851 0.535 

 
Table 3. Discriminant Validity (HTMT) 

 

Variable 1 2 3 4 5 6 

Perceived Accessibility (PA)       

Content Marketing (CM) 0.711      

Perceived Convenience (PC) 0.743 0.738     

Passenger Ride Intention (PRI) 0.732 0.752 0.868    

Perceived Price (PP) 0.464 0.513 0.627 0.724   

Perceived Safety (PS) 0.533 0.58 0.708 0.818 0.556  
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TABLE 4 presents the results of path analysis results to evaluate the hypotheses of the study. PA 
on PRI yielded significant results with (β=0.157, t=2.13, p=0.017) and CM on PRI (β=0.175, t=2.561, 
p=0.005) while PC on PRI (β=0.244, t=3.162, p=0.001); PP on PRI (β=0.223, t=3.074, p=0.001) and PS 
on PRI (β=0.298, t=4.631, p=0.0001) were also significant. The model explains 72.3% of the variation in 
PRI. Hence all 5 hypotheses were supported and statistically significant at the level of 5% significance.  

 
Table 4: Path Results 

 

Relationship M SD β t p f2 VIF R2 

PA-> PRI 0.168 0.074 0.157 2.13 0.017 0.051 1.722  

 

0.723 
CM -> PRI 0.181 0.068 0.175 2.561  0.005 0.059 1.885 

PC -> PRI 0.229 0.077 0.244 3.162 0.001 0.103 2.088 

PP -> PRI 0.218 0.072 0.223 3.074 0.001 0.124 1.441 

PS -> PRI 0.29 0.064 0.298 4.631 0.0001 0.201 1.595 

 
DISCUSSION AND IMPLICATION 
Findings from the study revealed that perceived price, safety, accessibility, convenience and content 
marketing are significant and direct predictors of passenger ride intention for e-hailing service. Findings 
are corroborated by other studies as proposed by Wan Mohamad et al. (2016) and Zhang et al. (2016). 
Findings had important managerial implications for e-hailing companies, policy makers, government 
authorities as well as the local taxi companies.  

 

 
                 

Figure 1. Structural Path Model 
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For perceived safety, the influence on passenger ride intention is the strongest predictor. Safety 
is the major concern for passengers in ride-sharing. Studies found similar results with safety as top 
priority in such ride-sharing platforms. Many of these complaints concern safety, with some counter 
arguments in the taxi industry claiming that ride-sharing is less safe than taking a traditional taxicab (Witt 
et al., 2015). But, there are some arguments from past research which highlight the safety issue using 
ride-sharing. Ackaradejruangsri (2015) mentioned that since one of many benefits of using the app is 
sharing the ride location, phone number, plate number, and the estimated fare beforehand, to a certain 
degree the passengers feel more secure and less anxious. Hence, the implication is the necessity for e-
hailing companies to ensure a high degree of safety of passengers with enforced policies in order to 
attract passengers and even repeat intention with a good e-word-of-mouth.  

A major complaint that e-hailing companies need to address is driver credibility to ensure 
passenger safety. Hence proper and strict screening for creditable and reliable drivers are necessary 
coupled with effective training for drivers are top priorities for companies. Additionally, commercial 
insurance coverage for passengers and drivers are vital in the e-hailing network. The implication is on the 
responsibility of government authorities such as The Land Public Transport Commission to implement 
effective regulation and enforcement to ensure passenger safety.  

For perceived convenience in service, it is vital in contributing to passenger ride intention. E-apps 
or application-based apps are very convenient that makes people easy to book a ride and make choices 
for pricing, driver and type of taxi vehicle.  Similar findings have also been reported in studies with the 
arguments that the concept of ride-sharing combines the flexibility and speed of private vehicles while 
reducing the cost-per-trip in exchange for convenience that a private trip in car provides (Furuhata et al., 
2013). It has been iterated that ride-sharing is a feasible alternative to conventional modes of 
transportation and its features that provide a better degree of convenience than general public 
transportation while reducing congestion and level of air pollution. Mohlmann (2015) added that in the 
sharing economy context, convenience is expected to be important in influencing people’s behaviour in 
sharing economy. In this manner, ride companies must always be committed to providing a safe and 
convenient mode of transport with the certainty of a fixed fare. In addition, payment system must be 
convenient for their customers for example cabs in New York and Las Vegas are accepting Alipay, 
China's nearly ubiquitous mobile payment mode allowing Chinese travellers to scan a QR code and pay 
in a more familiar way when the ride is over . 

For perceived price, it is one of the main factors that influence passenger choice and competitor. The 
ability of companies to engage in surge pricing and primetime pricing will allow companies to attract 
passengers and have a competitive advantage over conventional taxis. The findings are supported by 
recent studies such as Belk (2014) who asserted that the reason why consumers participate in the 
sharing economy is because it allows access to desired products and services at a lower cost. This 
clearly explains that e-hailing companies have an advantage over local taxis as they offer much cheaper 
fare to the public. According to Amey et al. (2011), ride-share drivers, in most cases seek only to share 
the costs of transport while taxi drivers are profit-seeking in their carriage of passengers. In addition, a 
recent survey by Partner and Legal (2015) mentioned that urban taxi rates are much more reasonable 
compared to a traditional taxi. Thus, the lower rate offered by Grab and Uber can be one of the clinical 
factors that drive passenger demand for e-hailing rides. 

Content marketing has a strong influence on ride intention. The reliability of information, content in 
apps and promotional channels improve passenger ride satisfaction. Of significance is feedback in the e-
hailing network allowing passengers to rate driver and vice versa which helps to maintain service quality 
and weed out bad drivers and passengers. It is emphasized here that creation of a content-based 
marketing program is more than the creation of virtual promotional advertisement. Therefore, creating a 
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good content by the effective ads to the selling of products is crucial for e-hailing companies in attracting 
customers to ride with their services (Kerin, 2009). Content marketing strategy has been responsible for 
the success of companies in the shared economy as it determines search engine optimization, drives 
brand image and sales. Hence e-hailing companies must be willing to invest in strategies to manage 
social media, online traffic, social conversation and blogging with potential customers. 

Lastly, perceived accessibility in terms of ease of booking, coverage and supply cars in cities and 
suburbs, operation hours, number of contract drivers and speed in delivery could increase passenger ride 
intention. Similar studies on Grabcar in Thailand found the major concerns among the passengers are 
mostly related to perception, accessibility, and technology adoption (Ackaradejruangsri, 2015).  

Passenger safety remains top priority when considering to hail ride a taxi. Policies are required to 
protect both passenger and driver. The main policy implication is ensuring that government regulates 
ride-sharing services and companies concerned through legislation in terms of meeting safety standards, 
taxi standards, licensing, and tribunals to resolve disputes and customer complaints and rules for drivers. 
The Philippines has become the first country in the world to roll out a legal framework to regulate e-
hailing services (Adrianno & Sy Su, 2017) whilst Singapore has monitored monopoly practices on pricing 
by e-hailing companies all with the aim of ensuring consumer protection.  In July 2018, the Malaysian 
Transport Ministry has regulated the e-hailing industry by imposing similar rules and laws that apply to 
conventional taxis on drivers and companies. The new regulations also cover surge pricing practices, 
commission, passenger and driver safety, however it is unsure of its impact at this infant stage of 
implementation.   
 
CONCLUSION  
Despite the many challenges facing the e-hailing industry, it cannot be denied that these organizations 
have totally changed mobility in the public transportation landscape. E-hailing is expected to grow 
exponentially as passengers continue to accept convenience, price, speed and delivery as benefits of 
such services. However it must be iterated the need for security practices of the drivers as well as 
passenger safety must be addressed by the e-hailing companies to ensure economic and social 
sustainability of this business model.  It has been noted that such ride-sharing platforms will do 
substantially more good than harm based on equity and efficiency properties (Hahn & Metcalfe, 2017), 
however the authors recommend further research into the measurement, distribution, and size of the 
gains from these technologies.  

Few studies have been documented in this relatively new ride-hail services. Hence findings in this 
study had provided some preliminary significance to governments interested in allowing e-hailing services 
in the economy. However this study faced some limitations on representativeness and generalization of 
results as it was restricted to a selected e-hailing company in Malaysia and targeted samples. Similarly 
the study was undertaken when e-hailing was at an early stage of development in Malaysia with limited 
information on application and legislation. Hence future studies can extend with larger samples and other 
e-hailing companies into the effects and economic, legislative and social impacts of this new disruptive 
technology on transportation in a country with a focus on economy, mobility, poverty, unemployment, 
congestion, health and accidents. New areas of research can dwell into surge pricing model and whether 
this sharing mobility has actually reduce vehicle ownership and congestion as well as its implication on 
the future planning of transport infrastructure in townships.  
 
REFERENCES  
Ackaradejruangsri, P. (2015). Insights on Grab taxi: An alternative ride service in Thailand. Review of 

Integrative Business and Economics Research, 4(3), 49-61. 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018), VOL. 21 

162 
 

Adriano, A.M.M. & Su, C.C. (2017). Out with the old, in with the new: A study on the vehicle hailing 
preferences of Filipino taxi riders based on participation intent. International Journal of Real Estate 
Studies, 11 (1), 75-81. 

Amey, A., Attanucci, J. & Mishalani, R. (2011). Real-time ridesharing, opportunities and challenges 
utilizing mobile phone technology to improve rideshare services. Transportation Research Record, 
2217, 103-110. 

Baltes, L. P. (2015). Content marketing: The fundamental tool of digital marketing. Economic Sciences, 
8(2), 111-123.  

Belk, R. (2014). You are what you can access: Sharing and collaborative consumption online. Journal of 
Business Research, 67(8), 1595-1600.  

Calabuig, F., Nunez-Pomar, J., Prado-Gasco, V. & Ano, V. (2014). Effect of price increases on future 
intentions of sport consumers. Journal of Business Research, 67(5), 729-733.  

Ceder, A., Chowdhury, S., Taghipouran, N. & Olsen, J. (2013). Modelling public-transport users’ at 
connection point. Transport Policy, 27, 112-122.  

Chang, C. C., Yan, C. F., & Tseng, J. S. (2012). Perceived convenience in an extended  technology 
acceptance model: Mobile technology and English learning for college students. Australasian Journal 
of Educational Technology, 28(5), 809-826. 

Charles, K. K. & Kline, P. (2006). Relational costs and the production of social capital: Evidence from 
carpooling. The Economic Journal, 116 (April), 581-604.  

Fayolle, A. & Gailly, B. (2015). The impact of entrepreneurship education on entrepreneurial attitudes and 
intention: Hysteresis and persistence. Journal of Small Business Management, 53(1), 75-93.  

Furuhata, M., Dessouky, M., Ordóñez, F., Brunet, M-E., XiaoqingWang, X.Q. & Koeniga, S (2013). 
Ridesharing: The state-of-the-art and future directions. Transportation Research Part B: 
Methodological, 57, 28-46. 

Hahn, R. & Metcalfe, R. (2017). The Ridesharing Revolution: Economic Survey and Synthesis. Retrieved 
from https://www.brookings.edu/research/the-ridesharing-revolution-economic-survey-and-synthesis/ 

Hair, J.F.J., Hult, G.T.M., Ringle, C.M. & Sarstedt, M. (2017), A Primer on Partial Least Squares 
Structural Equation Modeling (PLS-SEM), 2nd ed., Sage, Thousand Oaks, California.  

Henseler, J., Ringle, C.M. & Sarstedt, M. (2015). A new criterion for assessing discriminant validity in 
variance-based structural equation modeling, Journal of the Academy of Marketing Science, 43(1), 
115-135. 

Hulland, J. (1999). Use of partial least squares (PLS) in strategic management research: a review of four 
recent studies, Strategic Management Journal, 20(2), 195-204. 

Kowshik, R., J. Gard, J. Loo, P.P. Jovanis and R. Kitamura (1993). Development of User Needs and 
Functional Requirements for a Real-Time Ridesharing System. Institute of Transportation Studies, 
University of California, Davis: Research Report UCD-ITS-RR-93-22. 

Litman, T. (2008). Evaluating accessibility for transportation planning. Victoria Transport Policy Institute. 
Mohlmann, M. (2015). Collaborative consumption: Determinants of satisfaction and the likelihood of using 

a sharing economy option again. Journal of Consumer, 14(3), 193-207.  
Nicoll, E & Armstrong, S. (2016). Ride-sharing: The rise of innovative transportation services. MaRS 

Smart Transportation Market Insights. Retrieved from https://www.marsdd.com/news-and-
insights/why-smart-transportation-matters-the-auto-industry-and-the-coming-age-of-disruption/ 

Ranchordas, S. (2015). Does sharing mean caring? Regulating innovation in the sharing economy. 
Retrieved from http://heinonline.org/hol-cgi-bin/get_pdf.cgi?handle=hein.journals/mipr16&section=11. 

Ringle, C.M., Wende, S., & Will, S., (2005). SmartPLS 2.0 (M3). Beta, Hamburg. http:// www.smartpls.de. 

http://www.smartpls.de/


MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS (2018), VOL. 21 

163 
 

Ruangkanjanases, A. & Techapoolphol, C. (2018). Adoption of e-hailing applications: A comparative 
study between female and male users in Thailand, 10, 1-10. Retrieved at 
http://journal.utem.edu.my/index.php/jtec/article/download/3789/2681 

Santos, D. O. & Xavier, E. C. (2015). Taxi and ride-sharing: A dynamic dial-a-ride problem with money as 
an incentive. Expert Systems with Applications, 42(19), 6728-6737. 

Tussyadiah, I. P. (2016). Factors of satisfaction and intention to use peer-to-peer accommodation. 
International Journal of Hospitality Management, 55, 70-80. https://doi.org/10.1016/j.ijhm.2016. 
03.005. 

Wan, W. N. A. A. B., Mohamad, A. F. M. F., Shahib, N. S., Azmi, A., Kamal, S. B. M., & Abdullah, D.A 
(2016). Framework of Customer’s Intention to use Uber Service in Tourism Destination. International 
Academic Research Journal of Business and Technology, 2(2), 102-106. 

Wang, Y. Z., Zheng, B.H. & Lim, E.P.  (2018). Understanding the effects of taxi ride-sharing — A case 
study of Singapore. Computers, Environment & Urban Systems, 69, 124-132. 

Will You Ditch Ride-hailing For Car-sharing? (24 July, 2018). Retrieved at 
https://www.imoney.my/articles/car-sharing-malaysians 

Witt, A., Suzor, N., &Wikström, P. (2015).Regulating in the peer economy. Communication Research and 
Practice, 1(2), 174-190.  

Zervas, G., Proserpio, D., & Byers, J. W. (2017). The rise of the sharing economy: Estimating the impact 
of Airbnb on the hotel industry. Journal of Marketing Research, 54(5), 687-705. 

Zhang, Kem Z.K.; Yan, Ruihe; and Zhao, Sesia J., (2016). Understanding participation in sharing 
economy: The roles of convenience, risk, and regulatory FOC I".  Proceedings of Pacific Asia 
Conference on Information Systems 2016. 106. Retrieved at http://aisel.aisnet.org/pacis2016/106 

Zhong, J.Y., Ye, X., & Wang, K. (2018). A modeling analysis of impact from e-hailing service on non-
work travel mode in Shanghai, China. Transportation Research Record: Journal of the Transportation 
Research Board. DOI 036119811879232. 10.1177/0361198118792324. 

https://doi.org/10.1016/j.ijhm.2016



