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ABSTRACT 
 

The goal of this research is to examine consumers’ intention to use an e-voting 
system in an emerging nation by using the Unified Theory of Acceptance and Use 
of Technology (UTAUT) Model as the guiding principles. Data collected among 
300 citizens in an emerging nation were analysed using Partial Least Square-
Structural Equation Modelling (PLS-SEM) approach. The present research clearly 
pointed out that positive performance expectancy, effort expectancy, trust in the 
Internet, and low computer anxiety will increase consumers’ intention to use an e-
voting system. Nonetheless, the latter was not impacted by aspects of social 
influence. Among these constructs, a lower level of computer anxiety was found 
as the most vital predictor towards consumers’ intention to use an e-voting system 
in an emerging nation. The reason for this positive connection is that they have a 
minimal level of wariness that their vote could be lost when hitting the wrong key 
while casting votes. Further, there is zero expectance of unforeseen mistakes 
during counting of votes in the paperless voting with no daunting experience. 
Direction for future research is also elucidated. 
 

Keywords: E-Voting; Performance Expectancy, Effort Expectancy, Social 
Influence, Trust, Computer Anxiety 

 
 

INTRODUCTION  
 

Malaysia, a developing nation, executed its general election in the fifth 
calendar year in a traditional form of voting whereby Malaysian citizens with blue 
identification cards and aged above 18 years are required to be identified at polling 
stations on the election day to cast a vote for credible members of the parliament 
of Malaysia. This follows the demands of the Constitution of Malaysia. At the 
recent 14th Malaysian general elections (GE14), which took place on 9th May 
2018, Barisan Nasional, the former government of Malaysia which ruled the nation 
since the country's independence in 1957, did not attain the citizens’ strong votes. 
These had brought an awakening history to its main opposition, Pakatan Harapan 
along with the Sabah Heritage Party. Accordingly, the country is currently 
governed by a newly set-up government called Pakatan Harapan. To date, 
Malaysia has yet to exercise electronic voting (e-voting) system which allows 
citizens to cast a vote via the Internet.  

 

However, the current body of knowledge has little focus on the citizens’ 
intention to use an e-voting system in the context of developing nations as much 
research was executed in countries like USA, Ireland, Jordan (Aljarrah, Elrehail, 
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& Aababneh, 2016), and Nigeria (Adeshina & Ojo, 2017). Consequently, in order 
to bridge this gap, the goal of this research is to examine consumers’ intention to 
use an e-voting system in an emerging nation by using the Unified Theory of 
Acceptance and Use of Technology (UTAUT) Model as the guiding principles. 
Prior scholars have accentuated that implementing an e-voting system is timely 
as it supplies broad advantages such as government’s ability to reduce instances 
of manipulation and rigging, to minimize frequencies of human error, and also to 
prevent misuse of government authority in polls (Ravi, Kapoor, & Debnath, 2017). 
An e-voting system can be an alternative for voters who have difficulty on getting 
through the polls (e.g. disabled, sick, old people) with strict monitoring by the 
electoral authority (Realpe-Muñoz, Collazos, Hurtado, Granollers, Muñoz-
Arteaga, & Velasco-Medina, 2018; Schwartz & Grice, 2013). 

 

The next section presents the review of literature related to UTAUT Model 
constructs. Description of the methodology applied in the present research is 
elaborated in the ensuing section. Following are the detailed descriptions of the 
empirical results and discussion of findings. The final section presents the 
implications of study and direction for future research.  

 
 

LITERATURE REVIEW  
 

The UTAUT model, (see Figure 1), inspects users’ intentions to use an 
information system and their actual usage behavior (Venkatesh, Morris, Davis, & 
Davis, 2003). Preceding research found that all UTAUT factors i.e. performance 
expectancy, effort expectancy, social influence and facilitating conditions affect 
users’ acceptance and use of a technology (Alawadhi & Morris, 2008; Fang, Li, & 
Liu, 2008; Hsu, 2012; Ramírez-Correa, Rondan-Cataluña, Arenas-Gaitán, & 
Alfaro-Perez, 2017). This research uses the UTAUT model for the guiding 
principles to examine consumers’ intention to use an e-voting system in an 
emerging nation. 

  
 

Performance expectancy 
 

Performance expectancy is defined as the “degree to which a person 
believes that using a particular system will enhance his or her performance” 
(Davis, 1989, p. 320). This factor acknowledges the prominent predictor of one’s 
intention to use technology (Davis, Bagozzi, & Warshaw,1989; Venkatesh et al., 
2003; Venkatesh, Thong, & Xu, 2012). Users are able to experience usefulness 
and improvements in their performance while using the technology. Prior research 
showed positive significance of the linkages between perceived usefulness and 
behavioural intention to use a technology (Chang & Tung, 2008; Gallego, Luna, & 
Bueno, 2008; Realpe-Muñoz et al., 2018; Suki & Suki, 2016). The present 
research refers to performance expectancy as the belief that using e-voting 
system would enhance citizen performance. Accordingly, it is postulated that: 

 
 

H1: Performance expectancy has a positive impact on consumers’ intention to use 
an e-voting system. 

 
 



MALAYSIAN JOURNAL OF CONSUMER AND FAMILY ECONOMICS 
 

 

112 
 
 

 
 
 
 
 
 
 
 
 
 
 

Figure 1 : Unified theory of acceptance and usage of technology model 
(Venkatesh et al., 2003) 

 
 

Effort expectancy 
 

Effort expectancy refers to “the degree to which a person believes that 
using a particular system would be free of effort” (Davis, 1989, p. 320). In other 
words, the ease of use of the technology necessitates users to devote only 
minimal effort (Venkatesh et al., 2003). Analogous to this discovery, Arman and 
Hartani (2015) and Realpe-Muñoz et al. (2018) reported that users’ performance 
is exhilarated when the system is easy to use. The present research considers 
effort expectancy as the belief that using e-voting system would be easy to use 
with minimal effort. In line to prior literature, it is expected that: 

 
 

H2: Effort expectancy has a positive impact on consumers’ intention to use an e-
voting system. 

 
 

Social influence 
 

Social influence is defined as “the degree to which an individual perceives 
that important others believe he or she should use the new system” (Venkatesh et 
al., 2003, p. 451). It is allied to “the perceptions of what friends, family, work 
colleagues and neighbours think of the particular behaviour” (DeMagaad, Chew, 
Huang, Khan, Sreenivasan, & LaRose, 2013, p. 112). According to scholars such 
as Alaiad and Zhou (2014), and Hsu and Lu (2004), social influence significantly 
predicted one’s behavioural intention to use technology. Social media like 
Facebook firms social influence and interaction of individuals with their friends (Ali 
& Fulton, 2015; Gruzd, Staves, & Wilk, 2012; Gu & Wide´n-Wulff, 2011; Singh & 
Gill, 2015). In this study, social influence refers to social pressure and influence 
on consumers’ intention to use an e-voting system. In view of that, this study 
hypothesizes that: 

 
 

H3: Social influence has a positive impact on consumers’ intention to use an e-
voting system. 
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Trust in the Internet 
 

Trust is “the willingness of an individual to accept an action offered by 
another individual with the hopes that the other party will perform the task without 
having to monitor the said party” (Mayer, Davis, & Schoorman, 1995, p. 709). The 
e-voting system will hold personal information and be in charge of sensitive 
transactions representing millions of citizens, who’s intention to use will be 
affected when providers cannot ensure accurate and consistent service 
(AboSarma, AbdelHafez, Assassa, & Mursi, 2017; Thompson & Jaeger, 2003). 
Therefore, the usage of e-voting may be affected by the confidence in the Internet 
because confidence affects the intention to use and the intention to use affects 
the actual use (Khalil & Nasrallah, 2014; Powell, Williams, Bock, Doellman, & Alan, 
2012). Previous research affirmed that undergraduate students tend to have lower 
inclination to use e-voting system due to their minimal trust in the Internet because 
they are afraid of security breaching (Schaupp, 2005). Accordingly, this study 
hypothesizes that: 

 
 

H4: Trust in the Internet has a positive impact on consumers’ intention to use an 
e-voting system. 
 
 

Computer anxiety 
 

Computer anxiety is defined as “the individual feels uncomfortable or 
anxious when using or being expected to interact with a computer” (Howard & 
Smith, 1986, p. 611). Individuals with computer anxiety tend to avoid using a 
computer due to an obstacle to learn new technology (Fliotsos, 1992). This 
situation can be described as feelings of embarrassment and fear because they 
think they are the only ones who are unfamiliar with using a computer (Melon, 
1986). Indeed, Fliotsos (1992) noted that lower levels of computer anxiety improve 
one’s intention to use a system. In this study, low computer anxiety will not 
discourage consumers from developing intention to use an e-voting system. 
Accordingly, this research hypothesizes that; 

 
 

H5: Lower levels of computer anxiety have a positive impact on consumers’ 
intention to use an e-voting system. 

 
 

The proposed theoretical framework is illustrated in Figure 2. 
 
 

METHODOLOGY 
  
Participants and procedure 

 

To inspect the research question, data were administered to 350 members 
of the public situated in Federal Territory of Labuan, Malaysia via a self-
administered questionnaire. Convenience sampling technique was the chosen 
data collection method which was held over a period of two weeks in October 
2017. Their participation was voluntary and anonymous as no identifying 
information was requested in the survey. After data screening and exclusion of 
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incomplete responses to the questionnaires, 300 were found functioning for 
analysis, implying 86% response rate. This sample size is reasonable for statistical 
analysis as it is beyond 100 (Hair, Black, Babin, Anderson, & Tatham, 2010). 

 
 

 
          

           
           
           
           
           
           
           
           
           
           
           
           
           
    

 
Figure 2 : Proposed theoretical framework 

 
 

Questionnaire development and instrument 
 

A three-section questionnaire starts with Section A that asks about the 
respondents’ demographic characteristics like gender, age, and education level. 
Further, Section B requires them to deliberate about experience in retrieving 
information via the Internet such as the most common devices used for online 
information retrieval, sources of motivation for this activity, and category of 
information retrieved from the Internet. The subsequent section, Section C, posed 
questions on the respondents’ perception regarding performance expectancy, 
effort expectancy, social influence, computer anxiety, trust in the Internet, and 
behavioural intention. The items were measured on a five-point Likert scale and 
were adapted from Venkatesh et al. (2003) with some modifications to reflect the 
present study.  

 
 

Statistical technique 
 

The Partial Least Square-Structural Equation Modelling (PLS-SEM) 
approach via Smart-PLS 2.0 was applied in analyzing the research data. The 
rationale is that this approach is a nonparametric statistical method that does not 
require normally distributed data.  Further, it helps the researcher to analyze 
structural models that embrace multiple-item constructs to determine the predictor 
variation (Hair, Hult, Ringle, & Sarstedt, 2017). 
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RESULTS  
 

An equal portion of gender distribution between male and female 
respondents participated in this research (see Table 1). Close to half of the 
respondents (49%) aged between 18 and 25 years old, 32% were senior citizens 
(more than 60 years old), 11% aged from 26 to 40 years, while the balance (8%) 
aged 41-59 years old. Respondents were mainly well educated (41% holding a 
Bachelor’s degree, 21% having SPM certification, and 15% holding a Matriculation 
certification). Further, 12% were Diploma holders, while 11% had STPM 
certification. When asked about the most common devices used for online 
information retrieval, more than sixty percent (61%) of the participants reported 
that they preferred to use smartphone for this purpose, while 22% preferred laptop. 
A small fraction of the respondents (17%) have used a tablet to retrieve relevant 
information. Further, self-exploration was identified as the main source of 
motivation for information retrieval via the Internet, followed by friends, and family 
members. Respondents were also asked to indicate the specific category of 
information retrieved from the Internet. Categories such as education, 
entertainment, and sports were rated as the top most online searches among the 
participants, whereas they minimally searched for information regarding politics 
and news via the Internet. 

 
 

Table 1 : Socio-demographic characteristics of respondents  

Variables  Frequency Percentag
e 

Gender Male 151 50.3 
 Female 149 49.7 
Age (years old) 18-25 148 49.3 
 26-40 33 11.0 
 41-59 22 7.4 
 60 and above 97 32.3 
Educational level SPM 64 21.3 
 STPM 34 11.3 
 Diploma 35 11.7 
 Matriculation 44 14.7 
 Degree 123 41.0 
Most common devices  Smartphone 184 61.3 
used for online 
information  

Laptop 66 22.0 

retrieval Tablet 50 16.7 
Sources of motivation 
for 

Family 50 16.7 

online information  Friends 81 27.0 
retrieval Lecturers 30 10.0 
 Self 139 46.3 
Category of information News 13 4.3 
retrieved from the 
Internet 

Politics 23 7.7 

 Sports 54 18.0 
 Entertainment 89 29.7 
 Education 121 40.3 
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Partial least square-structural equation modelling 
 

PLS-SEM was chosen because the aim of this research is to predict, rather 
than to confirm. This aligns with the recommendation of Hair et al. (2017). Indeed, 
PLS-SEM also stands for its wide-ranged of advantages i.e., low sample size, non-
normal data, formative measures, and exploratory research (see Rigdon, 
Sarstedt, & Ringle, 2017; Sarstedt, Ringle, & Hair, 2017). PLS-SEM uses a two-
stage model i.e. measurement model and structural model.  

 
 

Measurement model 
 

In the measurement model, the emphasis is to check the psychometric 
properties of the construct measures. Aspects of (i) internal consistency reliability, 
(ii) convergent validity, and (iii) discriminant validity were examined.  

 
 

Reliability analysis 
 

An assessment of internal consistency reliability was accomplished by 
checking the Cronbach’s alphas, and the composite reliability of the construct 
measures. Table 2 detailed that Cronbach’s alphas (ranging between 0.717 and 
0.864) and composite reliability (ranging between 0.762 and 0.891) surpassed 
0.70, thus signifying strong reliability of the construct measures (Hair et al., 2010). 

 
 

Table 2 : Reliability and validity analysis 

Variables Items Standardised 
loadings 

Cronbach's 
alpha 

Composite 
reliability 

Average variance 
extracted 

Performance  PE1 0.826 0.817 0.891 0.733 
expectancy PE2 0.847    
 PE3 0.894    
Effort expectancy EE1 0.865 0.717 0.842 0.641 
 EE2 0.824    
 EE4 0.703    
Social influence SE1 0.787 0.749 0.762 0.518 
 SE2 0.611    
 SE3 0.750    
Trust in the 
Internet IT1 0.832 0.864 0.907 0.709 
 IT2 0.832    
 IT3 0.850    
 IT4 0.853    
Computer anxiety CA2 0.636 0.727 0.845 0.649 
 CA4 0.871    
 CA5 0.885    
Behavioural  BI1 0.833 0.817 0.890 0.730 
intention BI2 0.858    
 BI3 0.872    

 
 

Convergent validity 
 

The convergent validity of the construct measures was checked through 
factor item loadings and average variance extracted (AVE). After removal of poor 
factor items that had loadings below 0.60, the remaining factor item loadings were 
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greater than 0.60 with no cross loadings and ranging between 0.611 and 0.894 
(see Table 2 and Figure 3). Further, the AVE topped 0.50 (ranging between 0.518 
and 0.733). These results imply that the measurement items are adequate to 
represent the respective variables (Fornell & Larcker, 1981; Hair et al., 2017). 
Thus, convergent validity was achieved. 

 
 

 
                            

Figure 3 : Path diagram of the measurement model 

Notes: PE = Performance expectancy, EE = Effort expectancy, SE = Social influence, II =Trust in 
the Internet, CA = Computer anxiety, BI = Behavioural intention 
 
 

Discriminant validity 
 

The discriminant validity was inspected by comparing the shared variance 
between factors with the square root of the AVE (Fornell & Larcker, 1981). Table 
3 confirms that the first was lower than the latter and all the correlation coefficients 
between the variables passed the significance tests at 0.01 level. Thus, 
discriminant validity was achieved. Further, multicollinearity was not an issue in 
this research as (i) all correlation coefficients were less than the threshold of 0.70, 
(ii) variance inflation factors (VIF) were below 5.00, and (iii) tolerance values were 
more than 0.10 (Hair et al., 2010; Sussman & Siegal, 2003; Tabachnick & Fidell, 
2007). Indeed, data had a normal distribution as skewness and kurtosis values 
were between -2 and +2 (George & Mallery, 2010; Gravetter & Wallnau, 2014). 
Specifically, consumers’ intention to use an e-voting system was heavily 
associated with low computer anxiety (r=0.601, p<0.01), followed by trust in the 
Internet (r=0.455, p<0.01), and performance expectancy (r=0.398, p<0.01), 
respectively. Means ranged from 3.002 to 3.507, thus confirming respondents’ 
agreement that they develop positive intention to use an e-voting system. 
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Table 3 : Correlation Analysis 

Variables  1 2 3 4 5 6 

(1) Performance 
expectancy  

1      

(2) Effort expectancy  0.586** 1     
(3) Social influence  0.016* 0.070 1    
(4) Trust in the Internet  0.585** 0.582** -0.125 1   
(5) Computer anxiety  0.451** 0.421** 0.142 0.553** 1  
(6) Behavioural intention  0.398** 0.365** 0.131** 0.455** 0.601** 1 

Mean 3.033 3.002 3.507 3.024 3.301 3.369 
Standard Deviation 0.542 0.652 0.669 0.690 0.581 0.826 

Skewness -0.394 -0.307 -0.042 -0.114 -0.785 -0.143 
Kurtosis 1.486 0.734 0.275 0.700 1.660 0.055 

Variance inflation factor 1.803 1.802 1.145 2.224 1.593 1.803 
Tolerance 0.554 0.555 0.873 0.450 0.628 0.554 

Notes: ** Correlation is significant at the 0.01 level (2-tailed); * Correlation is significant at the 0.05 
level (2-tailed). 

 
 

Structural model 
 

The statistical significance of the standardised beta coefficients, R2, and t-
values were evaluated via a bootstrapping procedure with a resample of 5000 in 
the structural model, applying the suggestion of Hair et al. (2017). Table 4 shows 
that the R2 value of the present model was 0.537, indicating that 54% of the 
variance in consumers’ intention to use an e-voting system can be accounted for 
by the exogenous variables (i.e. performance expectancy, effort expectancy, 
social influence, trust in the Internet, and computer anxiety).  

 

Table 4 and Figure 4 depict that performance expectancy had significant 
relationship with consumers’ intention to use an e-voting system (β1=0.123, t-
value=2.009, p<0.05), conjecturing that H1 is supported. Other significant results 
existed on the linkages between effort expectancy and consumers’ intention to 
use an e-voting system (β2=0.243, t-value=3.588, p<0.05), consistent with what 
was put forward in H2. On the other hand, the PLS-SEM approach reported a 
contrary significant effect between social influence and consumers’ intention to 
use an e-voting system (β3=0.047, t-value=1.122, p>0.05). As a result, H3 is not 
endorsed as predicted.  

 
 

Table 4 : Structural relationships on consumers’ intention to use an e-
voting system 

Paths Beta 
coefficients 

Standard 
error 

t-value Decision 

Performance expectancy ---> Behavioural 
intention 

0.123* 0.059 2.009 H1 Supported 

Effort expectancy ---> Behavioural intention 0.243* 0.068 3.588 H2 Supported 
Social influence ---> Behavioural intention 0.047 0.049 1.122 H3 Not 

supported 
Trust in the Internet ---> Behavioural 
intention 

0.274* 0.074 3.741 H4 Supported 

Computer anxiety ---> Behavioural intention 0.567* 0.056 10.174 H5 Supported 

   Note: * p<0.05 
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However, a different finding transpires in respect of trust in the Internet of 
which it has a positive significant influence on consumers’ intention to use an e-
voting system with β4=0.274, t-value=3.741, at p<0.05. Therefore, H4 is 
supported. Further inspection of the standardized beta coefficients via Smart-PLS 
2.0 endorses that H5 is upheld, symbolizing that low computer anxiety significantly 
affects consumers’ intention to use an e-voting system (β5=0.567, t-value=10.174, 
p<0.05).   

 

 
          

           
           
           
           
           
           
           
           
           
           
           
           
    

 
                           Notes: * p<0.05, ns = not significant 
 

Figure 4 : Results of the structural model 
 
 

DISCUSSION 
 

This research examined consumers’ intention to use an e-voting system in 
an emerging nation by using the UTAUT Model for the guiding principles. 
Specifically, the PLS-SEM results revealed that consumers’ intention to use an e-
voting system is significantly affected by performance expectancy, yielding an 
acceptance of H1. These discoveries echo the work of Chang and Tung (2008), 
Gallego et al. (2008), Realpe-Muñoz et al. (2018), Suki and Suki (2016), and 
Venkatesh et al. (2003). Consumers would highly acknowledge the usefulness of 
an e-voting system should they have access to use the system to participate in 
the elections. Likewise, H2 was reinforced as effort expectancy had a positive 
association with consumers’ intention to use an e-voting system. This result is 
harmonized with the findings by Arman and Hartani (2015) and Realpe-Muñoz et 
al. (2018). When consumers’ effort expectancy becomes more positive, 
consumers’ likelihood to use an e-voting system would also increase. 
Respondents in an emerging nation expressed that learning to use an e-voting 
system would be an easy and understandable process. What’s more, they tend to 
become skilful to use it. 

 
However, the posited H3 that social influence is significantly linked with 

consumers’ intention to use an e-voting system was not evidenced as p>0.05, thus 
H3 was not supported. The encounters diverge with the findings of preceding 
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studies (e.g. Alaiad & Zhou, 2014; Hsu & Lu, 2004). Citizen have minimal 
inclination to use an e-voting system though there would be a significant proportion 
of people who are important and influential to them think that they should also do 
online voting. With reference to the impact of trust in the Internet on consumers’ 
intention to use an e-voting system, these links are apparent and significant, thus 
sustaining H4 as predicted. These findings aligned with prior studies (e.g. Khalil & 
Nasrallah, 2014; Powell et al., 2012; Schaupp, 2005). This finding exhibits that 
respondents’ trust level is in favour because they feel certain that the technological 
and legal structures satisfactorily protect them from hitches on the Internet. Above 
and beyond, the technology has abundant safety measures to make them feel 
contented to cast votes. The online votes guarantee that there are no chances for 
voting alterations with high level of accurate counting results. Accordingly, these 
enhance their trust level. 

 

In addition to trust in the Internet, low levels of computer anxiety also play 
a significant role in predicting consumers’ intention to use an e-voting system. As 
a consequence, H5 was reinforced. Remarkably, this factor was found to be the 
most vital predictor towards consumer intention to use an e-voting system in an 
emerging nation. The reason for this positive connection is that they have a 
minimal level of wariness that their vote could be lost when hitting the wrong key 
during casting for votes. Further, there is zero tolerance for unforeseen mistakes 
during counting of votes in the paperless voting with no daunting experience. 

 
 

CONCLUSION AND RECOMMENDATIONS 
 

The research findings submit a significant theoretical and practical 
contribution. In terms of its implications from a theoretical perspective, this 
research has applied the UTAUT model to examine consumers’ intention to use 
an e-voting system in an emerging nation by incorporating additional factors like 
trust in the Internet and computer anxiety. The extension adds to the explanatory 
power of the UTAUT model and advances the current body of knowledge 
regarding its application in the setting of developing nations. Empirically, by means 
of the PLS-SEM approach, the present research clearly points out that positive 
performance expectancy, effort expectancy, trust in the Internet, and low computer 
anxiety will increase consumers’ intention to use an e-voting system. Nonetheless, 
the latter was not impacted by aspect of social influence. 

 

This research passages several practical contributions. As low computer 
anxiety was the most vital predictor of consumers’ intention to use an e-voting 
system, the government of Malaysia should start to develop and implement an e-
voting system apps which could strengthen the existing method of electoral 
process. This form of services is people-friendly, permitting citizen to download 
the apps for free through mobile phone downloads or website. This new venture 
could be materialized in the upcoming general elections (i.e. 15th general 
elections). The system should enhance the democratic process with freedom in 
casting for votes in the country. Besides, trust in the Internet is another element 
that government of Malaysia should take into consideration towards augmenting 
Malaysian citizen intention to use an e-voting system. What the government could 
do is that they should ensure citizen be equipped with up-to-date and complete 
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information that is accurate and trusted in the websites regarding voting 
procedures, candidate’s particulars and mandates, laws, and regulations.  

 

Further, this research found that factors like performance expectancy, and 
effort expectancy are noted as additional contributing factors of consumers’ 
intention to use an e-voting system. The system should be useful, and easy to use 
with minimal hassle in using it. The system should save citizen effort and time to 
que at polling station to cast for a vote. Further, the government should outline 
effective campaigns and promotional activities to alarm citizen regarding the 
importance and benefit of using e-voting system for casting vote electronically. 
They could use various channels including social media and traditional media for 
this effort. This quantitative research delivers a preliminary idea about the 
predictors of consumers’ intention to use an e-voting system in an emerging nation 
which would aids the government strategic and action plan.  

 

However, the limited coverage of this research offer some direction for 
further research. The survey was administered among sample population in a 
specific geographic context. Consequently, the results affect the generalizability 
of the findings. Further research is recommended to enlarge the sample coverage 
as this might uncover a more generalized view in broader context beyond a 
developing nation setting alone. Besides, future research should extend the 
current research by undertaking analysis of varying characteristics of respondents 
like cluster analysis and moderating effect on demographics such as gender, age, 
and income. The rationale for these recommendations being each group of 
respondents either male or female; young or older; and lower income or higher 
income might have differing perspectives on each measurement items and 
constructs. For instance, prior scholars asserted that gender difference affect in 
computer anxiety as males be disposed to have low computer anxiety level than 
females (Cooper, 2006). Further, older generation did not trust the Internet thus 
making it hard for them to cast the vote electronically (Powell et al., 2012). 
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