
 The European Proceedings of 
Social & Behavioural Sciences 

EpSBS 
 

                                                                              ISSN: 2357-1330 
 

This is an Open Access article distributed under the terms of the Creative Commons Attribution-Noncommercial 4.0 
Unported License, permitting all non-commercial use, distribution, and reproduction in any medium, provided the original work is 
properly cited. 
 

https://doi.org/10.15405/epsbs.2019.08.30 
 

 

ICBSI 2018 
International Conference on Business Sustainability and 

Innovation   
 

DETERMINANTS OF INSURANCE AGENTS BEHAVIOURAL 
INTENTION TO USE MOBILE TECHNOLOGIES  

 
 

Low Pei Imm (a), Teoh Ai Ping (b)*, Rajendran Muthuveloo (c)  
*Corresponding author 

 
(a) AIA. Bhd., CAO Off, Tmn Mount Austin, Johor Bharu, Johor, Malaysia, Email: lowpeiimm@gmail.com  

(b) Graduate School of Business, Universiti Sains Malaysia, Penang, Malaysia, Email: apteoh@usm.my 
 (c) Graduate School of Business, Universiti Sains Malaysia, Penang, Malaysia. Email: rajen789@usm.my 

 
 

Abstract 
 

In today's dynamic digital era, critical functions in businesses are being affected by mobile technologies 
with the ability to collect instant data thus providing valuable insights to managers towards achieving 
business sustainability. This study examined the determinants of behavioural intention to use mobile 
technologies in business among insurance agents in Malaysia based on a modified Unified Theory of 
Acceptance and Use of Technology 2. In addition, this study investigated the impact of age, voluntariness 
and experience on associations between the determinants and behavioural intention to use mobile 
technologies. Utilizing online questionnaires survey, a total of 208 usable responses were collected. The 
results suggested that performance expectancy, facilitating conditions, social influence, hedonic motivation, 
personal innovativeness and habit are significant in determining the behavioural intention. Nevertheless, 
effort expectancy and price value do not have any impact. Experience in using mobile technologies 
moderates the relationship between personal innovativeness and behavioural intention; but age only 
moderates the relationship between habit and behavioural intention. Interestingly, the effect of habit on 
behavioural intention to use was found to be influenced by voluntariness. Findings from this study 
contribute in enhancing the utilisation of mobile technologies at work which subsequently increases the 
efficacy and business sustainability of insurance industry in emerging economies such as Malaysia.   
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1. Introduction 

Mobile technologies are found to provide significant strategic implications in organizations with 

more flexibility in communication, collaboration and information sharing among the workforce as well as 

with the customers (Berghaus & Back, 2014; Lu, Lin, & Yueh, 2018). Mobile technologies have since 

becoming a critical strategic tool towards driving organisations towards sustainable business thus changing 

the key functional departments by providing real-time information to the entire supply chain (Hennig-

Thurau et al., 2010). Businesses that have access to accurate real-time information in all aspects are 

empowered to gain valuable insights (Bellman et al., 2011; Thiangtam, Pongpun & Wilert, 2017). When 

employees being their own mobile technologies device to work, it will exert notable impacts on 

organizations; namely higher efficiency, productivity, cost savings and process improvements (Aurelie, 

2015). For sales persons’ career development, it has now largely utilizes mobile technologies (Roman, 

Rodriguez & Jaramillo, 2018). Furthermore, the most important tasks supported by mobile technologies 

were efficient communication and information access in job-related tasks which increase employees' 

adoption of mobile technologies (Lu, Li, & Yueh, 2018). However, there are still lack of empirical 

evidences on the significant factors which influence employees’ behavioural intention to use mobile 

technologies, particularly in the insurance business in emerging countries such as Malaysia. This study aims 

to examine determinants of behavioural intention to use mobile technologies in business among insurance 

agents in Malaysia. This study is important as it uncovers significant factors which influence insurance 

agents’ behavioural intention to use mobile technologies within the context of an emerging country 

 

2. Problem Statement 

Mobile technologies play vital roles in enhancing business processes across various industries, 

including the competitive insurance industry in which mobile technologies are utilized to improve 

efficiency of office employees along with its processes (Visvanathan & Van Der Merwe, 2018). Gowanit, 

Thawesaengskulthai, Sophatsathit and Chaiyawat (2016) promoted that insurance businesses are able to 

ride on mobile technologies seamlessly as most of the transactions and processes can be completed 

electronically; hence mobile technologies has been the most important change in the industry. This is 

supported by Thiangtam et al. (2017) and Lu et al. (2018) who expect fully electronic-based business 

models for the insurance industry in the near future, thereby strengthening the role of mobile technologies 

in insurances businesses. Ernest and Young (2015) reported that technology is the emphasis of insurers and 

found that almost 80 percent customers favoured using remote and digital channels with their insurers. 

Thus, in the insurers’ effort to establish relationships with customers, many insurers are investing in mobile 

and digital platforms and mobile technologies. These technologies enable the insurers to enhance the 

efficiency of their internal operations and process; while deliver convenience for consumers as well. 

In the Malaysian insurance industry where this study is situated, among the first-in-market 

technology was introduced by AIA Berhad in 2012 whereby the customers are able to be insured just within 

a day without going through unnecessary hassles. Furthermore, AIA Berhad was also the first insurer 

globally to implement a standalone point-of-sales system running on an iPad, which is a mobile device. As 

a result, the insurance agents are able to carry out all-inclusive financial advisory processes with protected 
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automated and digital submission of life insurance policies. This has in turn improves the efficacy of the 

insurance-purchasing process. While the insurance agents can concentrate on delivering quality financial 

advice to customers competently via automation and mobility; customers can also acquire insurance 

coverage as fast as within one day.  

It is evident that insurance businesses can utilise mobile technologies to enhance the effectiveness 

and efficiency at work. Previous research in insurance industry found several determinants that affect such 

technologies adoption (Liang, Huang, Yeh & Lin, 2007; Gowanit et al., 2016; Yueh, Lu & Lin, 2016); 

Visvanathan & Van Der Merwe, 2018). However, there are still limited studies conducted to discover 

determinants that initiate the usage, improve the present usage and advance a constant usage among 

employees and agents in the insurance industry. In fact, the model used in previous studies has not been 

able to wholly clarify the users’ behavioural intention to use mobile technologies as a business tool in the 

context of insurance industry in an emerging country such as Malaysia. Hence, this study attempts to 

address the gap in the previous literature and investigates the determinants of behavioural intention to use 

mobile technologies in business among Malaysian insurance agents.  

 

3. Research Questions 

This research aims to answer the following questions: 

§ Do effort expectancy, performance expectancy, social influence, hedonic motivation, 

facilitating conditions, price value, personal innovativeness and habit affect behavioural 

intention to use mobile technologies among insurance agents? 

§ Do age, gender, experience and voluntariness moderate the relationships between the 

determinants and behavioural intention to use mobile technologies in business among 

insurance agents? 

 

4. Research Method 

4.1. Hypotheses Development 

This study adapted UTAUT2 model which incorporates three new constructs into the previous 

UTAUT model, namely hedonic motivation, price value and habit. Besides, UTAUT2 considers individual 

user differences such as age, gender and experience are being hypothesized to restrain the effects of these 

constructs on behavioural intention and technology use.  Compared to the original UTAUT model, the 

extensions or modifications proposed in UTAUT2 model produced a significant and huge improvement in 

the variance explained for behavioural intention and technology use (Venkatesh et al. 2012). The UTAUT2 

model improves the percentage of variance explained by 18% and improves the actual use of ICT by 12%. 

Performance expectancy reflects the perceived utility associated with using mobile technologies. 

For this study, performance expectancy is defined as the degree of expected benefits insurance agents 

expect when using a technology to perform various activities and works which are required for their 

insurance business purpose. Venkatesh et al., (2003) establish performance expectancy being the strongest 

construct among all the constructs in his UTAUT model. Taiwo and Downe (2013) found performance 
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expectancy as the only strong relationship among the determinants and behavioural intention to use 

technology. Likewise, Kaba and Toure (2014) proved that performance expectancy positively influenced 

intentions to adopt social networking, but this relationship did not hold when gender and age were taken 

into consideration. Chen and Chang (2013) shows the use of mobile technology services impacts the 

perceived performance expectancy of innovative technology applications. Yueh et al. (2016) discovered 

performance expectancy significantly affected mobile technology usage behaviour. Therefore: 

H1: Performance expectancy influences behavioural intention to use mobile technologies in 

business among Malaysian insurance agents. 

Efforts’ expectancy explains how much does the person feel comfortable and find it easy to adopt 

and employ the technology as part of their jobs. The effects of effort expectancy on technology adoption 

intentions were found weak (Taiwo & Downe, 2013). Carlsson, et al. (2006) establish effort had a straight 

influence on individual’s intention to use mobile services and devices. Chiu and Wang (2008), Chiu et al. 

(2010) and Gan, Teoh and Muthuveloo (2017) also found that effort expectancy was positively associated 

with behavioural intention. Therefore: 

H2: Effort expectancy influences behavioural intention to use mobile technologies in business 

among Malaysian insurance agents. 

It has been observed in previous studies that decision of a user can be influenced by others such as 

peers or instructors (Miller et al., 2015). Social influence on behaviour intent and use of mobile phones was 

found to be significant (Agrebi & Jallais, 2014). Social influence was found to affect individuals' intentions 

toward a certain behaviour (Yueh et al., 2016). Berghaus and Back (2014) identified social influence is one 

of the drivers of mobile business solution adoption in business organization. Gowanit, Thawesaengskulthai, 

Sophatsathit and Chaiyawat (2016) found external (social) issues affect attitude and behaviour in the 

adoption of a mobile insurance claim system. Therefore: 

H3:  Social influence influences behavioural intention to use mobile technologies in business 

among Malaysian insurance agents. 

Facilitating conditions can be explained as the degree to which a user believes that his or her 

organization is actually providing all the necessary resources related to utilisation of mobile technologies 

to improve work efficiency. Venkatesh et al. (2003) found that this variable was not significant as a 

determinant of intention while recent studies such as Kumar et al. (2017) and Yueh et al. (2016) found 

facilitating conditions to have positive impact on behavioural intention of mobile technology. Therefore: 

H4: Facilitating conditions influences behavioural intention to use mobile technologies in 

business among Malaysian insurance agents. 

Hedonic motivation refers to the enjoyment and fun as a results of consuming a technology and has 

been verified to show a noteworthy role in defining technology acceptance and use (Brown & Venkatesh 

2005). Magni et al. (2010) hedonic motivation is related to the essence of psychological and emotive 

experiences. Song, Sawang, Drennan, and Andrews (2015) established hedonic expectation as one of the 

determinants affecting users’ intentions to adopt mobile technology. Therefore: 

H5: Hedonic motivation influences behavioural intention to use mobile technologies in 

business among Malaysian insurance agents. 
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The monetary cost involved in the consumers’ context to use a technology generally has an effect 

which could influence the consumers’ use of technology. Issues relating to cost have been incorporated to 

explain the consumers’ behaviour on technology usage in past studies (Chong, 2013). The pros of using 

this technology outweighs the monetary cost involved provides a positive price value , while most studies 

find that the price value concept is important in attracting consumers to use a new technology (Zhao et.al, 

2012; Gan, Teoh & Muthuveloo, 2017). Therefore:  

H6: Price value influences behavioural intention to use mobile technologies in business among 

Malaysian insurance agents. 

Habit refers to the how much people incline to act or accomplish a certain behaviour spontaneously 

because of learning of the way how it works (Limayem et al. 2007). Ajzen and Fishbein (2005) stated that 

feedback from previous experiences will influence the users’ beliefs and consequently the future 

behavioural intention. Limayem et al. (2007) include prior use as a predictor of habit. Therefore:  

H7: Habit influences behavioural intention to use mobile technologies in business among 

Malaysian insurance agents. 

Personal innovativeness, being a personality trait has a lasting effect on human behaviour but very 

few studies explored its effect in a post-adoption of Information System context with strong empirical 

support (Hong et al., 2011; Sun, 2012). Users who adopt new technology is being known as innovators or 

actual innovators and this group of users often have specific and identifiable characteristics. Hence, 

insurance agents with higher levels of personal innovativeness are expected to develop more positive 

perceptions about the technology and have more positive intentions to use the mobile technologies. 

Therefore:  

H8: Personal innovativeness influences behavioural intention to use mobile technologies in 

business among Malaysian insurance agents. 

Past research found that the age of the users has a direct and important effect on their behaviour 

(Afarikumah & Achampong, 2010). Stafford, Turan and Raisinghani (2004) identified a positive 

relationship between the consumers’ age and the probability of them using a new technology. 

Zaremohzzabieh et al. (2014) did not find a significant path between social influence and intention but once 

age is being placed as the moderator, the effects has become more pronounced on older respondents. 

Visvanathan and Van Der Merwe (2018) discovered that younger generation found it easier to adopt mobile 

technology than the older generation. Experience refers to the degree of experience the user, has with the 

system that is to be used. Venkatesh et al. (2003) found that the effect of facilitation on technology usage 

is stronger when the users’ experience increases. Based on the findings from previous research such as Yeh 

and Teng (2012), it is expected that the experience gained by the insurance agents will moderate the 

acceptance and intention to use mobile technologies in their insurance business.  

Relative to the original conceptualization of UTAUT, voluntariness is defined as the degree to use 

of the mobile technology is perceived as being voluntary or of free will (Moore & Benbasat, 1991). This 

study includes voluntariness into the UTAUT2 model as the use of mobile technologies. From the business 

perspective, insurance companies in Malaysia made it compulsory for new agent recruits to have at least 

an iPad 3 in order to be an insurance agent. After the new agents have been successfully recruited by the 
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company, it is up to the agents whether they would want to continue using the mobile technologies in their 

business. Therefore: 

H9: Age influences the relationship between habit and behavioural intention to use mobile 

technologies in business among Malaysian insurance agents. 

H10: Experience influences the relationship between personal innovativeness and behavioural 

intention to use mobile technologies in business among Malaysian insurance agents. 

H11: Voluntariness influences the relationship between habit and behavioural intention to use 

mobile technologies in business among Malaysian insurance agents. 

Figure 01 illustrates the research model of this study. 
 

 
Figure 01. Research Model 

 
5. Findings 

This study adopted the cross-sectional quantitative survey method. Using convenience sampling 

method and snowballing technique, website link of an online survey were emailed to insurance agents in 

Malaysia identified via business contacts of the researchers. A total of 208 valid and usable questionnaires 

responses were collected from insurance agents across Malaysia. These responses were then analysed using 

Partial Least Squares (SmartPLS 3.0) which has been used by researchers in the technology acceptance 

field. The respondents consist of 51.4% male. Majority of the respondents (32.2%) are in the age group of 

26 - 33 years old. A total of 36.1 percent insurance agents who responded to this survey are diploma holders 

whilst 33.2 percent of the respondents are bachelor degree holders. Most of the respondents (71.6%) have 
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been using mobile technologies for more than 3 years, indicating mobile technologies is not something new 

to them. Interestingly, 63.5% of the insurance agents responded that they use mobile technologies 

voluntarily and 36.5% of respondents saying that it is compulsory to use mobile technologies in their 

insurance business. 

In the measurement model assessment (Chin, 1998), the loadings of each item are all above 0.90; 

AVE are all above 0.80 and CR are all above 0.90. R² of Behavioural Intention was 0.944, indicating 94.4 

percent of the variance in behavioural intention to use mobile technologies in business is backed by the 

independent variables in this study. R² value above 0.2 shows that the intention has been explained in all 

the constructs. Discriminant validity was verified with the square root of the AVE for each construct 

whereby the value calculated is higher than the correlations between it and all other constructs (Gall, 2003). 

In structural model, the path coefficients (β) and variance (R²) were tested. As shown in Table 1, the 

independent variables which influence behavioural intention to use mobile technologies in business 

positively at 0.01 percent significant are Performance Expectancy (H1 and β=0.187), Social Influence (H3 

and β=0.150), Hedonic Motivation (H5 and the β=0.221) and Habit (H7 and β=0.189). The independent 

variables which influence behavioural intention to use mobile technologies in business positively at 0.05 

percent significant are Facilitating Condition (H4 and β=0.124), Personal Innovativeness (H9 and β=0.119). 

The independent variables which does not affect behavioural intention to use mobile technologies in 

business are found to be Effort Expectancy (H2 and β=0.024) and Price Value (H6 and β=0.015). Hence, 

by assessing the dependent variable satisfaction, this study concludes that H1, H3, H4, H5, H7, and H8 are 

supported while H2 and H6 are not supported in the model. Furthermore, this study did not find significant 

influence that age has on any of the determinants except for habit (H9, β=0.056). The experience in using 

mobile technologies in business influences the insurance agents’ personal innovativeness on behavioural 

intention to use (H10, β=0.059). Voluntariness significantly influences the relationship of habit and 

behavioural intention to use mobile technologies (H11, β = -0.127). 

 
Table 01. Summary of the Structural Model 

Path Description 
Hypo-
thesis 

Beta 
Value 

t-value Result 

PE -> BI Performance Expectancy -> Behavioural 
Intention 

H1 0.187 3.950** Supported 

EE -> BI 
Effort Expectancy -> Behavioural 
Intention H2 0.024 0.482 

Not 
Supported 

SI -> BI 
Social Influence -> Behavioural 
Intention H3 0.150 3.672** Supported 

FC -> BI Facilitating Condition -> Behavioural 
Intention 

H4 0.124 1.986* Supported 

HM -> BI Hedonic Motivation -> Behavioural 
Intention 

H5 0.221 3.247** Supported 

PV -> BI Price Value -> Behavioural Intention H6 0.015 0.416 
Not 
Supported 

HT -> BI Habit -> Behavioural Intention H7 0.189 3.252** Supported 

PI -> BI Personal Innovativeness -> Behavioural 
Intention 

H8 0.119 2.175* Supported 

A*H -> BI Age*Habit ->Behavioral Intention H9 0.056 2.394* Supported 
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Y*PI -> BI 
Experience*Personal Innovativeness -
>Behavioral Intention 

H10 0.059 2.167* Supported 

V*H -> BI Voluntariness*Habit ->Behavioral 
Intention 

H11 -0.127 2.900** Supported 

Note: *p<0.05; **p<0.01 
 
6. Discussion 

Adapting UTAUT2 model (Venkatesh et al., 2012), this study aimed to provide significant 

contributions towards understanding the behavioural intention to use mobile technologies by insurance 

agents as a sustainable strategic business tool in Malaysia.  

Performance expectancy has a positive influence on the use and acceptance of mobile technologies 

(H1) with a path coefficient of 0.187. This finding is consistent with the previous UTAUT studies discussed 

in hypotheses development. However, the results shown that the performance expectancy was not the 

strongest predictor as shown in Venkatesh et al. (2003). Insurance agents were seemed to be rational in 

their behavioural intention to use of mobile technologies in business by understanding the effectiveness of 

the technology. This means that insurance agents care about the outcomes of using mobile technologies 

before using it.  

Contrary to expectations, effort expectancy (H2) was not found to have a direct effect. This is not 

consistent with the result obtained from the past studies which have reported that when users perceive a 

system is easy and effortless to use, they feel positive attitude toward acceptance of the system (Venkatesh 

& Morris, 2000; Venkatesh et al., 2003). One explanation for effort expectancy not to affect the behaviour 

intention to use the mobile technologies is that the sample was drawn from insurance agents with high self-

efficacy and education. Majority of the insurance agents have diploma or a degree qualifications. These 

insurance agents are capable of learning how to operate mobile technologies devices even without a proper 

training and instructions. Besides that, majority of the insurance agents were considered as Gen-Y who are 

generally technology savvy people and staffed with technology background. Hence, effort expectancy does 

not seem to have a significant effect on the behavioural intention to mobile technologies in business.  

Social influence (H3) was found to have a positive path coefficient of 0.150. Consistent with 

previous studies, respondents are concerned about environmental influences such as the opinions of their 

friends. Their opinions and views will affect the insurance agents’ intention to adopt mobile technologies. 

Insurance agents are seen to be very likely to develop dependent evaluations and place a huge weight on 

others’ opinions. Insurance companies can select a few agents who are using mobile technologies and build 

their reputation by sharing their success strategies with the technology. This will help to build a favourable 

opinion from other agents on the usage and subsequently influence other agents to use the mobile 

technologies. Besides that, insurance companies could actually provide incentives such as awards and gifts 

for insurance agents who are able to influence other insurance agents to use mobile technologies as a 

strategic business tool. 

The results found the effect of facilitating condition (H4) on behavioural intention was significant. 

The positive impact of facilitating conditions with a path coefficient of 0.122 suggests that it is important 

for insurance companies to provide the necessary infrastructure and technical support when they are going 

to adopt such technologies in the insurance business. Insurance agents are concerned about the surrounding 
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environment like having the necessary infrastructures, knowledge and capabilities to influence and support 

their usage of mobile technologies. This result is consistent with the result obtained by Fuksa (2013) and 

others.  

This study found hedonic motivation (H5) is the strongest determinant with a path coefficient value 

of 0.221. This result is consistent with the past researches such as Brown and Venkatesh (2005) and 

Venkatesh et al. (2012).  Doing insurance business by using mobile technologies is something new to the 

insurance agents. They found that using mobile technologies is fun and they enjoying using it in their 

insurance businesses compare with the brick and mortar way of doing business. 

Behavioural intention to use mobile technologies is not affected by price value (H6). This can be 

due to some insurance agents may have actually purchased a mobile device for their insurance business 

while some insurance firms may have provided such mobile devices to the insurance agents. Hence, there 

may be difference in the price value aspect for insurance agents.  

Habit (H7) is the second strongest determinant with a path coefficient of 0.189. This is consistent 

with the result of Venkatesh et al. (2012) and is in partial agreement with the result of Limayem et al. 

(2007). Both studies confirmed the direct effect of habit on technology use similar to the result obtained. 

The possible explanation for this finding is the greater the insurance agents’ habit in using mobile 

technologies in their daily life, the higher is their behavioural intention to use mobile technologies at work.  

The influence of personal innovativeness (H8) on the behavioural intention to use mobile 

technologies has showed significant relationship with a path coefficient of 0.119. This result is similar to 

Lopez-Nicolas et al. (2008). Individuals with innovative quality are able to handle the uncertainty in 

adopting a new technology. Having the ability to handle the uncertainty would increase their self-esteem 

and subsequently have a positive thinking on new innovations. Insurance agents who are more innovative 

with mobile technologies will have a stronger intention to accept and use the mobile technologies.  

This study did not find any influence that age has on any of the determinants except for habit (H9) 

with a positive path coefficient and the rest of the constructs were not significantly moderated by the age 

of insurance agents. This is contrary to the literature where it is found that age moderates the behavioural 

intention to use (eg. Venkatesh et al, 2012). In the context of this study, the older insurance agents with 

usage experience tend to rely more on habit to drive technology use. The result that we obtained for this 

study perhaps indicate that age no longer play a significant role in new technology use for other constructs. 

This study found that personal innovativeness (H10) tend to increase with the increase in the number 

of years using the technology consistent with the original UTAUT2 findings. This study also did not find 

any influence that voluntariness has on any of the determinants except for habit (H11). As habit refers to 

the degree to which people tend to display a certain behaviour spontaneously, insurance agents will have 

more intention to use the mobile technologies when the usage has become less voluntarily or in other words 

being made mandatory. This can be shown by the negative path coefficients for the habit construct. 

 

7. Conclusion 

When more and more insurance companies started to adopt mobile technologies in business and 

moving away from the brick and mortar way, the Malaysian insurance industry shows advancement into 
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total e-business towards business sustainability in a globalised competition. Insurance companies would 

not have to spend time considering determinants such as price value and effort expectancy in their mobile 

technology roadmap as this factor was seen to be not a main concern for insurance agents in adopting 

mobile technologies. This may be due to the price of mobile devices and the internet has come down 

drastically in these few years. Besides that, usage of mobile technologies can help to ensure that there would 

not be any errors in the insurance cases submission and processing compared to the conventional method 

using ink and paper. The customers and clients are also able to get fast response time from the insurance 

agents considering that all the information needed are readily available and can be provided to the customers 

and clients anytime and anywhere.  

The results obtained from this study are based on the perceptions of insurance agents who voluntarily 

chose to respond to the questionnaires given to them in the context of Malaysia. Therefore, the data obtained 

from the participants may not represent the whole view of all insurance agents as well as countries with a 

different national culture. Although the sample size has fulfilled the minimum required and involves 

insurance agents with different insurance companies’ background in Malaysia, a bigger sample size should 

be obtained to provide larger predictive power.  Future studies could consider specific context of mobile 

technologies such as notebook, tablets, smartphones, and how the insurance agents obtained their mobile 

devices whether through self-purchase or company provide. This study will be a catalyst for future research 

in the area of mobile technologies utilisation in the service industry business in particular and all industries 

in general. 

In conclusion, the usage of mobile technologies has become a norm in many businesses including 

the insurance industry, and has transformed businesses from the conventional brick and mortar way to a 

totally electronic-based business. It is crucial for insurance industry to adopt and implement mobile 

technologies as a sustainable strategic business tool to remain sustainable in the market. Before embarking 

on this mobile technologies journey, insurance companies need to know significant determinants of agents’ 

behavioural intention to use mobile technologies so that the companies can acquire good return of 

investment and ultimately attain business sustainability via benefits obtained from usage of such 

technologies in business. Findings from this study contribute in enhancing the use of mobile technologies 

in business which ultimately improves the efficacy and business sustainability of insurance industry in 

emerging economies such as Malaysia. 
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