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Abstract

Customer loyalty is always an agenda that organisations would like to achieve. However, it is not an easy
agenda to be achieved. This is not an exceptional agenda for collaborative consumption services particularly
in e-hailing services. Therefore, to ensure customer loyalty particularly in continuance usage intention, e-
hailing organisations need to focus on users’ perceived value because literature states that perceived value
influences users’ satisfaction, and this will lead to customer loyalty. The Partial Least Squares (SmartPLS
version 3.2.8) analysis revealed that the customer perceived value which consists of economic value,
convenience value, sustainability value and hedonic value positively influence users’ satisfaction and
subsequently, users’ satisfaction positively influence users’ continuance usage intention. As a result, e-
hailing organisations need to improve and concentrate on their services especially those related to providing
economic value, convenience value, sustainability value and hedonic value. Managerial implications as
well as the future research directions are duly discussed.
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1. Introduction

The advancement in mobile technologies such as fourth generation (4G), GPS navigation as well as
online payment has provided users with a new way of commuting from one destination to another.
Organisations have taken the advantage of mobile technologies and offered users a platform to get their
transportation. Instead of hailing a transport at a bus stop or by the roadside, users can now hail at a place
convenience to them and wait for their ride to arrive at their doorstep. In other word, through smartphone,
internet connection and the application (app) platform users can enjoy getting transportation in a convenient
way. This service is known as e-hailing. Today, e-hailing services in Southeast Asia is forecasted to reach
$20.1 billion in revenue by 2025 (Newcomer & Lee, 2018). This figure does not only show how profitable
e-hailing services are but also show the rapid adoption of e-hailing services in both developed or developing

countries in Southeast Asia.

2. Problem Statement

As more and more e-hailing services are offered in the transportation industry, retaining the current
e-hailing users’ have become difficult than acquiring new users. Although e-hailing has attracted a diverse
group of consumers, especially the Millennials who are born between 1980 to 2000 (Gurau, 2012) this
generation has its own characteristics which make them a challenge to marketers. For example, they tend
to be less loyal when compared to the previous generation (Reisenwitz & Iyer, 2009). Furthermore, they
want products or services that match their personality and lifestyle (Caplan, 2005). They also have high
expectations for brands and they accept the services and products that provide them the best value
(Solomon, 2018). To satisfy and retain them as compared to other generations will be more difficult. Due
to this, e-hailing organisations need to identify what are the values that could contribute to their satisfaction

and lead to continuance usage intention.

3. Research Questions

To fill in this gap, the present research questions are:

= Does perceived value (economic value, convenience value, symbolic value, sustainability value
and hedonic value) lead to users’ satisfaction with e-hailing services among the Millennials?

= Does satisfaction result in continuous usage intention in e-hailing services among the

Millennials?

4. Purpose of the Study

Focusing on e-hailing services among the Millennials is crucial given that e-hailing is a new industry
especially in Malaysia. This is obvious because e-hailing is one of the sectors that could play a role in
realising the action plans set out in the National policy on Industry 4.0 and the National e-Commerce
Strategic Roadmap (Zakariah, 2019). For example, Grab has invested about US$6.8 billion in acquisitions
since April 2014. Furthermore, e-hailing also unlocks greater economic gains by creating jobs for

Malaysian. Therefore, there is a need for e-hailing to sustain and stay competitive in the market through
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an understanding of the important values that users seek when they use e-hailing services. Understand this

will lead to users’ satisfaction as well as result in continuance usage intention.

4.1. Theoretical foundation

The theoretical foundation for this research is based on Oliver's (1980, 1993) four-stage-loyalty
model. According to this model, loyalty does not emerge simultaneously but rather consecutively over time.
It involves cognitive loyalty, affective loyalty, conative loyalty and action loyalty. As a result, each of
these phases involved different elements of attitude. Although this model has been applied in several
context such as tourism, (Ahn & Back, 2018; Han et al., 2011) DIY market (Evanschitzky & Wunderlich,
2006) but this model has yet to be introduced and applied in e-hailing services. Based on this theory, it is
suggested that users’ perceived value which is cognitive loyalty will influence customer satisfaction
(affective loyalty). Affective loyalty will then result in conative loyalty which is the continuance usage

intention.

4.2. Development of Research Framework and Hypotheses
Economic value
One of the main reasons why users are attracted to use e-hailing services is due to the economic
value. According to Hamari et al. (2016) and Mohlmann (2015), they had identified that economic value
is one of the motivation and benefits that consumers gain while using collaborative consumption services
as compared to other traditional services. In addition, economic value is also one of the key determinants
towards users’ satisfaction especially among the Millennials users (Mohlmann, 2015). Therefore, economic

value has a positive influence on satisfaction.

HI: Economic value is positively related to satisfaction with e-hailing services

Convenience value

Convenience value has become a major attractor especially for mobile technology-related services
because technology, helps to fulfil users’ tasks efficiently (Anderson & Sullivan, 2008). As e-hailing
services are technology-based, it allows users to hail a car at their convenience as long as they are linked to
the internet and they have the app downloaded in their smartphone. As a result, services are delivered

conveniently to users and this convenience value will contribute towards customers’ satisfaction.

H?2: Convenience value is positively related to satisfaction with e-hailing services

Symbolic value

Symbolic value reflects desires for products that fulfil internally-generated needs associated with
self-image or role (Park et al., 1986). Symbolic value is one of the positive outcomes in collaborative
consumption services (Hwang & Griffiths, 2017). As collaborative consumption services are technology-
based, Millennials would perceive that there is symbolic value in the usage of collaborative consumption

services because they will regard themselves as ‘technology-savvy consumers hailing a car in style’.
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According to Mohlmann (2015), users who seek for symbolic value are more likely to be satisfied with
collaborative consumption services. Therefore, symbolic value will have a positive influence on

satisfaction.

H3: Symbolic value is positively related to satisfaction with e-hailing services

Sustainability Value

E-hailing services are expected to be an ecologically sustainable service. According to Phipps et al.
(2013) the development of collaborative consumption services especially the collaborative consumption
platforms such Airbnb are used to foster more sustainable market place. Researchers such as Hamari et al.
(2016) included sustainability value in their study because they found that users who use collaborative
consumption services such as accommodation services (Airbnb) are environmentally concerned about
ecology issues. Nevertheless, the more users believed that using e-hailing services brings about
sustainability value, the more satisfied they will be with e-hailing services. Thus, sustainability value will

have a positive influence on satisfaction.

H4: Sustainability value is positively related to satisfaction with e-hailing services

Hedonic Value

Hedonic value are value received from the “multisensory, fantasy and emotive” aspect particularly
on e-hailing experiences (Jones et al., 2006). Hedonic value can be found as user experience the services
as they uses them (Babin & Attaway, 2000). In e-hailing services context, users can enjoy the car ride with
their family and friends. They could experience riding in different types of car from one destination to
another. Furthermore, they feel more relaxed when they use e-hailing services especially during heavy
traffic. These pleasurable and fun experiences evoke favourable and positive feelings. Through these
experiences and positive feeling, higher degree of satisfaction will occur (Hsiao et al., 2016). Therefore,

hedonic value has a positive influence on satisfaction.

H5: Hedonic value is positively related to satisfaction with e-hailing services

Satisfaction and Continuance Usage Intention

Previous empirical studies such as Bhattacherjee (2001), Hsiao et al. (2016) and Kaewkitipong et
al. (2016) have found that customer satisfaction leads to continuance usage. Furthermore, customers’
continuance intention is determined by their satisfaction. According to Bhattacherjee (2001) the higher the
levels of satisfaction the stronger the reuse intention particular in online context. In the collaborative
consumption context, Arteaga-Sanchez et al. (2018) and Mohlmann (2015) have also found that customers
who are satisfied with collaborative consumption services will result in their continuance usage. Therefore,

satisfaction has a positive influence on continuance usage intention.

H6: Satisfaction is related positively to continue usage intention in e-hailing services
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The research framework is shown as Figure 01.
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Figure 01. Research Framework

5. Research Methods

5.1. Population and Sample

This study consists of Malaysians who have experience using e-hailing services particularly
GrabCar. A purposive sampling method was employed because this study focused only on users’ post
purchase experiences. GrabCar users are in the best position to provide the required information for this
study because GrabCar has been the longest in operation compared to other e-hailing services in Malaysia.
The sample for this study was among the Millennial users who are born between 1980 to 2000 (Gurau,
2012) and are aged between 19-39 years old as of 2019. Millennial users were chosen for this research
because this generation has always being linked to mobile technology and are being described as the “first
high-tech generation” (Eastman et al., 2014). More importantly, Millennials are the segment that is most
drawn towards collaborative consumption (Hwang & Griffiths, 2017). Furthermore, public university
students were recruited for this study because public university students have limited resource of
transportations as compare to the private university students. More importantly students are the early
adopters of technology and are familiar with a wide range of Internet-related products. Therefore,
Millennial’s experience in using GrabCar make them far more interesting subjects to be student compared

to other generations.

5.2. Measurement
The items/measures of this study were adapted from several resources — perceived value: economic
value (Tussyadiah, 2015); convenience value (Sigala, 2006); symbolic value (Teo & Pok, 2003);
sustainability value (Hamari et al., 2016); hedonic value (Sweeney & Soutar, 2001); satisfaction (Ruiz et

al., 2008) and continuance usage intention (Tsai et al., 2014). 5-point Likert scale ranging from 1=strongly
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disagree and 5=strongly agree were used to measure perceived value and satisfaction. Two analysis
software were used for the data analysis. SPSS version 23 was used to compute the descriptive statistics
for the demographic profile. SmartPLS version 3.2.8 was used for the partial least squares analysis (Ringle

etal., 2015).

6. Findings

6.1. Demographic
A total of usable responses was 493 out of 500 responses received. Out of 493 respondents, 64.3%
of the respondents are female and 35.7% percent are male. Most of the respondents are Malay (66.5%),
Chinese (19.1%), other ethnic ties in Malaysia such as Dusun, Bajau, Kadazan, Rungus (9.3%) and
followed by Indian (5.1%). In term of respondents’ current education background, 76.1% are doing their

undergraduate, 18.5% are postgraduate student while 5.5% are diploma students.

6.2. Common method bias
As data was collected from a single source (experienced users of e-hailing services), there is a need
to identify whether common method bias has occurred (Tehseen et al., 2017). Due to this, several questions
about users’ cognitive rigidity (Oreg, 2003) were collected. To identify whether common method bias
occurred, the method of partialling out a marker variable was implemented Podsakoff et al. (2003) by
observing the R? values of the endogenous constructs before and after adding the marker variable. Table 01
shows that the R? changes are very small. Therefore, this indicates that common method bias did not occur

in this study.

Table 01. Partial Out a Marker Variable

Without Marker With Marker Changes
Variable (R?) Variable (R?)
Satisfaction 0.564 0.565 0.001
Continuance Usage 0.407 0.407 0.000
Intention

6.3. Measurement Model
The construct validity measurement model was assessed through convergent and discriminant
validity. Table 02 shows that all indicator loadings were higher than 0.50 (Byrne, 2016); Average variance
extracted (AVE) values for each latent variable exceeded the threshold value of more than 0.50 (Hair et al.,
2017); and the composite reliability scores exceeded 0.70 (Hair et al., 2017). These results show that

convergent validity has been achieved.

Table 02. Convergent Validity of the Measurement Model

Construct Indicators Indicator CR AVE
Loadings
CINT1 0.854 0.891 0.731
Continuance Usage | CINT2 0.894
Intention CINT3 0.815
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CV1 0.719 0.882 0.652
Ccv2 0.820
CV3 0.871
Convenience Value | CV4 0.813
EV1 0.863 0.918 0.736
EV2 0.890
EV3 0.805
Economic Value EV4 0.872
HVI 0.795 0.914 0.679
HV2 0.824
HV3 0.813
HV4 0.850
Hedonic Value HVS5 0.838
SATI 0.780 0.911 0.631
SAT2 0.823
SAT3 0.806
SAT4 0.750
SAT5 0.835
Satisfaction SAT6 0.768
STVI 0.852 0.922 0.702
STV2 0.828
STV3 0.880
Sustainability STV4 0.804
Value STVS 0.824
SV1 0.813 0.882 0.604
SV2 0.823
SV3 0.835
Symbolic Value Sv4 0.547

To ascertain discriminant validity of the measurement model, Heterotrait-Monotrait Ratio of
Correlations (HTMT) was used. Table 03 shows that all the inter-construct correlations were less than the
threshold value 0.9 (Henseler et al., 2015). Furthermore, all the constructs in the measurement model were
conceptually distinct from each other because none of the HTMT confidence intervals straddled the value

of zero.

Table 03. Discriminant validity

Continuance Usage
Intention

Convenience Value

Economic Value

Hedonic Value

Satisfaction

Symbolic Value

Sustainability Value
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6.4. Structural Model

After assessing the measurement model, the analysis then continued towards the structural model
assessment. To obtain the path coefficients and the corresponding t-values, a bootstrapping procedure of
5000 samples was used. Table 04 shows that the variance inflation factor (VIF) scores for all the variables
were within the threshold less or equal to 5 (Hair et al., 2017).

According to (Falk & Miller, 1992), the threshold for R2 values should be at least surpass 0.10 in
order for the variance explained of a particular endogenous construct to be deemed adequate. In this study,
50.5% of variance in satisfaction (R2=0.505) and 39.3% of variance in continuance usage intention
(R2=0.393) can be explained by the model. The variables that are significant and have a positive effect on
satisfaction were convenience value (§=0.197; t=5.688), economic value (=0.146; t=3.993), hedonic value
(B=0.533; t=13.865) and sustainability value (f=0.078; t=1.978). Although symbolic value (p=-0.092;
t=2.169) was found to be significant, nevertheless, the relationship turned out to be an inverse one due to
the negative sign, thus rendering the effect of symbolic value on satisfaction as not significant in this study.
Due to this, symbolic value is not significant in this study. On the other hand, satisfaction has a positive
effect on continuance usage intention (f=0.627; t=18.06). As for the lower and upper confidence limits, all
of the variables did not straddle a ‘0’ rendering the abovementioned paths as significant except for symbolic
value. Furthermore, it is also important to assess whether the exogenous constructs which consist of
convenience value, economic value, hedonic value and sustainability value have a substantive impact on
the endogenous constructs. To assess this, Cohen's (1988) criteria for the effect sizes (f2) was referred
where 0.02 equals to a small effect, 0.15 as a medium effect and 0.35 as a large effect. In this study, it was
found that hedonic value has a medium effect (f2=0.332) on satisfaction while convenience value
(£2=0.063) and economic value (f2=0.032) have a small effect. However, sustainability value has no effect
(£2=0.009) on satisfaction. Besides that, the Q2 values of 0.295 and 0.269 were larger than 0, indicating the

exogenous constructs have predictive relevance for their endogenous constructs (Hair et al., 2017).

Table 04. Structural Model Assessment

td. td. | T- Deci-

Relationship | >0 | St LcL |ucL | % R | p Q | VIF
Beta Error | value sion

H1: CV->

SAT 0.197 | 0035 | 568 |0.143 | 0257 | 0.505 | 0.063 | 0.295 | 1.252

I;/i:TEV ~ lo146 | 0037 | 3993 |0.082 |0202 |s 0.032 1.344

;Ii:THV ~ 10533 | 0038 | 13865 | 0467 | 0.595 | S 0.332 1.732

IS{::TSTV ~ 10078 | 0039 | 1978 | 0012 |0.142 | S 0.009 1.414

H5: SV > ; -

e 0002 | 0.042 | 2169 | o |0 NS 0.012 1.426

Eg:USIAT' 0.627 |0.035 | 18.06 | 0567 | 0.682 |S 0-393 1 0647 | 0.269 | 1

Note: CV=Convenience Value; EV=Economic Value; HV=Hedonic Value; STV= Sustainability Value;
SV=Symbolic Value; SAT= Satisfaction; CUI=Continuance Usage Intention; LCL=Lower Confidence
Limits; UCL=Upper Confidence Limit; NS=Not Supported; S=Supported.
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7. Conclusion

Hedonic value has the highest impact on satisfaction. This relationship indicates that the users really
experience the enjoyment and pleasure when riding on the GrabCar especially with their friends and family.
As for convenience value, it has the second highest impact on satisfaction. Confirming findings of previous
studies which have identified convenience value as one of the reasons why consumers participate in
collaborative consumption particularly e-hailing services (Hamari et al., 2016; Milanova & Maas, 2017).
As e-hailing services such as GrabCar enable users to hail a car at their convenience in terms of time and
location, this convenience has led to their satisfaction. Economic value had the third most impact on
satisfaction towards GrabCar. According to M6éhlmann (2016), one of the reasons why users especially the
Millennial use collaborative consumption services is due to cost saving. Sustainability value was found to
be significant with users’ satisfaction. This finding is consistent with previous researcher Arteaga-Sanchez
et al. (2018) where they also found that sustainability value led to users’ satisfaction. It is obvious that users
are aware that e-hailing can contribute towards the sustainability of the environment. However, finding of
symbolic value in this study contradicts findings of previous studies as symbolic value is negatively related
to users’ satisfaction. Although e-hailing may be considered as a trendy way of commuting, the findings of
this study suggest otherwise, indicating that perhaps Millennials have come to regard the usage of e-hailing
as a standard why of commuting which is part and parcel of today’s modern lifestyle. In the early stages
of the app’s diffusion, symbolic value of GrabCar usage may have been more prevalent given that the app
has not reached mainstream and those who are early adopters of the app are accordingly regarded as smart,
resourceful and technology-savvy. However, GrabCar usage has now become a standard way of commuting
among the Millennials to the extent of eliminating any sense of novelty that can provide reduce symbolic
value to the user.

From a theoretical standpoint, Oliver (1980, 1993) cognitive-affective-conative loyalty model can
helped to understand the development among the Millennials’ loyalty formation process. Furthermore, this
study has incorporated sustainability value that are better reflect the nature of collaborative consumption
services and has validated sustainability value among the e-hailing Millennials could led to their
satisfaction. From a managerial perspective, e-hailing organisation should pay attention towards the
Millennials’ perception of value because it has been proven empirically that Millennial users’ perceived
value will lead to satisfaction and this satisfaction could result in users’ continuance usage intention. In
short, this study offers e-hailing organisations what are the important type of value that can build users’
satisfaction. The significant effect of perceived value on users’ satisfaction implies that service providers
should take measures to develop user satisfaction by strengthening users’ perceived value. For example,
e-hailing organisation can illustrate the convenience, relaxed and pleasure when using they use e-hailing
services in their marketing communication strategies. In addition, e-hailing organisation can partner with
the non-profit organisations on sustainability campaign beside offer some rebate and promotion to
appreciate the users.

This study has a few limitations that should be borne in mind. As this study focused only on the
Millennial generation cohort, future studies can consider other generation cohort and ascertain whether the
same values that result in satisfaction and continuance usage intention among the millennials apply to other

generation cohort. In addition, comparison studies can also be done between the generation cohort in the
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same country or in a different cultural context considering e-hailing is also growing rapidly in other
countries. Future research could also explore similar research, but in different contexts of collaborative
consumption such as accommodation to identify whether researchers will gain similar results. Next to that,
changes in government policy should be taken into perspective. As of 29 March 2019, the Malaysian
Government imposed a new regulation requiring all e-hailing drivers to undergo a test to prove the drivers
fit to be e-hailing drivers as well as to apply for a public service vehicle (PSV) license should they intend
to continue as GrabCar drivers. As a consequence, there will be less GrabCar drivers in the market causing
supply of the services to be limited. When this happens, users’ perception of convenience as well as
economic value will change. Thus, it would be interesting for scholars to examine how the perception of

value in GrabCar services have changed in the near future.
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