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Abstract

In recent years, a significant change has occurred in the transportation industry in
developing Asian countries, particularly in Malaysia. The emergence of several mobile
transportation applications has led to increased demand for e-hailing services, such as the Grab
e-hailing service. Today’s youth is considered to be the most technologically savvy user and is
expected to contribute significantly in its long-term development. Hence, to understand the
scenario, this study aims to investigate the intention of Generation Z to use the Grab e-hailing
service. The data analysis was performed with the PLS-SEM method using data from 320 youth
respondents. The results indicate that customer satisfaction, the effect of social media
marketing, price, and reliability are significant determinants of the intention to use the Grab e-
hailing service among Generation Z. The outcome of this study provides a better understanding
for policy-makers to enforce rules and regulations regarding e-hailing which are effective for
youth.
Keywords: Social Media Marketing, Reliability, Price, Customer Satisfaction, Generation Z.

Introduction

An e-hailing service, also known as a ride-sharing service, is a service that matches passengers
with private drivers via websites and mobile applications utilizing a location sharing system. In
Malaysia, the demand for e-hailing services has accelerated recently based on an increase in daily
travel demands, with available services including MyCar, EzCab, MULA, DACSEE, Riding Pink, and
Grab — one of the leaders in this sector. According to Statista (2019), the number of users of e-
hailing services in Malaysia is projected to increase by almost 260 per cent from 1.67 million users
in 2017 to 6.0 million users in 2023. According to Grab Singapore (2018), Grab integrated
operations and assets with Uber in Cambodia, Indonesia, Malaysia, Myanmar, the Philippines,
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Singapore, Thailand and Vietnam, thereby becoming the most widespread e-hailing service in
Southeast Asia.

Figure 1: Number of e-hailing service users in Malaysia
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Source: Statista (2019).

According to on Department of Statistics Malaysia (2018), 80.1% of individuals aged 15 years and
above use the internet, which is an increase of 9% compared to 2015 (71.1%). Meanwhile, the
population of mobile phone users showed a slight increase of 0.2% from 2015 (97.5%) to 2017
(97.7%). This combination of increased smartphone uses and internet access in conjunction with
greater exposure to innovative technologies has further enhanced the intention of users towards
e-hailing services. To date, a growing number of studies have been conducted on e-hailing
services (Aw et al., 2018; Giddy, 2019; Mohd Idros et al., 2019). However, there are limited
studies regarding the determinants driving users to adopt e-hailing services, particularly amongst
the youth. As a result, this research will bridge the gap by identifying the intention to use the
Grab e-hailing service with specific reference to Generation Z. Generation Z is generally
considered to refer to individuals born between 1995 and 2015, and they are the first generation
to have had access to an extensive range of digital communication technology throughout their
lives, such as smartphones, Wi-Fi, and interactive computer games (Dwidienawati and Gandasari,
2018). Hence, this study aims to identify factors that influence the intention of Generation Z to
use the Grab e-hailing service.

Literature Review
The intention to use e-hailing services

A number of factors have been found to influence the intention to use e-hailing services,
including the effect of social media marketing, price, customer satisfaction, and reliability. Social
media is defined as an online platform through which users can create and share content.
According to Payne (2005), the emergence of social media is challenging the traditional notion of
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customer relationship management. In the traditional customer relationship challenge
framework, the organisation has substantial information about its customers, which it can use to
manage its relationship with its customers. However, the rise of social media has given
companies the opportunity to engage with and listen to their customers while also allowing them
to advertise their products. According to Zeithaml (1981), a critical factor for both quality and
customer value is price as a brand’s standard is affected by the price of its products or services
(Turel et al., 2006). According to Button and Hensher (2001), price is an essential indicator in the
transportation industry as it affects the affordability of fares. Meanwhile, according to Mburu
(2013), price, relationship and value have an influence on customer satisfaction, whereas
according to Khuong and Dai (2016), customer loyalty is affected by price. llIma Khairani and Sri
Rahayu Hijrah Hati (2017) showed that perceived value for money, service quality and e-service
quality affect customer satisfaction. Finally, according to McKnight et al. (1986), the ability of a
service to deliver punctuality, consistency, and reliability, in relation to arrival at the destination,
journey length, communications and scheduled routes, are all essential to consider in ride-
sharing service quality dimensions. Similarly, Horsu and Yeboah (2015) show that reliability has a
significantly positive influence on customer satisfaction.

Case Study and Methodology

There is scarce literature on the intention to use e-hailing services, both in developed and
developing countries, particularly in relation to Generation Z. As the most ethnically diverse and
technologically sophisticated generation, Generation Z has the most established connection to
many aspects of the digital world, specifically regarding mobility. In this study, a quantitative
analysis is conducted to empirically establish the relevance of the factors determining the usage
of the Grab e-hailing service among Generation Z. For this purpose, the PLS-SEM method is
utilised for the empirical analysis.

Case Study Selection

Since the focus of the case study is on Generation Z, the sample population is defined as
undergraduate students in Universiti Malaysia Sarawak (UNIMAS), Malaysia, from the period of
December 2018 to February 2019. An online survey questionnaire was distributed to 350
respondents aged 19-22 years old using the UNIMAS university email and WhatsApp phone
services. A response rate of approximately 90 per cent was achieved, indicating a very high
participation rate among the students. The decision regarding the sample population was guided
by several criteria, including a high dependency on car ownership among students, limited public
transport availabilities, and very few walking and cycling facilities both on and off-campus.
Students from UNIMAS were also selected due to their characteristics, which represent
Generation Z, and their ability to use the Grab e-hailing service in comparison with the younger
individuals in this generation, who mainly rely on their families for transport decision-making.
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Hypotheses and the PLS-SEM Approach

The study applies PLS-SEM to operationalise the complex relationship between the factors that
influence the usage of the Grab e-hailing service among Generation Z. Hereby, a total of 17
indicators are used to represent four factors that determine the use of the Grab e-hailing service,
namely the effect of social media marketing, price, reliability, and customer satisfaction. PLS-SEM
consists of two main assessments, which are the assessment of the measurement model and the
assessment of the structural model. The former includes indicator reliability, convergent validity,
and discriminant validity, while the latter comprises the path analysis, which represents the
direct relationship. The conceptual framework of the hypotheses is presented in Figure 1. The
research hypotheses as thus formulated as follows:

1. The effect of social media marketing: This construct takes into account the role of social
media marketing through platforms such as Facebook, Instagram, Twitter, and
communication applications such as WhatsApp, Telegram, Line, and WeChat. It is
assumed that exposure to social media marketing may influence the intention to use an
e-hailing service. Therefore, the following hypothesis is constructed:

Hypothesis 1 (H1): There is a significant relationship between the effect of social media
marketing and the intention of Generation Z to use the Grab e-hailing service.

2. The effect of price: This construct takes into account the role of the price of an e-hailing
service. It is assumed that the effect of price may influence the intention to use the e-
hailing service. As a student, price may serve as a deterrent when commuting, whereby
students may opt for a less costly mode of transport due to budget constraints. Therefore,
the following hypothesis is constructed:

Hypothesis 2 (H2): There is a significant relationship between price and the intention of
Generation Z to use the Grab e-hailing service.

3. The effect of reliability: This construct takes into account the role of the reliability of an
e-hailing service. It is assumed that a good perception of the service’s reliability among
undergraduate students may influence their intention to use the Grab e-hailing service.
Therefore, the following hypothesis is constructed:

Hypothesis 3 (H3): There is a significant relationship between reliability and the intention
of Generation Z to use the Grab e-hailing service.

4. The effect of customer satisfaction: This construct takes into account the role of customer
satisfaction with an e-hailing service. It is assumed that excellent customer satisfaction
may increase the likelihood for students to use the Grab e-hailing service. Therefore, the
following hypothesis is constructed:

Hypothesis 4 (H4): There is a significant relationship between customer satisfaction and
the intention of Generation Z to use the Grab e-hailing service.
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Figure 1: Conceptual Framework

Results and Discussion
Descriptive Statistics

Of the 320 respondents, 170 or 53.13% are male, while 150 or 46.88% are female. The sample
population is Year 2 students from the Faculty of Economics and Business, thus the majority of
the respondents, 284 or 88.75%, are 22 years old, while 36 or 11.25% of the respondents are 21
years old. Most of the respondents’ highest education level is STPM (299 or 93.44%), and most
of the respondents are students (318 or 99.38%). Most of the respondents reside outside the
campus (294 or 91.88%), whereby most stay at Unigarden & Unimedia (259 or 81.01%).
Furthermore, the main transportation method of the respondents’ to UNIMAS is by car, whereby
250 or 78.13% use this method, and their average travelling times to university are 10-15 minutes
(175 or 54.69%) and 15-20 minutes (145 or 45.31%).

PLS-SEM Results

The Assessment of the Measurement Model

Based on the assessment of the measurement model, several evaluations are conducted for the
indicators, which are the reflective constructs. For the indicators’ reliability, the constructs are
retained with loadings of 0.60 to 0.700. Meanwhile, for convergent validity, the average variance
extracted (AVE) is found to be higher than 0.50. Finally, for discriminant validity, the results are
acceptable and are shown to be greater than 0.70. Thus, all the constructs are found to be
satisfactory, meaning the assessment of the structural model may be conducted.
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The Assessment of the Structural Model

A value of R? is obtained for the assessment of the structural model. According to Urbach and
Ahlemann (2010), the R? value should be sufficiently high to obtain minimal explanatory power.
Based on the results, the R? is 0.397. Therefore, the results indicate that the relationships
between the dependent and independent variables are substantial (Cohen, 1988). Table 1 shows
the PLS-SEM path analysis results for the four main hypotheses.

Table 1: PLS-SEM path analysis
Hypothesis Path coefficient p-value Outcome
1 The effect of social media 0.153*** 0.003 Supported
marketing -> intention of
Generation Z to use the Grab
e-hailing service.
2 Price > intention  of 0.130** 0.012 Supported
Generation Z to use the Grab
e-hailing service.
3 Reliability -> intention of 0.084* 0.075 Supported
Generation Z to use the Grab
e-hailing service.
4 Customer satisfaction - 0.474*** 0.000 Supported
intention of Generation Z to
use the Grab e-hailing service.
Note: (***), (**), (*) indicate significance at 1%, 5% and 10% levels, respectively.

Based on the PLS-SEM hypothesis testing output presented in table 1 and figure 2, all four
hypotheses are found to be supported. First, there is a significant relationship between the effect
of social media marketing and the intention of Generation Z to use the Grab e-hailing service.
Second, there is a significant relationship between price and the intention of Generation Z to use
the Grab e-hailing service. Third, there is a significant relationship between reliability and the
intention of Generation Z to use the Grab e-hailing service. Fourth, there is a significant
relationship between customer satisfaction and the intention of Generation Z to use the Grab e-
hailing service. The results also found that customer satisfaction is the strongest predictor,
followed by the effect of social media, price and reliability.
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Figure 2: PLS-SEM Output

Conclusion

The study identified four main explanatory factors that affect Generation Z’s intention to
use the Grab e-hailing service, specifically customer satisfaction, the effect of social media, price
and reliability. As the main predictor in this study, it is relevant to state that customer satisfaction
substantially affects the intention to use Grab. This is because excellent customer experience
relates to the positive functional experience of using Grab, including the almost immediate arrival
of a Grab car with an estimated time of arrival, a real-time geo-location, and driver ratings as well
as value for money. Next, the effect of social media marketing has a significant effect on the
youth’s decision making. As Generation Z is considered technologically savvy and spends long
hours with digital devices, such as mobile phones, their travel decision-making is highly
influenced by modes of transport that are trending on social media. In contrast to conventional
marketing platforms such as newspapers, radio and televisions, social media is considered to be
the most effective marketing channel among the youth. The effect of price is also significant, but
it is relatively less important than customer satisfaction and social media marketing. This is
because Generation Z users may opt for online discount vouchers and also change their trip to
non-peak hours, which can reduce the fare. Reliability, here referring to the availability of Grab
drivers in a specific neighborhood also significantly influences the intention of Generation Z to
use the Grab e-hailing service. As the Grab e-hailing service operates 24/7 and functions on an
on-demand basis, the results demonstrate that the service is considered reliable.

Government policy is imperative to regulate the Grab e-hailing service and its usage
among youth, specifically Generation Z. While policy-makers have continuously enhanced the
Grab-related policies to provide a convenient, reliable, and safe transport option in Malaysia, the
users have to be informed of any changes that may result from the changes to the policies. For
example, recent changes in relation to Grab drivers’ requirements may have repercussions, such
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as an increase in the Grab fares. However, the emergence of other e-hailing services in Malaysia
provides an opportunity for Generation Z users to become more selective in their e-hailing
service decision-making. Therefore, due to the effects of a possible price hike, Grab may need to
consider the consequences of a possible demand-shift to competing companies.

Acknowledgements
The authors acknowledge the financial support from Universiti Malaysia Sarawak (UNIMAS). All
remaining flaws are the responsibility of the authors.

References

Abboud, L., & Wagstaff, J. (2015). Legal troubles, market realities threaten Uber's global push.

Ajzen, I. (1991). The theory of planned behavior. Organizational Behavior and Human Decision
Processes, 50, 179-211.

Ajzen, |. (1971). Attitudinal vs. normative messages: An investigation of the differential effects of
persuasive communications on behavior. Sociometry, 34, 263—-280.

Aw, Eugene & Basha, Norazlyn & Ng, Siew. (2018). The impact of service personal values on
continuance intention towards on-demand ridesharing services. International Journal of
Economics and Management. 12. 473-483.

Bell, E., & Bryman, A. (2007). The ethics of management research: an exploratory content
analysis. British Journal of Management, 18(1), 63—77.

Bills to legalise Grab, Uber tabled in Malaysian Parliament. (2018). Retrieved from
https://www.todayonline.com/world/asia/uber-grab-rides-could-be-legalised-soon-
malaysia

Budiono, O. A. (2009). Customer satisfaction in public bus transport, a study of travelers’
perception in Indonesia. Master’s Thesis, Service Science Program, Karlstad University.

Button K. J., & Hensher D. A. (2001). Handbook of Logistics and Supply-Chain Management 3rd
Ed: Emerland Group: UK.

Charles, G. (2013). Generation Y will end UK's 'love affair' with car ownership, claims study.
Retrieved 10 February 2016, from

http://www.marketingmagazine.co.uk/article/1222278/generation-y-will-end-ukslove-affair-
car-ownership-claims-study

Charo, N., Sharma, P., Shaikh, S., Haseeb, A., & Sufya, M. Z. (2015). Determining the impact of
EWOM on brand image and purchase intention through adoption of online opinions.
International Journal of Humanities and Management Sciences, 3(1), 41-46.

Charoen, D. (2015). Grabtaxi: A taxi revolution in Thailand. International Journal of Management
and Applied Science, 1(9), 154-157.

Clewlow, R. R., & Mishra, G. S. (2017). Disruptive transportation: The adoption, utilization, and
impacts of ride-hailing in the United States. University of California, Davis, Institute of
Transportation Studies, Davis, CA, Research Report UCD-ITS-RR-17-07.

Deloitte Global. (2014). Generation Y in Europe | Deloitte | Press release, vehicles, Smartphones
& Technology. Retrieved 10 February 2016, from

491



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 9, No. 11, November, 2019, E-ISSN: 2222-6990 © 2019 HRMARS

http://www?2.deloitte.com/global/en/pages/aboutdeloitte/articles/generation-y-in-
europe.html

Ferrarese, M. (2018). Uber & Grab are better than taxis in Penang | Penang Insider. Retrieved
from https://www.penang-insider.com/why-uber-grab-are-better-than-taxis-in-penang/

Fleischer, A., & Wahlin, C. (2016). Want to take a ride with me?: The intention of Generation Y to
use uber.

Giddy, J. K. (2020). Travel Patterns of Uber Users in South Africa. New Directions in South African
Tourism Geographies, 113-127.

Goldman Sachs. (2016). Millennials Infographic. Retrieved 9 May 2016, from
http://www.goldmansachs.com/our-thinking/pages/millennials/

Gollwitzer, P. M. (1999). Implementation intentions: Strong effects of simple plans. American
Psychologist, 54, 493—503.

Griswold, A. (2016). The biggest legal threat to Uber’s business just got a whole lot bigger.
Retrieved from http://qz.com/570167/the-biggest-legal-threat-to-ubers-business-just-
gota-whole-lot-bigger/

He, F., Wang, X., Lin, X., & Tang, X. (2018). Pricing and penalty/compensation strategies of a taxi-
hailing platform. Transportation Research Part C: Emerging Technologies, 86, 263—279.

Herath, S. (2014). The Impact of In-store Environment on the Impulse Buying Behavior in at
Supermarkets in Sri Lanka. University of Sri Jayewardenepura.

Horsu, E. N., & Yeboah, S. T. (2015). Influence of service quality on customer satisfaction: A study
of minicab taxi services in Cape Coast, Ghana. International Journal of Economics
Commerce and Management, 3(5), 1-14.

Hox, J. J., & Boeije, H. R. (2005). Data collection, primary versus secondary.

Khairani, I., and Hati, S. R. H. (2017). The effects of perceived service quality towards customer
satisfaction and behavioral intentions in online transportation. International Journal of
Humanities and Management Sciences, 5(1), 1-5.

Jalilvand, M. R., & Samiei, N. (2012). The effect of electronic word of mouth on brand image and
purchase intention. Marketing Intelligence & Planning, 30(4), 1-11.

Kaynar, and Amichai-Hamburger, Y. (2008). The effects of cognition on internet use revisited.
Computers in Human Behavior, 24(2), 361-371.

Kazmi, A., & Mehmood, Q. S. (2016). The effect of electronic word of mouth communication and
brand image on purchase intention: A case of consumer electronics in Haripur, Pakistan.
Management Science Letters, 6, 499-508.

Khuong, M. N., & Dai, N. Q. (2016). The factors affecting customer satisfaction and customer
loyalty: A study of local taxi companies in Ho Chi Minh City, Vietnam. International Journal
Of Innovation, Management And Technology, 7(5).

Kotler, P., & Keller, K. (2006; 2009). Marketing management, 12th Edition, Pearson Education Inc,
New Jersey.

Kumar, P. K., & Kumar, N. R. (2016). A study on factors influencing the consumers in selection of
cab services, international. Journal of Social Science and Humanities Research, 4(3), 557—
561.

492



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 9, No. 11, November, 2019, E-ISSN: 2222-6990 © 2019 HRMARS

Ladipo, P. K. A.,, Nwagwu, K. O., & Alarape, W. B. (2013). Relative communication power of
selected advertising media. International Business and Management, 6, 77—-87.

Lai, W. T. & Chen, C. F. (2010). Behavioral intentions of public transit passenger: The role of
service quality, perceived value, satisfaction and involvement, transport policy.

Landau, S., & Everitt, B. S. (2004). Analysis of repeated measures Il: Linear mixed model. A
Handbook of Statistical Analysis Using SPSS. Boca Raton, FL: Chapman & Hall, 194-215.

Taylor, L. S., & Cosenza, R. M. (2002). Profiling later aged female teens: mall shopping behaviour
and clothing choice. Journal of Consumer Marketing, 19(5), 393-408.

Lin, C., Wu, Y., & Chen, J. V. (2013). Electronic word-of-mouth: The moderating roles of product
involvement and brand image. Technology Innovation and Industrial Management, 29—
47.

Lin, M., & Dula, C. (2016). Grab taxi: Navigating new frontiers. Asian Management Insights, 3(6),
40-45.

Litman, T. (2008). Valuing Transit Service Quality Improvements. Journal Of Public
Transportation, 43—64.

Lovelock, C. H. & L. (2002). Principles of service marketing and management. Prentice Hall

Malhotra, N. K., Birks, D. F., & Wills, P. (2012). Marketing research: An applied approach, 4th ed.

Mburu P., Zyl H. V., Cullen M. (2013). Determinants of customer satisfaction in the Kenyan
banking industry. European Journal of Business and Management, 5(2), 1-8.

Mcknight, C. E., Pagano, A. N., and Paaswell, R. E. (1986). Using quality to predict demand for
special transportation. In Behavioral Research for Transport Policy. International
Conference on Travel Behaviour, Noordwijk, the Netherlands, Utrecht: VNU Science
Press.

Mohan, G., Sivakumaran, B., & Sharma, P. (2013). Impact of store environment on impulse buying
behavior. European Journal of Marketing, 47(10), 1711-1732.

Idros, M. N. A. N., Mohamed H., Jenal R. (2019) Determinant Factors of Customer Satisfaction for
E-Hailing Service: A Preliminary Study. In: Saeed F., Gazem N., Mohammed F., Busalim A.
(eds) Recent Trends in Data Science and Soft Computing. IRICT 2018. Advances in
Intelligent Systems and Computing, vol 843. Springer, Cham

New Straits Times. (2017). Grab Malaysia receives e-money licence. Retrieved from:
https://www.nst.com.my/business/2017/12/312351/grab-malaysia-receives-e-money-
licence

Okazaki, Shintaro, Katsukura, A., and Nishiyama, M. (2007). How mobile advertising works: The
role of trust in improving attitudes and recall. Journal of Advertising Research, 47(2), 165—
178.

Oliver, R. (1980). A cognitive model of the antecedent and consequences of satisfaction decisions.
Journal of Marketing, 17(10), 460-469.

Parasuraman A., Zeithaml, V., & Berry, L. L. (1985). A conceptual model of service quality and its
implications for future research. Journal of Marketing, 49(4), 4150.

Pallant, J. (2013). SPSS survival manual. McGraw-Hill Education (UK).

493



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES
Vol. 9, No. 11, November, 2019, E-ISSN: 2222-6990 © 2019 HRMARS

Payne, A. A. (2005). A strategic framework for customer relationship management. Journal of
Marketing, 69, 4, 167-176.

Pikri, E. (2018). Uber's almost gone, so here're 6 other ride-hailing options in M'sia. Retrieved
from https://vulcanpost.com/637030/ride-hailing-competitor-malaysia-grab/

Polkinghorne, D. E. (2005). Language and meaning: Data collection in qualitative research. Journal
of Counseling Psychology, 52(2), 137.

Prasad, S., Rao, A., & Rehani, E. (2001). Developing hypothesis and research questions.

Reinartz, W., Krafft M., & Hoyer, W. D. (2004). The customer relationship management process:
its measurement and impact on performance. Journal of Marketing Research, 41(3), 293—
305.

Salkind, N. J. (2012). Exploring research (8th Edition). New Jersey, NY: Pearson.

Samson, R., & Thompson, P. (2007). Passenger focus. Warrington, UK: Free Post

Saunders, M., Lewis, P., & Thornhill, A. (2009). Research methods for business students. Pearson
education.

Schultz, D., Jain, V., & Viswanathan, V. (2015). Differential Gen Y's world of apps. Marketing News,
49(8), 14.

Smith, K. T. (2011). Digital marketing strategies that Millennials find appealing, motivating, or just
plain annoying. Journal of strategic marketing, 19, 489-499.

Sulistiyarini, S. (2012). Pengaruh Minat Individu Terhadap Penggunaan Mobile Banking: Model
Kombinasi Technology Acceptance Model (TAM) dan Theory of Planned Behavior (TPB).
28.

Thaler, R. H., & Tucker, W. (2013). Smarter information, smarter consumers. Harvard Business
Review, 91(1), 44-54.

Torlak, O., Ozkara, B. Y., Tiltay, M. A., Cengiz, H., & Dulger, M. F. (2014). The effect of electronic
word of mouth on brand image and purchase intention: An application concerning cell
phone brands for youth consumers in Turkey. Journal of Marketing Development and
Competitiveness, 8(2), 61-68.

Tuttle, B., & Tuttle, B. (2012). Will Gen Y Lead the shift from gas-powered cars to hybrids and
electric vehicles? | TIME.com. TIME.com. Retrieved 10 February 2016, from
http://business.time.com/2012/01/24/will-gen-y-lead-the-shift-from-gas-powered-cars-
to-hybrids-andelectric-vehicles/

Vahdati, H., & Nejad, S. M. (2016). Brand personality toward customer purchase intention: the
intermediate role of electronic word-of-mouth and brand equity. Asian Academy of
Management Journal, 21(2), 1-26.

Valenzuela, S., Park, N., & Kee, K. F. (2009), Is there social capital in a social network site?:
Facebook use and college students' life satisfaction, trust and participation. Journal of
Computer-Mediated Communication, 14(4), 875-901.

Weatherhead, R. (2014). Say it quick, say it well — the attention span of a modern internet
consumer. The Guardian. Retrieved 22 March 2016, from
http://www.theguardian.com/media-network/media-
networkblog/2012/mar/19/attention-span-internet-consumer

494



INTERNATIONAL JOURNAL OF ACADEMIC RESEARCH IN BUSINESS AND SOCIAL SCIENCES

Vol. 9, No. 11, November, 2019, E-ISSN: 2222-6990 © 2019 HRMARS

Wong, A. (2018). This is probably the next best alternative to Grab in Malaysia | SoyaCincau.com.
Retrieved from https://www.soyacincau.com/2018/04/05/mycar-ride-hailing-alternative-
to-grab-uber-in-malaysia/

Yelkur, R. (2000). Customer satisfaction and the services marketing mix. Journal of Professional
Service Marketing, 21(1).

Yoo, B., & Donthu, N. (2001). Developing and validating a multidimensional consumer-based
brand equity scale. Journal of Business Research, 52, 1-14.

Zhang, T., Omran, B. A., & Cobanoglu, C. (2017). Generation Y’s positive and negative eWOM: Use
of social media and mobile technology. International Journal of Contemporary Hospitality
Management, 29(2), 732-761.

495



