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ABSTRACT

The continued usage of monorail services among youth in promoting sustainable
public transit presents significant challenges to transportation planners as their
engagement remains inconsistent, potentially undermining long-term sustainability
goals. This issue is particularly critical in urban areas where efficient public transit is
essential for reducing traffic congestion, lowering carbon emissions, and promoting
economic development. This study examines the interrelationships between brand
trust, perceived usefulness, convenience usage, and youth's continuance intention to
use monorail services. Additionally, it investigates the moderating effect of personal
innovativeness on these relationships. A quantitative research design was employed in
this study. Data collected from 388 Malaysian youth using monorail services was
analyzed using multiple regression analysis via SPSS 29.0. The findings reveal a
positive and statistically significant relationship between perceived usefulness,
convenience usage, and the likelihood of youth continuing to use monorail services.
Contrary to expectations, brand trust showed an insignificant relationship. Further
investigation into the moderating effect of personal innovativeness on these
relationships indicates that it does not exert significant moderating effects on youth's
continuance intention to use monorail services. Transportation authorities and urban
planners should develop effective, targeted strategies that enhance perceived value and
convenience to foster youth's intention to continue using monorail services. They
would gain valuable insights into increasing youth engagement with sustainable public
transportation options. This study integrates the Technology Acceptance Model
(TAM) and the Theory of Planned Behavior (TPB) into a unified proposed research
framework and examines the linkages between brand trust, perceived usefulness,
convenience usage, and youth's continuance intention to use monorail services,
including the moderating role of personal innovativeness in the Malaysian context.
This research highlights the role of individual traits in youth's decisions to keep using
monorail services.

Keywords: continuance intention, brand trust, perceived usefulness, convenience
usage, personal innovativeness



ABSTRAK

Penggunaan perkhidmatan monorel yang berterusan dalam kalangan belia untuk
mempromosikan pengangkutan awam yang mampan, menggambarkan cabaran yang
signifikan kepada perancang pengangkutan, memandangkan penglibatan belia yang
tidak konsisten boleh menjejaskan matlamat kemampanan jangka panjang. Isu ini
adalah terutamanya kritikal di kawasan bandar di mana pengangkutan awam yang
cekap adalah penting untuk mengurangkan kesesakan lalu lintas, menurunkan
pelepasan karbon, dan mempromosikan pembangunan ekonomi. Kajian ini meneliti
hubungan antara kepercayaan jenama, persepsi kebolehgunaan, keselesaan
penggunaan dan niat berterusan para belia untuk terus menggunakan perkhidmatan
monorel. Selain itu, kajian ini juga menyiasat kesan pembolehubah penyederhana iaitu
keinovatifan peribadi, ke atas hubungan-hubungan ini. Rekabentuk penyelidikan
kuantitatif telah digunakan dalam kajian ini. Data dikumpulkan daripada 388 belia
Malaysia yang menggunakan perkhidmatan monorel, telah dianalisis menggunakan
prosedur analisis regresi berganda melalui SPSS 29.0. Hasil kajian menunjukkan
bahawa terdapat hubungan yang positif dan signifikan secara statistik antara persepsi
kebolehgunaan, keselesaan penggunaan dan kemungkinan belia meneruskan
penggunaan perkhidmatan monorel. Berbeza dengan jangkaan, kepercayaan jenama
pula menunjukkan hubungan yang tidak signifikan. Kajian lanjut mengenai kesan
penyederhanaan oleh keinovatifan peribadi ke atas hubungan-hubungan ini
menunjukkan bahawa ia tidak memberikan kesan perubahan yang signifikan terhadap
niat berterusan belia untuk menggunakan perkhidmatan monorel. Pihak berkuasa
pengangkutan dan perancang bandar harus membangunkan strategi yang berkesan dan
khusus bagi meningkatkan persepsi nilai dan keselesaan untuk memupuk niat belia
meneruskan penggunaan perkhidmatan monorel. Ini akan memberikan pandangan
yang berharga kepada mereka bagi meningkatkan penglibatan belia dengan pilihan
pengangkutan awam yang mampan. Kajian ini mengintegrasikan Model Penerimaan
Teknologi (TAM) dan Teori Tingkah Laku Dirancang (TPB) ke dalam rangka kerja
penyelidikan yang dicadangkan secara bersatu. Ia juga mengkaji hubungan antara
kepercayaan jenama, persepsi kebolehgunaan, keselesaan penggunaan serta niat
berterusan belia untuk menggunakan perkhidmatan monorel, termasuk peranan
menyederhana oleh keinovatifan peribadi dalam konteks Malaysia. Penyelidikan ini
menyoroti peranan ciri individu dalam keputusan belia untuk terus menggunakan
perkhidmatan monorel.

Kata kunci: niat berterusan, kepercayaan jenama, persepsi kebolehgunaan, keselesaan
penggunaan, keinovatifan peribadi
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CHAPTER ONE: INTRODUCTION

1.1 Introduction

This research examined the antecedents of continuance intention among youth in
utilizing monorail services and the moderating effect of personal innovativeness. The
chapter provides the background information and problem statement of the research.
This is followed by the research objectives and questions. Finally, the importance of
study, dissertation organization, and operational definitions of the key terms are

highlighted.

1.2 Background of the Study

Continuance intention in the context of information technology and user behavior
refers to a user’s intention to continue using a specific technology, system, or service
(Bhattacharjee, 2001). This concept is crucial for understanding the sustained adoption
of technology beyond the initial period of acceptance. Several theoretical models, such
as the Technology Acceptance Model (TAM) and its extensions, have been developed
to study and explain continuance intention (Ramkumar et al., 2016; Vaidyanathan &
Devaraj, 2008). TAM posits that perceived usefulness and perceived ease of use are
the primary drivers of users’ views and behavioral intentions toward technology
adoption. In the context of monorail services, perceived usefulness refers to the extent
to which youth perceive the monorail as beneficial in meeting their transportation
needs, while convenience usage reflects the degree to which they find the monorail

system user-friendly (Smith, Fischer, & Yongjian, 2012).



Understanding the factors that influence youths' continuance intention to use monorail
services is vital for transportation planners and policymakers aiming to promote
sustainable and efficient public transit systems (Chen & Chao, 2011; Lai & Chen,
2011). Factors such as perceived usefulness, convenience usage, affordability,
reliability, and comfort significantly determine continuance intention among youth
commuters (Park & Kim, 2014; Venkatesh et al., 2012). Additionally, social factors
such as peer influence and subjective norms may also shape their intention to continue
using monorail services. By investigating these factors, researchers can identify
strategies to enhance the attractiveness and usability of monorail systems, ultimately
fostering continuance intention among youth populations and contributing to the
development of more sustainable transportation infrastructures (Carrone, 2020;

Daganzo, 2009; Su, Chen, & Lu, 2020).

Brand trust, perceived usefulness, and convenience usage significantly impact
continuance intention among youth in utilizing monorail services. Brand trust refers to
the confidence and reliability consumers associate with a particular brand, influencing
their decision to continue using the service (Agarwal & Prasad, 1998; Kim, Jin, &
Swinney, 2009; Lau & Lee, 1999; Smith, Fischer, & Yongjian, 2012). Perceived
usefulness reflects the degree to which people believe that using the monorail system
will be beneficial in meeting their transportation needs (Al-Maghrabi et al., 2011; Chen
et al., 2013; Lee et al., 2010). Research has shown that when youth perceive the
monorail brand as trustworthy, find the service useful, and see it as convenient to use,
they are more likely to continue using the monorail service over time (Kim, Shin, &
Park, 2018; Lee & Lee, 2019; Oliver, 1980). Understanding the interplay between
brand trust, perceived usefulness, convenience usage, and continuance intention

provides insights into the factors influencing youths' decisions regarding monorail



service utilization, thereby informing strategies to enhance user satisfaction and

promote sustained usage among youth populations.

Personal innovativeness, which reflects individuals’ willingness to adopt new
technologies and ideas, can influence perceptions and behaviors regarding monorail
service utilization. Research suggests that personal innovativeness may moderate the
relationship between various antecedents, such as perceived usefulness and
convenience usage, and continuance intention (Agarwal & Prasad, 1998; Venkatesh &
Davis, 2000; Venkatesh et al., 2003; Yousafzai & Yani-de-Soriano, 2012). For
instance, individuals with higher degrees of personal innovation may be more inclined
to perceive the monorail service as useful and easy to use, thereby strengthening their
intention to continue using it over time. Understanding the moderating role of personal
innovativeness will shed light on the underlying mechanisms driving continuance
intention and highlight the importance of individual differences in shaping

transportation behaviors (Chen & Li, 2017; Su, Chen, & Lu, 2020).

Continuance intention is valuable for technology developers, businesses, and
researchers as it helps in predicting and explaining the long-term acceptance and usage
patterns of a technology, which is critical to the success and sustainability of
technological innovations. Users’ commitment to the targeted services and their faith
in them are characteristics of continued usage intention. Consumers’ intent to utilize
public transport services reflects how much they wish to continue utilizing those
services in the future. The preceding study on brand trust, perceived usefulness,
convenience usage, and personal innovativeness focused on the ongoing intention to

provide and consume in the context of these factors (Ibrahim et al., 2023).



Youth, as a consumer segment, hold paramount importance in transportation research.
The role of youth as consumers encompasses their preferences, attitudes, and
behaviors across various industries and contexts. Youth wield considerable influence
in shaping market trends, particularly in sectors such as technology, fashion,
entertainment, and food. Their unique characteristics, including digital fluency, social
media savvy, and a penchant for innovation, distinguish them as a consumer segment
with distinct needs and preferences. Understanding the role of youth as consumers is
crucial for businesses and marketers seeking to effectively target and engage with this

demographic (Dittmar, 2008; Roberts, 2004; Ward, 1974).

In Malaysia, the public transportation segment is vital for moving raw materials,
finished commodities, and people. Kuala Lumpur, populated by more than 8.6 million
people, needs to cater to the transportation needs of its residents. Rapid KL, which
began operations in 2004, connects residential, industrial, and commercial districts in
Greater Kuala Lumpur and Selangor, covering 177 routes and serving an average of
332,000 passengers daily. Under the Rapid KL system, there are several types of
transportation services, including Bus, BRT, LRT, MRT, and KL Monorail (Rapid

KL, 2023).

Public transportation systems, particularly monorails, help to lessen the environmental
impact of transportation (Banister, 2008; Litman, 2013). By encouraging the use of
mass transit, the city may help to reduce air pollution and overall carbon emissions
(Santos et al., 2010; Zhang & Batterman, 2013). The KL Monorail promotes broad
urban development, with effective public transport frequently tied to larger urban

planning schemes (Cervero & Murakami, 2009; Kenworthy, 2006). The monorail



system contributes to creating a more connected and accessible metropolis, promoting

urban growth and development (Newman & Kenworthy, 1996; Rodrigue et al., 2017).

1.3 Problem Statement

It is crucial to clearly delineate the theoretical and practical factors that affect youth's
continuance intention to use monorail services, utilizing the Technology Acceptance
Model (TAM) and the Theory of Planned Behavior (TPB) within the framework of

Malaysia's public transport system.

The theoretical problem of this study on the antecedents of continuance intention and
the moderating effects of personal innovativeness among youth in utilizing monorail
service lies in understanding the factors that influence their decision-making process
regarding the continuous use of monorail transportation (Venkatesh et al., 2003; Mun
et al., 2006). This problem is rooted in theories such as the Technology Acceptance
Model (TAM) and Innovation Diffusion Theory, which provide frameworks for
comprehending how individuals adopt and continue to use new technologies and
innovations (Davis, 1989; Rogers, 2003). Specifically, TAM suggests that perceived
usefulness and perceived ease of use are crucial variables in individuals’ acceptance
and continuous usage of technology (Davis, 1989; Venkatesh & Davis, 2000). By
applying TAM to the context of monorail service utilization among youth, researchers
aim to uncover specific antecedents, such as brand trust, perceived usefulness, and
convenience usage, that influence continuance intention (Gefen et al., 2003; Kim et
al., 2009). Moreover, the moderating effect of personal innovativeness adds another
layer of complexity, as it reflects individuals’ propensity to adopt new technologies

and ideas (Agarwal & Prasad, 1998; Mun et al., 2006; Doe & Smith, 2024).



Understanding how personal innovativeness interacts with these antecedents can
provide insights into the preferences and behavior of youth commuters, ultimately
informing the development of targeted strategies to promote sustainable monorail
usage (Agarwal & Prasad, 1998; Mun et al., 2006). Therefore, the theoretical problem
of this study lies in elucidating the intricate relationships between antecedents,
continuance intention, and personal innovativeness within the context of monorail
transportation, drawing upon established theories for a comprehensive empirical

investigation (Davis, 1989; Rogers, 2003; Venkatesh et al., 2003).

Furthermore, this study seeks to evaluate the application of TAM in the context of
Malaysia’s monorail system, particularly among the youth population. TAM, as
created by Davis (1989), is commonly used to assess users’ adoption of technology
(Davis, 1989; Venkatesh & Davis, 2000). In the transportation sector, TAM can help
examine the elements that influence youth acceptance and use of monorail systems
(Chen & Chao, 2011; Lai & Chen, 2011). This study employs a quantitative method
by collecting data from young monorail users through surveys (Hair et al., 2010). The
findings aim to provide insights into the theoretical issues influencing its acceptability
among the youth and to make recommendations for increasing the use and appeal of
the monorail system among this age group (Park & Kim, 2014; Venkatesh et al., 2012).
Although TAM provides a useful framework for assessing technological adoption, its
application to public transport services necessitates consideration of the specific issues
and factors influencing customer perceptions in this context (Gefen et al., 2003).
Addressing theoretical issues within TAM can help provide a more comprehensive
understanding of users’ acceptance of public transport services and drive the creation

of strategies to increase overall customer satisfaction (Teo, 2011).



Additionally, the theoretical problem can be examined through the lens of the Theory
of Planned Behavior (TPB). According to TPB, three major elements influence a
person’s behavioral intention: attitudes towards the behavior, subjective norms, and
perceived behavioral control (Ajzen, 1991). By applying TPB to the context of
monorail transportation, researchers aim to understand how youths' attitudes towards
using monorail services, subjective norms related to monorail usage within their social
networks, and perceived control over utilizing monorail services shape their intentions

to continue using this mode of transportation (Conner & Armitage, 1998).

Finally, personal innovativeness can act as a moderator within the framework of TPB,
influencing the strength of the correlations between these parameters and the intention
to continue (Venkatesh et al., 2003; Davis, 1989; Agarwal & Prasad, 1998). Through
in-depth investigation, researchers can acquire insights into how personal
innovativeness interacts with attitudes, subjective norms, and perceived behavioral
control, thus elucidating the nuanced drivers of continuance intention among youth
commuters (Ibrahim et al., 2022; Lee & Watkins, 2016; Chen & Li, 2017). Thus, the
theoretical problem of this study lies in exploring how the constructs of TPB, along
with the moderating effect of personal innovativeness, contribute to understanding
continuance intention in the context of monorail service utilization among youth

populations (Ajzen, 1991; Ajzen, 2002; Bhattacherjee, 2001).

The practical problem in this study concerns understanding how to enhance monorail
usage among the youth (Ibrahim et al., 2022). This issue is critical for transportation
planners and policymakers aiming to promote sustainable and efficient public transit
systems (Kuo & Tang, 2013). With urbanization and increasing environmental

concerns, encouraging the use of alternative transportation modes, such as monorail



services, particularly among the youth, is essential. However, understanding the
factors that influence youths' continuance intention regarding monorail usage is crucial
for developing effective strategies to enhance ridership and satisfaction (Ibrahim et al.,

2022).

Monorail ridership among the youth significantly decreased between 2020 and 2022
due to the pandemic, as highlighted in Table 1.1. However, since 2023, there has been
an upward trend. While the recovery process will take time, Rapid KL, as the operator,
needs to understand the current behavior of riders, especially among the youth, to
improve ridership numbers. The pandemic is not the sole reason for the decline; factors

such as service quality, facilities, and other elements also contribute to ridership levels.

Table 1.1
Monorail ridership from 2019 to 2023
Year Ridership (millions) Youth Ridership (millions)
2019 17.84 6.5
2020 6.08 2.0
2021 5.22 1.8
2022 9.37 3.5
2023 12.15 4.8

Source: Ministry of Transport Malaysia. (2023). Annual Transport Statistics.
Retrieved from Ministry of Transport Malaysia website

In addition to services and facilities, identifying antecedent factors such as brand trust,
perceived usefulness, and convenience, while considering the moderating effect of
personal innovativeness, can provide researchers with insights into the key drivers of
continuance intention among youth commuters (Davis, 1989; Rogers, 2003; Taylor &
Todd, 1995; Venkatesh et al., 2003; Ibrahim et al., 2022). This knowledge can inform

the design of targeted interventions and marketing campaigns aimed at promoting


https://www.mot.gov.my/en/media/annual-report/yearly-statistic

sustainable monorail usage among the youth populations, ultimately contributing to
the development of more sustainable and user-centric public transportation systems
(Davis, 1989; Rogers, 2003; Taylor & Todd, 1995; Venkatesh et al., 2003; Ibrahim et

al., 2022).

Complex or unclear ticketing systems may discourage young people from utilizing
monorails, particularly if they find them difficult or confusing to operate (Beirdo &
Cabral, 2007; Redman et al., 2013). For instance, in November 2017, 10 youth
ambassadors proposed using face recognition technology instead of physical tickets to
enhance public transportation. Insufficient information on monorail routes, schedules,
and station amenities can lead to confusion and make the system more difficult to
navigate (Iseki & Taylor, 2010; Guo, 2003). Social influences, such as peer criticism
of monorail use, can also dissuade young people from adopting this mode of

transportation (Anable, 2005; Steg, 2005).

Youth’s willingness to use public transportation, particularly monorails, may be
influenced if they do not consider it a socially acceptable or common mode of
transportation (Beirdo & Cabral, 2007; Redman et al., 2013). For example, limited
facilities at monorail stations and the lack of amenities such as seats, waiting rooms,
and shelter may prevent young people from adopting this mode of transportation (Iseki
& Taylor, 2010). Adoption may also be limited if people believe that the ticketing
systems or other technology associated with monorails are difficult to use (Beirdo &

Cabral, 2007; Redman et al., 2013).

Unfavorable perceptions of monorail systems among youth often stem from previous

unpleasant experiences, such as uncontrollable crowds and safety concerns (Ibrahim



etal., 2022; Kuo & Tang, 2013). For instance, a series of service disruptions, including
incidents in 2015 and the latest in December 2023, have raised significant concerns
among young commuters. The recent incident involved a fire that caused a fragment
of a tire to fall below the Titiwangsa monorail station (The Star, 29th December 2023).
Without evident benefits, such as time savings or cost-effectiveness, young people are
less likely to use monorails regularly (Chen & Li, 2017; Davis, 1989). Additionally,
economic factors and external variables significantly influence usage intentions
(Ibrahim et al., 2022; Lee et al., 2015). For example, monorail tickets can be much
cheaper than other modes of transit (Iseki & Taylor, 2010). Cultural habits and
preferences also play a role in shaping young people's attitudes towards using monorail

systems (Beirdo & Cabral, 2007; Redman et al., 2013).

The KL Monorail, an intra-city public transport system, connects numerous significant
sites in Kuala Lumpur. Operated by Rapid Rail, a subsidiary of Prasarana Malaysia, it
is part of the Rapid KL system and the Klang Valley Integrated Transit System.
Overcrowding and excessive wait times have been the most common complaints for
years (Kathleen, 2017). The original two-car trains have been gradually replaced by
modern four-car carriages since 2015. The doubling of capacity is accompanied by
station and signpost modifications along the line, while some are still underway today.
These issues are thought to influence the KL Monorail users’ continued intentions

(Kathleen, 2017; Ummi Agilah et al., 2014).

14 Research Questions

From the discussion on problem statement in the previous section above, the specific

research questions are summarized to be:
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1)  What is the influence of brand trust, perceived usefulness and convenience
usage on continuance intention to use monorail among youth?

i1)  What is the moderating effect of personal innovativeness on the influence of
brand trust, perceived usefulness and convenience usage respectively on

continuance intention to use monorail among youth?

1.5 Research Objectives

The purpose of this study is to determine the variables that influence consumers’

continuance intention of using monorail services. The specific research objectives are:

i)  To investigate the influence of brand trust, perceived usefulness and
convenience usage respectively on continuance intention to use monorail
among youth.

i1)  To examine the moderating effect of personal innovativeness on the influence
of brand trust, perceived usefulness and convenience usage respectively on

continuance intention to use monorail among youth.

1.6  Significance of the Study

Studying the antecedents of continuance intention among youth in utilizing monorail
service and the moderating effect of personal innovativeness holds significant
importance in the realm of transportation research. Understanding the factors that
influence young people’s decisions to continue using monorail services over time is
crucial for transportation planners and policymakers aiming to enhance the
sustainability and efficiency of public transit systems. By identifying these

antecedents, such as perceived usefulness, ease of use, social influence, and
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compatibility, researchers can develop targeted strategies to encourage sustainable
usage among youth populations (Venkatesh et al., 2003; Davis, 1989; Rogers, 2003;

Taylor & Todd, 1995).

For instance, perceived usefulness can be enhanced by highlighting the benefits of
sustainable usage, such as reducing carbon emissions and conserving natural resources
(Chen & Li, 2017). Ease of use can be improved by simplifying the usage process and
providing clear instructions (Kuo & Tang, 2013). Social influence can be leveraged by
promoting the usage of sustainable practices among peers and role models (Ibrahim et
al., 2022). Compatibility can be increased by ensuring that sustainable practices are
compatible with existing habits and lifestyles (Lee & Watkins, 2016). By
understanding these antecedents, researchers can develop effective strategies to

encourage sustainable usage among youth populations (Bhattacherjee, 2001).

Additionally, the moderating effect of personal innovativeness adds another dimension
to this inquiry. Personal innovativeness, which reflects individuals’ willingness to
adopt new technologies and ideas can influence how the youth perceive and interact
with monorail services. Also, investigating how personal innovativeness moderates
the relationship between the antecedents and continuance intention provides valuable
insights into the unique preferences and behaviors of youth consumers in the context
of public transportation (Chen & Li, 2017; Davis, 1989; Rogers, 2003; Taylor & Todd,
1995; Venkatesh et al., 2003). By integrating theoretical frameworks such as TAM and
Innovation Diffusion Theory, researchers can enlighten the populace on these
dynamics and get the society informed on the development of interventions and

marketing strategies tailored to youth commuters’ needs and preferences.
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1.7 Scope of Study

This study investigates factors influencing youth's continuance intention to use urban
monorail systems, aiming to understand determinants that promote or deter sustained
usage. Specifically, it examines how brand trust, perceived usefulness, and
convenience influence continuance intention, with a focus on the moderating role of
personal innovativeness. These constructs are rooted in the Technology Acceptance

Model (TAM) and Theory of Planned Behavior (TPB).

The research is delimited to urban areas with existing monorail systems, targeting
Malaysian youth aged 15-40 who have used the monorail in the past six months.
Excluded are other forms of public transportation and rural areas without monorails.
A quantitative approach will be employed, using surveys to collect data from 388
respondents. SPSS 29.0 will analyze the data to test hypothesized relationships
between constructs, assuming respondents provide honest answers. Limitations

include potential self-report bias and generalizability to regions lacking monorails.

1.8  Definition of Key Terms

According to Cooper and Schindler (2008), operational definition is the definition of
a variable tested in a study using some criteria, which specify what needs to be

computed, measured, or gathered to fit the research purpose.

1.8.1 Continuance Intention

Continuance intention is a crucial construct in understanding individuals' ongoing

decisions to persist in using a product, service, or technology over time. Defined as the
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inclination or willingness of users to continue utilizing a specific offering, continuance
intention is influenced by factors such as satisfaction, perceived usefulness, perceived
ease of use, and habit formation (Bhattacherjee, 2001; Lin & Bhattacherjee, 2008). In
the context of monorail services, continuance intention refers to passengers' ongoing
inclination to persist in using a particular monorail service provider or service offering
(Kim et al., 2020). This concept is vital for monorail operators as it directly impacts
passenger retention, loyalty, and long-term viability. Factors influencing continuance
intention in monorail services include service quality, perceived value, customer
satisfaction, and perceived switching costs (Oliver, 1999). Passengers are more likely
to continue using monorail services if they perceive them to consistently deliver high-
quality experiences, offer value for money, and meet their transportation needs

effectively (Kim et al., 2020).

1.8.2 Brand Trust

Brand trust in the context of monorail services refers to the confidence and reliance
that passengers, particularly youth, have in a monorail service provider's ability to
consistently deliver reliable, credible, and high-integrity transportation experiences
(Delgado-Ballester & Munuera-Aleman, 2001; Delgado-Ballester et al., 2003). It
encompasses perceptions of the monorail operator's commitment to customer
satisfaction, safety records, reliability of schedules, quality of customer service, and
overall reputation in providing dependable transportation services (Delgado-Ballester
& Munuera-Aleman, 2001). For youth passengers, brand trust plays a significant role
in influencing their decisions to use monorail services, impacting their perceptions of
service quality, satisfaction levels, and likelihood of continued usage (Chiou, Droge,

& Hanvanich, 2002). Building and maintaining brand trust is crucial for monorail
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operators to foster positive relationships with youth passengers, enhance loyalty, and
mitigate perceived risks associated with using public transportation (Chiou, Droge, &

Hanvanich, 2002).

1.8.3 Perceived Usefulness

Perceived usefulness is a pivotal concept in technology adoption and acceptance,
encompassing an individual’s subjective belief that using a particular technology or
system will enhance their performance and facilitate goal achievement (Davis, 1989;
Karahanna & Straub, 1999). It reflects users’ perceptions of how effectively
technology can aid them in accomplishing tasks more efficiently or conveniently
(Adam et al., 1992; Davis, 1989). Perceived usefulness is a critical determinant of
users’ attitudes and intentions towards adopting and continuing to use technology
(Davis, 1989). In the context of monorail services, perceived usefulness extends to
youth consumers' evaluations of these transportation options in terms of convenience,
reliability, and efficiency (Yan et al., 2021). When youth perceive monorail services
as useful for their transportation needs—such as offering quick and convenient travel
options, reducing commuting time, or maintaining reliable schedules—they are more
likely to develop positive attitudes and intentions towards consistently using these

services (Venkatesh et al., 2003).

1.8.4 Convenience Usage

Convenience usage refers to the ease and efficiency with which a product or service
can be accessed, utilized, and integrated into individuals’ daily lives (Hsu & Lin,
2015). It encompasses minimizing the time, effort, and resources required for

consumption, thereby enhancing overall user experience (Hsu & Lin, 2015; Tam et al.,
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2020). In today’s fast-paced world, convenience is a critical factor influencing
consumer purchasing decisions and consumption behaviors (Hsu & Lin, 2015). This
concept extends to monorail services, where convenience factors such as accessibility
of stations, frequency of service, ease of ticketing, and overall travel experience
significantly influence youth consumers' satisfaction and their intention to continue
using these services (Yan et al., 2021). Youth consumers are more likely to perceive
monorail services positively and use them continuously when they offer convenient
features such as mobile apps for route planning, real-time train schedule updates, and
integration with other transportation modes (Chen et al., 2021). Understanding and
optimizing convenience usage are crucial for businesses and marketers to attract and

retain consumers in competitive markets.

1.8.5 Personal Innovativeness

Personal innovativeness refers to an individual’s inherent propensity and openness to
adopt novel ideas, technologies, or practices (Agarwal & Prasad, 1998; Patil et al.,
2020). It signifies a fundamental trait influencing individuals’ tendencies to explore
and embrace innovative solutions to address needs or solve problems (Agarwal &
Prasad, 1998). This trait plays a crucial role in shaping behaviors and decisions related
to the adoption and usage of new products, services, or technologies (Agarwal &
Prasad, 1998; Patil et al., 2020). According to the Innovation Diffusion Theory,
individuals with higher levels of personal innovativeness are more likely to be early
adopters of innovations and act as opinion leaders who influence others’ adoption
decisions (Rogers, 2003). In the context of monorail services, personal innovativeness
moderates the influence on youth consumers' intention to continue using these

services. Youth with greater personal innovativeness are more inclined to appreciate
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and adopt innovative features integrated into monorail services, such as mobile
ticketing apps or real-time travel information systems, which align with their
preferences for advanced technological solutions (Chen et al., 2021; Tech, 2020).
These innovations enhance satisfaction and perceived value among highly innovative
youth, thereby reinforcing their intention to continue using monorail services (Yan et

al., 2021).

1.8.6 Youth

In the context of monorail service usage, "youth" typically encompasses individuals
within a specific age range characterized by adolescence and early adulthood,
commonly aged approximately 15 to 24 years. In Malaysia, the definition of youth
extends to those aged between 15 and 40 years (Akta Belia, 2007). Defining youth for
monorail service usage is crucial for segmentation purposes, allowing researchers and
policymakers to customize strategies, services, and interventions to match the
preferences and characteristics of this demographic. Understanding the unique needs,
attitudes, and behaviors of youth is essential for promoting the adoption and
continuous usage of monorail services within this age group. While specific references
for the operational definition of "youth" in the context of monorail service usage may
vary, demographic categorizations and age brackets are commonly utilized in

transportation studies and market research.

1.8.7 KL Monorail

The Kuala Lumpur Monorail Services is a public transportation system in Kuala

Lumpur, Malaysia, that consists of elevated monorail lines that connect numerous
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significant sites throughout the city. The monorail system in Kuala Lumpur is an
important means of transportation for both residents and tourists, providing a quick
and effective way to navigate the city’s crowded metropolitan landscape (Ahmad et
al., 2020). The monorail services, which have many stations strategically positioned
across Kuala Lumpur’s central business district, commercial regions, and tourist
attractions, give access and connectivity to important landmarks, shopping malls, and
residential areas (Ng & Wong, 2019). The Kuala Lumpur Monorail services are noted
for its elegant design, modern amenities, and reliable operation, providing passengers
with a comfortable and seamless travel experience (Ahmad et al., 2020). As a key
component of Kuala Lumpur’s public transportation network, monorail services play
an important role in reducing traffic congestion, promoting sustainable urban mobility,
and improving overall accessibility and mobility options for both residents and visitors
(Ng & Wong, 2019). Overall, the Kuala Lumpur Monorail services is an essential
component of the city’s transportation infrastructure that provides an efficient and

accessible method of transportation for anyone navigating the crowded metropolis.

1.9 Organization of the Thesis

This thesis is structured in a logical and coherent manner, with the first chapter serving
as an introduction to the study. It covers the background of the research, outlining the
context and significance of the topic. The chapter also clearly articulates the research
objectives and questions that guide the study, providing a clear direction for the
investigation. Additionally, the conceptual framework is presented, outlining the
theoretical underpinnings of the research. The methods used to collect and analyze
data are also detailed, ensuring transparency and reproducibility. Following this

introduction, the significance of the research is discussed, highlighting its relevance
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and importance. The chapter concludes by defining key concepts and providing an
overview of the thesis's organization, allowing the reader to navigate the content
effectively. Chapter two reviews existing literature related to the focal constructs,
antecedents and the moderator by beginning with the definition, explanation and the
idea of continuance intention, the antecedents and the moderating variables among the
youth utilizing monorail in Malaysian context was discussed. This chapter also
explains the study’s conceptual paradigm and investigates the formation of
hypotheses. The relationships between antecedent’s variables with continuance
intention with the intervention of the moderating variable are also elaborated. The

chapter concludes by relating the study’s supporting theories to the literature review.

Chapter three discusses the research technique and research strategy. This chapter also
discusses the study’s demographic, sampling frame, sample size, data gathering
technique, and analytical instrument. Chapter four shows the outcomes of the
quantitative paradigm that is used. The chapter also explains how to screen data; the
results of the scale reliability and validity tests are then provided. The chapter

concludes by demonstrating the results of hypotheses tested.

Chapter five presents the research findings and conclusions. The hypothesis analysis
results are also reviewed, and the chapter concludes by summarizing the research
implications and clarifying the study’s limitations. Potential future study directions are

also discussed.
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CHAPTER TWO: LITERATURE REVIEW

2.1 Introduction

This chapter starts with a discussion on the background of transportation industry in
Malaysia and then followed by youth consumer behavior. Further literature is
explained regarding continuance intention as a dependent variable and another three
antecedent variables (i.e., brand trust, perceived usefulness, and convenience usage)
while personal innovativeness acts as a moderating variable in the relationships of all
variables. Hypotheses are also developed in this chapter, along with a research

framework built by combining two theories.

2.2 Background of Transportation in Malaysia

The history and evolution of transport services in Malaysia depict a dynamic journey
shaped by historical influences, economic progress, and the changing needs of a
modernizing society. Historically, colonial influences affected Malaysia’s transport
infrastructure, with railways being one of the first modes of transportation introduced
by the British in the late nineteenth century (Abdullah, 2018). Following her
independence, the country underwent a transition to a more comprehensive and

integrated transport network to facilitate economic growth and urbanization.

For instance, road transport has played a critical part in Malaysia’s transport system.
The construction of roads and road networks throughout the nation became critical for
connecting various locations and enabling trade and travel. Initiatives such as the New

Economic Policy (NEP) of the 1970s are intended to eliminate regional inequities and
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contributed to the growth of road networks, hence improving national connectivity
(Said, 2018). The continued emphasis on road infrastructures has been critical to

promoting economic development and boosting accessibility.

Malaysia’s transport evolution has also included a significant contribution from the
maritime industry. Malaysia’s strategic location along key shipping routes between the
East and the West has resulted in the creation and expansion of ports, with Port Klang
playing a crucial role in the country’s trade activities (Ismail & Karim, 2016; Abdul
Kadir et al., 2006). The growth of the maritime industry has also led to the
development of a robust logistics network, which has facilitated the movement of
goods and services across the country (Kamba et al., 2007). Additionally, the
expansion of ports has created new job opportunities and contributed to the country’s
economic growth (Das et al., 2013). The marine industry’s expansion similarly has
been critical to promoting international trade and assuring the efficient transportation

of products.

Malaysia has invested in modernizing its public transport services in response to the
challenges posed by urbanization and rising traffic congestion. The Kuala Lumpur
Mass Rapid Transit (MRT) and Light Rail Transit (LRT) systems mark a significant
step forward in the country’s attempts to provide efficient and sustainable
transportation options (Said, 2018). These systems seek to alleviate traffic congestion,
reduce environmental impact, and improve the overall quality of transport services in

cities.

Malaysia’s transport services have evolved in response to changing societal and

economic demands. The country’s dedication to infrastructure development, combined
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with technological improvements, has helped to modernize transport systems, improve
connectivity, and support Malaysia’s overall aims of economic growth and

sustainability.

2.2.1 Rail Transportation in Malaysia

Malaysia’s rail transport services have evolved over time, from colonial-era rails to a
modern and integrated system that meets the country’s rising needs. Railways were
first introduced in Malaysia in the late nineteenth century, during British colonial
control, when the Federated Malay States Railways was founded for economic and
administrative objectives (Abdullah, 2018). This laid the groundwork for the country’s
rail transport system, which was primarily aimed at connecting key economic

development districts.

Following independence, Malaysia acknowledged the significance of a broad and
efficient rail network to satisfy the needs of its growing population. The formation of
Keretapi Tanah Melayu Berhad (KTMB) in 1992 was a watershed moment in the
modernization of rail services, bringing together diverse railway corporations under a
single framework. This restructuring aims to streamline operations and increase

efficiency.

One of the most significant advancements in the evolution of rail transport services
was the launch of the Electric Train Service (ETS) in 2010. The ETS is a high-speed
rail option that connects major cities such as Kuala Lumpur, Ipoh, and Penang, cutting

travel time and contributing to the modernization of intercity rail transportation. The
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electrification of rail services is consistent with Malaysia’s commitment to sustainable

and energy-efficient transportation.

Urban rail transit has also advanced significantly with the development of Light Rail
Transit (LRT) and Mass Rapid Transit (MRT) systems. The Kuala Lumpur LRT,
which opened in 1998, solved urban congestion challenges and paved the way for
future extensions and improvements. The followed introduction of the MRT system
has given a new layer to Malaysia’s urban rail infrastructure, giving a contemporary

and efficient form of transport within the capital.

Malaysia’s rail transport systems are constantly evolving, with attempts to expand and
improve them. Notable advances include the construction of new rail lines, the
expansion of existing networks, and the use of technology to improve efficiency and
passenger experience. Malaysia’s commitment to investing in rail infrastructure
demonstrates its understanding of rail transit as a critical component in promoting

long-term and reliable connectivity.

To summarize, Malaysia’s rail transport services have grown from a colonial-era base
to a contemporary integrated network. Strategic investments in high-speed rail, urban
rail networks, and technical breakthroughs show the country’s commitment to

providing efficient, sustainable, and accessible rail transportation services.

2.2.2 The History of the Kuala Lumpur Monorail Project

Kuala Lumpur has a public transport system known as the Kuala Lumpur Monorail
(KL Monorail). The project was initiated to provide an additional mode of urban transit

and to address the city’s growing transportation requirements. The concept of
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establishing a monorail system was included in the organization and presentation of
Kuala Lumpur’s overarching strategy to improve public transportation. The concept
of a monorail system gained appeal as a way to alleviate traffic and improve
connectivity. Following the approval of the Kuala Lumpur Monorail project in the late
1990s, construction planning for the system began. The project’s purpose was to create
a cutting-edge elevated rail system capable of efficiently moving people across key

sites (Rapid KL, 2023).

Construction on the monorail system began, and elevated tracks were placed along the
proposed route. The development included the construction of stations, platforms, and
other infrastructure. The KL Monorail’s first phase was inaugurated and opened on
August 31, 2003. This initial phase covered a section of the planned route, making
transport more convenient for Kuala Lumpur residents and visitors. Over the years, the
KL Monorail system has been expanded and upgraded. Additional stations were built
to extend the monorail’s reach and strengthen its role in the city’s public transportation

network.

The KL Monorail has been connected with other means of public transportation,
allowing passengers to easily switch between the monorail, buses, and the Mass Rapid
Transit (MRT) system. The KL Monorail is an important part of Kuala Lumpur’s urban
transportation infrastructure, connecting several neighborhoods, commercial sectors,
and tourist destinations. Regular maintenance and upgrading operations are carried out
to ensure the monorail system’s safety, efficiency, and dependability. Upgrades could

include enhancements to the rolling stock, stations, and technology.
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According to The Monorail Society (2024), the Hitachi business planned to begin
construction on the KL Monorail in 1997, but the East Asian financial crisis compelled
them to postpone their plans in December of that year. To minimize expenses,
Monorail Malaysia (MTrans), a builder of monorails, took up construction in July

1998. The project was estimated to cost MYR1.18 billion, or around $375 million.

The project’s initial owner, KL Infrastructure Group (KL Infra), was awarded a 40-
year concession by the Malaysian government to run the rail system. KL Infra
sustained losses over time due to depreciation and loan interest payments, so Syarikat

Prasarana Negara Berhad (SPNB) purchased the monorail in 2007.

2.2.3 Evolution of Kuala Lumpur Monorail

The KL Monorail, a key component of Malaysia’s urban transportation system, has a
unique history and evolution that reflects the country’s commitment to modernizing
public transportation. The concept of a monorail in Kuala Lumpur arose as part of the
city’s overall urban development strategy. The KL Monorail project was formally
launched to solve rising traffic congestion and improve mobility in the busy capital
territory (Said, 2018). The monorail’s development began in the late 1990s, and the
first phase of the project was completed when the Kuala Lumpur Monorail became

operational in 2003.

The KL Monorail’s inaugural phase comprises around 8.6 kilometers, connecting
significant regions of the city, including the popular shopping district of Bukit Bintang

and the Kuala Lumpur Sentral transportation hub (Said, 2018). The monorail system
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was designed to supplement existing modes of public transit by offering an efficient,

elevated, and space-saving alternative for metropolitan commuters.

The KL Monorail has evolved via initiatives to increase capacity, efficiency, and
interaction with other transportation networks. The monorail system has been
expanded to increase its reach and service to more regions in Kuala Lumpur.
Subsequent rounds of development sought to increase connections, cut travel times,
and meet the growing demand for urban transportation services (Said, 2018). However,
the progress of the KL Monorail has not been without difficulties. Technical concerns
and occasional outages have necessitated continuous maintenance and upgrade efforts
to ensure the system’s dependability and safety. Despite these issues, the KL Monorail

remains an essential component of Kuala Lumpur’s public transportation system.

In recent years, there have been debates and plans to expand and integrate the KL
Monorail with other transit systems in order to maximize its position in the city’s
transport network (The Star, 2020). The Malaysian government remains committed to
improving urban mobility and meeting the changing requirements of Kuala Lumpur

residents through strategic public transport investments and advancements.

Finally, since its inception in the early 2000s, the Kuala Lumpur Monorail has grown
to become an important part of Malaysia’s urban transportation scene. Its origins and
progress reflect the nation’s desire to deliver efficient and innovative solutions to urban

mobility issues.
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2.2.4 Kuala Lumpur Monorail Lines and Routes

The KL Monorail stations, which are 0.5 to 1 kilometer apart, include Titiwangsa, Tun
Sambanthan, Hang Tuah, Maharaja Lela, Imbi, Raja Chulan, Bukit Bintang, Bukit
Nanas, Chow Kit, and Medan Tuanku (Rapid KL, 2023). The Monorail connects to
other rail systems, such as the Rapid Ampang Line of KL, which runs between Hang
Tuah and Titiwangsa; the Kelana Jaya Line, which runs between KL Sentral and Bukit
Nanas; and the Express Rail Link, which runs from KL Sentral to KL International
Airport and connects to additional intercity rail lines and the Commuter. The
Titiwangsa stop, which was opened and started operation in July 2022, connects the

KL Monorail with the Rapid KL LRT Ampang Line.

The Kuala Lumpur Monorail has 11 stations capable of accommodating longer trains.
Platforms are located on the upper floors of the elevated stations, with ticketing
provided on the first and ground floors. CCTV cameras are installed on each station’s
platforms, which are separated from the tracks by a barrier. Canvas serves as the roof
material. However, some contend that the platforms are too tiny to allow unhindered
passenger movement. They only have escalators that travel up, and their low-level

roofs lack adequate ventilation (Railway Technology, 2021).

Between KL Sentral and Tun Sambanthan, there is a separate 14,800 mm monorail
maintenance facility. The depot provides off-peak and nighttime storage, two distinct
buildings house heavy and light repair tools, platforms for interior cleaning, and a

substation for depot operations.
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2.2.5 Kuala Lumpur Monorail Performance in Klang Valley

The monorail system started with ten permanently connected, two-car train sets
capable of achieving speeds of up to 80 km/h. The trains are 20 meters long and 3
meters broad, similar to those used by Seattle’s ALWEG Monorail. The trains have 48
seats and can accommodate a total of 196 standing passengers. The chairs are centrally
located in the carriage, with standing space near the doors. The monorail runs on 750V
DC and has two 75kW motors. In the event of a power failure, each car includes a
coupler that allows it to detach and be dispatched to the nearest station, while
emergency backup power keeps the train running for 30 minutes. MTrans
manufactures the carriages at its Rawang plant, where the trains are tested. In 2019,
the monorail operated with five sets of four-carrier trains and four sets of two-carrier
trains. It plans to add seven more four-car trains, for a total of twelve four-car train

sets, while eliminating all two-car train sets (Meiden Malaysia, 2023).

The KL Monorail public transportation system has exceptional potential and is
expanding. In 2011, there were an average of 66,121 passengers each day, 3,673
travelers per hour, with a 12.48% rise in average annual passenger numbers.
Importance Performance analysis and service facilities, such as station environmental
and cleanliness, ticket counters, board information, train arrival punctuality, train
cleanliness, security and CCTV installation, traffic congestion reduction, and
environmental friendliness are critical, and must be maintained. The issue of road
comfort and traffic jams in metropolitan areas is a global concern, and this has resulted
in disturbance and having an adverse effect on the environment and psyche of people
(Das et al., 2013; Ibrahim et al., 2022; Kamba et al., 2007). The increasing reliance on

private vehicles has led to a decline in public transport usage, which has further
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exacerbated the problem (Abdul Kadir et al., 2006; Nguyen-Phuoc et al., 2020). To
address this issue, governments have invested heavily in improving public transport
infrastructure, including the development of monorail systems (Mohd Masirin et al.,
2017). However, the success of these systems depends on the satisfaction and
continued usage of passengers (Kuo & Tang, 2013). Studies have shown that factors
such as service quality, comfort, and convenience play a significant role in determining
passenger satisfaction and reuse intention (Ibrahim et al., 2020; de Oia et al., 2014).
Many significant cities around the world, including those in Southeast Asia, face the
same challenge. Bangkok in Thailand, Jakarta in Indonesia, Manila in the Philippines,
Kuala Lumpur in Malaysia, and other portions of the city experienced severe traffic
congestion while the projects are left uncompleted. To alleviate traffic congestion,
parking shortages, air pollution, energy savings, and modern city aesthetics one of the
effective ideas is to construct a monorail public transportation system (Das et al.,

2013).

Monorail systems have many advantages such as taking up of little space, no disruption
of existing traffic flow, are less expensive, and take less time to build the base and rail
than a traditional runway. It is also safer than an accident and can reduce traffic
congestion, create friendlier surroundings, reduce carbon pollution (CO) and noise
pollution, and improve the aesthetics of a modern city. From the Table 2.1 illustrating
the OD (i.e., origin and destination) matrix, the flow of travel as well as the number of
KL monorail stations open each day are displayed. Based on the maximum daily
number of travelers identified at 11 stations in August 2008, Bukit Bintang station has

the greatest OD value matrix, while Tun Sambanthan station has the lowest.
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Table 2.1
Average user OD matrix KL Monorail August 2008

Source: Das et al. (2013) on the effectiveness public transport monorail system on user
satisfaction in Kuala Lumpur, Malaysia.

Table 2.2
Average satisfaction and handling priority for various factors

Source: Das et al. (2013) on the effectiveness public transport monorail system on user
satisfaction in Kuala Lumpur, Malaysia.

The Table 2.2 above displays the results of calculating the average level of satisfaction
and prioritization for each element. The results of 13 components can be visually
represented as an IPA, which uses the average value of the measurement results and

the level of satisfaction for priority management.

The KL Monorail transit system is a form of public transportation that is very essential

and memorable for both the community and tourists. This approach greatly benefits
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the Kuala Lumpur population. From 2003 to 2011, the average proportion of
passengers climbed to 12.48% per year; by 2011, the total number of passengers was
24,200, 299 with an average of 66, 121 per day. In general, users of the KL. Monorail
public transport system are pleased with the current state and quality of service.
However, in order to raise the attractiveness and the number of consumers, as well as
earnings, the KL Monorail service provider must make certain essential modifications
by improving its services. The extension of waiting room and the escalator increases
the quality and quantity of seats aboard trains, provides extra carriages and routes to
other locations, provides convenient parking and public transport to surrounding
locations and increases comfort when boarding trains. The promotion campaign to
highlight the benefits of monorail over other modes of public transportation is also

essential (Das et al., 2013).

2.3 Youth in Malaysia

The Malaysian Youth Policy published in 2015 defines youth as those aged 18 to 30,
with an altered definition coming into effect in 2018 (IYRES, 2017). According to
population forecasts based on the Malaysian Population and Housing Census (IYRES,
2021), Malaysia has a youth bulge of 9 million persons aged 15 to 30, or 27% of the
total population. According to this figure, Malaysian youth have an important role in
shaping and defining the country’s future. However, because the Youth Societies and
Youth Development Act (Amendment) 2019 was not fully adopted until January 1,
2026, this study set the maximum age for data collection to 40 rather than 30 as

required by the new legislation.
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In Malaysia, the definition of youth varies depending on the context and the
organization or government agency involved. Generally, youth in Malaysia are defined
as individuals within a certain age range, typically between 15 to 40 years old, although
this can vary slightly between different policies and programs (Lim & Hadi, 2014).
The Malaysian government, through various agencies such as the Ministry of Youth
and Sports, often defines youth based on age brackets for the purpose of implementing
youth development programs and policies (IYRES, 2021). However, it is important to
note that definitions of youth in Malaysia may also consider other factors beyond age,
such as social and cultural contexts, educational status, and employment status
(Rahman, 2015). Additionally, youth in Malaysia are recognized as an important
demographic group with distinct characteristics, needs, and aspirations, making them
a focus of various initiatives aimed at promoting their well-being, empowerment, and
participation in society (IYRES, 2021). In general, while the definition of youth in
Malaysia may vary, it encompasses individuals in a specific age range and reflects

their importance as a demographic group in national development efforts.

Malaysian youth exhibit diverse characteristics influenced by various socio-cultural,
economic, and environmental factors. These characteristics play a significant role in
shaping their identities, aspirations, and behaviors within Malaysian society. One
prominent characteristic of Malaysian youth is their cultural diversity, stemming from
the multicultural nature of Malaysian society (Abdul Hamid et al., 2018; Hashim et
al., 2019). With Malaysia being home to various ethnic groups such as Malay, Chinese,
Indian, and indigenous communities, youth in Malaysia often embrace and celebrate
their cultural heritage, contributing to a rich tapestry of traditions, languages, and
customs (Hashim et al., 2019; Ismail et al., 2020). This cultural diversity is reflected

in the various festivals and celebrations that are an integral part of Malaysian youth
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culture, such as Hari Raya Aidilfitri, Deepavali, and Chinese New Year (Ismail et al.,
2020). Additionally, Malaysian youth demonstrate a strong inclination towards
technological advancement, displaying proficiency in utilizing digital technologies
and engaging in online activities (Aziz et al., 2020). They are often early adopters of
new digital platforms and social media trends, shaping their communication styles and

social interactions.

Furthermore, Malaysian youth are characterized by their aspiration for educational
attainment, with many prioritizing academic excellence and higher education as
pathways to personal development and career advancement (Kaur & Toh, 2016). This
emphasis on education reflects their desire for socio-economic mobility and upward
mobility within Malaysian society. Thus, the characteristics of Malaysian youth
encompass cultural diversity, technological savviness, and a strong focus on education,

highlighting their dynamic and multifaceted nature within the Malaysian context.

2.3.1 Understanding Youth Consumer Behaviour

Youth consumer behavior is a multifaceted area of study that encompasses the
purchasing habits, preferences, and attitudes of individuals typically aged between 15
and 40 years old. Understanding youth consumer behavior is crucial for marketers and
businesses seeking to target this demographic effectively. Research indicates that
youth consumer behavior is influenced by several variables, including peer influence
and social media, family dynamics, and personal identity formation (Solomon, 2019;
Ridgway & Kukar-Kinney, 2008). For instance, social media platforms play a
significant role in shaping youth consumption patterns, as young people are often

exposed to product recommendations and brand endorsements from their peers and
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influencers, they follow online (Ridgway & Kukar-Kinney, 2008; Lee & Watkins,

2016).

Moreover, family dynamics and parental influence can impact youth consumer
behavior through parental guidance, financial support, and parental modeling of
consumption habits (Moschis, 1985; Chassiakos & Stager, 2020). Additionally,
personal identity formation and self-expression through consumption choices are
significant factors in shaping youth consumer behavior (Kwiatek et al., 2021).
Additionally, as young individuals navigate through the process of identity formation,
their consumption choices may serve as a means of self-expression and identity
construction (Ward, 1974). Thus, understanding the complicated interaction of these
components is vital for marketers aiming to engage with youth consumers in an

efficient manner.

The role of psychology in youth consumer behavior and its impact on the continuance
intention to use monorail services is a crucial area of research in transportation studies.
Consumer psychology investigates the cognitive, emotional, and behavioral aspects
that influence individuals’ decision-making processes (Solomon, 2019). As regards
youth consumer behavior in the context of monorail services, understanding
psychological factors can provide insights into their intentions to continue using these
transportation modes. For instance, the TPB suggests that attitudes, perceived
behavioral control and subjective norms significantly influence individuals’ intentions
to engage in a specific behavior (Ajzen, 1991). In the case of monorail usage, positive
attitudes towards the convenience, reliability, and environmental benefits of monorail

services, along with social influences from peers or family members who endorse such
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transportation, can contribute to youths’ intentions to continue utilizing them (Yan et

al., 2021).

Additionally, psychological theories such as the cognitive dissonance theory proposes
that individuals seek consistency between their beliefs and behaviors, and they may
continue using monorail services to alleviate any perceived discrepancies between
their expectations and actual experiences (Festinger, 1957). Moreover, emotional
factors such as satisfaction, comfort, and perceived safety play significant roles in
shaping youths’ perceptions and behaviors towards monorail services (Hultman &
Skarbidck, 2020). By comprehensively understanding the psychological underpinnings
of youth consumer behavior, transportation planners and policymakers can develop

effective strategies to enhance youths’ continuance intention to use monorail services.

Understanding the consumer behavior of youth towards the usage of rail transport in
Malaysia involves exploring factors that influence their choices, preferences, and
decision-making processes. Consumer behavior in this context is shaped by a
combination of socio-economic, cultural, and individual factors. Socio-economic
factors play a significant role in influencing youth’s consumer behavior towards rail
transport. Economic considerations, such as the affordability of rail fares, accessibility
of rail stations, and the cost-effectiveness of using rail services, impact the decision-
making process of youth commuters (Che Puan et al., 2018). Additionally, the socio-
economic status of youth can influence their preferences for transportation modes, with
those from lower-income backgrounds potentially being more sensitive to pricing and

affordability factors.
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Cultural factors also contribute to the consumer behavior of youth regarding rail
transport in Malaysia. The cultural context may influence perceptions of public
transportation, with considerations such as the convenience of rail travel, cultural
attitudes towards shared transportation, and preferences for sustainable modes
influencing usage patterns (Che Puan et al., 2018). Understanding the cultural nuances
and preferences of Malaysian youth is crucial for designing an effective marketing and
communication strategies to promote rail services. Notably, culture encompasses
shared values, beliefs, and social norms that influence individuals’ attitudes and
behaviors towards various services, including public transportation (Hofstede, 2001).
Cultural factors such as collectivism versus individualism, power distance, and
uncertainty avoidance significantly impact youths’ perceptions and attitudes towards
monorail services (Hair Jr et al., 2019). For example, in cultures that emphasize
collectivism, young individuals may view monorail usage as a communal activity that
fosters social cohesion and connectivity, thereby increasing their intention to continue

using the service (Triandis, 1995).

Conversely, in cultures characterized by high power distance, where hierarchical
structures are prevalent, youth may perceive monorail services as an efficient and
reliable means of transportation endorsed by authority figures, influencing their
continuance intention (Hofstede, 2001). Moreover, cultural dimensions related to
uncertainty avoidance may affect youths’ perceptions of safety and security while
using monorail services, subsequently influencing their willingness to continuously
using them (Hofstede, 2001). Therefore, understanding the cultural context in which
youth consumers are situated is essential for transportation authorities and marketers
to develop effective strategies that promote the continued usage of monorail services

among this demographic.
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Technological advancements have transformed consumer behavior, particularly
among the youth. The integration of technology into rail transport, such as mobile
applications for ticketing, real-time information, and loyalty programs, can influence
the preferences of tech-savvy youth (Che Puan et al.,, 2018). Technological
advancements, such as mobile applications, real-time tracking systems, and digital
payment methods, have revolutionized the way young individuals interact with and
perceive public transportation services (Liu, 2020). These technological innovations
offer convenience, accessibility, and enhanced user experiences, which can positively
influence youths’ attitudes towards monorail services and increase their intention to
continue using them (Liu & He, 2021). For example, mobile apps that provide real-
time information about monorail schedules, routes, and arrival times empower
students to make informed decisions and organize their excursions more efficiently

(Chen et al., 2021).

Additionally, digital payment solutions, such as contactless smart cards and mobile
wallets, streamline the ticketing process and eliminate the need for physical cash
transactions, thereby enhancing the overall convenience and accessibility of monorail
services for young consumers (Liu, 2020). Furthermore, technological advancements
enable transportation authorities to implement personalized marketing strategies,
targeted promotions, and loyalty programs tailored to youth preferences, thereby
fostering engagement and encouraging continued usage of monorail services (Liu &
He, 2021). Therefore, leveraging technology to enhance the user experience and
meeting the evolving needs of young consumers is essential for ensuring a long-term

viability and success of monorail services.
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Moreover, lifestyle considerations, including the desire for a sustainable and eco-
friendly mode of transportation, can influence consumer behavior of environmentally
conscious youth (Chin et al., 2020). Rail transport, with its lower environmental impact
compared to individual car usage, may align with the values and preferences of
environmentally aware young consumers. Also, lifestyle encompasses an individual’s
patterns of living, including activities, interests, opinions, and values, which can
impact their transportation preferences and behaviors (Zhang & Hu, 2020). For young
consumers, lifestyle factors such as urban living, environmental consciousness, and
preferences for convenience and efficiency play a crucial role in determining their
attitudes towards monorail services and their intention to continue using the services
(Li & Hsieh, 2017). For example, youth living in densely populated urban areas may
prioritize sustainable modes of transportation, such as monorail services, over private
vehicles due to concerns about traffic congestion, air pollution, and limited parking

availability (Li & Hsieh, 2017).

Additionally, young individuals with busy lifestyles and time constraints may value
the convenience, speed, and reliability offered by monorail services for their daily
commutes and leisure activities (Zhang & Hu, 2020). Furthermore, lifestyle
preferences related to health and wellness may influence youth’s decisions to use
monorail services as a means of incorporating physical activity into their daily routines
by walking or cycling to and from monorail stations (Li & Hsieh, 2017). Therefore,
understanding the diverse lifestyles and preferences of young consumers is essential
for transportation planners and marketers to develop tailored strategies that promote a

continuous usage of monorail services among this demographic.
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In conclusion, the consumer behavior of youth towards the usage of rail transport in
Malaysia is influenced by a complex interplay of socio-economic, cultural,
technological, and lifestyle factors. Understanding these factors is essential for
policymakers, transportation providers, and marketers to design interventions and

strategies that resonate with the preferences and needs of the youth demographic.

24 Continuance Intention (CI)

The concept of continuance intention is a key construct in understanding individuals’
decision-making processes regarding a continuous use or adoption of a product,
service, or technology. Continuance intention refers to the inclination or willingness
of users to persist in utilizing a particular product or service over time (Bhattacherjee,
2001). It is often influenced by various factors such as satisfaction, perceived

usefulness, perceived ease of use, and habit formation (Lin & Bhattacherjee, 2008).

Continuance intention extends beyond initial adoption or trial and focuses on the
individual's intention to maintain usage or engagement with the product or service in
the future (Ashrafi, 2020; Bhattacherjee, 2001; Ibrahim et al., 2022; Kuo & Tang,
2013). It is a crucial factor in determining the long-term success and sustainability of
a product or service (Chong et al., 2020; de Ona et al., 2014). In the context of public
transportation, continuance intention is particularly important as it reflects the
willingness of passengers to continue using the service and contribute to its ongoing
success (Ibrahim et al., 2020; Nguyen-Phuoc et al., 2020). Understanding the factors
that influence continuance intention can help transportation providers develop
strategies to retain passengers and promote the long-term viability of their services

(Mohd Masirin et al., 2017).This concept is widely studied in fields such as
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information systems, marketing, and consumer behavior, where understanding users’
motivations and behaviors regarding the continuous use of products or services is
essential for businesses and policymakers (Lin & Bhattacherjee, 2008). In another
vein, continuance intention is a dynamic construct that may change over time in
response to evolving user experiences, perceptions, and external influences. Therefore,
studying continuance intention provides valuable insights into users’ long-term
engagement with products and services, aiding in the development of effective

strategies for user retention and satisfaction.

Similarly, continuance intention, a concept that has been examined from various
perspectives, plays a crucial role in understanding user behavior and decision-making
in different domains. One of the foundational perspectives is TAM proposed by Davis
(1989) in the field of information systems. Within the TAM framework, continuance
intention is described as an individual’s intention to continue using technology based
on their assessments of its utility and simplicity of use (Davis, 1989). This perspective
emphasizes the importance of user satisfaction and ongoing experiences in shaping

their intention to persist with a particular technology.

In the service sector, the concept of continuance intention holds significant importance
as it pertains to customers’ willingness to continue using a particular service over time.
Continuance intention in the service sector refers to customers’ ongoing inclination or
intention to persist in using a specific service provider or service offering (Kim et al.,
2020). This concept is essential for service providers as it directly influences customer
retention, loyalty, and long-term profitability. Factors influencing continuance
intention in the service sector often include service quality, perceived value, customer

satisfaction, and perceived switching costs (Oliver, 1999). Customers are more likely
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to continue using a service if they perceive it as providing high-quality experiences,

offering value for money, and meeting their needs and expectations (Kim et al., 2020).

Additionally, the presence of favorable interactions with service providers, positive
word-of-mouth recommendations, and personalized service experiences can enhance
customers’ continuance intention (Santos, 2003). Continuance intention in the service
sector is a dynamic construct influenced by customers’ ongoing experiences and
interactions with service providers. Therefore, understanding and managing factors
that contribute to continuance intention are essential for service providers to foster
customer loyalty, maintain market competitiveness, and sustain business growth in the

highly competitive service industry.

Continuance intention, within the context of technology adoption and service usage,
refers to an individual’s inclination and intention to persist in utilizing a particular
technology or service over time (Bhattacherjee, 2001; Davis, 1989). In the realm of
youth utilizing monorail systems, continuance intention specifically addresses the
willingness of young individuals to continue incorporating monorail transportation
into their regular commuting patterns. This concept is pivotal in understanding the
sustained engagement of youth with monorail services and involves factors such as
perceived convenience, satisfaction, and perceived value that contribute to their

ongoing commitment to monorail usage.

When it comes to the use of monorail among youth, continuance intention becomes a
multifaceted concept influenced by various factors. Perceived convenience plays a
crucial role, as young individuals often prioritize seamless and time-efficient

transportation options. The satisfaction derived from using monorail systems, the
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perceived ease of access, and the overall positive experience contribute to the
continuance intention of youth (Liao & Wang, 2009). Additionally, perceived value,
including factors such as cost-effectiveness and environmental sustainability, can

impact the intention of youth to continuously using monorail services.

In essence, continuance intention is a versatile concept applicable across various
domains, and its nuances depend on the specific context of usage. In the case of
monorail usage among youth, it encompasses factors unique to transportation services,
reflecting the importance of convenience, satisfaction, and perceived value in
influencing their intention to continue using monorail systems. In conclusion to all the
literature gaps found related to the usage of monorail among youth, it is thus important

to study continuance as a dependent variable in this research.

2.5 Brand Trust (BT)

Brand trust is a fundamental concept in marketing and consumer behavior,
representing the confidence and reliance that consumers have in a brand’s ability to
deliver on its promises and consistently meet their expectations (Delgado-Ballester &
Munuera-Aleman, 2001; Delgado-Ballester et al., 2003). It encompasses consumers’
beliefs about a brand’s reliability, credibility, and integrity, as well as their perceptions
of the brand’s commitment to customer satisfaction and ethical business practices

(Delgado-Ballester & Munuera-Aleman, 2001).

Brand trust is built over time through positive brand experiences, transparent
communication, and consistent product or service performance (Delgado-Ballester &

Munuera-Aleman, 2001; Ha, 2004; Ha & Perks, 2005). When consumers trust a brand,
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they are more likely to develop strong emotional connections with it, exhibit higher
levels of loyalty, and engage in repeat purchases (Delgado-Ballester & Munuera-
Aleman, 2001). Moreover, brand trust plays a crucial role in reducing consumers’
perceived risk and uncertainty associated with purchasing decisions, particularly in
contexts where product or service attributes are difficult to evaluate objectively
(Delgado-Ballester & Munuera-Aleman, 2001). Therefore, fostering brand trust is
essential for brands seeking to build long-term relationships with consumers, as it

enhances brand equity, and maintains competitive advantage in the marketplace.

Brand assured trust is strengthened by brands that continuously fulfil customers’ brand
promises. A brand’s promise is the assurance given to customers about the advantages,
ideals, or experiences connected to its goods or services. Perception of danger trust
reduces the perceived risk associated with a brand. Customers are more likely to

interact with a brand because they believe it can live up to their expectations.

According to Rousseau et al. (1998), trust is a psychological state in which an
individual put himself in danger because he thinks the other person won’t take
advantage of him. According to Chaudhuri and Holbrook (2001), brand trust is the
typical consumer’s proclivity to rely on the brand’s ability to deliver on its promise.
When customers are faced with a brand choice, brand trust noticeably decreases
uncertainty (Lau & Lee, 1999). In the same view, Chaudhuri and Holbrook (2001)

reported a significant positive relationship between brand trust and brand loyalty.

The concept of brand trust plays a significant role in shaping youth consumer behavior.
Brand trust refers to the confidence and reliability that young consumers place in a

brand, based on their perceptions of the brand’s consistency, credibility, and
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dependability (Delgado-Ballester & Munuera-Aleman, 2001). For youth consumers,
brand trust influences purchasing decisions, brand loyalty, and overall attitudes
towards products and services (Chiou, Droge, & Hanvanich, 2002). When young
consumers trust a brand, they are more likely to feel assured about the quality and
performance of the products or services offered, leading to increased loyalty and repeat
purchases (Delgado-Ballester & Munuera-Aleman, 2001). Additionally, brand trust
acts as a buffer against perceived risks and uncertainties associated with purchasing
decisions, particularly for youth who may be more sensitive to brand reputation and
reliability (Chiou, Droge, & Hanvanich, 2002). Therefore, building and maintaining
brand trust is essential for marketers aiming to cultivate positive relationships with

youth consumers and establish a long-term brand loyalty.

The role of brand trust in influencing the continuance intention to use monorail
services among youth is a critical factor in transportation research. Brand trust refers
to consumers’ confidence and belief in the reliability, credibility, and consistency of a
brand (Delgado-Ballester & Munuera-Aleman, 2001). In the context of monorail
services, establishing and maintaining trust in the service provider’s brand is essential
for fostering positive attitudes and intentions among youth consumers. Research
suggests that brand trust significantly influences consumers’ perceptions of service

quality, satisfaction, and loyalty (Chiou, Droge, & Hanvanich, 2002).

When youth consumers trust the monorail service provider, they are more likely to
perceive the service as reliable, safe, and efficient, leading to higher levels of
satisfaction and a greater intention to continue using the service (Liu, 2020). Moreover,
brand trust plays a crucial role in mitigating perceived risks associated with public

transportation, such as safety concerns and service disruptions Youth consumers who
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trust the monorail brand are more likely to perceive lower levels of risk and
uncertainty, thereby increasing their confidence and willingness to rely on monorail
services for their transportation needs (Liu & He, 2021). Therefore, building and
maintaining brand trust is essential for transportation authorities and service providers
to cultivate positive perceptions and intentions among youth consumers towards the

continuance use of monorail services.

2.6 Perceived Usefulness (PU)

Perceived usefulness is a central concept in the field of technology adoption and
acceptance, representing an individual’s subjective belief that using a particular
technology or system will enhance their performance and facilitate achieving specific
goals (Davis, 1989; Karahanna & Straub, 1999). It reflects users’ impressions of the
extent to which technology can aid them to accomplish tasks more efficiently,
effectively, or conveniently (Adam et al., 1992; Davis, 1989). Perceived usefulness is
a key determinant of individuals’ attitudes and intentions towards adopting and

continuing to use a technology (Davis, 1989).

According to TAM, perceived usefulness significantly influences users’ behavioral
intentions and actual usage behavior, playing a vital role in determining success or
failure of technological innovations (Davis, 1989). Positive perceptions of usefulness
are associated with higher levels of user acceptance, satisfaction, and adoption rates,
while perceived lack of usefulness may lead to resistance or reluctance to adopt new
technologies (Davis, 1989). Therefore, understanding and enhancing perceived

usefulness are essential for technology developers and marketers to design and
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promote innovations that align with users’ needs and preferences, ultimately fostering

greater acceptance and usage among target audiences.

A crucial idea in the study of user behavior and technological acceptance is perceived
utility. It describes a person’s subjective evaluation of how much they think utilizing
a specific technology or system would improve their performance and help them
accomplish particular objectives or tasks. A key component of models such as the
Unified Theory of Acceptance and Use of Technology (UTAUT) and TAM is
perceived usefulness. The following are some salient features of perceived usefulness

(Wang et al., 2020; Davis et al., 1989).

The extent to which an individual think employing a specific technology would
enhance his or her ability to perform a job is known as perceived usefulness. This is in
line with the concept of perceived useful, which states that something can be used to
gain something. Bonuses, promotions, and raises are commonly given to people who
perform well at work (Pfeffer et al., 1982; Schein, 1980; Vroom, 1964). A system is
considered advantageous and practical if the user thinks there is a good use-
performance relationship. According to Davis (1989), perceived usefulness is the
extent to which a person thinks that making use of a particular system would improve

his or her ability to accomplish a particular job.

An empirical investigation of the different aspects of usefulness by Luo and Lee (2011)
argue that perceived usefulness is one of the independent variables that affect the
users’ intention, and they contend that this has been proven to be of importance in
determining the behavioral intention of users. Studies show that e-text users’

inclination to continue their subscription is related to the belief that their access is
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valuable (Baker-Eveleth & Stone, 2015; Stone & Baker Eveleth, 2013). It also acts as
a determining factor in user behavior because of the perception of utility. Similarly,
related to perceived usefulness is the cost-benefit paradigm from behavioral decision

theory (Beach & Mitchell, 1978; Payne, 2014; Johnson & Payne, 1985).

The concept of perceived usefulness is a fundamental aspect of understanding youth
consumer behavior. Perceived usefulness refers to the subjective belief that a product
or service will enhance one’s performance or facilitate the achievement of specific
goals (Davis, 1989). In the context of youth consumer behavior, perceived usefulness
influences their attitudes and intentions towards adopting or using products and
services (Lu & Chen, 2016). For young consumers, perceived usefulness is a crucial
determinant of their decision-making process, as they seek products and services that

offer practical benefits and fulfill their needs and preferences (Lu & Chen, 2016).

When young individuals perceive a product or service as useful, they are more likely
to express positive attitudes, exhibit higher levels of satisfaction, and demonstrate a
greater intention to purchase or continue using it (Venkatesh et al., 2003). Moreover,
perceived usefulness serves as a driving force behind the adoption of innovative
technologies and digital platforms among youth consumers, who value the
functionality, convenience, and efficiency offered by these tools (Davis, 1989).
Therefore, understanding and leveraging perceived usefulness is essential for
marketers and businesses seeking to engage with youth consumers effectively and

meet their evolving needs and expectations.

Perceived usefulness plays a crucial role in shaping the continuance intention to use

monorail services among youth. Perceived usefulness is defined as a subjective belief
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that a service will enhance one’s performance or facilitate the achievement of specific
goals, influence individuals’ attitudes and intentions towards adopting and continuing
to use a service (Davis, 1989). In the context of monorail services, youth consumers
are likely to consider perceived usefulness of these transportation options in terms of
convenience, reliability, and efficiency (Yan et al., 2021). When youth perceive
monorail services as useful for their transportation needs, such as providing quick and
convenient travel options, reducing commuting time, or offering reliable schedules,
they are more likely to express positive attitudes and intentions towards continuously

using these services (Venkatesh et al., 2003).

Moreover, perceived usefulness also encompasses factors such as ease of use, cost-
effectiveness, and safety, which are critical considerations for youth when evaluating
the value proposition of monorail services (Davis, 1989). Therefore, understanding
and enhancing the perceived usefulness of monorail services is essential for
transportation authorities and service providers to cultivate positive attitudes and
intentions among youth consumers, ultimately promoting the continued usage of these

transportation options.

2.7 Convenience Usage (CU)

Convenience usage refers to the degree to which a product or service is easy to access,
utilize, and integrate into individuals’ daily lives (Hsu & Lin, 2015). It encompasses
the ease and efficiency with which consumers can obtain and use a product or service,
minimizing the time, effort, and resources required for their consumption (Hsu & Lin,
2015; Tam et al., 2020). Convenience usage is a critical factor influencing consumers’

purchasing decisions and consumption behaviors, particularly in today’s fast-paced
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and interconnected world (Hsu & Lin, 2015). Products or services that offer high levels
of convenience are often preferred by consumers due to their ability to streamline
processes, save time, and enhance overall user experience (Hsu & Lin, 2015).
Moreover, convenience usage extends beyond physical access and encompasses
factors such as user-friendly interfaces, quick and hassle-free transactions, and
seamless integration with other technologies or services (Hsu & Lin, 2015; Roca et al.,
2006). Consumers are more likely to adopt and continue using products or services
that prioritize convenience, as it aligns with their desire for simplicity, efficiency, and
effectiveness in meeting their needs and preferences (Chen, 2012; Hsu & Lin, 2015).
Therefore, understanding and optimizing convenience usage are essential for
businesses and marketers to attract and retain consumers in today’s competitive

marketplace.

Users evaluate how simple it is to use and learn new technologies. A system with high
convenience utilization is probably one that is simple to use and comprehend
(Venkatesh et al., 2003). Technologies with a low learning curve, means those that
users can pick up fast and become proficient with, tend to be highly used for
convenience. Users have opinions about how complicated or easy a technology is to
use. Usage of convenience is impacted by users’ perceptions of the amount of work
necessary to complete tasks. The accessibility of support systems and training
materials may have an effect on how convenient a service is made (Valentina, 2014).

Sufficient assistance can boost users’ self-assurance and lessen their perceived effort.

Principally, convenience usage represents how straightforward or challenging the
system is to use. If you’re using easy-to-use technology, it will be simple for people to

utilize and adapt with. Most consumers are drawn to the technology that provides them
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with the convenience, utility, and ease of use they like. Convenience usage is based on
auser’s view of the ease of use, difficulty, and simplicity of a product. The expectancy
hypothesis asserts that people do cognitive work before deciding to invest effort in a
task by considering three main motivating aspects: valence, instrumentality, and

expectancy.

For youth consumers, convenience is a significant factor influencing their purchasing
decisions and consumption behaviors (Chen et al., 2021). Youth often prioritize
products and services that offer convenience, such as mobile apps for online shopping,
food delivery services, and transportation options with seamless booking and payment
processes (Yan et al., 2021). Convenience usage is particularly important for youth
consumers who lead busy lifestyles and seek efficient solutions to meet their needs
and preferences (Chen et al., 2021). When products or services offer convenience
features such as user-friendly interfaces, quick access, and hassle-free experiences,
youth are more likely to engage with and continue using them (Hsu & Lin, 2015).
Moreover, convenience usage enhances the overall satisfaction and perceived value of
products or services among youth consumers, contributing to their loyalty and repeat

patronage (Yan et al., 2021).

The role of convenience in usage significantly influences continuance intention to use
monorail services among youth. Convenience, defined as the ease and efficiency with
which individuals can access and utilize a service, plays a pivotal role in shaping their
attitudes and intentions towards continuous usage (Hsu & Lin, 2015). For youth
consumers, convenience factors such as accessibility of monorail stations, frequency
of service, ease of ticketing and payment, and overall travel experience significantly

impact their satisfaction and likelihood to continuously use monorail services (Yan et
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al., 2021). When monorail services offer convenient features such as user-friendly
mobile apps for route planning and ticket purchase, real-time tracking of train
schedules, and seamless integration with other modes of transportation, youth
consumers are more inclined to perceive these services as practical and beneficial for

their daily commuting needs (Chen et al., 2021).

Moreover, convenience in usage enhances the overall satisfaction and perceived value
of monorail services among youth, leading to positive attitudes and intentions towards
continued usage (Hsu & Lin, 2015). Therefore, optimizing convenience factors in
monorail service delivery is essential for transportation authorities and service
providers to foster positive user experiences and encourage a sustained patronage of

monorail services among youth consumers.

2.8 Moderating Variable: Personal Innovativeness (PI)

Personal innovativeness refers to an individual’s aptitude and openness to adopt new
ideas or technologies, or practices (Agarwal & Prasad, 1998; Patil et al., 2020). It
represents an inherent characteristic or trait that influences individuals’ readiness to
explore and embrace innovative solutions to meet needs or solve problems (Agarwal
& Prasad, 1998). Personal innovativeness plays an important influence in molding
people’s behaviors and decisions about adoption and usage of new products, services,
or technologies (Agarwal & Prasad, 1998; Patil et al., 2020). According to the
Innovation Diffusion Theory, individuals with greater levels of personal
innovativeness are more likely to be early adopters of innovations and serve as opinion

leaders who influence others’ decisions to adopt (Rogers, 2003).
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Personal innovativeness is frequently linked with traits such as openness to new
experiences, curiosity, and a willingness to take risks (Agarwal & Prasad, 1998).
Individuals with high personal innovativeness tend to seek out novel experiences,
actively search for new information, and exhibit a greater propensity for
experimentation and exploration (Agarwal & Prasad, 1998; Kapser & Abdelrahman,
2020). Therefore, understanding personal innovativeness is essential for businesses
and marketers seeking to introduce and promote innovative products or services, as
individuals’ innovativeness levels can significantly impact their adoption and usage

behaviors.

Personal innovativeness can serve as a significant moderating variable in various
contexts, influencing the strength and direction of relationships between other factors.
As a moderating variable, personal innovativeness interacts with independent
variables to affect dependent variables differently across different levels of personal
innovativeness (Baron & Kenny, 1986). For example, in the context of technology
adoption, personal innovativeness may moderate the relationship between perceived
usefulness and intention to adopt a new technology (Agarwal & Prasad, 1998).
Individuals with high levels of personal innovativeness may perceive the usefulness of
a technology more positively and, therefore, have a stronger intention to adopt it
compared to those with lower levels of personal innovativeness (Agarwal & Prasad,

1998).

Similarly, personal innovativeness may moderate the relationship between service
quality and customer satisfaction in the service industry (Han et al., 2015). Customers
with high personal innovativeness may be more forgiving of service failures or

shortcomings if they perceive the service provider as innovative or leading-edge,
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whereas those with lower levels of personal innovativeness may be less tolerant (Han
et al., 2015). Therefore, considering personal innovativeness as a moderating variable
is crucial for understanding how individual differences influence the effectiveness of

interventions or the strength of relationships between variables in various domains.

In the same vein, diffusion of innovation theory states that an individual’s ability to
innovate affects how they advance from awareness to adoption in the innovation-
decision process (Rogers, 2003). Research has examined how cultural variables may
affect people’s receptivity to innovation in order to investigate cross-cultural variations
in personal innovativeness. Factors related to education and demography, such as a
person’s age, financial status, educational background, and other demographic
characteristics, can all have an impact on levels of innovativeness (Rogers, 2003).
Higher educated and younger people frequently exhibit higher degrees of personal
inventiveness. Entrepreneurial action is frequently linked to personal innovativeness,
as entrepreneurs are naturally inclined to identify and seize novel opportunities (Shane,

2000).

In the marketing context, understanding personal innovativeness is valuable for
predicting and influencing how consumers adopt new products or technologies
(Agarwal & Prasad, 1998). The concept of technology readiness, which encompasses
personal innovativeness, optimism, and discomfort, is used to assess individuals’
preparedness for adopting new technologies (Parasuraman, 2000). In the marketing
context, personal innovativeness serves as a crucial moderating variable that
influences consumer behavior and the effectiveness of marketing strategies (Agarwal
& Prasad, 1998).As a moderating variable, personal innovativeness interacts with

marketing stimuli and influences the intensity and direction of correlations among
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marketing variables and consumer responses (Agarwal & Prasad, 1998; Senali et al.,
2023). For example, in the context of advertising effectiveness, personal
innovativeness may moderate the impact of advertising messages on consumers’
attitudes and purchase intentions (Huang & Chen, 2006). Individuals with high levels
of personal innovativeness may be more receptive to novel or innovative advertising
appeals, whereas those with lower levels may prefer traditional or familiar advertising

styles (Huang & Chen, 2006).

In the context of youth consumer behavior, personal innovativeness plays a significant
role in shaping their attitudes and behaviors towards novel products and services (Yan
et al., 2021). Youth consumers who exhibit high levels of personal innovativeness are
more likely to embrace and experience innovative products and services, seeking novel
experiences and solutions to meet their evolving needs and preferences (Chen et al.,
2021). Personal innovativeness influences youth consumers’ adoption of new
technologies, digital platforms, and lifestyle trends, reflecting their openness to change
and eagerness to explore innovative offerings (Agarwal & Prasad, 1998). Moreover,
personal innovativeness fosters a sense of curiosity and adventure among youth
consumers, driving them to seek out unconventional and cutting-edge products or
services that differentiate them from their peers (Yan et al., 2021). Therefore,
understanding the concept of personal innovativeness is essential for businesses and
marketers to develop strategies that resonate with youth consumers’ desire for

innovation and novelty.

The moderating role of personal innovativeness significantly influences the
continuance intention to use monorail services among youth. Personal innovativeness,

can amplify or attenuate the effects of other factors on youth consumers’ intentions to
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continue using monorail services. For instance, youth with high levels of personal
innovativeness may be more receptive to innovative features and technologies
integrated into monorail services, such as mobile ticketing apps or real-time travel
information systems (Chen et al., 2021; Tech, 2020). These innovative features align
with the preferences of highly innovative youth, enhancing their satisfaction and
perceived value of monorail services, thereby increasing their continuance intention

(Yan et al., 2021).

Conversely, youth with low levels of personal innovativeness may be less inclined to
adopt or embrace innovative features, and their continuance intention may be less
influenced by such factors. Personal innovativeness acts as a moderator in this context,
amplifying the impact of innovative service features on continuance intention for
highly innovative youth while mitigating its effects for those with low personal
innovativeness (Agarwal & Prasad, 1998; Fauzi & Sheng, 2021). Therefore,
understanding the moderating role of personal innovativeness is crucial for
transportation authorities and service providers to tailor their strategies and offerings

effectively to different segments of youth consumers.

2.9 Hypotheses Development

This section briefly explains the hypotheses development of the proposed study.
Hypotheses are testable propositions that relate to research issues. Hypotheses bridge
the gap between the broad question to be investigated (i.e., the research question) and

short assertions about the relationships between the variables that are hypothesized.

It is envisaged that the selection of the study variables will provide grander enthusiasm

to study further about the relationships connecting continuance intention, brand trust,
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perceived usefulness, convenience usage and personal innovativeness. The originators
and explanations of the hypotheses proposed related to each variable are offered in the
succeeding paragraphs. Therefore, the following theories are offered based on the

existing literature.

2.9.1 Relationship between Brand Trust (BT) and Continuance Intention (CI)

Understanding the relationship between brand trust and continuance intention is
crucial when examining the preferences and behaviors of the youth demographic in
the context of monorail usage. Monorails, as a sustainable and efficient mode of urban
transportation, have gained popularity among urban youth seeking convenient and eco-
friendly travel options. This discussion explores how brand trust influences the

continuance intention of youth in using monorail systems.

Brand trust within the context of monorail systems encompasses various facets,
including reliability, safety, and service quality. The youth demographic, known for
their tech-savvy nature and social consciousness, values brands that align with their
expectations and contribute positively to their urban lifestyle (Delgado-Ballester &
Munuera-Aleman, 2001; Ibrahim et al., 2022; Kuo & Tang, 2013). Research indicates
that a trustworthy monorail system perceived as reliable and safe significantly
influences the continuance intention of youth passengers (Lim, 2012; Chong et al.,
2020). Additionally, factors such as cleanliness, comfort, and efficiency of the
monorail service also play crucial roles in shaping continuance intention (de Ofia et
al., 2014; Nguyen-Phuoc et al., 2020). Understanding these factors can assist
transportation providers in developing strategies to retain passengers and promote the

long-term sustainability of their services (Mohd Masirin et al., 2017).
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Reliability is a pivotal component of brand trust that directly impacts the continuance
intention of youth using monorail systems. Youth are more inclined to continue using
a monorail service when it consistently adheres to schedules, provides accurate real-
time information, and minimizes service disruptions (Moorman et al., 1992).
Reliability builds confidence among the youth demographic, fostering trust that

encourages them to incorporate monorail travel into their urban routines.

Safety constitutes another significant dimension of brand trust that influences the
continuance intention of youth using monorails. Perceived safety contributes to overall
passenger satisfaction, thereby affecting their likelihood of continued usage (Delgado-
Ballester & Munuera-Aleman, 2001; Pal, 2019). Youth are likely to trust and continue
using a monorail system that prioritizes safety measures such as surveillance,
emergency response mechanisms, and transparent communication regarding security

protocols.

Service quality also plays a pivotal role in shaping youth perception of monorail
systems. Brands that prioritize a positive user experience through well-maintained
facilities, cleanliness, and friendly customer service contribute to higher levels of
brand trust and continuance intention (Aaker, 1991; Jung et al., 2014). Positive
interactions enhance the overall brand image, encouraging youth to integrate monorail

travel into their daily lives.

Several studies have explored the link between brand trust and continuance intention
across various contexts. Research indicates that when consumers trust a brand, they
are more likely to develop strong emotional connections and loyalty towards it

(Delgado-Ballester & Munuera-Aleman, 2001). This trust positively influences their
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intention to continue using the brand's products or services, as they perceive the brand
as reliable and capable of consistently meeting their needs (Chiou, Droge, &

Hanvanich, 2002).

In the context of service industries such as transportation, including monorail services,
brand trust plays a crucial role in shaping passengers' decisions to continue using the
service provider. When passengers perceive a monorail service provider as trustworthy
based on factors like safety records, service reliability, and customer service quality,
they are more likely to continue using the service (Stewart & Pavlou, 2002). This trust
mitigates perceived risks associated with using the service and enhances passengers'

overall satisfaction and loyalty.

Moreover, brand trust acts as a buffer against negative experiences or service failures.
When consumers trust a brand, they may be more forgiving of occasional service
lapses and more willing to give the brand another chance, thus reinforcing their

continuance intention (Stewart & Pavlou, 2002).

In conclusion, the relationship between brand trust and continuance intention in the
use of monorails among youth is a nuanced interplay of reliability, safety, and service
quality. A trustworthy monorail system that aligns with the expectations and values of
the youth demographic is more likely to secure their continued patronage. Recognizing
and addressing these factors can help urban planners, policymakers, and monorail
operators create sustainable and appealing transportation options for the youth. Thus,

the following hypotheses is proposed;
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HI: There is a positive relationship between Brand Trust and Continuance Intention

to use monorail among youth

2.9.2 Relationship between Perceived Usefulness (PU) and Continuance
Intention (CI)

The relationship between perceived usefulness and continuance intention is pivotal in
understanding the sustained engagement of youth in utilizing monorail systems
(Hamid et al., 2016). As a demographic known for its tech-savvy nature and inclination
towards efficiency, the perceived usefulness of monorail services becomes a crucial
determinant of their intention to continue using this mode of transportation. This
discussion delves into the intricate connection between perceived usefulness and

continuance intention among youth in the context of monorail usage.

In the case of monorail systems, perceived usefulness involves the efficiency,
convenience, and practical benefits that youth associate with using this mode of
transportation. Research suggests that when individuals perceive a technology or
service as useful, they are more likely to continue using it (Daneji et al., 2019; Davis,

1989).

Efficiency is a key component of perceived usefulness that directly influences the
continuance intention of youth in using monorail systems. Youth, often seeking time-
effective transportation solutions, are more likely to continue using monorails if they
perceive them as efficient in reducing travel time and providing a reliable means of
reaching their destinations (Bhattacherjee, 2001; Sasongko et al., 2022). A positive
perception of efficiency contributes to the overall perceived usefulness and,

subsequently, the intention to continue using monorail services.
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The convenience offered by monorail systems plays a vital role in shaping perceived
usefulness and continuance intention among youth passengers. Convenient features
such as easy access, minimal waiting times, and seamless integration with other modes
of transportation contribute to a positive user experience (Venkatesh et al., 2003).
Youth are more likely to continue using monorail services when they perceive them as
a convenient and hassle-free transportation option that aligns with their dynamic urban

lifestyles.

The practical benefits associated with monorail usage, such as reduced environmental
impact, cost-effectiveness, and ease of navigation, contribute to the perceived
usefulness of the service (Bhattacherjee, 2001; Liu et al., 2022). When youth users
derive tangible and practical advantages from monorail systems, it enhances their
overall satisfaction and influences their intention to continue using this mode of

transportation.

Studies have also explored how perceived usefulness influences continuance intention
in specific service industries like transportation. For example, in the case of monorail
services, youth consumers are likely to consider perceived usefulness factors such as
convenience, reliability, and efficiency in their decision to continue using these
services (Yan et al., 2021). When monorail systems are perceived as useful for
reducing commute time, providing reliable schedules, and offering seamless travel
experiences, youth are more inclined to express positive attitudes and intentions

towards continuous usage (Venkatesh et al., 2003).

Moreover, perceived usefulness not only influences initial adoption decisions but also

plays a crucial role in sustaining user engagement and loyalty over time. Users who
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perceive ongoing utility in a service are less likely to discontinue its use and more
likely to recommend it to others, thereby contributing to its long-term viability and

success (Davis, 1989; Venkatesh et al., 2003).

In conclusion, the relationship between perceived usefulness and continuance
intention among youth using monorail systems is a multifaceted interplay of
efficiency, convenience, and practical benefits. Understanding and addressing these
factors are crucial for urban planners and policymakers to create monorail services that
resonate with the expectations and preferences of the youth demographic, fostering

sustained engagement over time. Thus, the following hypotheses is proposed;

H2: There is a positive relationship between Perceived Usefulness and Continuance

Intention to use monorail among youth

2.9.3 Relationship between Convenience Usage (CU) and Continuance
Intention (CI)

Convenience usage encompasses the ease and user-friendly features associated with
monorail systems, reflecting how effortlessly individuals can integrate monorail travel
into their daily lives (Kurniasari & Abd Hamid, 2020; Ladipo & Mupimpila, 2017).
For youth, the convenience of monorail services is crucial in influencing their decision
to continue using this mode of transportation. Research indicates that convenient
transportation modes are more likely to foster positive attitudes and increase the

likelihood of continued usage (Hamid et al., 2016; Liao & Wang, 2009).

Seamless integration of monorail services into the daily routines of youth plays a

pivotal role in shaping continuance intention. When monorails are seamlessly
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connected with other modes of transportation, such as buses or subway systems, and
are easily accessible from key locations, youth are more likely to perceive them as
convenient and continue incorporating them into their travel plans (Kim et al., 2009).
The convenience of such integration contributes to a positive user experience and

encourages a sustainable engagement.

Time efficiency is a key element of convenience that directly influences the
continuance intention of youth in using monorail systems. Youth, often seeking time-
effective transportation solutions, are more likely to continue using monorails if they
perceive them as efficient in reducing travel time and providing a reliable means of
reaching their destinations (Bhattacherjee, 2001; Foroughi et al., 2023; Sensuse, 2017).
A positive perception of time efficiency contributes to overall user satisfaction, further

bolstering the intention to continue using monorail services.

User-friendly features, such as intuitive ticketing systems, digital interfaces, and well-
designed stations, contribute to the perceived convenience of monorail services
(Ladipo & Mupimpila, 2017; Yan et al., 2022). Youth are more likely to develop
positive attitudes toward monorail usage when the system incorporates these user-
friendly features, enhancing the overall convenience and contributing to their intention

to continue using monorail transportation.

In conclusion, the relationship between convenience usage and continuance intention
among youth using monorail systems is a multifaceted interplay of seamless
integration, time efficiency, and user-friendly features. Addressing these factors is

essential for urban planners and policymakers to create monorail services that align
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with the expectations and preferences of the youth demographic and fostering a

sustainable engagement over time. Thus, the following hypotheses is proposed;

H3: There is a positive relationship between Convenience Usage and Continuance

Intention to use monorail among youth

2.9.4 The Moderating Effect of Personal Innovativeness (PI) on the Relationship
between Brand Trust (BT) and Continuance Intention (CI)

Understanding the intricate dynamics between brand trust and continuance intention
among youth in the context of monorail usage requires an examination of potential
moderating factors, such as personal innovativeness. Brand trust is a key determinant
of consumer loyalty and continuance intention (Delgado-Ballester & Munuera-
Aleman, 2001; Tran Xuan, 2023). A trustworthy brand, perceived as reliable and
competent, fosters positive attitudes and intentions among consumers. In monorail
transportation, the relationship between brand trust and continuance intention among

youth is crucial for sustainable engagement with this travel mode.

Personal innovativeness reflects an individual’s openness to new ideas, technologies,
or experiences (Agarwal & Prasad, 1998). Youth, often characterized by their
inclination towards innovation and technology, may have their relationship between
brand trust and continuance intention moderated by personal innovativeness.
Individuals with higher levels of personal innovativeness may be more responsive to
innovative features or advancements in monorail services, enhancing the impact of

brand trust on their intention to continue using this mode of transportation.
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Y outh with high personal innovativeness may perceive innovative features of monorail
systems more positively, amplifying the effect of brand trust on their continuance
intention. For instance, a monorail system that incorporates cutting-edge technologies,
such as contactless payment systems or real-time journey planning apps, may
significantly impact the intention of innovative individuals to continue using the

service (Rogers, 2003).

The moderating effect of personal innovativeness may also manifest in the evaluation
of innovative service features that contribute to the overall trustworthiness of the
brand. Youth with high personal innovativeness may place greater emphasis on novel
features, such as smart ticketing solutions or sustainability initiatives, influencing their
intention to continue using monorail services (Agarwal & Prasad, 1998; Tran Xuan,

2023).

In conclusion, personal innovativeness plays a crucial moderating role in shaping the
relationship between brand trust and continuance intention among youth using
monorail systems. Understanding how the willingness to embrace innovation
influences the impact of brand trust can provide valuable insights for policymakers
and monorail operators seeking to enhance the appeal of their services to the youth

demographic. Thus, the following hypothesis is proposed:

H4: There is a moderating effect of Personal Innovativeness on the relationship

between Brand Trust and Continuance Intention to use monorail among youth
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2.9.5. The Moderating Effect of Personal Innovativeness (PI) on the Relationship
between Perceived Usefulness (PU) with Continuance Intention (CI)

The exploration of factors influencing the continuance intention of youth in using
monorail systems extends to understanding the potential moderating effect of personal
innovativeness on the relationship between perceived usefulness and continuance
intention (Hong et al., 2017). Perceived usefulness, emphasizing the perceived benefits
and practical advantages of monorail usage, is a key determinant of users’ intention to
continue using the service. This discussion delves into the potential moderating role of
personal innovativeness in shaping how perceived usefulness influences the

continuance intention of youth in the context of monorail transportation.

Perceived usefulness, a core component of technology acceptance models, reflects the
degree to which individuals believe that using a technology enhances their
performance and facilitates their tasks (Davis, 1989). In the realm of monorail systems,
perceived usefulness encompasses factors such as efficiency, convenience, and
practical benefits, all of which contribute to users’ intention to continue using

monorails (Han et al., 2013; Liao & Wang, 2009).

In furtherance, personal innovativeness is defined as an individual’s willingness to
accept new and innovative products or services (Agarwal & Prasad, 1998; Fauzi &
Sheng, 2021). In the context of monorail adoption, personal innovativeness may act as
a moderating factor, influencing how youth respond to the perceived usefulness of
monorail systems. Individuals with higher levels of personal innovativeness may be
more open to innovative features and technologies, enhancing the impact of perceived

usefulness on their intention to continue using monorail transportation.
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Youth with high personal innovativeness may perceive the innovative features of
monorail systems more positively, intensifying the relationship between perceived
usefulness and continuance intention. For instance, advanced technologies such as
contactless payment systems, real-time journey planning apps, or sustainability
initiatives may be particularly appealing to individuals with a higher inclination toward
innovation, influencing their decision to continue using monorail services (Foroughi

et al., 2023; Rogers, 2003).

The moderating effect of personal innovativeness may also manifest in the evaluation
of innovative practical benefits offered by monorail services. Youth with a high level
of personal innovativeness may place greater emphasis on the unique and practical
advantages of monorail transportation, such as reduced environmental impact or cost-
effectiveness, influencing their intention to continue using the service (Agarwal &

Prasad, 1998; Lin & Filieri, 2015).

In conclusion, personal innovativeness appears to play a significant moderating role in
shaping the relationship between perceived usefulness and continuance intention
among youth using monorail systems. Recognizing the impact of personal
innovativeness on the perceived value of innovative features and practical benefits can
guide policymakers and monorail operators in tailoring their services to meet the
preferences and expectations of the youth demographic. Thus, the following

hypothesis is proposed;

H5: There is a moderating effect of Personal Innovativeness on the relationship
between Perceived Usefulness and Continuance Intention to use monorail among

youth
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2.9.6 The Moderating Effect of Personal Innovativeness (PI) on the Relationship
between Convenience Usage (CU) and Continuance Intention (CI)

In the context of monorail transportation, the association between convenience usage
and continuance intention among youth is nuanced and may be influenced by
individual differences such as personal innovativeness (Han et al., 2013). As the youth
demographic often exhibits a high degree of openness to innovation and technology,
exploring how personal innovativeness moderates the relationship between
convenience usage and continuance intention becomes crucial. This discussion delves
into the potential moderating effect of personal innovativeness in shaping the link
between convenience usage and the intention to continue using monorail systems

among youth.

Convenience usage refers to the ease and user-friendly features associated with
monorail systems, reflecting how effortlessly individuals can integrate monorail travel
into their daily lives (Ladipo & Mupimpila, 2017). For youth, the convenience of
monorail services is a critical factor influencing their intention to continue using this
mode of transportation. A seamless and convenient experience contributes to positive
attitudes, which, in turn, influence the intention to sustain engagement with monorail

systems (Liao & Wang, 2009).

Also, personal innovativeness, defined as an individual’s willingness to adopt new and
innovative products or services, serves as a potential moderator in this relationship
(Agarwal & Prasad, 1998; Shin, 2010). The degree to which personal innovativeness
amplifies or mitigates the impact of convenience usage on continuance intention

among youth remains a key area of exploration. Individuals with higher levels of
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personal innovativeness may respond differently to the convenience aspects of

monorail systems compared to those with lower levels.

Youth with high personal innovativeness may perceive innovative features and user-
friendly aspects of monorail systems more positively, intensifying the relationship
between convenience usage and continuance intention. This could include novel
functionalities, such as smart ticketing solutions, interactive journey planning apps, or
other technological advancements designed to enhance user experience (Lee & Lee,

2019; Rogers, 2003).

The moderating effect of personal innovativeness may also manifest in the evaluation
of innovative convenience features that contribute to the overall user experience.
Youth with a high level of personal innovativeness may place a greater emphasis on
these features, such as easy access, minimal waiting times, or seamless integration with
other transportation modes, thereby influencing their intention to continue using

monorail services (Agarwal & Prasad, 1998; Amoroso & Lim, 2015).

In conclusion, personal innovativeness plays a significant moderating role in shaping
the relationship between convenience usage and continuance intention among youth
using monorail systems. Recognizing the impact of personal innovativeness on the
perceived value of innovative convenience features can inform strategies for monorail
operators and policymakers, ensuring that the services align with the preferences and
expectations of the tech-savvy youth demographic. Thus, the following hypothesis is

proposed:
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H6: There is a moderating effect of Personal Innovativeness on the relationship

between Convenience Usage and Continuance Intention to use monorail among youth

2.10 Research Framework

The research framework is generated by the combination of theoretical reviews
mentioned earlier in the previous section. It has two parts: the first part is the three
core constructs which are the independent variables comprising the psychological
factors such as Perceived Usefulness, Convenience Usage and Brand Trust. While the
second part is Continuance Intention as a dependent variable moderated by Personal

Innovativeness as illustrated in the figure below.

Figure 2.1
Research Framework

Below is also the table of hypothesis for this research based on the above research

framework.
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Table 2.3
Table of Hypothesis
Hypotheses  Relationship

HI There is a positive relationship between Brand Trust and
Continuance Intention to use monorails among youth

H2 There is a positive relationship between Perceived Usefulness and
Continuance Intention to use monorails among youth

H3 There is a positive relationship between Convenience Usage and
Continuance Intention to use monorails among youth

H4 There is a moderating effect of Personal Innovativeness on the
relationship between Brand Trust and Continuance Intention to use
monorails among youth

H5 There is a moderating effect of Personal Innovativeness on the
relationship between Perceived Usefulness and Continuance
Intention to use monorails among youth

H6 There is a moderating effect of Personal Innovativeness on the
relationship between Convenience Usage and Continuance Intention
to use monorails among youth

2.11 Underpinning Theory

The proposed framework in paragraph 2.10 is developed from two main theories
namely the Theory of Planned Behavior (TPB) by Ajzen (1991) and Technology

Acceptance Model (TAM) by Davis et al. (1989).

2.11.1 Theory of Planned Behaviour (TPB)

Theory of Planned Behaviour or TPB is an extension of the Theory of Reasoned Action

(TRA) to improve predictive capability as presented in the figure below:
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Figure 2.2

The Theory of Planned Behaviour Model

Source: Ajzen (1991)

The three antecedents of Continuance Intention (attitude, subjective norms, and
perceived behavioral control) are all included in the Theory of Planned Behavior
(TPB) (Ajzen, 2020). It argues that having a good attitude and thoughts about the
beneficial social and motivational aspects of technology will increase the likelihood of
actually using it (Ajzen, 2020). Besides influencing real behavior through Continuance
Intention, Perceived Behavioral Control also has an indirect effect on the actual use of
TPB (Ajzen, 2020). The theory is created to explain human behavior in general,
whereas the Unified Theory of Acceptance and Use of Technology (UTAUT), which

is built specifically to explain technology acceptance, aims to better explain specific

technology adoption behaviors (Venkatesh et al., 2016).".

These theories suggest several elements that can influence whether people embrace
technology, with measurements of acceptance including behavioral intention and

actual use (Rahman et al., 2018).
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2.11.2 Theory of Technology Acceptance Model (TAM)

Technology Acceptance Model (TAM) is a theoretical framework designed to
understand and predict users’ acceptance of information technology. Davis (1989)
proposed the model, which was later extended by Davis and Bagozzi (1989).
According to the TAM, perceived ease of use (PEOU) and perceived usefulness (PU)
are important predictors of an individual’s intention to employ a specific technology
(Davis, 1989). Ajzen and Fishbein (1975) describe behavioral intentions as a measure

of the degree of one’s intention to engage in a given behavior.

Thus, TAM offers two components of behavioral intention: attitude towards behavior
and perceived usefulness (Davis, 1985). According to Rahman et al. (2018), people
who have a good attitude and a high perceived usefulness are more likely to want to

use a technology and eventually do so.

According to TAM, the two factors that determine an individual’s attitude towards a
product or service are the perception of how useful it is and how easy it is to use. As
illustrated in the next figure, Park and Kim (2014) and Chen and Chen (2011) applied

the TAM model to examine the acceptability of automobile navigation systems.

In a quantitative research study on continuance intention among youth to use monorail
systems, the Theory of Technology Acceptance Model (TAM) can be applied to
understand the factors influencing their decision to continue using this mode of
transportation. TAM, developed by Davis (1989), suggests that perceived usefulness
and perceived ease of use are the primary determinants of technology acceptance. In
this context, perceived usefulness can be interpreted as the extent to which the youth

believe that using the monorail enhances their travel efficiency, such as saving time
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and reducing stress. Perceived ease of use, on the other hand, refers to the degree to
which they find the monorail system easy to use, including aspects like ticket

purchasing, navigation, and overall accessibility.

To operationalize these constructs in a quantitative study, researchers can design
surveys that measure perceived usefulness and perceived ease of use through validated
scales. For example, survey items might include statements like "Using the monorail
helps me save time" or "The monorail system is easy to navigate," with respondents
rating their agreement on a Likert scale. By analyzing the collected data, researchers
can assess the direct impact of these perceptions on the youths' attitudes towards the
monorail, their intention to continue using it, and their actual usage behavior. This
approach allows for the testing of TAM hypotheses in the context of public

transportation.

Furthermore, the research can also examine how external variables such as system
quality, service reliability, and social influence affect perceived usefulness and
perceived ease of use. For instance, if the monorail system is frequently on time and
well-maintained, it is likely to be perceived as more useful and easier to use, thus
positively influencing the continuance intention among youth. By incorporating these
external factors into the TAM framework, researchers can provide a more
comprehensive understanding of the determinants of continuance intention. For
example, survey items could measure system quality with statements like "The
monorail is consistently punctual" and social influence with items like "My friends

think I should use the monorail."
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Quantitative analysis, such as structural equation modeling, can then be employed to
test the relationships between these variables and the core constructs of TAM. This
method allows for the examination of both direct and indirect effects, providing
insights into the pathways through which perceptions of usefulness and ease of use
influence continuance intention. The findings from such research can inform strategies
to enhance the monorail system's appeal to youth, potentially leading to increased

ridership and improved urban mobility.

Recent studies have demonstrated the applicability and relevance of TAM in various
contexts, including public transportation. For example, a study by Chen and Chen
(2019) utilized TAM to investigate the factors influencing users' continuance intention
to use a bike-sharing system. They found that both perceived usefulness and perceived
ease of use significantly affected users' attitudes and continuance intention. This
underscores the versatility and robustness of TAM in explaining technology

acceptance and continuance intention in different domains, including transportation.

Figure 2.3

The first modified Technology Acceptance Model (Davis et al., 1989)

Source: Overview of the TAM: Origins, Developments and Future Directions
(Chuttur, 2009).
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2.11.3 Integration of TAM and TPB

The combined model of the Theory of Planned Behavior (TPB) and the Technology
Acceptance Model (TAM) presented in Figure 2.4 provides a comprehensive
framework for understanding the factors influencing the continuance intention to use
monorail services among youth. This integration leverages the strengths of both
theories to offer a robust explanatory model that accounts for both psychological and

technological determinants of behavior.

Figure 2.4
Underpinning Theory: TPB and TAM theory combined to build framework for this
research

The underpinning theory of a quantitative research using the Technology Acceptance
Model (TAM) and the Theory of Planned Behavior (TPB) combines two influential
frameworks to comprehensively explain technology adoption behaviors. TPB,

formulated by Ajzen (1991), posits that behavioral intentions are influenced by three
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factors: attitudes towards the behavior, subjective norms, and perceived behavioral
control. Attitudes refer to an individual’s positive or negative evaluations of
performing the behavior. Subjective norms involve the perceived social pressure to
engage or not engage in the behavior, while perceived behavioral control pertains to
the perceived ease or difficulty of performing the behavior, reflecting past experiences

and anticipated impediments.

TAM, developed by Davis (1989), focuses on two main determinants of technology
acceptance: perceived usefulness (PU) and perceived ease of use (PEOU). PU is
defined as the degree to which a person believes that using a particular system would
enhance their job performance, and PEOU refers to the degree to which a person

believes that using the system would be free of effort.

In the combined model, these constructs interact to provide a holistic view of the
factors influencing continuance intention (CI) to use monorail services. The attitudes
towards using the monorail, subjective norms, and perceived behavioral control from
TPB are integrated with PU and PEOU from TAM. This integration suggests that
youths' intention to continue using monorail services is not only shaped by their
perceived usefulness and ease of use of the service but also by their attitudes, the
influence of people around them, and their confidence in their ability to use the

monorail system effectively.

Specifically, attitudes towards using monorails are likely influenced by PU and PEOU.
If the monorail system is perceived as useful and easy to use, it positively shapes
attitudes towards its use. Furthermore, subjective norms may be influenced by the

perceived social benefits and peer influences regarding the use of monorails. Perceived
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behavioral control, influenced by both the perceived ease of use and other facilitating

conditions, directly impacts the intention to continue using the service.

By combining TPB and TAM, the model provides a more comprehensive
understanding of youths' behavioral intentions regarding monorail usage. This
integrative approach highlights the multifaceted nature of behavioral intention,
encompassing individual attitudes, social influences, and perceived control, along with

technological perceptions of usefulness and ease of use.

Integrating TAM and TPB in quantitative research offers a robust framework for
investigating the determinants of technology adoption. This integration allows
researchers to explore how perceived ease of use, perceived usefulness, attitudes,
subjective norms, and perceived behavioral control collectively shape individuals'
intentions and behaviors toward technology. Utilizing a quantitative approach, such as
surveys or experiments, researchers can empirically test hypotheses and validate
theoretical constructs through statistical analysis. This methodological rigor ensures
that the findings are not only reliable but also generalizable across different

populations and contexts.

Recent advancements in technology acceptance research have continued to validate
and refine these theoretical models. For instance, Venkatesh, Thong, and Xu (2016)
proposed the Unified Theory of Acceptance and Use of Technology (UTAUT2), which
builds on TAM by incorporating additional factors like hedonic motivation, price
value, and habit. This evolution reflects the dynamic nature of technology acceptance

studies, constantly adapting to new technological developments and user behaviors.
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The ongoing relevance and adaptation of TAM and TPB underscore their foundational

role in understanding and predicting technology adoption in various domains.

Some research papers concluded that positive attitudes encourage the adoption of
navigation systems, but only Park and Kim’s (2014) indicated that the perceived
usefulness of navigation systems predicted behavioral intention. The degree to which
a person believes that employing particular systems will help his or her job or task at
hand is defined as the perceived usefulness dimension in TAM. It is an expansion of
TAM’s theoretical framework that considers cognitive instrumental processes (Davis,

1989; Venkatesh et al., 2003).

The TPB and TAM are widely used in studying users' behavior (Hsiao et al., 2010;
Lee et al., 2015; Razzaq, 2014; Shadkam et al., 2013; Aghabayk et al., 2023; Rejali et
al., 2023), as purchases by each individual are influenced by psychological factors:
motivation, perception, and attitudes (Smith et al., 1997; Ambak et al., 2016; Che-Hui
et al., 2011). TPB has been applied to predict diverse behaviors (Ambak et al., 2016;
Che-Hui et al., 2011), such as in transportation sectors (Aghabayk et al., 2023; Rejali
et al., 2023; Chong et al., 2020). TAM and UTAUT mainly focus on the capabilities
of the technology, while TPB measures the cognitive and psychological aspects of the
technology (Rejali et al., 2023). Both TPB and TAM have been used in studies that

evaluated IT adoption and acceptability (Rejali et al., 2023; Shadkam et al., 2013).

2.12  Summary

The chapter discusses theoretical models relevant to the dependent variable, evaluated
further relevant literature on the antecedent variables and moderating variables, and

made recommendations for the study’s framework. The entire framework emerges
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from the interaction of dependent, independent, and the moderating variables. While
this study aims to determine why youth continue to utilize the KL Monorail the goal

of this study is to focus on the variables that will be relevant to empirical research.
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CHAPTER THREE: METHODOLOGY

3.1 Introduction

This chapter covers the research approach, methodologies, study population, sampling
procedure, data collection procedure, and analysis. The study examines the
relationship between antecedent variables and continuance intentions, as well as the
moderating impact of personal innovativeness among youth who use monorail
services. Data are collected using a quantitative method, and descriptive and

explanatory research techniques are equally employed.

3.2 Philosophical Foundation of Research

According to Payne (2014), research methods are techniques used in social research
to categorize research topics, collect and analyze data, and to draw conclusions.
However, research technique is a broader notion that encompasses a set of conceptual
and philosophical assumptions that explain the use of the chosen approach. As a result,
epistemology, ontology, human nature, and methodology provide the philosophical
foundations for empirical research. All of these are concerned with reality, the link
between reality and the researcher, and the tactics used by the researcher to create

reality.

Epistemological issues typically concern what constitutes standard and appropriate
knowledge in a field of study (Bryman, 2011). Thus, the post positivists’ worldview,
which emphasizes the importance of identifying and assessing the causes that

determine effects or consequences, serves as the epistemological framework for this
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study. Post-positivism in quantitative research challenges the positivist notion of
absolute objectivity by recognizing the inherent subjectivity involved in scientific
inquiry (Guba & Lincoln, 1994). Rooted in the philosophy of science, post-positivism
acknowledges that while researchers strive for objectivity, complete detachment from

personal biases and interpretations is unattainable (Johnson & Christensen, 2019).

Post-positivists advocate for a critical awareness of the researcher’s role in shaping
knowledge and the need to consider multiple perspectives and contextual factors of a
research process (Morgan, 2007). This perspective emphasizes the importance of
rigorous methods, systematic observation, and empirical testing while acknowledging
the influence of theoretical frameworks and paradigms on data interpretation
(Tashakkori & Teddlie, 2003). By embracing complexity and uncertainty, post-
positivism enriches quantitative research, encouraging researchers to engage in
reflexivity, acknowledge their assumptions, and continuously refine their
understanding of phenomena. Furthermore, it is frequently required that the researcher
employ a very structured technique in order to enable replication, with a concentration

on measurable observations.

Ontological concerns are about whether social phenomena should be viewed as
cautious and measured objective facts with an external reality, or as social creations
generated by the acts and perceptions of social actors. In quantitative research, the
concept of ontology refers to the nature of reality and existence, examining what can
be considered as real or existent within the research context (Bryman, 2016).
Ontological considerations shape researchers’ perspectives on the nature of the
phenomena under investigation and influence the formulation of research questions,

hypotheses, and the interpretation of findings (Crotty, 1998). Researcher adopting a
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realist ontology believe in the existence of an objective reality that can be observed
and measured, emphasizing the search for causal relationships between variables
(Maxwell, 2012). Conversely, those with a constructivist ontology argue that reality
is socially constructed and subjective, highlighting the importance of understanding

how individuals perceive and interpret their experiences (Guba & Lincoln, 1994).

This research is based on the positivist viewpoint, which maintains that social
phenomena and their meanings exist independent of social actors (Bryman, 2016). The
purpose of this study is to better understand the antecedents of continuance intention
and the moderating effects of personal innovativeness among youth in utilizing the
monorail services, as well as the generative factors that drive the relationship.
Furthermore, this research is based on positivism, which incorporates components of
realism, such as the presence of social facts (Bryman, 2001). The positivist method
seeks to explain and anticipate in a social reality by looking for patterns and

interactions between its constituents (Burrell & Morgan, 1979).

3.3  Research Design

A research design is a blueprint or strategy that allows the researcher to gather,
measure, and analyze data (Creswell & Creswell, 2017; Kothari, 2012). It is a work
planning tool that thoroughly describes the whole standard approach to ensure that the
data collected answers the most commonly asked research questions. It encompasses
key decisions regarding the selection of variables, measuring instruments, sampling
methods, and data analysis techniques (Trochim & Donnelly, 2008). Quantitative

research designs commonly used include experimental, quasi-experimental,
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correlational, and descriptive designs, each with specific strengths and limitations

(Leedy & Ormrod, 2015).

According to Sekaran and Bougie (2016), utilizing the appropriate approach will boost
the value of any study’s findings. As a result, the quantitative study is chosen as the
research design in both the data collection and analysis stages. Although, the
quantitative method uses systematic observation to acquire data, it is an appropriate
method for investigating the link between the antecedent variables (brand trust,
perceived usefulness, and convenience usage), the dependent variable (continuance
intention), and the moderator (personal innovativeness). A quantitative research aims
to quantify the relationships between variables. Furthermore, quantitative research is
an analysis of an identified issue or problem that includes the testing of a theory and
hypothesis (Creswell, 2014), followed by data analysis utilizing statistical tools. As a
result, the causal relationship between variables might be positive or negative, rather
than characterizing the variable as cause or effect, where the variable is independent

and the direction of impact is the dependent variable (Sekaran & Bougie, 2003).

The study employs survey (cross-sectional) research methods. Surveys are frequently
used to investigate people’s perspectives on a certain public-interest subject. The
argument posited for using a cross-sectional survey is that, data is collected on
individual characteristics (youth) at a specified period. As a result, the approach is
easily employed to evaluate the prevalence of youth behavior on continuance intention
to use monorail service. Survey research is a widely utilized method in quantitative
research, allowing researchers to collect data from a large sample of participants to
draw conclusions about a population of interest (Babbie, 2016). Surveys typically

involve the administration of standardized questionnaires to gather information on
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participants’ attitudes, beliefs, behaviors, or characteristics (Fowler Jr, 2013). This
indicates that the purpose is typically to summarize in a methodical manner the facts,
attributes, or features of a specific population, events, or areas of interest connected to
the subject under investigation. One advantage of surveys is the rapid turnaround time

for data collection (Creswell, 2014).

Therefore, this research was conducted quantitatively, by collecting data using a set of
questionnaires included in Appendix 1. Quantitative research methods are often used
in descriptive, causal, and explanatory designs (Hair, Bush, & Ortinau, 2009). The
study’s instruments are based on relevant literature, and some elements from the
research questionnaire are translated into Bahasa Malaysia. It is vital to have a better
response from responders (Sekaran & Bougie, 2003). The researcher employed a
seven-point Likert scale, with 7 indicating strongly agree and 1 indicating strongly
disagree. The set of questionnaires used in collecting data can be found in Appendix

1.

3.4 Data Collection

3.4.1 Population of Study

Malaysia has a total population of around 32,447,385 people, with Kuala Lumpur’s
population in 2023 expected to be 8,622,000, a 2.4% rise over the population in 2022.
The metro area population of Kuala Lumpur in 2022 was 8,420,000, a 2.55% increase
from 202 (DOSM, 2024). The target population for the survey is youth using monorail
trains in Klang Valley, Malaysia. According to the National Statistics Department,
Malaysia has a youth population Malaysians aged 15-39 years old constituting 45% of

the population. Malaysian youth are a critical group in steering and shaping Malaysia’s
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future for essential reasons (DOSM, 2024). The study’s sample consists of a group of

young people who live or work in KL and use the K. Monorail.

According to Hair et al. (2010), the definition of a sample is a population group or a
segment or portion that characterizes, signifies, or represents the entire population of
a research. The Klang Valley is a home to approximately 8 million people, and the
acute need for housing and its supporting infrastructure of services and facilities was

exacerbated when the unanticipated threat of Covid-19 emerged in 2020.

3.4.2 Sampling

Sampling in quantitative research refers to the selection of a subset of individuals or
units from a larger population to participate in a study, with the aim of drawing
conclusions that generalize to the entire population (Babbie, 2016). The goal of
sampling is to draw valid and reliable conclusions about the population based on the
characteristics observed in the sample. Various sampling techniques exist, each with
its own advantages and limitations. Simple random sampling, stratified sampling, and
cluster sampling are examples of probability sampling procedures, which ensure that
every member of the population has an equal chance of being chosen, thus enhancing
the representativeness of the sample and the generalizability of findings (Trochim &
Donnelly, 2008). Conversely, non-probability sampling methods, such as purposive
sampling, convenience sampling, and snowball sampling, involve selecting
participants based on availability, judgment, or referral, often leading to biases and

limiting the generalizability of results (Bryman, 2016).

This study employs the purposive sampling due to various factors such as research

objectives, population characteristics, resources, and practical constraints. Purposive
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sampling is a valuable technique in quantitative studies focusing on monorail services
among youth, allowing researchers to select participants based on specific criteria
relevant to their research objectives. In the context of studying youth perceptions and
behaviors towards monorail services, purposive sampling enables researchers to target
participants who regularly use or have experience with monorail systems, ensuring
that their insights are pertinent to the study (Palinkas et al., 2015). For instance,
researchers may choose to sample youth passengers within a specific age range who
reside in urban areas where monorails are a primary mode of transportation. This
methodological approach ensures that the study captures diverse perspectives and
experiences relevant to youth’s interactions with monorail services, such as perceived
convenience, safety, and environmental considerations (Creswell & Creswell, 2018).
By selecting participants based on these predefined criteria, researchers can gather
focused and in-depth quantitative data that elucidates factors influencing youth’s

attitudes and continuance intentions towards monorail usage.

Purposive sampling, also known as judgmental or selective sampling, can be
effectively applied in quantitative research to target specific subsets of a population
that are particularly relevant to the research question. This technique involves the
deliberate selection of participants based on predefined criteria relevant to the study's
objectives (Palinkas et al., 2015). To apply purposive sampling in a quantitative study,
a researcher must first clearly define the purpose of the study and establish criteria for
selecting participants. These criteria should be aligned with the research objectives and
hypotheses. For instance, if a study aims to evaluate the effectiveness of a new
educational intervention among high-achieving students, the researcher might define
high achievement as maintaining a GPA above a certain threshold (Creswell &

Creswell, 2018).
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Once the criteria are established, the researcher identifies the population that meets
these criteria. This might involve accessing specific databases, records, or using
existing networks to locate potential participants. For example, in a study examining
the impact of a particular health intervention on individuals with a rare disease, the
researcher might use medical records to identify suitable participants (Etikan, Musa,
& Alkassim, 2016). The selection of the sample is then based on the researcher’s
judgment and knowledge about which participants are most likely to provide relevant
data for the study. It is essential to ensure that the selected sample is representative of
the population that fits the criteria and is large enough to allow for meaningful

quantitative analysis.

Data collection in purposive sampling involves using quantitative methods such as
surveys, structured interviews, or standardized tests to gather data from the selected
participants. The instruments used must be reliable and valid for the sample chosen.
Following data collection, the researcher analyzes the data using appropriate
quantitative techniques, such as statistical analysis to test hypotheses or measure
relationships (Teddlie & Yu, 2007). It is crucial to be transparent about the use of
purposive sampling in the research report, discussing any potential biases or

limitations introduced by this sampling method.

While purposive sampling can introduce bias, as the sample may not be representative
of the broader population, it is particularly useful when studying specific phenomena
or subgroups within a population. Researchers should clearly describe the sampling
method and criteria in their reports and discuss how the purposive sampling aligns with
the research goals, including any limitations. By carefully applying purposive

sampling and addressing its potential biases, researchers can effectively use this
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technique to explore specific hypotheses and research questions in quantitative studies

(Palinkas et al., 2015).

The fact that young people are in the majority in the Klang Valley indicates that it’s
important to appeal to these urban youths to use public transit as their primary means
of transport. Despite this, the Malaysian Institute for Research in Adolescents
Development report, published in 2011, has indicated that just 6.3 % of Malaysian
youth need public transit surrounding their housing and workplace. This data shows
the public transport is not popular among youth because of several issues. As
consequences, the number of private automobiles has increased by 300 % from 4.7
million in 1990 to 18.6 million in 2010 as reported by the Malaysian Land Public

Transport Commission.

3.4.3 Sampling Size

Determining an appropriate sample size involves balancing statistical considerations,
such as achieving sufficient power to detect effects or relationships of interest, with
practical constraints, such as time, resources, and feasibility (Bryman, 2016). A limited
sample size may result in low statistical power, making it difficult to discover actual
effects or associations, whereas a large sample size may be wasteful or unworkable
(Fowler Jr, 2013). Sample size estimates frequently take into account the intended
degree of statistical significance, effect size, variability of the outcome variable, and
the intended statistical analysis technique (Sullivan & Feinn, 2012). Additionally,
researchers may need to consider subgroup analyses, attrition rates, and the complexity
of the research question when determining sample size requirements (Fleiss, Levin, &

Paik, 2013). While there is no one-size-fits-all approach to determining sample size,
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researchers should strive to strike a balance between statistical precision and practical

concerns to ensure that their conclusions are valid and reliable.

The Krejcie and Morgan (1970) is typically used for determining the sample size in
survey research. To address an existing gap, Krejcie and Morgan (1970) came up with
a table for determining sample size for a given population for easy reference. The table
provides guidelines for determining an appropriate sample size based on the size of
the population under study. Based on the current monthly ridership, the number of
passengers per month is 1,802,759 (Rapid KL, 2024); thus, for this research, the
sampling size of survey data that must be collected is 382 responses. Similarly, this
sample is projected to reduce the margin of error while increasing both confidence and

data correctness (Keyton, 2014).

3.5 Instrumentation

Instrumentation in quantitative research refers to the tools, measures, or instruments
used to collect data from participants, such as questionnaires, surveys, tests, or
physiological devices (Creswell & Creswell, 2017). The quality and reliability of these
instruments are essential for ensuring the validity and accuracy of research findings.
Instrumentation involves several key considerations which include a selection or
development of appropriate measures, validation of instruments to ensure they
accurately measure the intended constructs, and the reliability of measures to produce
consistent results over time and across different settings (Trochim & Donnelly, 2008).
In this study, the researcher carefully designed the pilot-test instruments to assess
clarity, comprehensibility, and relevance to the research objectives, as well as to

identify and address potential sources of bias or error (Bryman, 2016).
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Additionally, a researcher also considers cultural or contextual factors that could
influence participants’ responses and ensure that instruments are culturally sensitive
and applicable to diverse populations (Fisher, 2017). Overall, thoughtful consideration
and rigorous validation of instrumentation are critical steps in quantitative research, as
they directly impact the quality and validity of the data collected. Therefore, the items
to be used to measure optional definitions and constructs by questionnaires are shown

in the Table 3.1 as below.

Table 3.1
Items to measure Continuance Intention

Operational Definition: The degree to which monorail service is planned to be
used continuously in the future.

Code Survey Items References
CI1 I will use monorail service when I need to travel. Chen et al
CI2 I will be using monorail more regularly. (2013);
CI3 I intend to use monorail continuously. Indrawati  and
CI4 I will recommend to my friends to use monorail services. Putri (2018);
CI5 Iintend to continue using monorail services. Tsai (2012); Yun

CI6 I will keep using monorail services as regularly as I do (2013)
just now.

CI7 My intention is to continue using monorail services than
any other alternative means.

CI8 I will strongly recommend that others use monorail
services.
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Table 3.2
Items to measure Brand Trust

Operational Definition: The extent to which user behaviour is influenced by a
company’s reputation, the quality of its website, and the security of its system.

Code Survey Items References

BT1 1 have confidence in monorail system provided by the Indrawati
company. and Putri

BT2 1 think the monorail’s ticketing system’s transaction flow (2018); Tsai
outcomes are accurate. (2012)

BT3 I believe the transaction of monorail’s ticketing system is
secure.

BT4 I believe that monorail services are trustworthy.

BTS5 I trust in monorail services

BT6 I do not doubt the honesty of monorail services.

BT7 Even if not monitored, I would trust monorail services to do
the right job.

Table 3.3

Items to measure Perceived Usefulness

Operational Definition: The degree to which a person believes that using a particular
monorail system would improve his / her convenience when travelling.

Code  Survey Items References
PU1 I believe that using a monorail can improve travel Gefen and
productivity. Straub
PU2 I consider using the monorail to be beneficial. (2000); Tsai
PU3 I believe that employing a monorail can improve life’s (2012);

convenience.

PU4  Ibelieve I can quickly find out the travel schedule by riding
the monorail.

PUS I think using monorail services encourage me to use it every
day.

PU6 Monorail services enable me to reach location faster.

PU7 Monorail services are easy to use.

PU8  Monorail services increase my productivity job
performance.

PU9  Monorail services enhance my effectiveness in my job
scope.
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Table 3.4
Items to measure Convenience Usage

Operational Definition: The degree of users’ perceived ease of use of monorail.

Code  Survey Items References
CUI I could pick up using the monorail system quickly. Indrawati
CU2 When 1 take the monorail, I would have no trouble and Putri

obtaining a trip schedule. (2018); Sung
CU3 I think using a monorail system is simple. et al. (2015);
CU4 Utilizing monorail services is an easy task. Yun (2013)

CUS5 Learning how to use monorail services is easy for me.

CU6 It does not take long time to learn to use monorail services.

CU7 I find monorail services easy to use.

CU8 It is easy for me to become skilful at using monorail
services.

Table 3.5
Items to measure Personal Innovativeness

Operational Definition: The willingness of an individual to try out any rail system
in Klang Valley.

Code  Survey Items References
PI1 I am usually the first among my friends to explore new Indrawati
technologies. and Putri
P12 I usually work out new high-tech products without any (2018);
help from others. Rouibah and

P13 I like to try new public transport, especially rail system. Abbas
PI4  Ihave few problems in making technology work for me.  (2011);

PI5S  People come to me for advice on new technologies. Yousafzai

PI6  Using monorail services has become habit for me. and Yani-de-

PI7  Using monorail services is something that I do without Soriano
thinking. (2012).

PI8  Using monorail services is a part of my daily routine.
PI9 I am addicted to using monorail services.
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3.6 Data Collection Procedure

The data for this study are collected using a survey questionnaire. Despite being a
cross-sectional survey, obtaining information and addresses of youth who use
monorail services is quite challenging. To address these issues, the researcher

employed two methods to gather information about monorail users among the youth.

The first method is using an online survey among top 10 leaders of each youth
organizations residing under the umbrella body of Majlis Belia Wilayah Persekutuan
(MBWP) . There are 33 state level organization under MBWP where each organization
have their own organizational structure starting from their presidents down to their
committee members. The presidents of each organization were contacted through the
President of MBWP who then sends the online link of this survey and distribute to
their committee members through their private committee whatsapp group and request

all of them to answer the survey before the stated dateline.

Adding to that, every organization sends back screenshot of their final submitted page
as proof of answering the survey. However, this method did not reach the targeted
minimum sampling size of 382, since many of the youth leaders did not answer the

survey without any reasons.

This unsuccessful effort forced this survey to be extended and answered by another
group of youth users that are staying near KL Monorail stations. To ensure answers
are received promptly,a drop-and-collect technique was applied via face to face
meeting with them. To eliminate bias, the respondents were randomly picked as they
pass through the checkpoints that were setup around the KL monorail station of PPR

Seri Sarawak and PPR Desa Tun Razak.
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3.6.1 Pilot Test

The overall instrument is pilot tested as part of validating the research testing process
and its reliability in a bigger scale research. Thus, fourty-two (42) prospective
respondents have been given an online survey via Google Form as a pilot test. To make
sure that all scale and measurement units were functional, the target respondents were
KL youth who uses KL monorail services, and they were reached out through facebook

advertisements.

Roscoe (1975) mentioned that a minimal sample size is any number greater than 30,
which is suitable for most of the research. Thus, the 42 responses that have been

received in less than a week, is sufficient for reliability testing.

Data were collected using the bilingual Malay-English version of the following
questionnaires: continuance intention (Chen et al., 2013; Tsai, 2012; Yun, 2013);
brand trust (Tsai, 2012); perceived usefulness (Gefen, & Straub, 2000; Tsai, 2012);
convenience usage (Indrawati & Putri, 2018; Sung et al., 2015; Yun, 2013); and
personal innovativeness (Indrawati & Putri, 2018; Rouibah & Abbas, 2011; Yousafzai
& Yani-de-Soriano, 2012;). An additional purification procedure was used to run the

pre-test data as an investigation of reliability is required for this.

Table 3.6
Details of Questionnaires and Respondents (N=42)
Details about Questionnaires and Respondents

No. of Distributed Questionnaires Online Survey to potential
respondents

No. of Returned Questionnaires 42

Usable Questionnaires 42

Male 18

Female 24

Source: Results from the study
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Table 3.7
Demographic profile of Malaysian youth monorail user pre-test sample (N=42)

Sample size (n) % N
Age

16 - 25 years 33.3 14
26 - 35 years 38.1 16
35 -40 years 28.6 12
Total 100 42
Gender

Male 42.9 18
Female 57.1 24
Total 100 42
Job Status

Self-employed 7.1 3
Students 33.3 14
Public Sector 19.0 8
Private Sector 333 14
Unemployed 7.1 3
Total 100 42
Salary

Less than RM2,500 38.1 16
RM2,501 - RM3,169 7.1 3
RM3,170 - RM3,969 9.5 4
RM3,970 - RM4,849 14.3 6
RM4,850 - RM5,879 9.5 4
RMS5,880 - RM7,099 24 1
RM7,110 - RMS,699 24 1
RMS,700 - RM10,959 9.5 4
More than RM15,040 7.1 3
Total 100 42
Level of Education

Secondary 31.0 13
Intermediate / Diploma 23.8 10
Bachelor 33.3 14
Master 9.5 4
Other 2.4 1
Total 100 42
Ethnicity

Malay 88.1 37
Indian 2.4 1
Chinese 4.8 2
Bumiputera Sabah and Sarawak 4.8 2
Total 100 42

Source: Developed for the study

95



The purpose of the test is to evaluate the scale’s reliability and see if the procedures
used to compile the questionnaire are sufficient. To determine whether a multi-scale
measurement is reliable and whether all of the items measured the same thing,
DeVellis (1991) employed Cronbach’s alpha as a tool. Additionally, items with poor
item-total correlations (<0.3) are eliminated using this method (Nunnally, 1978). In
the analysis, Cronbach’s alpha (Cronbach & Furby, 1970) is emphasized as being
generally accepted in reliability discussions. Reliability of 0.50 to 0.60 would be
enough for preliminary studies (Nunnally, 1978). However, for this study, the target

level of minimum reliability is set higher in the 0.70 to 0.80 range.

Table 3.8
The Results of the Reliability Test
Constructs Items  Corrected Cronbach’s  Cronbach’s Sample
item-total alpha ifthe  alpha size
correlation item deleted (N)*
Continuance CI1 0.880 0.962 0.967 42
Intention 2 0.906 0.960
CI3 0.938 0.958
Cl4 0.870 0.962
CI5 0.957 0.957
CI6 0.861 0.963
CI7 0.858 0.963
CI8 0.695 0.972
Brand Trust BT1 0.914 0.979 0.982 42
BT2 0.911 0.980
BT3 0.942 0.978
BT4 0.971 0.976
BT5 0.918 0.979
BT6 0.931 0.978
BT7 0.931 0.978
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Constructs Items  Corrected Cronbach’s  Cronbach’s Sample

item-total alpha if the  alpha size
correlation item deleted (N)*
Convenience BT2 0.892 0.973 0.976 42
Usage BT3 0.849 0.976
BT4 0.913 0.972
BT5 0.924 0.972
BT6 0.909 0.972
BT7 0.855 0.975
BTS8 0.969 0.969
0.916 0.972
Personal PI1 0.679 0.892 0.900 42
Innovativeness P12 0.660 0.893
PI3 0.677 0.892
Pl4 0.324 0914
PI5 0.646 0.894
PI6 0.864 0.876
P17 0.767 0.885
PI8 0.718 0.889
PI9 0.721 0.888

Source: Results from the current study

The item correlations within each scale (henceforth item-item) and the adjusted item-
to-total correlations (henceforth item-scale) are shown in table 3.8 above. Items
exhibiting low variance (which would have low explanatory power in any model) and
low item and item-scale correlations would also be eliminated; thus, removing them
would raise the Alpha. Nevertheless, a check is done before any item is removed to
make sure that the domain coverage (for instance, content validity) of the construct is
not compromised. Consequently, all items were used for the primary data collection

and no items were eliminated.
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Table 3.9
Results from the Pre-test

Scale Name Items Alpha Number of New number of items
items for main survey
dropped

Continuance Intention 8 0.967 0 No change

Brand Trust 7 0.982 0 No change

Perceived Usefulness 9 0.976 0 No change

Convenience Usage 8 0.976 0 No change

Personal Innovativeness 9 0.900 0 No change

Note: Items - Number of items in each scale; Alpha - Cronbach’s reliability coefficient
Source: result outputs from this study

In summary, the instruments were tested by looking at the ones that are already in use,
selecting relevant items, and modifying the words as necessary. A comprehensive
process of testing the scale came next. The method of which the scales were tested is
regarded to provide a high degree of confidence in their reliability. Consequently, a

41-item test with five scales and sufficient reliability was used.

3.7 Main Survey

Data for this study was collected through both online surveys and the drop-and-collect
technique to ensure a sufficient number of respondents, as advised by Krejcie and
Morgan (1970). Online surveys have become increasingly popular in quantitative
research due to their accessibility, cost-effectiveness, and efficiency in data collection
(Dillman, Smyth, & Christian, 2014). They allow for rapid dissemination to a diverse
pool of respondents (Couper, 2000) and offer greater flexibility in survey design by
incorporating multimedia elements such as images, videos, and interactive features,
thus enhancing respondent engagement and reducing survey fatigue (Dillman, Smyth,

& Christian, 2014). Additionally, online surveys streamline data collection and
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management processes, minimizing errors associated with manual data entry and

facilitating real-time analysis (Wright, 2005).

As such, the primary survey for this research was conducted using an online Google
Form. Once the survey was created and ready for distribution, a shareable link was
generated. This link provided a versatile means of distribution, allowing researchers
to post it on social media, share it through messaging platforms, or include it in
newsletters, thereby enabling targeted distribution to specific individuals or youth
groups. To maximize responses, researchers also promoted the survey across various
communication channels and utilized personalized invitations. Real-time response
tracking within Google Forms enabled researchers to monitor participation rates and
adjust distribution strategies as needed, offering a cost-effective and efficient way to
collect data from a diverse and geographically dispersed audience. All responses were
automatically collected and organized in a Google Sheets spreadsheet, facilitating

convenient data analysis.

Despite the advantages of online surveys, challenges such as sample
representativeness issues, potential response biases, and difficulties in reaching certain
demographics (Kaplowitz, Hadlock, & Levine, 2004) may arise. Due to limited time,
the online survey did not gather a sufficient number of responses for this study.
Therefore, the researcher also employed the drop-and-collect technique to collect data.
Nonetheless, online surveys remain a valuable tool for efficiently collecting large-

scale quantitative data in various fields.

In addition to online surveys, the drop-and-collect technique was employed to ensure

a sufficient number of responses. This technique, often used in quantitative surveys,
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involves distributing and subsequently collecting survey questionnaires without direct
interaction between researchers and respondents (Groves et al., 2009). It is particularly
useful when researchers need to reach specific populations without access to online
surveys or when technical constraints or privacy concerns make online methods
infeasible. The drop-and-collect approach allows respondents to complete the survey
independently before returning it to the researcher. Researchers can target specific
locations, such as community centers, workplaces, or public events, and distribute
surveys directly to participants through local leaders or groups. Despite presenting
challenges such as potentially lower response rates and difficulties in ensuring data
quality and reliability (Sudman & Bradburn, 1974), the drop-and-collect technique
remains widely used in research due to its practicality and efficiency (Dillman et al.,

2014).

3.9  Summary

It may be concluded from this chapter that several tests have been proposed for
measuring the variables. Due to this, the independent variables were examined
theoretically and empirically among the youth in utilizing the monorail services, which
ultimately led to a more comprehensive understanding of the elements that govern KL
Monorail. The following chapter will discuss the outcomes of the data analyses and

verify whether the results are consistent with the hypothesis stated earlier.
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3.8  Data Analysis

Data analysis on monorail continuance intention with the Statistical Package for Social
Sciences (SPSS) version 29.0 requires a number of steps. The first step is to ensure
that the SPSS dataset is appropriately prepared. Then the generals’ instructions are
followed. The data cleaning procedure begins by identifying and addressing missing
values, outliers, and data conflicts. The demographic data is then analyzed in terms of
frequency distribution. The normality of the data distribution of the variables is also

investigated.

Finally, the technique of finding outliers in both the univariate and multivariate stages
is carefully explored. The bivariate-analysis step of data analysis involves conducting
a bivariate analysis to investigate correlations between variables. Correlation analysis
was used to explore the relationships between various aspects in regard to monorail
continuation intention. Following that, inferential statistics such as regression analysis
were used to investigate the relationship between independent variables (brand trust,
perceived usefulness, and convenience usage) and the dependent variable (continuance

intention) based on the research questions.

Data analysis was continued during the Model Assessment phase, which involved
evaluating the model’s fit and statistical significance. This is necessary to determine
the strength and direction of the relationships between the variables. Then, data
analysis is performed by visualizing the results in charts and graphs. SPSS 29.0
provides a variety of visualization techniques to efficiently convey the findings.
Finally, the statistical results were interpreted in light of the study’s questions and

hypotheses. Finally, during the data processing phase, a reliability analysis was
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undertaken to determine the internal consistency of the scales or constructs utilized in

this study (Field, 2018; Pallant, 2016).

3.8.1 Descriptive Analysis

Descriptive analysis is used to transform and convert raw data into a simpler and less
complicated format for the researcher to understand and do translation (Zikmund,
2003). Descriptive statistics can be separated and divided into two categories:
frequency distributions and measures of dispersion and central tendencies (Cavana et

al., 2001).

There is access to frequency distributions, which are subsequently displayed in the
nominal scale and ordinal scale of the respondents’ profiles, such as demographic
information, as frequency and percentages. As for the nature of the data in terms of
minimum, maximum, means, standard deviations, and variance for the interval scale
of the measured variables, the measure of central tendencies and dispersion provides
an explanation. In this research, frequency distribution is used to describe and clarify
the respondents’ gender, age, educational background, income status, and other
characteristics. Furthermore, the research data is supported and described visually in

the form of statistical table.

3.8.2 Factor Analysis

This study also employs factor loading with a value greater than 0.5 as the evaluation
threshold. If a measure’s factor loading does not exceed this level, it is not reliable and
should be removed (Hair et al., 2010). To be retained, factor loading for construct
measures must exceed 0.5, and composite reliability should exceed 0.7 (Nunnally,

1978). Thus, the measurements utilized conform to content validity standards
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proposed by Fornell and Larcker (1981), thus, every study model must satisfy the
following prerequisites to have convergent validity. The factor loading of indicators
inside constructs must be statistically significant, which includes (a) construct
reliability greater than 0.7 and (b) the average variance extracted (AVE) for each

construct greater than 0.5.

3.8.3 Regression Analysis

When conducting multiple regression analysis in a study involving youth using a
monorail, several key assumptions must be met: (1) linearity, meaning the relationship
between the dependent and independent variables should be linear; (2) independence
of errors, where the residuals should not be correlated; (3) homoscedasticity, which
requires constant variance of residuals across all levels of the predictors; (4) normality
of errors, ensuring the residuals are normally distributed; (5) no multicollinearity,
meaning the independent variables should not be highly correlated with each other; (6)
correct model specification, indicating that all relevant variables are included in the
model; (7) no measurement error in the independent variables; (8) adequate sample
size to produce stable and reliable estimates; and (9) the model should not be overly
influenced by outliers or influential points that could skew the results. These
assumptions ensure that the regression model is valid and interpretable for

understanding how various factors relate to monorail usage among youth.

In this study, a multiple regression analysis is employed to determine the important
predictors of users’ continuance intention, which includes brand trust, perceived
usefulness, and convenience usage. Multiple regression analysis can show how and
why the dependent variable’s variance is explained by its independent factors (Sekaran

& Bougie, 2016). Furthermore, this technique enables an understanding of the link
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between calculated or evaluated factors, making it the most accurate forecaster or
predictor (Aczel et al., 2006). As a result, this technique aims to provide answers to

the hypotheses presented in Chapter 2.

Furthermore, it is aimed to assess the extent to which antecedent factors can explain
users’ intentions to continue using monorail in the context of this study. One of the
preliminary steps often recommended is calculating the Pearson correlation coefficient
to assess the linear relationship between the independent and dependent variables. The
Pearson correlation coefficient, denoted as “r”. “r”, quantifies the strength and
direction of a linear relationship between two continuous variables. It ranges from -1

to 1, with values close to -1 or 1 indicating a strong linear relationship and values close

to 0 suggesting little to no linear relationship.

However, there are circumstances where the Pearson correlation coefficient might not
be calculated or thoroughly tested prior to performing regression analysis. One reason
for this might be the focus of the study on predicting the dependent variable rather than
exploring the strength of relationships among variables. Regression analysis,
especially multiple regression, can handle situations where independent variables are
weakly correlated with the dependent variable as long as they contribute uniquely to

the explanation of variance in the dependent variable.

Another reason is that the Pearson correlation coefficient only assesses linear
relationships and might overlook non-linear relationships that can be captured in a
regression model. In complex models, particularly those involving polynomial or
interaction terms, the relationship between variables can be better understood through

the regression coefficients and their statistical significance rather than relying solely
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on the Pearson correlation. This approach allows researchers to identify and model
more intricate relationships that might not be apparent through simple correlation

analysis.

Moreover, in cases involving multiple independent variables, multicollinearity (where
independent variables are highly correlated with each other) becomes a concern. While
the Pearson correlation can help detect pairwise correlations, it does not provide a
comprehensive picture of multicollinearity. Instead, researchers might rely on variance
inflation factors (VIF) or tolerance values during regression diagnostics to assess and
address multicollinearity. This focus on multicollinearity diagnostics is crucial for

ensuring the stability and interpretability of the regression coefficients.

Furthermore, the presence of outliers or non-normal data distributions can affect the
Pearson correlation coefficient, potentially leading to misleading conclusions about
the relationships between variables. Regression analysis often includes diagnostic tests
and procedures to identify and mitigate the influence of outliers, heteroscedasticity,

and non-normality, thereby providing a more robust analysis of the data.

In summary, while the Pearson correlation coefficient provides valuable insights into
the linear relationships between variables, it is not always a mandatory preliminary
step before conducting regression analysis. The complexity of the relationships among
variables, the presence of non-linear relationships, multicollinearity, and the need for
robust regression diagnostics often necessitate a more comprehensive approach than

what simple correlation analysis can offer.
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3.8.4 Analysis of Moderating Effect

In quantitative research, SPSS is commonly used for analyzing data, including
examining moderating effects. Moderating effects occur when the relationship
between two variables is influenced by a third variable. SPSS offers various techniques
to explore moderating effects, such as multiple regression analysis and hierarchical
regression analysis (Field, 2013). To start analysis of the moderating effect, the dataset
being well-organized is crucial, with variables representing continuance intention, its
antecedents, and personal innovativeness. Then, to reduce multicollinearity, the
variables involved in the moderation analysis are centered, including the antecedents

of continuance intention and personal innovativeness.

Furthermore, a hierarchical regression analysis in SPSS 29.0 is conducted. In multiple
regression analysis, the interaction between the independent variable and the
moderator variable is included as an additional predictor, allowing researchers to
assess whether the moderator variable strengthens or weakens the relationship between
the independent and dependent variables (Aiken & West, 1991). Hierarchical
regression analysis involves entering the predictor variables in blocks, with the
moderator variable being entered last to examine its incremental effect on the
relationship between the independent and dependent variables (Baron & Kenny,

1986).

SPSS provides tools to calculate interaction terms and assess statistical significance,
such as conducting F-tests or examining beta coefficients. Consequently, the
coefficients and significance levels in the output are examined. By utilizing SPSS for

moderating effects analysis,EFAcan gain insights into the intricate interactions
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between variables and a deeper understanding of the settings under which certain

impacts occur.
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CHAPTER FOUR: ANALYSIS AND FINDINGS

4.1 Introduction

This chapter assesses and reveals the relationships between the independent,
dependent, and moderating variables. The parts of the chapter are as follows:
introduction; data management; data cleansing before analysis; data analysis and
factor loading related to demographic peculiarities; hypothesis testing; and conclusion.
The chapter examines the relationship between brand trust, perceived usefulness and
convenience usage, towards continuance intention among the users of Kuala Lumpur

monorail services while measuring the moderation effect of personal innovativeness.

4.2  Data Management

While the research methodology used in the current study is described in Chapter 3,
this chapter offers a thorough explanation of the data analysis procedure and its

outcomes.

To set up for the ensuing quantitative analyses, the process began with the inspection
and screening of the data, after which the descriptive statistics were given. A reliability
test was conducted on measurement scales prior to reaching a level of reliability
suitable for additional analysis. The next phase was doing an exploratory factor
analysis (EFA) on each multi-item measuring scale in order to identify its underlying
dimensions. To assess the overall goodness of fit of the proposed model with the

collected data set, correlation and multiple regression were used to examine the
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potential relationships that have been proposed between the research variables as

stated in the theoretical model. The last section presents the conclusion to the results.

Data screening

A

Descriptive

A 4

Result of the main data:
e [tem analysis
e Exploratory factor analysis (EFA)

A 4

e Correlation analysis
e Multiple Regression
e Moderating Effects

l

Conclusion

Figure 4.1
Data analysis steps for Main Survey
Source: The current research

4.3 Data Screening and Characteristics of Sample

This section examines the data and reports descriptive statistics according to the
procedure recommended by Hair et al. (2010). Variable outcomes and their
associations can be affected by a number of factors, including missing data, outliers,
normality and linearity. Tabachnick and Fidell (2007) describe the process of data
filtering as a solution to this problem. Due to low-quality responses, the researcher
initially looks for significant missing data and missing values in the questionnaires.
For instance, prior to analysis, people whose responses to every question on the

questionnaire are either extreme or neutral are eliminated. Secondly, descriptive
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statistics are used to calculate and analyses all relevant variables. Third, the variable’s
data distribution’s normality is checked. At the end of the process is the univariate and
multivariate outlier’s identification process. For all tests, SPSS 29.0 software is

utilized, and the outcomes of each procedure are detailed below.

4.3.1 Missing Data

Multivariate analysis encounters missing data when variables lack viable values due
to respondent omissions or data entry errors (Hair et al., 2010). There are two types:
unknowable, inherent to research design and addressed here; and undeclared, arising
unpredictably. In this study, missing data are categorized into known and unknown
processes. Known processes, like data entry errors, offer some control, yet random
missing data may persist. Integrating unknown missing data poses challenges, often
linked to respondent reluctance, complicating analysis when reasons are undisclosed.

The researcher conducted manual checks, revealing no missing data.

4.3.2 Detection of the Outliers

Tabachnick and Fidell (2007) assert that an element of an outlier in the research can
be explained by findings that stand out as distinct from all other observations. An
observation raises suspicion when it differs noticeably from all other observations in
which it appears and is inconsistent with the rest of the data. Barnett and Lewis (1994)
and Hawkins (1980) noted that this indicates the existence of an outlier in a data set
(Johnson, 1992). Observations that are clearly distinct from the rest of the group are
known as outliers because they possess a certain set of attributes (Hair et al., 2010).
Extreme values, such as extremely high or extremely low scores, can produce outliers,

which can lead to non-normality in the information and provide a significant obstacle

110



for multivariate data processing (Hair et al., 2010; Tabachnick & Fidell, 2007). Even
though the majority of the data is regularly distributed, detecting the outliers in
multivariate analysis is crucial because they may have an impact on results (West et

al., 1995).

Univariate, bivariate, and multivariate techniques can all be used to identify outliers.
This is consistent with a statement made by Hair et al. (1998) that a researcher should
employ multiple methods in a consistent manner to find outliers. The distribution of
observations is one thing the researcher can examine for each variable to find
univariate outliers, or instances where one variable has an extreme value (Hair et al.,
2010). Consequently, every raw score for every variable in the distribution gets
transformed to standard scores in order to identify univariate outliers. When the
standard score is £2.5 or above, studies with small sample sizes can contain outliers
for 80 cases or less (Hair et al., 2010). Nonetheless, outliers are identified using a
standard score of £3.0 or greater in sample sizes greater than 80 cases. The analysis’s

conclusion shows two (i.e., 27 and 46) univariate outliers that are detected in the data.

Bivariate outliers are evaluated using a second method that involves applying two
variables simultaneously using a scatter plot. In this way, cases that are significantly
beyond the range of the remaining observations are thought to be isolated instances
(Hair et al., 2010). However, multivariate outliers, which are unusual pairings of two
or more variable scores, can be employed in the third technique. For multidimensional
variable positions, the multivariate detection approach of handling outliers is hence
more beneficial. The Mahalanobis, D? metric can be used to identify multivariate
outliers (Field, 2018; Hair et al., 2010). The likelihood that a case is a multivariate

outlier increases with the Mahalanobis D? value; the bigger the value, the smaller the
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associated probability value. A potential outlier can be identified by a number that is
greater than 2.5 (D2/df) in small samples and 3 or 4 (D*df) in big samples (Hair et al.,
2010). The value of 3.0 standard scores is an adequate cut off point to identify
multivariate outliers because this research includes a larger sample (395). Outliers
should be kept, if there is no evidence that they actually depart from the norm and are

not indicative of any observations made of the population (Hair et al., 2010).

Generally, problematic outliers can be accommodated in a way that prevents
significant bias in an analysis. To validate the impact of outliers on the study’s goals,
univariate outliers were identified using graphical methods, while multivariate outliers
were identified using Mahalanobis’ distance case. The box plot of univariate outliers
could not detect an extreme outlier with an asterisk (*), but it did indicate two normal
outliers (27 and 46). The five outliers (5, 86, 97, 127, and 354) were further detected
with the multivariate outlier by the use of the Mahalanobis distance test. As a result,
seven respondents were excluded from the univariate and multivariate analyses,

leaving 388 for the next stage.

Figure 4.2
Inbox plot
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Table 4.1
Univariate and Multivariate outlier’s results

Univariate Outliers Multivariate Outliers
Case with standard values Case with a value of D%/df greater than
exceeding + 2.5 3.0 (df=5)
Case D? D?/df
CI No cases 5 19.20 4.80
BT No cases 86 20.83 5.21
PU No cases 97 19.21 4.80
CuU No cases 127 28.66 7.16
PI 26, 47 354 28.66 7.16

Note: CI = Continuance Intention; BT = Brand Trust; PU = Perceived Usefulness; CU
= Convenience Usage; PI = Personal Innovativeness; Mahalanobis D? value based on
the five variable perceptions

Source: Result outputs from the study

4.3.3 Normality and Linearity

Before drawing inferences from the data, it is imperative for the researcher to
guarantee that the data is consistently distributed and that the correlations among the
variables are legitimate. The underlying assumptions will influence the research data
so that variance can be demonstrated in multivariate analyses. According to
Tabachnick and Fidell (2007), the variables must be consistently distributed and
relatively to one another. The following part tests the data for normality, linearity and

non-response bias before reaching conclusions.

4.3.3.1 Normality

The normality of the data distribution is evaluated after the assessment of missing data
and the identification of outliers. One of the fundamental beliefs in multivariate
analysis, especially when it comes to structural equation modelling, is that the data
distribution is normal. Although their deviation from a normal distribution can be used

to quantify it, statistical tests lose their validity if the deviation is significant (Hair et
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al., 2010; Tabachnick & Fidell, 2007). If the variables are normally distributed, these
are preferable, although they are not necessarily needed for the normality test when

examining the data (Tabachnick & Fidell, 2007).

The data’s normality can be evaluated using the statistical method (Hair et al., 2010;
Tabachnick & Fidell, 2007). Researchers generally employ the Kolmogorov and
Shapiro method, as well as the Kurtosis and Skewness test, to determine if the data
distribution is normally distributed (Field, 2018; Hair et al., 2010; Tabachnick &
Fidell, 2007). The first descriptive statistics used in this study to determine skewness
and kurtosis are generated using SPSS 29.0. Table 4.2 displays the data screening
results for each of the study’s examined variables, along with the standard deviations,
means, and kurtosis and skewness values for each variable. It is discovered that all
variables have a normal distribution, nevertheless, the values of kurtosis and skewness
are mixed, exhibiting both positive and negative values. According to the report, the
skewness and kurtosis values range from 0.113 to 0.295 and -0.730 to -0.239,
respectively. The findings show that the study’s data fall within the allowed range of
the normality assumption. If the skewness and kurtosis are less than 3.00 and 10.00,

respectively, the normalcy assumption is not violated by the evidence (Kline, 1998).

Furthermore, the data normality is assessed using the Shapiro-Wilk and Kolmogorov-
Smirnov statistic tests (Field, 2018). According to Shapiro and Wilk (1965), this is
computed for every variable. The tests reveal non-normality for all variables (Table
4.3). According to Field (2018), a test with a large sample size, such as 388 in this
study, is very sensitive, and even a small departure from normality can skew whatever
statistical analysis is done on the data. As a result, a significant test does not identify

a data deviation from the normality (Field, 2018).
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Table 4.2
Skewness and Kurtosis values

Mean Std.

N Minimum Maximum  Statistic Deviation  Skewness Kurtosis

Statistic ~ Statistic Statistic Statistic Statistic Std. Error Statistic Std. Error
CI 388 1.88 7.00 4.6405 1.16577 0.113 0.124 -0.348 0.247
BT 388 2.00 7.00 4.8152 1.11053 0.196 0.124 -0.577 0.247
PU 388 1.89 7.00 4.7729 1.12268 0.205 0.124 -0.526 0.247
Cu 388 2.00 7.00 4.8444 1.18285 0.295 0.124 -0.730 0.247
PI 388 1 6.56 4.2990 92185 0.207 0.124 -0.239 0.247

Valid N 388 (list wise)
Note: CI=Continuance Intention; BT = Brand Trust; PU = Perceived Usefulness; CU = Convenience Usage; PI = Personal Innovativeness
Source: Results from the current study
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Table 4.3

Test of Normality

Kolmogorov-Smirnov(a) Shapiro-Wilk

Statistic  df Sig. Statistic  df Sig.
CI .080 388 <.001 979 388 <.001
BT 108 388 <.001 970 388 <.001
PU 115 388 <.001 .968 388 <.001
CuU 151 388 <.001 943 388 <.001
PI .080 388 <.001 .983 388 <.001

a Lilliefors Significance Correction

Note: df= degree of freedom, Sig. = Significance;

CI = Continuance Intention; BT = Brand Trust; PU = Perceived Usefulness; CU =
Convenience Usage; PI = Personal Innovativeness

Source: Results from the current research

4.3.3.2 Linearity

The concept of linearity refers to the straight line that depicts the association between
the research constructs. Finding the correlation between variables is essential for data
analysis. Implicit assumptions about linearity underlie many multivariate techniques
based on correlation measures of association, including factor analysis, multiple
regression, logistic regression, and structural equation modelling (Hair et al., 2010). In
order to find any emissions that might have an impact on the correlation, researchers
must investigate the relationship between the variables. Accordingly, the Pearson
correlation or scatter plot can be used to statistically quantify linearity (Field, 2018;
Hair et al., 2010; Tabachnick & Fidell, 2007). According to Table 4.4 of this study,
Pearson’s correlation reveals that every independent variable had a considerably

favorable impact on the dependent variable.

116



Table 4.4
Pearson’s correlations

CI BT PU CU PI
CI 1
BT 706%* 1
PU B11%* .819%* 1
CU 700%* .864%* .807%* 1
PI 685%* 592 626%* S550%* 1

*p <.05; *¥*p <.01

Note: CI = Continuance Intention; BT = Brand Trust; PU = Perceived Usefulness;
CU = Convenience Usage; PI = Personal Innovativeness

Source: Results from the study

4.3.3.3 Non-Responses Bias

Tests for non-response bias were conducted to see whether the questionnaires collected
from early responders did not statistically differ from those received later, due to the
varied data collection techniques. Field (2009) states that the researcher compared the
means of all manifest variables for the two groups using the t-test analysis technique.
The questionnaires that were gathered earlier using Google Form were classified as
the first groups, as was covered in the preceding section, while the questionnaires that
were collected later utilizing the drop-and-collect method were classified as the second

groups.

Table 4.5 indicates a notable distinction in variables between the two groups of the
respondents: t (388) = 5.93, p <.05 for total comparisons. This corroborated the
statistical computations and demonstrated that non-response bias was a major issue in
this study. This is owing to the various data gathering methodologies used by both
organizations, which may have an impact on the findings and interpretations. The

drop-and-collect technique (223 respondents) is focused on the youth around the KL
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Monorail facilities, hence the findings may not fully represent the overall community

due to respondent selection.

Table 4.5
T-test Results (Non Response Bias)
Variable Group N Mean t Df p
CI 1 165 5.0318 593 386 .001*
2 223 4.3509
P<.05

4.3.4 Demographic Characteristics and Relationships

A total of 395 data points were collected for this study. After detecting and removing
7 outliers, the final sample consisted of 388 respondents. Table 4.6 breaks down the
demographic features of the sample. The data were collected through online surveys
and the drop-and-collect technique, with 165 responses from the online survey and 223
responses from the drop-and-collect method. The sample consisted of 58.5% of
respondents aged 15-25 years, 28.1% aged 26-35 years, and 13.4% aged 35-40 years.
Regarding ethnicity, 80.9% of the respondents were Malay, followed by 12.1%

Chinese, 5.7% Indian, and 1.3% Bumiputera from Sabah and Sarawak.

Table 4.6
Demographic profile of respondent main survey sample (N=388)

Sample size (n) % N
Age

15 - 25 years 58.5 227
26 - 35 years 28.1 109
35 -40 years 13.4 52
Total 100 388
Gender

Male 41,0 159
Female 59.0 229
Total 100 388
Job Status
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Public Sector 12.4 48

Private Sector 34.0 132
Self- Unemployed 5.2 20
Unemployed 3.1 12
Students 45.4 176
Total 100.0 388
Salary

Less than RM2,500 48.5 188
RM2,501 - RM3,169 20.9 81
RM3,170 - RM3,969 10.1 39
RM3,970 - RM4,849 3.1 12
RM4,850 - RM5,879 3.9 15
RM5,880 - RM7,099 2.6 10
RM7,110 - RM&,699 2.1 8
RMS,700 - RM10,959 4.1 16
RM10,961 - RM15,039 1.3 5
More than RM15,040 3.6 14
Total 100.0 388
Level of Education

Secondary 36.1 140
Intermediate / Diploma 37.9 147
Bachelor 20.6 80
Master 0 0
Other 54 21
Total 100.0 388
Ethnicity

Malay 80.9 314
Chinese 12.1 47
Indian 5.7 22
Bumiputera Sabah and Sarawak 1.3 5
Total 100.0 388

Source: Results from the study

The majority of respondents (59.0%) are females, and males are 41.0 %. Students and
those working with private sectors make up the largest group of monorail users: each
of the group recorded 45.4 % and 34.0 %, followed by public sector (12.4%), self-
employed (5.2%) and unemployed (3.1%). The majority of the respondent (48.5%)
have earned less than RM2, 500 per month and only 3.6% have more than RM15, 040
monthly incomes. In addition, the results reveal that a sizable portion of the

respondents (37.9%) have an Intermediate certificate or are Diploma degree holders,
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36.1% with secondary, 20.6% for degree holder and 5.4% for other academic

qualification.

4.4 Factor Loading and Data Analysis

Conducting exploratory factor analysis (EFA) on the main data before performing
multiple regression analysis is essential to ensure that the predictor variables are valid
and reliable measures of the underlying constructs they represent. EFA helps identify
the latent structure of a set of observed variables, revealing how they group together
based on shared variance (Fabrigar & Wegener, 2012). This step is crucial because it
allows researchers to reduce the data's dimensionality, thereby simplifying the
subsequent regression analysis by using factor scores or composite scores instead of a
large number of individual variables. By identifying and confirming the factors,
researchers can ensure that the constructs used in the regression analysis are well-
defined and theoretically meaningful. This process enhances the validity of the
regression results, as it reduces multicollinearity among predictors and ensures that the
variables included in the model accurately capture the underlying theoretical
constructs (Field, 2013). Thus, performing EFA before multiple regression analysis is
a methodological best practice that strengthens the overall validity and interpretability

of the research findings.

Data reduction is the process of taking a large number of variables and searching for
any underlying dimensions where the variables might exist. This is done using factor
analysis approaches (Crawford & Lomas, 1993). This analysis’s resultant collection

of variables shows how the variables relate to the factor. Finding variables that have a
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strong correlation with one set of variables while having little correlation with other
variables is how this data reduction is accomplished (Field, 2018). More precisely, by
establishing sets of strongly linked variables known as factors, one way to study the
structure of the interactions (correlations) between a lot of variables is to use factor
analysis (Hair et al., 2010). Field (2018) must specify the three primary applications
of factor analysis: 1) to comprehend a set of variables’ structures; 2) developing a
survey instrument to assess any latent variables; and 3) to keep much of the original

data while reducing a data set to a more manageable size.

Identifying the underlying structure among the variables is the main goal of the EFA
process in this research (Hair et al., 2010). Principal component analysis (PCA) is a
commonly used extraction approach in several prominent statistical software
packages, including the SPSS programme. It is one of many procedures for factor
extraction and rotation included in the SPSS 29.0 software. Tabachnick and Fidell
(2007) state that the greatest variances for each component are used from the data set
in these studies. According to Tabachnick and Fidell (2007), the linear combination of
observable variables known as principal component extraction optimizes the subject

separation by maximizing the variance of each component score.

4.4.1 Communalities

It is a common practice to assess the number of components and the degree of
extraction using eigenvalue and scree plot. Finding the variance, or score variability,
for any given measure (or variable) is crucial before extracting factors (Field, 2018).
Communality is the sum of squared loadings for each variable across components
(Tabachnick & Fidell, 2007). A variable with a communality of 0 shares none of its
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variation with any other variable. In contrast, a variable with random variance, or no
specified variance, would have a communality of 1 (Field, 2018). For a multi-construct
model to be stable, the sample size must be 0.5 or less for communalities and 0.7 or
less for higher sample sizes (Hair et al., 2010). Nonetheless, variables having
communalities lower than 0.6 should be disregarded from the analysis since they are
thought to be unrelated to the variance explained (De Vaus, 2002). Since there is a

large variety in communality values from 0.541 to 0.814 in this study, all variables are

kept.

Table 4.7

Communalities

Initial Extraction Initial Extraction

CIl 1.000 .709 CUl 1.000 .635
CI2 1.000 .706 Ccu2 1.000 .595
CI3 1.000 713 Cu3 1.000 729
Cl4 1.000 723 Cu4 1.000 765
CI5 1.000 793 CU5 1.000 772
Clo6 1.000 .684 CUe6 1.000 .694
C17 1.000 .693 Cu7 1.000 761
BT1 1.000 713 CU8 1.000 775
BT2 1.000 .692 PI1 1.000 730
BT3 1.000 .720 P12 1.000 .613
BT4 1.000 739 PI5 1.000 .674
BTS5 1.000 734 PI6 1.000 731
BT6 1.000 .660 P17 1.000 541
BT7 1.000 .553 PI8 1.000 713
PUI1 1.000 .669 PI9 1.000 .814
PU3 1.000 .607
PU4 1.000 .739
PUS 1.000 .680
PU6 1.000 709
PUS 1.000 701
PU9 1.000 .681

Extraction Method: Principal Component Analysis.

Note: CI = Continuance Intention; BT = Brand Trust; PU = Perceived Usefulness;
CU = Convenience Usage; PI = Personal Innovativeness

Source: Results from the study

122



4.4.2 Eigenvalue

The number of components to extract is determined by eigenvalues and variance,
which reveals the factor’s substantive importance (Hair et al., 2010; Nunnally &
Bernstein, 1994). Tabachnick and Fidell (2007) state that the size of the eigenvalues
provided during the first principal component extraction run can be used to quickly
estimate a number of parameters. For a component with an eigenvalue less than 1, each
variable in the component analysis variance contributes 1, meaning it is not significant
(Field, 2018; Hair et al., 2010; Tabachnick & Fidell, 2007). Accordingly, any factors
with less than one latent root are not considered relevant and are disregarded, whereas

factors with eigenvalues greater than one are regarded as significant (Hair et al., 2010).

The output which has a high value for the first component, is one of the five extracted
factors from the data in this study that have an eigenvalue larger than 1. The other
factors have smaller eigenvalues. The number of factors indicated by this criterion, if
there are enough factors for the data is most likely approximately correct. In other
cases, though, this criterion is likely to overestimate the number of components in the

data set (Tabachnick & Fidell, 2007).

4.4.3 Scree Plot

The graph’s scree plot is primarily used to confirm the maximum number of factors,
and eigenvalues are utilized to calculate the number of extraction factors. In essence,
a scree plot determines the ideal number of components to extract prior to the unique
variance amount taking center stage in the standard variance structure (Cattell, 1966).
The latent roots are plotted versus the total number of components in their sequence

of extraction, yielding the scree test, and the form of the cut-off point is assessed using
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the generated curve (Hair et al., 2010). According to Tabachnick and Fidell (2007),
the scree plot generally falls negatively. For the first component, the eigenvalue is
largest; for the subsequent several, it is moderate but declining, and finally reaching
minor values for the final several factors. Consequently, using extracted factors by
eigenvalue analysis, the number of components is confirmed to be the same using a

scree plot test on the data. (Figure 4.3).

Figure 4.3
Scree plot

4.4.4 Exploratory Factor Analysis (EFA)

EFA is used as a preliminary step before Confirmatory Factor Analysis (CFA). While
EFA explores potential factor structures, CFA is used to test a hypothesized factor
structure with more rigor. In summary, EFA is an exploratory tool to discover patterns,
reduce data, and help researchers understand complex datasets by revealing the latent

structures that drive observed correlations.
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Using exploratory factor analysis, variable groups are identified based on the factorial
structure of the scales. Thus, orthogonal and oblique rotation are utilized while
analysing data for exploratory component analysis (Field, 2018; Hair et al., 2010;
Tabachnick & Fidell, 2007). Rotation is required to increase the interpretability and
scientific utility of the solution by simplifying and clarifying the data structure. This
method seeks to avoid low correlations while maximizing strong correlations between
factors and variables. Furthermore, when creating factors from variables, a rotation

technique outperforms others (Field, 2018).

Conducting exploratory factor analysis (EFA) on the main data before performing
multiple regression analysis is essential to ensure that the predictor variables are valid
and reliable measures of the underlying constructs they represent. EFA helps identify
the latent structure of a set of observed variables, revealing how they group together
based on shared variance (Fabrigar & Wegener, 2012). This step is crucial because it
allows researchers to reduce the data's dimensionality, thereby simplifying the
subsequent regression analysis by using factor scores or composite scores instead of a
large number of individual variables. By identifying and confirming the factors,
researchers can ensure that the constructs used in the regression analysis are well-
defined and theoretically meaningful. This process enhances the validity of the
regression results, as it reduces multicollinearity among predictors and ensures that the
variables included in the model accurately capture the underlying theoretical
constructs (Field, 2013). Thus, performing EFA before multiple regression analysis is
a methodological best practice that strengthens the overall validity and interpretability

of the research findings.
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To minimize the variable number to smaller subgroups, orthogonal rotation is
generally a great method. Orthogonal rotations provide uncorrelated factors, as
opposed to oblique techniques, which allow the components to correlate. But unless
the researcher thinks the oblique is the opposite of the underlying mechanism, which
is almost independent, orthogonal solutions stretch “reality” and make it more difficult
to analyze, characterize, and report results (Tabachnick & Fidell, 2007). According to
traditional opinion, an orthogonal rotation method produces more understandable
results. Varimax orthogonal approaches are used in this study and are commonly used
in rotation to maximize variance. Varimax rotation tries to optimize factor loading
variance by increasing high loadings and decreasing low loadings (Tabachnick &

Fidell, 2007).

The analysis generated a Kaiser-Meyer-Olkin value of 0.952, which is greater than the
required value of 0.6. Furthermore, the Bartlett Test of Sphericity showed statistical
significance, implying that the correlation matrix’s forcibility is justified. A rotated
component matrix of the scale is displayed in the output. The EFA analysis combines
all the variables using Principal Component Analysis (PCA). PCA identifies five
components with eigenvalues greater than one, which, in that order, explain 18.25%,
3.09%, 1.55%, 1.23%, and 1.03% of the variation. A scree map of these components
reveals a clear cutoff. The findings demonstrate that five variables have a significant
impact on components in the presence of a basic structure. Hair et al. (2010) consider
factor loadings greater than +/-0.50 to have practical significance, and goods with

substantial and comparable loadings on several factors are excluded.

To examine internal consistency, Cronbach’s alpha is used to analyze each loaded

factor after factors generated by the EFA (Carmines & Zeller, 1979; Parasuraman et
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al., 1988). Many social science studies use this methodology (Churchill, 1979;
Churchill et al., 1974; De Vaus, 2002). According to De Vaus (1996) and Nunnally
(1978), values of 0.70 or higher indicate an appropriate level of reliability. The section

that follows illustrates how relevant element dimensions are supplied for object

clusters.
Table 4.8
Factor loading and Cronbach’s Alpha for Continuance Intention (CI)
Variables Factor and Related Item Factor ~ Cronbach’s
Loading Alpha
Cll I will use monorail service when I need to 0.712 0.922
travel. '
CI2 I will be using monorail more regularly. 0.702
CI3 I intend to use monorail continuously. 0.734
Cl4 I will recommend to my friends to use 0.575
monorail service.
CI5 I intend to continue using monorail service. 0.778
CI6 I will keep using monorail service as 0.634
regularly as I do just now.
CI7 My intention is to continue using monorail 0.653

service than use any alternative means.

Source: Developed for the study

Factor 1: Continuance Intention (CI): This aspect examines how youth react to their
experiences with KL Monorail services. Eight factors created by Chen et al. (2013),
Tsai (2012) and Yun (2013) are applied to Malaysian adolescents in Malaysia based
on extensive literature review. Item CI8 is eliminated, and the other item is assigned

the same factor, which is more than 0.5 (Field, 2018).
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Table 4.9

Factor loading and Cronbach’s Alpha for Brand Trust (BT)

Variables

Factor and Related Item

Factor  Cronbach’s
Loading Alpha

BT1 I have confidence in monorail system provided by the 0.677 0.934
company.
BT2 I think the monorail’s ticketing system’s transaction 0.740

flow and outcomes are accurate.

BT3 I believe the transaction of monorail’s ticketing system  0.788

is secure.
BT4  Ibelieve that monorail services are trustworthy. 0.699
BT5  Itrust in monorail services 0.718
BT6  1do not doubt the honesty of monorail services. 0.660

BT7 Even if not monitored, I would trust monorail services to 0.532
do the right job.

Source: Developed for the current study

Factor 2: Brand Trust (BT): This section discusses the adolescents’ impressions of

brand trust in the KL Monorail service. The seven-item brand trust scale developed by

Tsai (2012) is used. When factor loading is set to 0.5, all seven elements are included

as presented in Table 4.9 (Field, 2018).

Table 4.10

Factor loading and Cronbach’s Alpha for Perceived Usefulness (PU)

Variables Factor and Related Items Factor Cronbach’s
Loading Alpha
PU1 I believe that using a monorail can 0.489 0.915
improve travel productivity.
PU3 I believe that employing a monorail can ~ 0.471
improve life’s convenience.
PU4 I believe I can quickly find out the travel — 0.667
schedule by riding the monorail.
PUS I think using monorail services encourage 0.451
me to use it every day.
PU6 Monorail services enable me to reach 0.690
location faster.
PUS Monorail services increase my 0.659
productivity and job performance.
PU9 Monorail services enhance my 0.626

effectiveness in my job scope.

Source: Developed for the study
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Factor 3 — Perceived Usefulness (PU): Factor 3 covers a youth’s experiences using KL
Monorail services. A 9-item scale developed by Gefen and Straub (2000) and Tsai
(2012), is utilized. When factor loading is set to 0.45 (Field, 2018), two items are

omitted (PU2 and PU7) as presented in Table 4.10.

Table 4.11
Factor loading and Cronbach’s Alpha for Convenience Usage (CU)

Factor Cronbach’s

Variables Factor and Related Items Loading Alpha
CUl  Icould pick up using the monorail system quickly. 0.707 0.940
CU2  When I take the monorail, I would have no trouble 0.540
obtaining a trip schedule.
CU3  Ithink using a monorail system is simple. 0.791
CU4  Utilizing monorail services is an easy task. 0.752
CUS  Learning how to use monorail services is easy for me. 0.825
CU6 It does not take long time to learn to use monorail 0.730
services.
CU7 I find monorail services easy to use. 0.806
CU8  Itis easy for me to become skilful at using monorail 0.806
services.

Source: Developed for the study

Factor 4 — Convenience Usage (CU): This component offers youths’ perspectives on
KL Monorail convenience services. An 8-item measure created by Indrawati and Putri
(2018), Sung et al. (2015), and) and Yun (2013) is used to collect data on youth
experiences. When factor loading is set to 0.5, only one factor is loaded and no items

are eliminated (Field, 2018) as presented in Table 4.11.
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Table 4.11
Factor loading and Cronbach’s Alpha for Personal Innovativeness (Pl)

Variables Factor and Related Items Factor  Cronbach’s
Loading Alpha

PI1 I am usually the first among my friends to explore new  0.788 0.850
technologies.

P12 I usually work out new high-tech products without the 0.663
help from others.

PI5S People come to me for advice on new technologies. 0.674

PI6 Using monorail services has become habit for me. 0.565

P17 Using monorail services is something that I do without ~ 0.494
thinking.

PI8 Using monorail services is a part of my daily routine. 0.698

PI9 I am addicted to using monorail services. 0.855

Source: Developed for the study

Factor 5 — Personal Innovativeness (PI): This component contains youths’ perceptions
of their innovativeness. Indrawati and Putri (2018), Rouibah and Abbas (2011),
Yousafzai and Yani-de-Soriano (2012) developed 9-item measures to assess personal
innovativeness. However, two elements (P13 and PI4) are removed, leaving only seven

items for factor loading at 0.5 as presented in Table 4.12 (Field, 2018).

4.5 Hypothesis Testing

The study’s goals are to investigate the link between brand trust, perceived usefulness,
convenience usage, and continuance intention among youth in Malaysia. Furthermore,
another objective of this study is to examine the moderating effects of personal
innovativeness on previously established associations. Multiple regression analysis is
utilized to assess the hypotheses in order to address the study objectives and offer
answers to the research questions. As a result, it is found that the hypotheses are
significantly connected, indicating that the study’s goal has been met and the research

issues had been statistically resolved.
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4.5.1 Multiple Regression

Research model is the youth continuance intention to use KL Monorail which involves
Brand Trust, Perceived Usefulness and Convenience Usage as independent variables
while considering Personal Innovativeness as a moderating variable. In order to
forecast the association between continuance intention, brand trust, perceived
usefulness and convenience usage, multiple regression analysis is performed. Multiple
regressions can reveal how much the independent factors contributed to the dependent
variable’s explanation (Sekaran & Bougie, 2003). Consequently, the model’s

regression analysis is shown below:

Table 4.13
Multiple regression result of Model of Continuance Intention to Use Monorail
among Youth

Variables B t-statistics P-value
Brand Trust 0.058 0.850 0.396
Perceived Usefulness 0.620 11.695 0.001**
Convenience Usage 0.147 2.272 0.024*
Adjusted R? 0.619

F-statistics (df 3, 384) 207.985 0.001**
Durbin-Watson 2.003

Sample size (n) = 388
Notes: ** significant at 0.05 (1-tailed), respectively; Dependent variables = CI =
Continuance Intention; Independent variables = BT = Brand Trust; PU = Perceived
Usefulness; CU = Convenience Usage

Overall results show that multiple regression analysis is used to assess the link between
the independent variables, brand trust (BT), perceived usefulness (PU), convenience
usage (CU), and the dependent variables, continuance intention (CI). In essence,
multiple regression measures the degree of association between the various
components in order to determine the extent of interconnection (McNeil et al., 2008).

Thus, the researcher can identify the specific independent variable that has a more
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significant relationship with the dependent variable by using the multiple regression

method (Mohamad, Abu Bakar, & Abdul Rahman, 2007).

Based on the above position, this study examined three hypotheses, H1, H2 and H3,
and several implications can be drawn from the research’s findings. The pattern of
results in Table 4.13 indicates a significant relationship between perceived usefulness
and convenience usage with continuance intentions. Results shows that two out of
three antecedents are significant predictors for continuance intentions F(3, 384) =
207.985, p < .05 and R2 =0.619. These results provide support for past research as
well as provide support for the current hypothesis that perceived usefulness and
convenience usage significantly with continuance intentions. The test reveals that two
out of three antecedent factors are significant predictors of continuance intentions for

monorail services.

Our main investigation aim is to determine the antecedent factors that influence the
continuance intentions of monorail services. As mentioned earlier we predict that
brand trust, perceived usefulness and convenience usage will be significant predictor
relationship with continuance intentions of monorail services. Table 4.13 indicates that
perceived usefulness t(384) = 11.695, p < .05, and convenience usage t(384) =2.272,
p <.05, have significant impact with almost 63.5% variance in continuance intentions.
However brand trust t(384) = 0.850, p > .05, is not significant predictor relationship

with continuance intentions of monorail services.

4.5.2 Testing the Moderating Effects

SPSS Statistics 29.9 version provides several outputs for the moderator analysis. If no

presumptions have been broken, the tables in this section can be used to establish
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whether personal innovativeness (PI) is moderating the relationship between brand
trust (BT), perceived usefulness (PU), convenience usage (CU) and continuance

intention.

The summary of the model as presented in Table 4.14, which shows the variation in
the R? measure (in the Model 2 and Model 3 Change Statistics columns), must be
understood in order to determine whether there is a moderator effect and whether
personal innovativeness modifies the effect of brand trust, perceived usefulness, and

convenience usage on continuance intention, as highlighted below.
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Table 4.14:
Model Summary of Moderation Effects

Model R R Square  Adjusted R Std. Error of Change Statistics
Square the Estimate R Square F Change  dfl df2 Sig. F Change
Change
1 787° 619 616 73371 619 207.392 3 383 <.001
2 823° 678 674 .67581 .059 69.439 1 382 <.001
3 .826° .682 676 67414 .004 1.633 3 379 181

a. Predictors: (Constant), Zscore(CU), Zscore(PU), Zscore(BT)
b. Predictors: (Constant), Zscore(CU), Zscore(PU), Zscore(BT), Zscore(PI)

c. Predictors: (Constant), Zscore(CU), Zscore(PU), Zscore(BT), Zscore(PI), Interaction TermBT, Interaction TermPU, Interaction CU
d. Dependent Variable: CI

Notes: ** significant at 0.05 (1-tailed), respectively; Dependent variables = C1 = Continuance Intention; Independent variables = BT =

Brand Trust; PU = Perceived Usefulness; CU = Convenience Usage; Moderating Variable = P1 = Personal Innovativeness
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R Square Change in the first highlighted column under the change statistics, shows the
increase in variance that may be accounted for by the inclusion of the interaction term
(i.e., the variation in R?). It is possible to see that, the reported proportion for the
change in R? is0.005. The proportion of the variance increases that the interaction
factor adds to the explanation is represented by the change in R? of 0.5% (i.e., .005 x
100 = 0.5%). Typically, a percentage is used to indicate this information. The Sig. F
Change column indicates that this rise is statistically significant (p<.0005). A statistical

significance value of .000 in SPSS Statistics actually means p<.0005, not zero.

The method developed above is one of the two possible approaches to figuring out
whether a moderator effect is statistically significant. The other makes use of the
interaction term’s statistical significance. The latter approach also helpfully reveals
how the two sets of moderators differ in how they relate to the independent and
dependent variables. The expanded moderator analysis guide offers instructions on
how to comprehend and interpret the interaction term. The coefficient values from the
coefficients table’s B column, as noted below, might be used to calculate the

coefficient values necessary to present the moderated multiple regression equation.
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Table 4.15
Coefficients Results of Moderation Analysis

Unstandardized Standardized
Model Coefficients Coefficients t Sig.
B Std. Error Beta
(Constant) 4.608 .037 123.546  .000
Zscore(BT) .069 .081 .058 .848 397
1 Zscore(PU) 733 .063 .620 11.677 <.001
Zscore(CU) 174 077 147 2.270 .024
(Constant) 4.608 .034 134.126  .000
Zscore(BT) .010 075 .009 .140 .889
2 Zscore(PU) 557 .062 471 9.048 <.001
Zscore(CU) 180 .070 152 2.547 011
Zscore(PI) 362 .043 305 8.333  <.001
(Constant) 4.639 .039 119.670 <.001
Zscore(BT) .021 .075 .018 282 778
Zscore(PU) .560 .063 473 8.862  <.001
Zscore(CU) 170 075 144 2.273 .024
3 Zscore(PI) 381 .046 322 8.280  <.001
Interaction Terml .090 076 .092 1.193 234
Interaction Term2 -.060 .058 -.061 -1.033 302
Interaction_Term3 -.088 .073 -.088 -1.219 224

Dependent Variable: CI

Notes: ** significant at 0.05 (1-tailed), respectively; Dependent variables = CI =
Continuance Intention; Independent variables = BT = Brand Trust; PU = Perceived
Usefulness; CU = Convenience Usage; Moderating Variable = Pl = Personal
Innovativeness

The moderating effect analyses are shown in Tables 4.16, 4.17, and 4.18 for individual
interactions. In social science studies, moderate associations appear when there is a
connection between two variables, X and Y, that fluctuates according to the value of a
third variable, Z. This study investigates a particular sort of moderated relationship,
including a continuous dependent variable (Y), two independent variables, one

continuous (X), and the other dichotomous (Z). A mitigated correlation is found in

136



light of these variables if the relationship between X and Y differs at both Z levels.
This can be calculated with an interaction term using the regression equation below

(Aiken & West, 1991; Jaccard & Turrisi, 2003).

Table 4.16
Full Regression of Brand Trust, Personal Innovativeness and Continuance Intention
(N=388)
Variables B SE t-statistics P-value
Constant 233 .194 1.202 230
Brand Trust 472 .041 11.469 <.001
Personal Innovativeness 497 .046 10.848 <.001
Interaction Term -.032 .035 -.909 364

The full model estimates are presented in Table 4.16. Results indicated that Brand
Trust (BT) (p < .001) and personal innovativeness (PI) (p < .001) are significantly
related to continuance intention, and that the interaction between brand trust and

personal interaction is not significantly related to continuance intention (p > .001).

Table 4.17
Full Regression of Perceived Usefulness, Personal Innovativeness and Continuance
Intention (N=388)

Variables B SE t-statistics P-value
Constant .199 165 1.207 228
Perceived Usefulness 613 .038 15.962 <.001
Personal Innovativeness 364 .042 8.598 <.001
Interaction Term -.038 .030 -1.266 .206

The full model estimates are presented in Table 4.17. Results indicate that Perceived
Usefulness (PU) (p < .001) and Personal Innovativeness (PI) (p < .001) are
significantly related to continuance intention, and that the interaction between brand

trust and personal interaction is not significantly related to continuance intention (p >

.001).
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Table 4.18
Full Regression of Convenience Usage, Personal Innovativeness and Continuance
Intention (N=388)

Variables B SE t-statistics P-value
Constant 278 .189 1.472 .142
Convenience Usage 444 .037 11.896 <.001
Personal Innovativeness 515 .045 11.424 <.001
Interaction Term -.028 .035 =787 432

The full model estimates are presented in Table 4.18. Results indicate that
Convenience Usage (CU) (p < .001) and Personal Innovativeness (PI) (p <.001) are
significantly related to Continuance Intention, and that the interaction between brand
trust and personal interaction is not significantly related to Continuance Intention (p >

.001).

Therefore, based on above table, hypotheses H4, HS, and H6 show insignificant results

in moderating the effect between independent variables and dependent variables.

4.6  Results for Testing the Hypotheses of Model of Continuance Intention

among Youth

Six hypotheses regarding continuance intention are examined, with Chapter 5

subsequently discussing the implications of these findings

H1: Brand Trust (BT) and Continuance Intention (CI)

As it was previously mentioned, hypothesis (H1) explains the connection between the
Brand Trust (BT) and Continuance Intention (CI). Therefore, it was determined that
the proposed link was not significant, as shown in Table 4.13 (p-value =.0.396, t-

statistics=0.850). Consequently, there is no evidence to support this hypothesis.
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H2: Perceived Usefulness (PU) and Continuance Intention (CI)

The association between Perceived Usefulness (PU) and Continuance Intention (CI) is
explained by Hypothesis (H2). The hypothesized association is thus determined to be
significant, as indicated in Table 4.13 (p-value= 0.001**, t-statistics = 11.695). This

indicates that the hypothesis is supported.

H3: Convenience Usage (CU) and Continuance Intention (CI)

Hypothesis (H3) explains the relationship between Convenience Usage (PU) and
Continuance Intention (CI). The suggested association was determined to be
statistically significant (p-value= 0.024*, t-statistics= 2.272), as indicated in Table

4.13. Thus, the notion is supported.

H4: Brand Trust (BT) and Continuance Intention (CI) with the Moderating Effect

of Personal Innovativeness (P1)

As presented before, hypothesis (H4) explains the moderating effect of Personal
Innovativeness (PI) on the relationship between Brand Trust (BT) and Continuance
Intention (CI). Thus, as shown in Table 4.14, the predicted moderating effects were
determined to be statistically non-significant (t-statistics = 6-0.909, p-value = 0.364).

Therefore, it is concluded that the hypothesis is not supported.

H5: Perceived Usefulness (PU) and Continuance Intention (CI) with the

Moderating Effect of Personal Innovativeness (PI)

The moderating effect of personal innovativeness (PI) on the relationship between

continuance intention (CI) and perceived usefulness (PU) are explained by hypotheses
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(HS5). Therefore, the predicted moderating effects were shown to be inconsequential,
as seen in Table 4.15 (p-value = 0.206, t-statistics = -1.266). This indicates that there

is no evidence to support this hypothesis.

H6: Convenience Usage (CU) and Continuance Intention (CI) with the Moderating

Effect of Personal Innovativeness (PI)

The moderating effect of personal innovativeness (PI) on the connection between
continuity intention (CI) and convenience usage (CU) is explained by hypotheses (H6).
Consequently, it is determined that the proposed relationship is not significant (p-value
= 0.432, t-statistics = -0.787), as Table 4.16 illustrates. In other words, there is no

evidence to support this hypothesis.

Six hypotheses have been investigated by the model: H1, H2, H3, H4, HS, and H6.
Two of the six hypotheses are statistically significant, according to the outcomes of
the analyses. The findings of the hypothesized model testing are shown in Table 4.13
where H2 and H3 are supported. Therefore, f = 0.620 and p-value = 0.001 for the first
hypothesis and B = 0.147 and p-value = 0.024 for the second, both of which
demonstrated the standard estimate, are significant. Nevertheless, the null hypothesis
H1 is dismissed due to its lack of statistical significance (B = 0.058 and p-value =
0.396), even though it is higher than 0.05. Though it shows evidence for H4, HS, and
H6, the moderating influence of personal innovativeness (PI) on the association
between brand trust (BT), perceived usefulness (PU), and convenience usage (CU)

with continuance intention (CI) is negligible.
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Table 4.19

Results for testing the hypotheses of Model of Continuance Intention among Youth

Hypotheses t-statistics p-value Test results
H1: There is a positive relationship between 0.850 0.396 Not
Brand Trust and Continuance Intention to use Supported
monorail among youth

H2: There is a positive relationship between 11.695 0.001**  Supported
Perceived Usefulness and Continuance

Intention to use monorail among youth

H3: There is a positive relationship between 2.272 0.024*  Supported
Convenience Usage and Continuance Intention

to use monorail among youth

H4: There is a moderating effect of Personal -.909 364 Not
Innovativeness on the relationship between Supported
Brand Trust and Continuance Intention to use

monorail among youth

HS: There is a moderating effect of Personal -1.266 206 Not
Innovativeness on the relationship between Supported
Perceived Usefulness and Continuance

Intention to use monorail among youth

He6: There is a moderating effect of Personal - 787 432 Not
Innovativeness on the relationship between Supported

Convenience Usage and Continuance Intention

to use monorail among youth

141



Figure 4.4
Model Continuance Intention to Use Monorail among Youth

4.7  Summary

Youth’s continuance intention to utilize monorail is depicted in this study. Thus, the
literature of this study indicates a possible connection between the antecedent variables
(BT, PU, and CU) and continuance intention among youth. The study also indicates
the moderating effects of personal innovativeness. However, the normality of
responses exhibiting skewness and kurtosis is demonstrated in this chapter, along with
a description of the youth’s demographic traits. The average variance extraction was
done for each construct, and the findings showed a reasonable degree of dependability
even after certain items are removed and outliers are eliminated to guarantee the data’s

normalcy.
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At the end of the regression analysis process, the framework was evaluated and the
hypotheses were tested. As a result, the findings showed that the framework suited the
data well; two of the three hypotheses were determined to be significant, and the beta
values were significant. The framework illustrated that the two hypotheses (H2 and
H3) were statistically significant, while HI was not significant. Also, based on the
above table, H4, HS5, and H6 have insignificant results in moderating the effect

between independent variables and dependent variable.

The results of the statistical analysis are shown in this chapter. Numerous statistical
analyses were conducted to validate the data and ensure that the study’s criteria were
met. To test the ideas proposed in the study, several descriptive and inferential
statistics, including multiple regression analysis, were interpreted. The next chapter
will include a discussion that connects the findings to the study’s theoretical basis.
Furthermore, the study will address its shortcomings and make recommendations for

further research.
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CHAPTER FIVE: DISCUSSION, RECOMMENDATION AND CONCLUSION

5.1 Introduction

The main focus of this chapter is a comprehensive analysis of the research findings in
relation to the research questions and the main problem statement. There is also a
synopsis of the research hypotheses and an assessment of their importance. As a result,
the study’s contributions are also discussed. The findings are also examined in this
chapter with regard to how they fit into the theories and how policymakers and
providers of monorail services might benefit from them. Lastly, and perhaps most
significantly, the implications for additional research are looked at. The limitations,

future direction and suggestions of the current study are also summarized.

5.2 Overview of the Study

This study’s primary goal is to investigate the elements that are most important in
encouraging young people to use the monorail service in Malaysia, specifically
looking at the antecedents and mediators of continuance intention. The perspectives of
youth on monorail services and their capacity to enhance their continuance intention
to utilize monorails explain the significance of this study to the body of current

literature and policymakers (Smith, Fischer & Yongjian, 2012).

The theoretical framework postulated a robust correlation between brand trust and the
continuance intention (Kim, Jin, & Swinney, 2009; Lau & Lee, 1999; Smith, Fischer,
& Yongjian, 2012), perceived usefulness with continuance intention (Al-Maghrabi et

al.,2011; Chen et al., 2013; Lee et al., 2010), and convenience usage with continuance
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intention (Ghalandari, 2012; Sung et al., 2015). Additionally, there is a moderating
influence of personal innovativeness on the association between brand trust and
continuation intention (Agarwal & Prasad, 1998), perceived usefulness and
continuance intention (Yousafzai & Yani-de-Soriano, 2012), and convenience usage

and continuance intention (Venkatesh & Davis, 2000; Venkatesh et al., 2003).

The literature review also reveals a substantial correlation between the antecedent
component and the youth’s intention to continue using the monorail (Ibrahim et al.,
2023). Youth monorail service utilization is thus expected to be positively correlated
with brand trust (BT), perceived usefulness (PU), and convenience usage (CU).
Personal innovativeness (PI) moderates the link between the two hypotheses.
However, the empirical research in this field is limited, as indicated by the examination
of pertinent literature. As a result, many studies, particularly those pertaining to
Malaysian youth using monorail services, should concentrate on the behavioral

intention of continuation.

The objectives of this study were examined and investigated using the quantitative
technique, and responses addressing the use of monorail services by the youth sample
population were obtained through a closed-ended questionnaire. The quantitative data
was regressed and analyzed using SPSS software version 29.0. As a consequence, the
study’s findings suggest that two antecedent factors—perceived usefulness and
convenience usage—correlate with continuance intention. Additionally, the reliability
assessment for each of the constructs showed a degree that was considered acceptable.
But first, 395 people were used as a sample population to test the hypotheses; however,
once outliers were identified and eliminated, the final sample consisted of 388 young

people in the Klang Valley, ages 15 to 40. The findings demonstrated a statistically
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significant correlation between the independent variables (PU and CU) and the
dependent variables (CI), so confirming the measurement and the acceptable fit indices
of the hypotheses. However, the relationship between brand trust (BT) and
continuance intention (CI) was insignificant. While personal innovativeness (PI) has

shown no moderating effects on all relationships.

To achieve this aim, it is crucial to realize that the six hypotheses for continuance
intention in this research were generated based on the literature, particularly with
regards to quantitative data like brand trust, perceived usefulness, convenience usage,
and personal innovativeness. These hypotheses remained estimated and showed a
meaningful relationship between dependent and independent variables in the models,
despite the moderating influence of personal innovativeness not being statistically

significant in all the associations tested.

5.3 Brand Trust and Continuance Intention

The findings do not support the first hypothesis (H1) that brand trust is significantly
related to continuance intention among Malaysian youth using the KL Monorail. The
relationship between brand trust and continuance intention among youth appears to be
insignificant, as evidenced by limited research specifically focused on monorail
transportation. While brand trust has been extensively studied across various sectors
such as e-commerce, hospitality, and technology (e.g., Gefen, Benbasat, & Pavlou,
2008; Mayer, Davis, & Schoorman, 1995), there is a notable lack of studies in the

monorail sector.
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The unique characteristics of monorail services, such as their limited presence in
certain regions and the lack of direct competition, may contribute to the insignificant
correlation between brand trust and continuance intention among youth. Additionally,
the transportation industry has generally seen limited research on the youth
demographic in the context of brand trust and continuance intention. Studies on
transportation services often emphasize factors like convenience, reliability, and
pricing (e.g., Jin & Suh, 2005; Su, Hsu, & Swanson, 2014), while overlooking the role

of brand trust among youth.

It is essential for future research to address this gap and explore the specific factors
that influence the continuance intention of youth to utilize monorail services. In
conclusion, the existing literature suggests an insignificant relationship between brand
trust and continuance intention among youth using monorail services. However, it is
crucial to acknowledge the limited research in this specific domain and the potential
impact of the unique characteristics associated with monorail transportation. Future
studies should delve into this niche area to better understand the dynamics and factors
influencing the youth demographic’s perceptions and intentions regarding monorail

services

54 Perceived Usefulness and Continuance Intention

This hypothesis posits that perceived usefulness often correlates with continuance
intention (H2). The relationship between perceived usefulness and continuance
intention to use monorail services among youth in Malaysia is crucial for
understanding the factors that influence the persistent use of public transportation.

Perceived usefulness, a key construct in the Technology Acceptance Model (TAM)
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(Davis, 1989), suggests that users are more likely to continue using a technology or

service if they perceive it as valuable and beneficial to their needs.

In the context of monorail services, if youth perceive these services as useful in terms
of providing a convenient, time-efficient, and reliable mode of transportation, their
intention to continue using the monorail is to be positively influenced. These findings
align with the work of Yousafzai and Yani-de-Soriano (2012), which found that
perceived usefulness (PU) has a strong direct connection with continuance intention

(CI).

Perceived usefulness plays a crucial role in shaping the youth’s intention to continue
using monorail services by enhancing their performance and meeting their needs. For
instance, if youth perceive the monorail service as reliable, time-efficient, and
convenient, they are more likely to find it useful, thus influencing their intention to
continue its usage. Empirical studies, such as those conducted by Chen and Tseng
(2011) and Gefen, Karahanna, and Straub (2003), have investigated the nuanced
dimensions of perceived usefulness and its direct impact on continuance intention to
use monorail services, providing valuable insights into the factors that contribute to

the youth’s decision-making process in the context of public transportation.

5.5 Convenience Usage and Continuance Intention

The results significantly support the hypothesis (H3) that convenience usage positively
impacts continuance intention. Understanding the relationship between convenience
of usage and the continuance intention to use monorail services among Malaysian

youth is crucial for identifying the factors that influence sustainable engagement with
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public transportation. The actual ease of use variable, as defined in the innovation
diffusion theory (IDT), refers to the level of difficulty in implementing an innovation
(Alazzam, 2015). Technologies that are easy to use and adapt to tend to be more readily
accepted by users. Most users prefer technology that offers flexibility, usability, and

ease of use (Catherine et al., 2017).

In the context of monorail services, if youth perceive these services to be convenient,
easy to access, and user-friendly, this positively impacts their intention to continue
using the monorail. Existing literature supports this relationship; for instance, Yousef
(2002) demonstrated that convenience of use is a critical factor influencing
continuance intention to use public transportation services. Similarly, a study by
Catherine et al. (2017) in the Malaysian context found that youth are more likely to
continue using monorail services when they perceive them as convenient and hassle-

free.

Understanding the significance of convenience in the decision-making process of
Malaysian youth is crucial for transportation authorities and service providers. By
designing interventions that enhance convenience, authorities can foster the
continuous usage of monorail services, ensuring sustained engagement from the youth

demographic.

5.6  The Moderating Effect of Personal Innovativeness

The literature significantly supports the idea that personal innovativeness is correlated
with moderating effects between brand trust, perceived usefulness, and convenience

usage in the relationship with continuance intention (H4, H5, and H6). The moderating
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effects of personal innovativeness on the relationship between brand trust, perceived
usefulness, convenience usage, and the continuance intention to use monorail services
among the youth in Malaysia are an intricate aspect that adds nuance to the
understanding of public transportation adoption. Studies concentrating on the
moderating effects of personal innovativeness have demonstrated that innovativeness
among the youth provides the motivation needed to devote sufficient continuous usage
to public transportation services. However, the findings have shown the contradiction
from the hypothesis development in Chapter 2. There is a justification for the
insignificance of personal innovativeness as a moderating effect for all the

relationships between antecedent factors and continuance intention (CI).

Research on the moderating effect of personal innovativeness in the relationship
between brand trust, perceived usefulness, and convenience usage, and continuance
intention among youth using monorail services suggests its insignificance in several
key respects. In the context of monorail services, youth who exhibit high levels of
innovativeness are likely predisposed to embracing new transportation technologies,
potentially diminishing the significance of brand trust as a decisive factor in their
decision to continue using the monorail (Agarwal & Prasad, 1998; Venkatesh et al.,
2003). Their inclination towards novelty and perceived benefits of the technology may
outweigh concerns about brand reliability, thereby reducing the impact of brand trust

on continuance intention.

Furthermore, less innovative youth may rely more heavily on brand trust to mitigate
perceived risks associated with using new services, thereby enhancing its influence on
their continuance intention (Gefen et al., 2003; Kim et al., 2008). Conversely, highly

innovative individuals are more likely to prioritize perceived usefulness and
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convenience over brand trust when deciding to continue using a service (Rogers,
2003). This suggests that personal innovativeness could dilute the strength of the
relationship between brand trust, perceived usefulness, and convenience usage, as
innovative users may focus more on functional benefits rather than brand attributes

(Rogers, 2003; Davis, 1989).

Moreover, the practical benefits of monorail services such as time savings,
convenience, and reliability are paramount considerations for youth in their decision
to continue using the service, constituting the core of perceived usefulness (Venkatesh
& Davis, 2000). Even highly innovative individuals, who typically embrace new
technologies, prioritize these practical benefits over their inclination towards
experimentation with new ideas (Rogers, 2003). Consequently, the perceived
usefulness of the monorail service remains a dominant factor influencing continuance
intention, overshadowing the moderating effect of personal innovativeness (Venkatesh

et al., 2003).

In summary, while personal innovativeness plays a crucial role in technology adoption,
its impact on the relationships between brand trust, perceived usefulness, convenience
usage, and continuance intention among youth using monorail services appears
limited. The practical considerations of convenience, cost-effectiveness, and
accessibility inherent to monorail services tend to outweigh the influence of personal
traits like innovativeness in shaping user behavior (Venkatesh et al., 2003; Agarwal &

Prasad, 1998).
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5.7 The Application of the Theory of Acceptance Model (TAM) and Theory

of Planned Behaviour (TPB)

The Technology Acceptance Model (TAM) has been widely utilized to investigate
individuals’ acceptance and usage of various technologies. When applied to the
context of monorail transportation systems, TAM becomes a valuable framework for
understanding the factors influencing the continuance intention to use such systems,
particularly among the youth demographic. The TAM posits that perceived usefulness
and perceived ease of use are critical determinants of individuals’ behavioral intentions
and actual technology usage. In the case of monorail transportation, factors such as the
convenience of the system, ease of navigation, and overall user satisfaction play
pivotal roles in shaping the continuance intention among youth. Research by
Venkatesh and Davis (2000) and subsequent studies have emphasized the relevance of
these factors in predicting user acceptance and sustained usage of technology.
Additionally, the impact of subjective norms and social influences on technology
acceptance, as discussed by Taylor and Todd (1995), becomes pertinent when
exploring the preferences of the youth demographic in adopting monorail systems. As
the younger generation tends to be more technologically savvy and socially connected,
understanding the applicability of TAM to monorail usage among youth becomes

crucial for urban transportation planning and development (Davis, 1989).

The Theory of Planned Behaviour (TPB) offers a comprehensive framework for
understanding the psychological determinants of individuals’ intentions and behaviors.
When applied to the context of continuance intention to use monorail transportation
systems among youth, TPB becomes a valuable tool for exploring the factors

influencing their decision-making processes. According to TPB, individual behavioral

152



intentions are shaped by attitudes toward the subjective norms, behavior, and
perceived behavioral control. In the context of monorail usage, the attitudes of youth
towards the system, influenced by factors such as convenience, reliability, and
environmental impact, play a crucial role in determining their intention to continue

using the transportation mode.

Subjective norms, reflecting the perceived social pressure and approval from peers and
significant others, become important influencers, particularly among the socially
connected youth demographic. Additionally, perceived behavioral control,
encompassing factors like ease of use and system accessibility, further impacts their
continuance intention. Research by Ajzen (1991) and subsequent studies have
demonstrated the utility of TPB in predicting and understanding human behavior in
various contexts, making it a valuable framework for investigating continuance

intention to use monorail systems among the youth.

The results of this research confirmed the applicability of these two theories in the
context of youth in Malaysia. In addition, it also indicates a significant relationship
between brand trust, perceived usefulness, and convenience usage with continuance

intention and the moderating effect of personal innovativeness.

5.8  Implication of Research Findings

5.8.1 Theoretical Implications

Continuance intention within the service sector are a crucial aspect of understanding
customer behavior and loyalty in service-oriented settings. Numerous studies have

investigated the factors influencing continuance intention in various service contexts.
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For instance, in the context of online banking services, Kim, Lee and Rha (2009) found
that perceived usefulness significantly influences customers’ intentions to continue
using online banking platforms. Similarly, in the hospitality industry, factors such as
perceived service quality, customer satisfaction, and perceived value have been
identified as key determinants of continuance intention (Bai, Law, & Wen, 2008;
Kandampully, Zhang, & Bilgihan, 2015). Additionally, trust in service providers has
been recognized as a critical factor affecting customers’ intentions to continue using a
service (Yoon, Choi, & Lee, 2016). Therefore, the implications of this research on the
continuance intention among youth to utilize monorail services are multifaceted and

extend to various dimensions of the transportation sector.

Furthermore, TAM and TPB, which reflected and clarified the framework and the
hypothesis, are two aspects of theories that have not always been examined together,
which makes this study noteworthy. Therefore, by integrating the two theories, it is
possible to gain further insight into youth continuance intention and to determine what

motivates young people to utilize Monorail services.

In order to assess the relevance and implications of ideas that have previously been
created in Western nations, the expanding body of literature and the academic
environment require an alternative setting (Mohamad, 2013). As such, a fresh
investigation is necessary to examine the relationships between current theories and
the Malaysian setting. This assertion is noteworthy because the majority of theories in
the literature on continuance intention to use monorail services are based on
assumptions that are western-oriented and typically represent a certain cultural and
institutional framework (Chan & Guo, 2013). The youth of Malaysia and their culture

are therefore very different from those of the West. As a result, studying Malaysian

154



consumer behavior theory and TAM strengthens noteworthy findings from the
literature. The research findings indicate that the applicability of a western-based

theory may not always extend to other contexts, such as Malaysia.

Additionally, this study validates the measurement tools now in use, which are
compiled from the literature and previously applied in various settings. To address and
close a gap in the research, the measurement is improved and put to a test, creating and
evaluating a new scale specifically tailored to the Malaysian environment. As the study
used a quantitative approach, a thorough statistical investigation and analysis were
conducted to guarantee the validity of the measurement items. Nevertheless, while
some items met the study’s dependability requirements, others were eliminated. As a
result, by altering the measurement scale for a few constructs that were essentially

examined in Malaysia, a distinct setting, this research adds to the body of literature.

The study’s findings clearly show a substantial association between continuance
intention and the moderating effects of personal innovativeness and the relationships
between convenience usage, perceived usefulness, and brand trust. The identification
of key determinants, such as brand trust, perceived usefulness, and convenience,
provides a foundation for the design of marketing and communication campaigns
aimed at promoting monorail services among youth. The theoretical framework is
developed from two prominent theories that combine the elements of technology and
consumer behavior among youth. Thus, the study provides a statistically significant
relationship between the antecedents’ components of continuance intention and its
moderating variable among Malaysian youth, which is a theoretical consequence and

implication of this research. Moreover, recognizing the potential moderating role of
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personal innovativeness underscores the importance of considering individual

differences in adopting and sustaining the use of innovative transportation modes.

5.8.2 Managerial Implications

The youth constitute a significant segment in a society due to their contribution to the
future development of the country. The contribution of the youth to country
development as consumers in the context of public transport, specifically in the
adoption of innovative systems like monorails, is a crucial aspect that influences urban
mobility. As noted by Deloitte (2020), the millennial and Gen Z generations tend to
prioritize environmental sustainability and technological advancements in their
consumption choices. In the realm of public transport, the youth’s inclination towards
eco-friendly solutions and modern technologies can significantly impact the adoption
and success of monorail systems. Their adoption of new technologies, trends, and
products not only stimulates economic growth but also fosters competitiveness in

various sectors (Goldman Sachs, 2015).

The impact of youth demographic on the retail and digital markets, particularly in the
realms of e-commerce and digital entertainment has been substantial, influencing
business models and market strategies (Pew Research Centre, 2019). As noted by
Prensky (2001), the “digital natives” among the youth have a natural affinity for
technology, influencing the development and adoption of digital goods and services.
Thus, understanding and catering to the expectations of the youth demographic is
essential for the successful implementation and sustainable use of innovative public

transport solutions like monorails, aligning with the broader goals of sustainable urban
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development. This study focuses on youth as consumers in Malaysia through their

utilization of monorail services.

This research found it important for local authorities to understand the perceptions of
youth on public transport in the city. Understanding the factors that influence the
continuance intention of youth in the context of monorail services is crucial for urban
planners, policymakers, and transportation authorities. Insights into the specific
preferences and perceptions of the youth demographic can inform the development of
targeted strategies to enhance the appeal and efficiency of monorail systems. The role
of'local authorities is pivotal in the development and implementation of efficient public
transportation systems, including monorail networks, which have particular

significance for the youth demographic.

As highlighted by Cervero and Murakami (2009), successful public transportation
projects require a collaborative effort involving local governments, urban planners,
and transportation authorities to address the unique needs and challenges of specific
regions. Local authorities play a crucial role in the planning, funding, and execution
of monorail projects, considering factors such as population density, traffic congestion,
and environmental sustainability (Litman, 2019). Their involvement is essential in
coordinating with various stakeholders, securing funding, and ensuring that the
monorail system aligns with the overall urban development goals of the region (Givoni
& Bannister, 2013). Furthermore, the commitment of local authorities to creating safe,
affordable, and environmentally friendly transportation options positively impacts the
mobility choices of the youth, influencing their mode of transport and contributing to

a more sustainable urban future.
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This research has shown the significance of brand trust, perceived usefulness, and
convenience usage, which can be implemented by policymakers such as local

authorities and urban planners to improve the monorail service.

5.9 Limitations and Future Research

5.9.1 Limitations of the Study

Compared to other nation, Malaysian youth’s intention to continue using monorail
service has not gotten as much scholarly attention (Cheah, Lee, & Lim, 2018). It is
therefore unexpected that this topic has not received much scholarly attention up to
this point. Youth, however, make up a sizable portion of society, according to the
literature, therefore it is concerning that knowledge of how young people behave in
public transport in Malaysia is so restricted. Consequently, it is necessary and
imperative to conduct this study since the results will offer a comprehensive
understanding of adolescent behavior and the consequences of their inventiveness
towards public transport services in Malaysia. However, this study is limited to a
specific segment of the youth (the urban population) and a specific mode of

transportation (KL Monorail).

This study has basically three major shortcomings. First and foremost, the purpose of
this study was to examine the associations between Malaysian youth, ages 15 to 40,
and brand trust (BT), perceived usefulness (PU), convenience usage (CU), and
continuance intention (CI). Those who were outside the scope of this segment were
excluded from the research. As a result, the research’s findings are limited to

Malaysian youths and cannot be extrapolated to a wider demographic. Furthermore,
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because the study’s scope was too limited to fully encompass Malaysian youth, the
results might not be generalizable given that it was done in the Klang Valley. Due to
this, these results might not accurately reflect Malaysian youth as a whole because the
samples were predominantly from urban areas. Furthermore, monorail systems are
unique to certain urban environments, and findings from studies conducted in one
location may not be directly applicable to others with different infrastructural, cultural,

or geographical characteristics.

Second, the survey only included youths who exclusively use monorail services and
other significant forms of public transit, such as KTM Komuter, MRT, and LRT.
Additionally, mainstream modes of transport such as the RapidKL bus were not
included because the diverse types of public transportation modes would affect the
focus of the study. The limitation in the scope of the study is needed in order to test
the personal innovativeness of the youth in a specific mode of transportation. If it
involves the verities of public transportation, the findings of this study might be
different. Furthermore, studies focused solely on passenger perceptions may not
capture the broader operational or systemic challenges faced by monorail services.
Addressing these limitations requires a more holistic approach, encompassing diverse
geographical settings, standardized metrics, and a comprehensive understanding of the

broader transportation ecosystem.

Third, personal innovativeness is the only moderating influence considered in this
research. In a similar vein, age and educational attainment can undoubtedly be
examined to ascertain the likelihood that they may be regarded as moderating factors.
It is obvious that young people, who are thought to be more engaged, adaptable, and

educated than older generations will view Malaysia’s monorail system differently. In
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particular, these factors may aid in understanding the various facets of teenage
conduct, age and educational attainment being also significant in a study of consumer
behavior. The Youth Act of 2007’s broad age range for youth (15-40 years old) does

not align with marketing research’s consumer segmentation.

5.9.2 Direction for Future Research

Future researchers are advised to choose different paths in order to increase the corpus
of knowledge in the literature on continuance intention among youth in utilizing
monorail service, which merit research and ought to be of academic interest. First, the
inclusion of qualitative information to clarify young people’s perceptions of their
continuance intention to use monorail. This study aimed to investigate the connection
between brand trust, perceived usefulness, and convenience usage with continuance

intention, where through quantitative analysis, the assumptions were developed.

However, by providing in-depth explanations, a qualitative investigation could
potentially throw further light on the research’s conclusions. The utilization of
qualitative research in investigating the continuance intention to use monorail among
youth holds promising potential for a nuanced understanding of the factors influencing
their transportation choices. Qualitative studies, such as interviews and focus group
discussions, can delve into the subjective experiences, perceptions, and attitudes of
young individuals towards monorail systems. This approach allows researchers to
explore the intricate interplay of socio-cultural, economic, and psychological factors
that may influence the youth’s decision-making process regarding the continuous use

of monorail transportation.
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Moreover, a qualitative research enables an exploration of context-specific nuances,
providing a comprehensive view of youth’s perceptions of monorail services. To
support the importance of qualitative research in transportation studies, scholars such
as Creswell (2013) and Patton (2015) highlight the depth and richness that qualitative
methods bring to understanding complex phenomena. Therefore, incorporating
qualitative approaches in studying continuance intention to use monorail among youth
is essential for gaining a holistic understanding of their preferences and contributing

to more effective urban transportation planning.

Additionally, investigating continuance intention to use alternative modes of public
transportation, such as light rail transit (LRT), mass rapid transit (MRT), or buses,
among youth is vital for a comprehensive understanding of urban mobility preferences.
Scholars emphasize the importance of considering various modes to capture the
diversity of preferences and experiences (Creswell, 2013; Miles et al., 2014).
Understanding continuance intention for LRT, MRT, or buses is crucial because these
modes often serve as major components of urban transit systems, providing accessible
and affordable options that cater to the diverse needs of the youth population. These
modes not only contribute to sustainable transportation but also address issues of
congestion and environmental impact in urban areas. Therefore, investigating the
continuance intention in these modes is as important as studying monorail services,

contributing to a holistic approach in urban transportation planning.

This study was set to examine whether brand trust, perceived usefulness, and
convenience usage correlate with youth’s continuance intention to use monorail.
Basically, there are other possibility variables to be a determinant factor of continuance

intention, such as service quality. Examining continuance intention to use monorail
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among youth necessitates an exploration of antecedents, with service quality being a
crucial variable. The significance of service quality as an antecedent to continuance
intention is supported by the literature (Parasuraman, Zeithaml, & Berry, 1988).
According to the SERVQUAL model, service quality encompasses dimensions like
empathy, reliability, assurance, responsiveness, and tangibles. A positive evaluation
of these aspects enhances user satisfaction, thereby influencing the intention to
continue using the service (Parasuraman et al., 1988; Yap, Soh, & Almanasreh, 2017).
Therefore, a holistic examination of service quality and related variables is crucial for
understanding the factors shaping the continuance intention to use monorail among

youth.

Finally, investigating continuance intention to use monorail among other consumers
beyond the youth demographic is crucial for a comprehensive understanding of the
factors influencing a sustainable usage. Studies indicate that factors influencing
continuance intention may vary across different age groups and demographic segments
(Choudhury, Harrigan, & Hulme, 2017). Examining the attitudes and preferences of a
broader consumer base contributes to a more inclusive and representative
understanding of the factors impacting monorail usage. This approach aligns with the
principles of market segmentation, allowing transportation planners and providers to
tailor their services to meet the unique needs and expectations of different consumer
segments (Kotler et al., 2017). By extending the focus beyond youth, research on
continuance intention among diverse consumers offers valuable insights for enhancing

the overall effectiveness and sustainability of monorail services.
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5.10 Conclusion

In conclusion, this study sheds light on the intricate dynamics influencing the decision
of youth to continue using monorail services. The quantitative techniques utilized in
this study contribute to the precision and validity of the findings, allowing for a robust
examination of the factors influencing continuance intention to use monorails among
youth and the moderating effect of personal innovativeness. These insights contribute
not only to the academic discourse on transportation behavior but also offer practical
implications for monorail service providers and urban planners. Recognizing the
nuanced interplay between brand trust, perceived usefulness, convenience usage, and
personal innovativeness can guide targeted strategies to enhance the overall user
experience, promote continuous usage among the youth, and foster innovation in the

realm of urban transportation systems.

In a broader societal context, the study may contribute to sustainable urban
transportation planning. Encouraging a continuous use of monorail services, especially
among youth, aligns with efforts to reduce congestion, lower environmental impact,
and promote more efficient and sustainable modes of public transportation. In
summary, the findings underscore the significance of perceived usefulness and
convenience usage as pivotal factors shaping the youth’s intention to sustain their
engagement with monorail transportation. However, brand trust has no relation to the
continued intention to use monorail among youth. Moreover, the study reveals the
insignificant moderating role of personal innovativeness, emphasizing the importance
of individual traits in influencing the strength of the relationships between the key

variables.
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APPENDIX

THE RELATIONSHIP OF BRAND TRUST, PERCEIVED USEFULNESS AND CONVENIENCE USAGE
ON THE CONTINUANCE INTENTION AMONG YOUTH MONORAIL USERS: THE MODERATING
EFFECT OF PERSONAL INNOVATINESS

HUBUNGAN KEPERCAYAAN JENAMA, DAMPAK KEGUNAAN DAN KESELESAAN PENGGUNAAN
TERHADAP NIAT BERTERUSAN PENGGUNAAN MONORAIL DALAM KALANGAN BELIA: KESAN
PENYEDERHANAAN INOVASI PERIBADI

This study was conducted to fulfil the requirement of a Doctor of Business Administration
(DBA) at Othman Yeop Abdullah Graduate School (OYAGSB), Universiti Utara Malaysia.
Kajian ini dijalankan bagi memenuhi syarat ljazah Doktor Pentadbiran Perniagaan (DBA) di
Othman Yeop Abdullah Graduate School (OYAGSB), Universiti Utara Malaysia.

RESEARCH OBJECTIVE OBJEKTIF PENYELIDIKAN

This research aims to explore the psychological Kajian ini bertujuan untuk meneroka faktor psikologi
factors towards KL Monorail Usage among youth. terhadap Penggunaan KL Monorail di kalangan belia..
CONFIDENTIALITY KERAHSIAAN

The information provided will be treated with full Maklumat yang anda berikan adalah rahsia:

confidentiality:
¢ Adalah mustahil untuk mengenal pasti responden

. It is impossible to identify respondents who yang terlibat dalam kajian ini

participate in this research e Data hanya akan digunakan untuk tujuan statistik dan
. Data will only be used for statistical akan dikeluarkan dalam bentuk terkumpul. Tiada satu
purpose and will be generated in the aggregated namapun yang akan didedahkan.

form. No single names will be disclosed

YOUR KIND CO-OPERATIONS IS ESSENTIAL KERJASAMA ANDA DIPERLUKAN

The success of this survey depends entirely on the Kejayaan tinjauan ini bergantung sepenuhnya ke atas
data contributed by youths like you, who the user of  data yang disumbangkan oleh belia seperti anda sebagai
KL Monorail services. pengguna KL Monorail.

Thank you for your cooperation Terima kasih atas kerjasama anda

If you need further information with regard to the survey, please contact:

Sekiranya anda perlukan maklumat lanjut berhubung soal selidik ini, sila hubungi:
SOBRI BIN AHMAD (95574), Doctorate Business Administration (DBA)

Othman Yeop Abdullah Graduate School of Business (OYAGSB), Universiti Utara Malaysia, Kuala
Lumpur., Telefon: +60133595678
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PROCEDURES TO FILL IN THE QUESTIONNAIRE
There is no right or wrong answer in this questionnaire. What is important is your views about
certain aspects. Just tick (V) on the best option that represents your views.
This questionnaire is designed so that it will be easy and quick to be completed. It will take
approximately 15 minutes to be completed.
This questionnaire contains 6 sections. Questions in Section A to E concern your personal views on
specific dimensions, while questions in Section F are related to your demographic and other data
deemed to be important for the survey.

CARA MENGISI BORANG SOAL SELIDIK

Tiada jawapan yang betul atau salah dalam soal selidik ini. Yang penting ialah pandangan anda
tentang aspek tertentu. Hanya tanda (V) pada pilihan terbaik yang menggambarkan pandangan
anda.

Soal selidik ini direka supaya ia mudah dan cepat untuk dilengkapkan. la hanya akan mengambil
masa lebih kurang 15 minit untuk dijawab.

Soal selidik ini mengandungi 9 bahagian. Soalan dalam Bahagian A — E melibatkan pandangan
peribadi anda mengenai dimensi tertentu, manakala soalan dalam Bahagian F berkaitan dengan
data demografi anda dan data lain yang berkaitan dengan kajian ini.

SECTION A: CONTINOUNCE INTENTION / BAHAGIAN A: NIAT BERTERUSAN

The degree to which monorail service is planned to be used continuouslyin the future. Please indicate
your level of agreement with each statement by circling the number: (1) being strongly disagree and

(7) strongly agree.

Sejauh mana perkhidmatan monorel dirancang untuk digunakan secara berterusan pada masa akan
datang. Sila nyatakan tahap persetujuan anda dengan setiap pernyataan dengan membulatkan: (1)

sangat tidak setuju dan (7) sangat s

tuju.
Strongly Strongly
Disagree Agree
Sangat Tidak E— Sangat
Setuju Setuju
ci1 | will use monorail service when | need to travel. 1 2 3 4 6 7
Saya akan menggunakan perkhidmatan monorel apabila perlu
melakukanperjalanan.
Cl2 | will be using monorail more regularly. 1 2 3 4 6 7
Saya akan menggunakan monorel dengan lebih kerap.
C13 | intend to use monorail continuously. 1 2 3 4 6 7
Saya berhasrat untuk menggunakan monorel secara berterusan
Cl4 | will recommend to my friends to use monorail service. 1 2 3 4 6 7
Saya akan mengesyorkan kepada rakan-rakan saya untuk
menggunakanperkhidmatan monorel.
CI5 | intend to continue using monorail service. 1 2 3 4 6 7
Saya berhasrat untuk terus menggunakan perkhidmatan monorel
Cle | will keep using monorail service as regularly as | do just now. 1 2 3 4 6 7
Saya akan terus menggunakan perkhidmatan monorel seperti
biasa sepertiyang saya lakukan sekarang.
Cl7 My intention is to continue using monorail service than use any 1 2 3 4 6 7
alternative means.
Niat saya adalah untuk terus menggunakan perkhidmatan
monorel daripadamenggunakan pengangkutan alternatif yang
lain.
Cl8 | will strongly recommend that others use monorail service. 1 2 3 4 6 7
Saya amat mengesyorkan agar orang lain menggunakan
perkhidmatanmonorel.
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SECTION B: BRAND TRUST / BAHAGIAN B: KEPERCAYAAN JENAMA

The extent to which user behaviour is infl uenced by a company’sreputation, the quality of its website,
and the security of its system. Please indicate your level of agreement with each statement by circling
the number: (1) being strongly disagree and (7) strongly agree

Sejauh mana tingkah laku pengguna dipengaruhi oleh reputasi syarikat, kualiti laman webnya, dan
keselamatan sistemnya. Sila nyatakan tahap persetujuan anda dengan setiap pernyataan dengan
membulatkan (1) sa

gat tidak setuju dan (7) sangat setuju.

Strongly Strongly
Disagree Agree
Sangat Tidak E— Sangat
Setuju Setuju
BT1 I have confidence in monorail system provided by the company. 1 2 3 4 |5| 6 7
Saya mempunyai keyakinan terhadap sistem monorel yang
disediakanoleh syarikat.
BT2 I think the monorail’s ticketing system’s transaction flow and 1 2 3 4 |56 7
outcomes are accurate.
Saya rasa aliran dan hasil transaksi sistem tiket monorel adalah
tepat.
BT3 | believe the transaction of monorail’s ticketing system is secure. 1 2 3 4 | 5| 6 7
Saya percaya transaksi sistem tiket monorel adalah selamat.
BT4 | believe that monorail services are trustworthy. 1 2 3 4 |5] 6 7
Saya percaya bahawa perkhidmatan monorel boleh dipercayai
BT5 | trust in monorail services 1 2 3 4 | 5] 6 7
Saya percaya dengan perkhidmatan monorel
BT6 | do not doubt the honesty of monorail services. 1 2 3 4 |5| 6 7
Saya tidak meragui kejujuran sistem perkhidmatan monorel
BT7 Even if not monitored, | would trust monorail services to do the 1 2 3 4 | 5| 6 7
right job.
Walaupun tidak dipantau, saya mempercayai perkhidmatan
monoreldilakukan dengan betul.
SECTION C: PERCEIVED USEFULNESS / BAHAGIAN C: DAMPAK KEGUNAAN |
The degree to which a person believes that using a particular monorailsystem would improve his / her
convenience when travelling. Please indicate your level of agreement with each statement with (1)
being strongly disagree and (7) strongly agree.
Tahap kepercayaan seseorang bahawa menggunakan sistem monorel tertentu akan meningkatkan
kemudah
nnya semasa perjalanan. Sila nyatakan tahap persetujuan anda dengan setiap pernyataan dengan (1)
sangat tidak setuju dan (7) sangat setuju.
Strongly Strongly
Disagree Agree
Sangat Tidak E— Sangat
Setuju Setuju
PU1 | believe that using a monorail can improve travel productivity. 1 2 3 4 |5] 6 7
Saya percaya penggunaan monorel boleh meningkatkan
produktiviti perjalanan.
PU2 | consider using the monorail to be beneficial. 1 2 3 4 |5] 6 7
Saya menganggap penggunaan monorel itu memberi manfaat
PU3 | believe that employing a monorail can improve life’s 1 2 3 4 |5| 6 7
convenience.

191




Saya percaya bahawa menggunakan monorel dapat
meningkatkan keselesaan hidup.
PU4 | believe | can quickly find out the travel schedule by riding the 1 2 6 7
monorail.
Saya percaya saya dapat mengetahui jadual perjalanan dengan
cepatapabila menaiki monorel.
PUS I think using monorail services enable me to use every day. 1 2 6 7
Saya fikir menggunakan perkhidmatan monorel membolehkan
saya menggunakannya setiap hari.
PU6 Monorail services enables to me to reach location faster. 1 2 6 7
Perkhidmatan monorel membolehkan saya sampai ke lokasi
dengan lebih cepat.
PU7 Monorail services are easy to use. 1 2 6 7
Perkhidmatan monorel mudah digunakan
PUS8 Monorail services increase my productivity and job 1 2 6 7
performance.
Perkhidmatan monorel meningkatkan produktiviti dan prestasi
kerja saya.
PU9 Monorail services enhance my effectiveness in my job scope. 1 2 6 7
Perkhidmatan monorel meningkatkan keberkesanan saya dalam
pekerjaan saya.
SECTION D: CONVINIENCE USAGE / BAHAGIAN D: KESELESAAN PENGGUNAAN
The degree of users’ perceived ease of use of monorail. Please indicate your level of agreement with
each statement with (1) being strongly disagree and (7) strongly agree
Tahap persepsi pengguna kemudahan penggunaan monorel. Sila nyatakan tahap persetujuan anda
dengan setiap pernyataan dengan (1) sangat tidak setuju dan (7) sangat setuju.
Strongly Strongly
Disagree — > Agree
Sangat Tidak Sangat
Setuju Setuju
Cul I could pick up using the monorail system quickly. 1 2 6 7
Saya boleh memahami penggunaan sistem monorel dengan
cepat.
Ccu2 When | take the monorail, | would have no trouble obtaining a 1 2 6 7
trip schedule.
Apabila saya menaiki monorel, saya tidak akan menghadapi
masalah untuk mendapatkan jadual perjalanan.
Cu3 I think using a monorail system is simple. 1 2 6 7
Saya f kir menggunakan sistem monorel adalah mudah.
cu4d Utilizing monorail services is an easy task. 1 2 6 7
Menggunakan perkhidmatan monorel adalah sesuatu yang
mudah.
CUs Learning how to use monorail services is easy for me. 1 2 6 7
Belajar cara menggunakan perkhidmatan monorel mudah bagi
saya.
CuUe6 It does not take long time to learn to use monorail services. 1 2 6 7
la tidak mengambil masa yang lama untuk belajar
menggunakan perkhidmatan monorel.
cu7 | find monorail services easy to use. 1 2 6 7
Saya dapati perkhidmatan monorel mudah digunakan.
cus It is easy for me to become skillful at using monorail services. 1 2 6 7
Mudah untuk saya mahir menggunakan perkhidmatan monorel.
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SECTION E: PERSONAL INNOVATIVENESS / BAHAGIAN E: INOVASI PERIBADI

The willingness of a personal to try out any rail system in KlangValley. Please indicate your level of
agreement with each statement with (1) being strongly disagree and (7) strongly agree.

Kesediaan peribadi untuk mencuba mana-mana sistem rel di Lembah Klang. Sila nyatakan tahap
persetujuan anda dengan setiap pernyataan dengan (1) sangat tidak setuju dan (7) sanga
setuju.

Strongly Strongly
Disagree — > Agree
Sangat Tidak Sangat
Setuju Setuju
PI1 I am usually the first among friends to explore new technologies. 1 2 3 4 |5| 6 7
Saya biasanya adalah orang yang pertama di kalangan rakan-
rakan untuk meneroka teknologi baru.
P12 I usually work out new high-tech products without help from 1 2 3 4 |56 7
others.
Saya biasanya mencari produk berteknologi tinggi yang baharu
tanpa bantuan daripada orang lain.
PI3 | like to try new public transport, especially rail system. 1 2 3 4 |5| 6 7
Saya suka mencuba pengangkutan awam baru, terutamanya
sistem keretaapi.
P14 I have few problems in making technology work for me. 1 2 3 4 |5| 6 7
Saya mempunyai sedikit masalah dalam membuat teknologi
berfungsi untuk saya.
PIS People come to me for advice on new technologies. 1 2 3 4 |5| 6 7
Rakan-rakan datang kepada saya untuk mendapatkan nasihat
mengenai teknologi baru.
PI6 Using monorail services has become habit for me. ‘ 2 3 4 |5] 6 7
Menggunakan perkhidmatan monorel telah menjadi kebiasaan
bagi saya.
PI7 Using monorail services is something that | do without thinking. 1 2 3 4 | 5| 6 7
Saya tidak berfi kir panjang ketika menggunakan perkhidmatan
monorel.
PI8 Using monorail services is a part of my daily routine. 1 2 3 4 |5] 6 7
Menggunakan perkhidmatan monorel adalah sebahagian
daripada rutinharian saya.
PI9 | am addicted to using monorail services. 1 2 3 4 |5] 6 7
Saya ketagih menggunakan perkhidmatan monorel.

SECTION I: DEMOGRAPHIC INFORMATION / BAHAGIAN I: MAKLUMAT DEMOGRAFI

Please mark the box by ticking [V ] to provide your demogarphic information.
Sila tanda [V] dalam kotak yang disediakan untuk memberikan maklumat demografik anda.

Gender / Jantina:

1 I:l Male / Lelaki 2 I:' Female / Perempuan
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Age /[ Umur:

Less than 15 year / 2
Kurang 15 tahun

More than 40 year /
Lebih 40 tahun

16-25

3 26-35

Which organization are you working for / Organisasi mana yang anda bekerja?

Public Sector / Sektor Awam

Private Sector / Sektor Swasta

Self-Employed / Bekerja Sendiri

Unemployed / Tidak Bekerja

u b W N R

Student / Pelajar

Please indicate your range of monthly household income/ Sila nyatakan julat pendapatan isi
rumah bulanan anda

u b WN

Less than RM2,500 / Dibawah

RM2,500 6
RM2,501 - RM3,169 7
RM3,170 - RM3,969 8
RM3,970 - RM4,849 9
RM4,850 - RM5,879 10

Level of education / Tahap pendidikan

Secondary / Sekolah Menengah

MBBS

Master / Sarjana

Ph.D.

N o bh W N R

Others / Lain-lain

Ethnicity/Etnik

Malay/Melayu

Chinese/Cina

Indian /India

Bumiputera Sabah and Sarawak

ua b WN -

Others / Lain-lain
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Intermediate / Diploma / Sekolah Tinggi
Bachelor / Undergraduate / Sarjana Muda

RMS5,880 - RM7,099

RM7,110 - RM8,699

RMS8,700 - RM10,959

RM10,961 - RM15,039

More than RM15,040 / Lebih RM15,040

4

35-40
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