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Abstract

This study was carried out in order to examine the relationship between tangible, reliability,
comfort, price, promotion and the demand for ride-hailing services among private university
students in Klang Valley, Malaysia. By using purposive sampling method, a total of 383 private
university students participated in this study. The Descriptive Analysis and Inferential Analysis
were administrated in analysing the relationship between tangible, reliability, comfort, price,
promotion and the demand for ride-hailing services. As a result, this study revealed that there
was a high degree of demand for ride-hailing services among private university students in
Klang Valley, Malaysia. There was significant difference on the demand for ride-hailing
services in accordance with gender, nationality, family monthly income and marital status
respectively. However, no significant difference was found for the aspects of age groups and
the level of studies. Correlation Analysis showed significant relationships between tangible,
reliability, price, promotion and the demand of ride-hailing services. However, there was no
significant relationship found between comfort and the demand for ride-hailing services.
Regression Analysis showed that all the factors studied contributed 55.9% in variant change
on the demand for ride-hailing services. Furthermore, this study also found that reliability is
the most dominant predictor factor of the demand for ride-hailing services. Besides, tangible,
price and promotion found to be good predictor factors too. These findings contributed to
the existing literature and conceptual link on the relationship between tangible, reliability,
comfort, price, promotion and the demand for ride-hailing services. The results of this study
are crucial for ride-hailing services providers on placing a significant emphasis on several
suggested strategic plans to improve the demand for ride-hailing services. Several
recommendations were also provided for the interests of future studies in this area.
Keywords: Ride-hailing Services, Service Quality, Private University Students, Malaysia.
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Introduction

According to Allied Market Research, the global ride-hailing services market is predicted to
expand from USS$36.5bil in 2017 to US$126.5bil by 2025 (Pranav & Akshay, 2018). In the
related development, The Star (2019) reported that the global ride-hailing services market is
expected an upward growing trend of 16.5% in 2019 to a higher rate in 2020. Indeed, ride-
hailing services have grown to become a multi-billion dollar industry. Today, ride-hailing
services are set to grow even larger, as increasingly more people are turning to online and
app-enabled platforms to solicit rides to get around cities, thanks to the convenience and the
transparent and competitively priced fees that the services offer. Internationally, Uber, Grab,
Lyft and Didi are some of the key players operating in the ride-hailing, or sometimes called e-
hailing, services market (Kosoff, 2015).

In Malaysia, the ride-hailing services have grown rapidly, especially in the intense
populated cities such as Kuala Lumpur, Putrajaya, Petaling Jaya, Sham Alam, etc. (Pradhan,
2019). Grab is the dominant service provider. Other players such as MyCar, Mula, Ezcab,
Riding Pink and Gojek are set to heat up the country’s ride-hailing services market.

Apparently, ride-hailing services provide convenient and affordable mode of
transportation for everybody; especially those are always on the move such as university and
college’s students. However, the lack of research attention given to the ride-hailing services
among university students in Malaysia in the previous studies highlights a significant research
gap that requires further investigation.

Objective of the Study
eTo examine the relationship between tangible, reliability, comfort, price, promotion and the
demand for ride-hailing services among private university students in Klang Valley, Malaysia.

Research Questions

This study is conducted with the intention to address the following research questions:

i What is the level of demand for ride-hailing services among private university students
in Klang Valley, Malaysia?

ii. Is there any difference on the demand of ride-hailing services in accordance with the
private university students’ demographic backgrounds?

iii. Is there any significant relationship between tangible, reliability, comfort, price,
promotion and the demand for ride-hailing services among private university students
in Klang Valley, Malaysia?

Literature Review and Hypotheses Development

Service Quality

Conceptually, scholars in the Consumers Behavioural Theory believed that the purchase
intention of a product or service is strongly linked with service quality (Loudon & Della Bitta,
1993; Parasuraman et al., 1985; Kassarjian, 1982; Howard & Sheth, 1969). According to
Parasuraman et al (1985)’s SERQUAL Model, service quality is “disconfirmation” paradigm
which derived from the customer satisfaction model whereby an outcome is from the
customer pre expectations from actual performance perceived from the products and
services. Literately, good service quality will lead to positive purchase intention of a product
or service. Nevertheless, there is lack of research study on service quality dimensions related
to ride-sharing services in Malaysia. In this study, the researcher selected two of the service
quality dimensions, i.e. tangible and reliability and three other factors, i.e. comfort, price and
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promotion to examine their relationship with the demand for ride-hailing services among
Malaysian private university students.

Tangible and the Demand for Ride-Hailing Services

According to Parasuraman et al (1991), tangible refers to a person’s appearance, physical
facilities like settings, decorations, display, and equipment. Zeithaml et al (2018) added that
tangible like the safety and convenience for customers and it representative as company’s
image and quality. Relatively, in the past five years, studies conducted by researchers such as
Pradhan (2019), Pranav and Akshay (2018), Balachandran & Hamzah (2017), Sakunlertvattana
(2016), and Kosoff (2015) found positive significant relationship between tangible and the
demand for ride-hailing services. Therefore, Hi is derived as follow:

Hi: Tangible is positively related to the demand for ride-hailing services

Reliability and the Demand for Ride-Hailing Services

McKnight et al (1985) conceptualised reliability in the transportation services as the ability to
execute the service with consistency and reliable. In ride-hailing services, the aspects related
to reliability include punctuality, waiting time, arrival at destination, journey length,
communications, and scheduled routes. Recent studies conducted by Nguyen-Phuoc et al.
(2020), Ma et al. (2019), Wang et al. (2018), Balachandran and Hamzah (2017), and Feng et
al. (2017), found that reliability as one of the factors that positively associated with the
demand for ride-hailing services. Hence, H; is derived as follow:

Hy: Reliability is positively related to the demand for ride-hailing services

Comfort and the Demand for Ride-Hailing Services

According to Litman (2008), service comfort in the transportation sector refers to the
availability and quality offered by the service provider such as the seats, space, journeys, air
conditioning, etc. Theoretically, scholars agreed that comfort is one of the factors influences
customer’s decision making on the purchase of a product or service (Loudon & Della Bitta,
1993; Parasuraman et al., 1985; Kassarjian, 1982; Howard & Sheth, 1969).

Studies conducted by Nguyen-Phuoc et al. (2020), Ma et al. (2019), Wang et al. (2018),
Balachandran and Hamzah (2017), Waruwu and Adhiutama (2017), revealed that comfort is
positively correlated with the demand for ride-hailing services. Therefore, Hs for this study is
developed as follow:

Hs: Comfort is positively related to the demand for ride-hailing services

Price and the Demand for Ride-Hailing Services

Price is a vital aspect in the ride-hailing services which affecting the affordability between
services provided and fares charged. Conceptually, price is significantly influenced the
purchase intention of ride-hailing services (Kotler & Armstrong, 2012). In fact, price element
in service industry is indicated as the most important factor, influencing the level of
consumers satisfaction, and eventually, affect their re-purchase intention because if
consumers estimate the value of obtained service, they usually think of price (Virvilaite et al.,
2009). Previous studies carried out by Assegaff and Pranoto (2020), Nguyen-Phuoc et al.
(2020), Prabowo (2018), Wang et al. (2018), Balachandran and Hamzah (2017), Septiani et al.
(2017), and Feng et al. (2017), showed that price is positively correlated with the demand for
ride-hailing services. Therefore, hypothesis Ha is developed as follow:

Ha: Price is positively related to the demand for ride-hailing services
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Promotion and the Demand for Ride-Hailing Services

According to Lovelock and Wright (2002), promotion is to persuade the target market on how
the consumer makes decision to purchase a product or service. Conceptually, promotion
activities influence customer’s thinking, emotions while purchasing the products or services
(Kotler & Armstrong, 2012). Recent research found that there is a strong and positive
relationship between promotion and the demand for ride-hailing services (Nguyen-Phuoc et
al., 2020; Pradhan, 2019; Prabowo, 2018; Balachandran & Hamzah, 2017). Hence, Hs for this
study is derived as follow:

Hs: Promotion is positively related to the demand for ride-hailing services

Conceptual Framework

Figure 1 shows the conceptual framework for this study. Tangible, reliability, comfort, price
and promotion served as the independent variables, while, the demand for ride-hailing
services is the dependent variable.

Tangible \

Hi

Reliability ——__ H
2

The demand for

\ . ol
Comfort | H; — |  ride-hailing

services

H
Price —

Hs

Promotion /

Figure 1: Conceptual Framework
(Source: Adapted from Nguyen-Phuoc et al., 2020; Balachandran & Hamzah, 2017;
Sakunlertvattana, 2016)

Methodology

Research Design

This study employed a quantitative approach that mainly focused on the descriptive and
inferential analyses as the research design. In order to clarify the theoretical background of
the Consumers Behavioural Theory and the conceptual links of the demand for ride-hailing
services, a documents analysis was carried out.

Participants
According to data from the Department of Statistics Malaysia (DOSM, 2020), there are 263
private institutions of higher learning located at the Klang Valley, Malaysia. The student
population is roughly 29400 (Ministry of Higher Education [MOHE], 2020). By using the
purposive sampling method and referring to Krejcie and Morgan’s (1970) Table of Minimising
Sample Size, a total of 383 from the student population were selected as the participants of
this study.

Table 1 below shows the distribution of the participants in accordance with six
demographic factors, namely, gender, age, nationality, level of studies, family monthly
income and marital status.
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Table 1
Demographic Profile of the Participants

Factor Demographic variable F %

Gender Male 174 45.4
Female 209 54.6

Age (years) Below 21 68 17.8
21-30 184 48.0
31-40 92 24.0
41-50 39 10.2

Nationality Malaysian 186 48.6
Foreigner 197 51.4

Level of studies Certificate/Diploma 66 17.2
Bachelor 261 68.2
Masters 48 12.5
PhD/Doctorate 8 2.1

Family monthly income (RM) Below 6000 12 3.1
6000 — 7999 112 29.2
8000 —9999 118 30.8
10000 and above 141 36.9

Marital status Single 158 41.3
Married 225 58.7

From Table 1, there are 174 (45.4%) male participants and 209 (54.6%) female participants.
Maijority of the participants (184, 48%) aged 21-30 years old, 92 (24%) of the participants aged
31-40 years old, 68 (17.8%) and 39 (10.2) of the participants aged below 21 years old and 41-
50 years old respectively. In term of nationality, there is slightly higher number of foreigner
students (197, 51.4%) in comparison with the local students (186, 48.6%). More than half of
the participants (261, 68.2%) are studying in Bachelor degree programme. This is followed by
Certificate/Diploma (66, 17.2%), Masters (48, 12.5%) and PhD/Doctorate (8, 2.1%)
respectively. There are 141 (36.9%) of the participants stated their family monthly earning
more than RM10000, 118 (30.8%) and 112 (29.2%) participants with family monthly income
of RM8000 — RM9999 and RM6000 — RM7999 respectively. Only 12 or 3.1% of them have a
family monthly income below RM6000. Last but not least, 225 (58.7%) of the participant are
married and 158 (41.3%) are still single.

Data Collection

The instrument of this research study was a set of questionnaires which was adapted from
Sakunlertvattana (2016) as a tool for data collection. The questionnaires consisted four
sections, namely, Section A: Demographic Factors; Section B: Level of Usage of Ride-hailing
Services; Section C: Factors Related to the Demand for Ride-hailing Services; and Section D:
The Demand for Ride-hailing Services. In order to determine the reliability and construct
validity of the questionnaires, a pilot test was conducted. The results showed that the
Cronbach’s Alpha Coefficients for the five independent variables were relatively high:
Tangible (0.88), Reliability (0.89), Comfort (0.91), Price (0.93) and Promotion (0.85). Similarly,
the Cronbach’s Alpha Coefficients for the dependant variable - The Demand for Ride-hailing
Services also recorded high (o =0.91). From the aspect of construct validity, an items analysis
was carried out and results showed that the questionnaires had reached the significant level
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at 0.05. In addition, Factor Analysis had further strengthened the construct validity of the
questionnaires.

Statistical Analysis

In this study, both the Descriptive Analysis and Inferential Analysis were administrated in
analysing the relationship between tangible, reliability, comfort, price, promotion and the
demand for ride-hailing services. The statistical procedures aspects in this study involved
Factor Analysis, Reliability Analysis, Linearity Test, Descriptive Analysis, Analysis of Difference,
Correlative Analysis and Multiple Linear Regression Analysis.

Results and Discussion

The Level of Demand for Ride-Hailing Services

The first research question of this study is “What is the level of demand for ride-hailing
services among private university students in Klang Valley, Malaysia?” To answer this
research question, there were three items specifically designed to fulfil this purpose. The first
item was asking the students on the frequency of usage on ride-hailing services in a month.
The second item was asking on their monthly expenditure on ride-hailing services. The third
item was intended to find out the total distance travelled using ride-hailing services in a
month. The results are shown in Table 2.

Table 2
Mean and Standard Deviation for the Demand of Ride-Hailing Services
Mean Standard Deviation
(x) (SD)
How frequent have you used ride-hailing 13.28 1.44
services in a month?
How much have you spent on ride-hailing 130.91 12.74
services in a month?
Roughly what is your total distance travelled 142.80 1.56

with the ride-hailing services in a month?

Table 2 shows the mean scores for level of demand for ride-hailing services among private
university students in the Klang Valley, Malaysia. In average, the students indicated that they
travelled 13.28 times monthly using ride-hailing services (X = 13.28, SD = 1.44). In term of
monthly expenditure, the students revealed that they spent RM130.91 on ride-hailing
services (X =130.91, SD =12.74). The students also indicated that they had travelled roughly
142.80km monthly using ride-hailing services (X = 142.80, SD = 1.56). In summary, it is clear
that the demand for ride-hailing services among private university students in the Klang
Valley, Malaysia is relatively high.
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The Difference in Demand for Ride-Hailing Services in Accordance with Demographic
Backgrounds

The second research question of this study is “Is there any difference on the demand of ride-
hailing services in accordance with the private university students’ demographic
backgrounds?” The results for this question are shown in Table 3, 4, 5, 6, 7 and 8.

Table 3
Mean Scores and T-Values Difference in Demand for Ride-Hailing Services in Accordance
with Gender

Gender N Mean (x) SD Std. Error Mean t Sig.
Male 174 15.05 1.63 122 23.347 .000
Female 209 11.52 1.26 132

Significant at the 0.05 level

From the T-Test results in Table 3, it is clear that there is a significant difference on the
demand for ride-hailing services between the male and female private university students in
Klang Valley, Malaysia (t = 23.347, df = 381, p <.01). The male students show higher degree
of demand for ride-hailing services (x = 15.05, SD = 1.63) in comparison with the female
students (x =11.52, SD =1.26). The results indicate that in average a male student used 15.05
times ride-hailing services monthly, while, the female student only used 11.52 times monthly.

Table 4
Mean Scores and F-Values Difference in Demand for Ride-Hailing Services in Accordance
with Age Groups

ANOVA
Age groups Sum of Squares df Mean Square F Sig.
(%)
Between Groups 1176.863 3 392.287 .813
Within Groups 969.234 379 2.5573 153.399
Total 2146.097 382

Table 4 shows the ANOVA Test results on the difference in demand for ride-hailing
services in accordance with age groups. We can see that the significance value is 0.813 (p =
.813), which is greater than 0.05 (P > .05). Therefore, there is no statistically significant
difference on the mean times in demand for ride-hailing services between the different age
groups [F (3, 379) = 153.399, p > 0.05]. Hence, we can summarise that private university
students from all ages have a similar degree of demand for ride-hailing services in Klang
Valley, Malaysia.

Table 5
Mean Scores and T-Values Difference in Demand for Ride-Hailing Services in Accordance
with Nationality

Gender N Mean (x) SD Std. Error Mean t Sig.
Malaysian 186 10.45 1.03 .092 -50.564 .001
Foreigner 197 16.11 1.16 113

Significant at the 0.05 level
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Table 5 shows the mean scores and T-values difference in demand for ride-hailing
services in accordance with the nationality of the private university students in Klang Valley,
Malaysia. The results indicate that there is a significant difference on the mean times on
demand for ride-hailing services between the Malaysian and foreign students (t = -50.564, df
=381, p <.01). In this context, the foreign students show higher degree in demand for ride-
hailing services with the mean of 16.11 times monthly (X = 16.11, SD = 1.16), in comparison
with the Malaysian students with only 10.45 times monthly (x = 10.45, SD = 1.03).

Table 6
Mean Scores and F-Values Difference in Demand for Ride-Hailing Services
in Accordance with Level of Studies

ANOVA
Level of studies Sum of Squares df Mean Square (X)? F Sig.
Between Groups 1074.156 3 358.052 228
Within Groups 1003.241 379 2.647 135.267
Total 2077.397 382

Table 6 shows the mean scores and F-values difference in demand for ride-hailing
services in accordance with the level of studies of the private university students in Klang
Valley, Malaysia. The results reveal that the significance value (p =.228) is greater than 0.05
(P > .05), therefore, there is no significant difference on the mean times in demand for ride-
hailing services among the students from difference level of studies [F (3, 379) = 135.267, p >
.05]. Hence, we can summarise that private university students from all level of studies have
a similar degree of demand for ride-hailing services in Klang Valley, Malaysia.

Table 7
Mean Scores and F-Values Difference in Demand for Ride-Hailing Services
in Accordance with Family Monthly Income

ANOVA
Family monthly income Sum of df Mean Square (X)? F Sig.
Squares
Between Groups 542.331 3 180.777 60.199 .002
Within Groups 1138.112 379 3.003
Total 1680.443 382
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Multiple Comparisons
Dependent Variable: Frequency of demand

Tukey HSD
(1) Income (RM) (J) Income (RM) Mean difference Std. Error Sig.
(1)

Below 6000 6000 - 7999 -.043 1.831 .568
8000 - 9999 -.118 1.831 432

10000 & above -4.830* 1.831 .000

6000 - 7999 Below 6000 .043 1.831 .568
8000 — 9999 -.027 1.831 327

10000 & above -.103 1.831 .183

8000 —9999 Below 6000 118 1.831 432
6000 — 7999 .027 1.831 327

10000 & above -.083 1.831 .263

10000 & above Below 6000 4.830* 1.831 .000
6000 — 7999 .103 1.831 .183

8000 - 9999 .083 1.831 .263

*The mean difference is significant at the 0.05 level

Table 7 shows the value of F is 60.199, which reaches significance with a P-value of
0.002 (P < .01). This means there is a statistically significant difference between the
means of the different groups of students of the family monthly income variable [F (3, 379) =
60.199, p < .01]. Subsequently, a Tukey Post Hoc Test shows that the students whose family
monthly income of RM10,000 and above have a statistically significantly higher degree of
demand for ride-hailing services in comparison with the students whose family monthly
income is below RM6,000 (P < .01). In this case, the former group of students has shown 4.83
times more demand for ride-hailing services in comparison with the latter group of students.
However, there are no statistically significant difference between the students whose family
monthly income is below RM6,000 and other two groups of the students (P > .05).

Table 8
Mean Scores and T-Values Difference in Demand for Ride-Hailing Services
in Accordance with Marital Status

Gender N Mean (x) SD Std. Error Mean t Sig.
Single 158 14.35 1.53 .102 20.105 .022
Married 225 11.52 1.06 14

Significant at the 0.05 level

Table 8 shows the T-Test results of the mean scores and T-values difference in demand
for ride-hailing services in accordance with the students’ marital status. The results show that
there is a significant difference on the demand for ride-hailing services between the single
and married private university students in Klang Valley, Malaysia (t = 20.105, df = 381, p <
.05). The single students show higher degree of demand for ride-hailing services (x = 14.35,
SD =1.53) in comparison with the married students (x =11.52, SD = 1.06). The results indicate
that in average a single student demanded 14.35 times ride-hailing services monthly, while,
the married student only demanded 11.52 times monthly.
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Hypothesis Testing

The Relationship between Tangible, Reliability, Comfort, Price, Promotion and the Demand
for Ride-Hailing Services

The third research question of this study is “Is there any significant relationship between
tangible, reliability, comfort, price, promotion and the demand for ride-hailing services among
private university students in Klang Valley, Malaysia?”’

In order to measure the strength of the relationship between tangible, reliability,
comfort, price, promotion and the demand for ride-hailing services, the researcher had
referred to the Correlation Value Interpretation Table developed by Bartlett, Kontrlik and
Hingins (2001). Besides, the parametric assumptions of the data set of this study had been
addressed prior to the implementation of the Pearson Product-Moment Correlation to
determine the significance of the relationships between the variables.

Table 9

Correlation Value Interpretation
Value (r) Strength
+0.70-0.99 Very strong
+0.50-0.69 Strong
+0.30-0.49 Moderately strong
+0.10-0.29 Weak
+0.01-0.09 Very weak

(Source: Bartlett, Kontrlik & Hingins, 2001)

Table 10
Correlations between Tangible, Reliability, Comfort, Price, Promotion and
the Demand for Ride-Hailing Services

Variable Demand Tangible Reliability Comfort  Price  Promotion
Demand -

Tangible A489%* -

Reliability .684%** .089 -

Comfort .038 413* -.084 -

Price .645%* .585* -.518* A431* -

Promotion .610** -.064 -.531%** -.058 -.445%* -

**Correlation is significant at the 0.01 level.
*Correlation is significant at the 0.05 level.

From Table 10, it is found that there is a significant, positive and moderately strong
relationship between tangible and the demand for ride-hailing services among the private
university students in Klang Valley, Malaysia (r =.489, n = 383, p <.01). The positive significant
relationship shows that any increase of tangible aspect will increase the demand for ride-
hailing services as well. Therefore, the first hypothesis of this study - “Hi: Tangible is positively
related to the demand for ride-hailing services” is supported. The results are in line with the
concept in the Consumers Behavioural Theory and SERQUAL Model that the purchase
intention of a product or service is strongly linked with service quality (Loudon & Della Bitta,
1993; Parasuraman et al., 1985; Kassarjian, 1982; Howard & Sheth, 1969). The results are
also consistent with the previous research findings conducted by Pradhan (2019), Pranav and
Akshay (2018), Balachandran & Hamzah (2017), Sakunlertvattana (2016), and Kosoff (2015).
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A significant, positive and strong relationship found between reliability and the
demand for ride-hailing services (r = .684, n = 383, p < .01). This means, a higher level of
reliability will result in a higher level of the demand for ride-hailing services and vice versa.
Therefore, the second hypothesis - “Hy: Reliability is positively related to the demand for ride-
hailing services” is supported. The results have further strengthened the concepts in the
Consumers Behavioural Theory and SERQUAL Model. They are also concurred with the
previous research findings (Nguyen-Phuoc et al., 2020; Ma et al., 2019; Wang et al., 2018;
Balachandran & Hamzah, 2017; Feng et al., 2017).

Interestingly, this study found no significant relationship between comfort and the
demand for ride-hailing services (r =.038, n = 383, p >.05). Therefore, the third hypothesis —
“Hs: Comfort is positively related to the demand for ride-hailing services” is failed to be
supported. The results are contradicted with the conceptual link that comfort is one of the
factors influences customer’s decision making on the purchase of a product or service
(Loudon & Della Bitta, 1993; Parasuraman et al., 1985; Kassarjian, 1982; Howard & Sheth,
1969). They are also deviated from the findings of the previous researches (Nguyen-Phuoc et
al., 2020; Ma et al., 2019; Wang et al., 2018; Balachandran & Hamzah, 2017; Waruwu &
Adhiutama, 2017).

As for the factor of price, this study found that there is a significant, positive and strong
relationship between price and the demand for ride-hailing services (r = .645, n = 383, p <
.01). The positive significant relationship shows that a higher value in price can increase the
level of demand for ride-hailing services and vice versa. Hence, the fourth hypothesis — “Ha:
Price is positively related to the demand for ride-hailing services” is supported. These results
also consistent with the findings from the previous studies carried out by Assegaff and
Pranoto (2020), Nguyen-Phuoc et al. (2020), Prabowo (2018), Wang et al. (2018),
Balachandran and Hamzah (2017), Septiani et al. (2017), and Feng et al. (2017).

Similarly, it is also found that there is a significant, positive and strong relationship
between promotion and the demand for ride-hailing services (r =.610, n = 383, p <.01). This
means any increase in promotion activities will result the increase in the demand for ride-
hailing services. Therefore, the fifth hypothesis — “Hs: Promotion is positively related to the
demand for ride-hailing services” is supported. The results provide further support to the
conceptual link that promotion activities influence customer’s thinking and emotions while
purchasing the products or services (Kotler & Armstrong, 2012). This finding is also consistent
with the findings from the previous studies (Nguyen-Phuoc et al.,, 2020; Pradhan, 2019;
Prabowo, 2018; Balachandran & Hamzah, 2017).

The Predictor Factors of the Demand for Ride-Hailing Services

A Multiple Linear Regression Analysis was conducted to ascertain the influence of predictor
factors of tangible, reliability, comfort, price, and promotion on the demand for ride-hailing
services.
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Table 11

Correlation and Multiple Regressions on the Demand for Ride-Hailing Services
Independent variable r Beta (B) Sig.
Tangible .489 .615%* .000
Reliability .684 .784** .000
Comfort .038 .012 324
Price .645 J13** .000
Promotion .610 .658** .000

F=32.393 R?=.577 Adjusted R?= .559**

**Significant at the 0.01 level
a. Predictors: (Constant), of tangible, reliability, price, promotion
b. Dependent Variable: The demand for ride-hailing services

From Table 11, it is learned that all the factors statistically significantly predict the
demand for ride-hailing services [F (5, 377) = 32.393, p < .01], except for comfort (p > .05).
The combined influence of all the predictor factors explained 55.9% of the variance change in
the demand for ride-hailing services (R = .759, Adjusted R? = .559, p < .01). Furthermore,
reliability is found to be the best predictor factor of the demand for ride-hailing services (B =
.784, p < .01). Tangible (B = .615, p < .01), price (B =.645, p <.01) and promotion (B =
.610, p < .01) are also good predictor factors of the demand for ride-hailing services. The
results supported largely on the existing conceptual link of the demand for ride-hailing
services and previous researches (Nguyen-Phuoc et al., 2020; Balachandran & Hamzah, 2017;
Sakunlertvattana, 2016).

Conclusion and Implications

The objective of this study is to examine the relationship between tangible, reliability,
comfort, price, promotion and the demand for ride-hailing services in the context of the
private universities in Klang Valley, Malaysia. The descriptive statistics of this study show that
the level of demand for ride-hailing services among private university students in the Klang
Valley, Malaysia is relatively high. T-Test shows significant difference in the demand for ride-
hailing services in accordance with gender, nationality and marital status. It is clear that there
is a higher degree of demand for ride-hailing services from the male, foreigner and single
students. Similarly, the ANOVA Analysis shows that the students whose family monthly
income of RM10,000 and above have a statistically significantly higher degree of demand for
ride-hailing services in comparison with the students whose family monthly income is below
RM6,000.

The inferential statistics of this study show that there is a significant, strong and
positive relationship between tangible, reliability, price and promotion and the demand for
ride-hailing services respectively. Furthermore, reliability shows the strongest relationship
with the demand for ride-hailing services. In addition, Regression Analysis confirms that
reliability is the most dominant predictor factor of the demand for ride-hailing services.
Tangible, price and promotion are also found to be good predictor factors to the demand for
ride-hailing services. Interestingly, comfort is the only factor which has neither relationship
nor influence on the demand for ride-hailing services.

The findings of this study have implications not only for the ride-hailing industry and
its users but also for the entire student’s population of Malaysia especially those from
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institutions of higher learning. The dominance effect of reliability, price, promotion and
tangible on the demand for ride-hailing services emphasize the need for the industry players
to initiate a greater effort in ensuring the high service quality at all times. They should also
be responsible in making sure a competitive pricing, besides putting in greater effort in
promoting the services among the private university students or perhaps even in the broader
community groups.

Drawing on from the discussion above, gives the following expectation if the demand
of ride-hailing services in the Klang Valley, Malaysia is to be enhanced. First of all, from the
perspective of reliability, in which if the service providers could implement some sort of
convincing policies or practices that offer reliable services to their users in term of punctuality,
waiting time, arrival at destination, journey length, communications, and scheduled routes.
How far could the service providers in ensuring the community towards this positive practice
or consistency will result a great impact on the demand for ride-hailing services.

Secondly, the ride-hailing service providers should consider fixed and transparent
pricing in accordance with zone or journey length, and category of users. In this endeavour,
the service providers should provide a clear price list at their Apps without any hidden
charges. Besides, they should also offer more affordable pricing for students, senior citizens,
handicapped and other under privileged groups of peoples.

Thirdly, from the perspective of promotion, it is wise for the ride-hailing service
providers to continuously having promotion activities to boost up their sales. Providing e-
discount voucher for instance, is one of the effective strategies that can attract more users
especially those tech-savvy and younger generation. This innovative way not only will trigger
users’ interest to adopt for new technology like using Apps for redemption of the e-discount
voucher, but also a motivating factor for the demand for ride-hailing services.

Last but not least, from the perspective of tangible that involves the physical facilities
and physical dimensions of the service. In order to provide convincing high standard of service
quality, the ride-hailing service providers need to ensure they have new, modern, safe,
visually appealing and well cleaned vehicles ready to serve everyone. Besides, all drivers are
neat in appearance. Their Apps should be convenient and user-friendly at all times.

As this study is a study investigating factors that related to the demand for ride-hailing
services with the focus on the private university students in Klang Valley, Malaysia, therefore,
the results may not be able to generalise to the entire Malaysian population. Hence, there is
ample room for future research to be carried out at the broader area and society of Malaysia,
especially those under privileged and low income frequent travellers, where their purchasing
power can be expected to be low. Such research efforts would allow greater generalizations
to be made and facilitate the efforts in increasing the demand for ride-hailing services
throughout the nation. Other potential influencing factors on the demand for ride-hailing
services should also be considered for future studies, inclusive of but not limited to, the
aspects of assurance, empathy and responsiveness from the SERVQUAL Model, government
transportation policies on e-hailing and one’s willingness to spend on ride-hailing services.

Theoretical and Contextual Contribution

The ultimate contribution of the findings of this study is threefold. First and foremost, the
findings of this study are more focused and specified in the context of private university
students in comparison with the existing literature which are more focused on the general
public in nature. Although this study has supported most of the existing findings, but, they
are in a different sequent. In this context, reliability is the most dominant factor influencing
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the demand for ride-hailing services. Followed by price, promotion and tangible. In contrast,
price is arguably the most dominant factor at the existing literature. Secondly, this study has
proven that not all the factors as argued at the existing literature that have significant
relationship or influence on the demand for ride-hailing services. This study shows strong
evidence that comfort neither has significant relationship nor influence on the demand for
ride-hailing services. In the matter of fact, this noticeable finding has contradicted and
challenged the existing conceptual link in the Consumers Behavioural Theory. Subsequently,
this finding is worth- trusty to be reviewed to the existing model for the demand for ride-
hailing services. Lastly, this study has revealed that male, single, foreign students with
monthly family income of RM10,000 and above have a higher degree on the demand for ride-
hailing services. These are the important and significant demographics information that could
be possibly added to enrich the existing literature on the demand for ride-hailing services.
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