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ABSTRACT

E-hailing is a service that allows users to book a journey online and provides a platform for users to interact
with e-hailing companies. The interaction between users as service recipients and e-hailing companies as
service providers creates a co-creation value concept. However, studies on user satisfaction with e-hailing
services have received less attention. Therefore, a study conducts to measure the satisfaction index of e-
hailing services based on the co-creation value. The study uses the co-creation value model, the DART
model, as the basis for improving e-hailing services through user satisfaction. The DART model, which
consists of four factors, namely dialogue, access, risk assessment, and transparency, is a determining factor
in e-hailing service user satisfaction. A survey of 251 users of e-hailing services conducts through an online
questionnaire survey, and data from the questionnaires were analyzed. The e-hailing user satisfaction index
results of 78.34% indicate that users are satisfied with the e-hailing services provided. It hopes that this
study can be a guide for quality e-hailing services.

Keywords: E-Services, Transportation Services, Service Quality, Satisfaction Index, User Satisfaction

Model, DART Model
1. INTRODUCTION

The emergence of e-hailing brings an evolution
in the transportation industry throughout the world,
especially when Uber was introduced in 2009 and
Lyft in 2012, thereby making e-hailing proliferate,
popular and has gained a place in the hearts of the
users [1]. The evolution of e-hailing services began
in urban areas as urban dwellers were exposed to
technological  facilities  and  infrastructure
development. Nowadays, e-hailing services
successfully expanded all over the place due to the
number of people using the internet is growing [2].

An E-hailing service is an online travel booking
service that provides travel options to users [3][4].
E-hailing service is a new trend in the business
industry nowadays as the growing network of e-
hailing services leads to competition in the e-hailing
business market [5][6]. Although e-hailing services
are proliferating and are the primary choice of users
nowadays, e-hailing services also face issues and
challenges, especially technological aspects. User
satisfaction is one of the issues in e-hailing services
since the e-hailing companies need to plan

strategies to provide the latest technology. This
issue needs to be identified because the e-hailing
companies nowadays only focus on driver
behaviour quality.

Competition between e-hailing companies is now
intensifying to win the hearts of users [7]. The e-
hailing system needs a suitable communication
medium to facilitate interaction between users and
companies [8]. The interaction between the
company and the user creates a co-creation value
concept that leads to increased user satisfaction
[9][10]. E-hailing companies need to emphasize the
use of co-creation values in forming relationships
with the e-hailing users. Thus, the users can get
satisfaction while using the services, and the e-
hailing companies can provide quality services. The
user satisfaction index can determine the quality
level of e-hailing services as a reference for users in
choosing a satisfactory service [11][12].

European Committee for Standardization is a
board that determines the value of e-hailing-related
indexes. However, it focuses only on identifying the
user satisfaction index on the quality and conditions
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of transport received [13]. Similarly, there is no
research on the e-hailing user satisfaction index on
e-hailing travel booking services in Malaysia. In
Malaysia, e-hailing services began when Uber was
introduced in January 2014 and Grab in May 2014
[14]. The Malaysian government has made e-
hailing services one of the legal public
transportation services [15]. Provision for the
government to regulate the operation of e-hailing
services is realized after the act of Land Public
Transport (Amendment) 2017 and the act of
Commercial Vehicles Licensing Board
(Amendment) 2017 passed in the House of
Commons on 27 July 2017 [16]. E-hailing services
in Malaysia are Uber, Grab, MyCar, Dascee, Riding
Pink, Eevom, and taxi services categorized as e-
hailing services, namely Sunlight Taxi, EzCab,
Comfort Taxi, and Easy Taxi [17]. As such, e-
hailing services operating in Malaysia are the
source of research. Research is focused on users
using e-hailing services throughout Malaysia.

This study chooses service science as the main
field for the research because it emphasizes aspects
of system use, service policies, and strategies
performed by companies to users by involving the
opinions of leading experts from various service
industries. Service science is needed to transform,
improve the efficiency and quality of services, and
create value in services. Service science uses
approaches to understand, improve and measure
systems provided by companies, and emphasize the
analysis of such services' design, model, and
operation [18]. Service is fundamental in the value
of co-creation. Co-creation value is a concept in
service science that explains the methods and
provision of services by using existing resources to
create value. Service science for co-creation value
comprises four types of resources: individuals,
technology, companies, and information [19].

Therefore, this study aims to calculate the user
satisfaction index of e-hailing services based on the
developed model. The study uses the co-creation
value model as the basis for the development of the
e-hailing user satisfaction model [20]. The study is
contributed to the satisfaction of e-hailing service
users through the context of service science. Studies
on user satisfaction for e-hailing services providing
travel booking systems are still underway. Most
previous studies focus on transport condition and
driver behaviours [21]. The study conducts the
index value measurement to measure the
satisfaction of e-hailing services in Malaysia as
improvements in the quality of e-hailing services

E-ISSN: 1817-3195
led to improved public transport quality in
Malaysia. Thus, the study obtains the user

satisfaction index to determine the extent of user
satisfaction with the e-hailing services. The study
helps e-hailing companies identify strengths and
weaknesses to improve the quality of e-hailing
services. The study also provides a useful guide and
reference to the transport company that plans to
provide e-hailing services in increasing the
reputation of the transportation industry and user
satisfaction.

The study contains five sections: introduction,
literature review, research methodology, research
output, and conclusion. Section 1 provides the
introduction, statement of problems, objectives, and
scope of the study. Section 2 describes the literature
review on the areas of study and theory involved,
such as co-creation value, DART model, and user
satisfaction index. Section 3 contains the research
methodology on descriptions of the design of
studies such as information about the population
and sample studies, data collection, research
instruments, and research framework. Section 4
explains the research outputs about sample size
determination, data processing, and user satisfaction
index. Section 5 discusses the research outputs
thoroughly. Section 6 concludes the study by
discussing the contribution of studies and further
research of the study.

2. LITERATURE REVIEW

User satisfaction is paramount and impacts the
success of a service [22]. User satisfaction needs to
be studied through various aspects, especially from
the system's aspect, because a well-designed and
easily accessible system contributes towards user
satisfaction [23]. Nevertheless, the previous studies
on e-hailing mainly cover the quality aspects of e-
hailing services in the social sciences that focus on
user satisfaction towards e-hailing drivers'
behaviour [21]. E-hailing companies focus on user
satisfaction with service quality in transportation
and driver behaviour [24]. It clearly shows that user
satisfaction towards the e-hailing system is given
less attention [25].

User satisfaction with e-hailing services is vital
to help e-hailing companies provide quality,
responsive and interactive travel booking system.
E-hailing companies need to study user satisfaction
through various aspects to make e-hailing services
the best and constantly innovate. Thus, the
competition between e-hailing companies is
becoming increasingly fierce to win users' hearts
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[26]. [27] stressed that to win users' hearts,
available systems must have communication
channels that facilitate interaction between users
and the company. It makes e-hailing companies
aware of the importance of the interaction
relationship between companies and users.
Company-user relationships through interactive
platforms are known as co-creation value, and this
concept is capable of leading to increased user
satisfaction [9]. However, the concept of co-
creation value is still poorly practised in existing
user satisfaction studies, especially in the field of
transportation [28]. To remain relevant and
competitive in the growing transportation industry,
e-hailing companies need to emphasize the use of
co-creation values and the development of
relationships with e-hailing users to influence user
satisfaction.

2.1 Co-creation value

Co-creation value is a theory that involves
user cooperation towards service development. Co-
creation value is defined as the value created by the
companies that provide services to the user who
receives services that involve activities and
interactions to integrate operations based on
available resources to measure the quality of
provided services [29]. The co-creation value
interaction between companies and users occurs
when both parties are active in creating value,

interacting,  influencing each  other, and
communicating  directly in the available
environmental technologies.

Previous studies have issued several

arguments in determining the measurement of co-
creation values. The study results found that
through the context of service science, co-creation
value can be measured through the system's ability
to adapt to the environment [30]. The concept of
co-creation value proposed by the service science
community is essential because it prioritizes the
user. The value determined is based on the user
experience after using the service [31]. The success
or effectiveness of service can also be measured
through consumer satisfaction.

The co-creation value practice can
increase user satisfaction when they can participate
in the service and produce the value in service
quality. Users play an essential role in improving a
company's performance by telling others about their
products, services, or brands, including new
services to co-create experiences and values [32].
Each user has different expectations and levels of

readiness while participating in the co-creation
value process. Furthermore, competition between
companies leads to the need to determine the user
satisfaction index of the services. The user
satisfaction index helps improve the company's
reputation and brand, shows the excellent standards
of services and strengthens the company's
relationship with the users. The user satisfaction
index is measured based on factors determined
according to the study. All factors contribute to user
satisfaction, although each factor has a different
function for the study [33]. The combination of all
factors plays a role in influencing fluctuations in
the level of overall user satisfaction.

Measuring user satisfaction is essential
because improving the quality of services can
guarantee consumer loyalty [34]. Feedback on user
satisfaction collected can be used as a strategy to
identify the buying patterns and consumer behavior
in the future [35]. Thus, the company can use the
user satisfaction index results as a benchmark and
compare service quality with the competitors.

2.2 DART Model

This study focuses on the co-creation
value model known as the DART model
[36][37][38]. The study uses the DART model as
the basis for developing the e-hailing user
satisfaction model. DART model consisting of the
dialogue, access, risk assessment, and transparency,
is the co-creation value model uses as a guide in
assessing and measuring user satisfaction and
interaction between companies and users [39][40].
The description of the factors in the DART Model
is as follows:

i. Dialogue (D) is a process that involves
interaction, interactivity, and a tendency to act.
Dialogue is focused on listening to users alone,
understands everything needed by users, and
views from the point of emotional, cultural, and
social experience. This factor focuses on the
means of communication between companies
and users.

ii. Access (A) begins with information and tools
that allow users to access data and information
in the system. Access allows users to get access
to the right information using the intermediate
apparatus and the desired sources. This factor
allows users to access the same information
without being hindered by digital gaps.

iii. Risk (R) assessment involves the user's actions
and decisions after exposure to the possible
dangers of using the service. Companies need to
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alert users about the potential threats related to
the event while using the services. Then the user
has to decide whether or not to bear the risk of
continuing the use of the service. This factor
makes the user aware of the possible risks that
must be faced if they want to use the service.

iv. Transparency (T) is the company's direct action
and strategy to gain users' trust and confidence.
Therefore, the company provides detailed
information to establish trust between the user
and the company. At present, the company no
longer hides information such as prices, costs,
and profits to assure users that the information
services provided are transparent and detailed.

2.3 Customer Satisfaction Index

Irawan user satisfaction index is used to
measure e-hailing user satisfaction [41]. The
following is a description of the method of
calculating Irawan user satisfaction index adapted
for the suitability of the study:

i. Obtain a significant Mean Important Score
(MIS), which is the overall mean important
score for each factor.

ii. Obtain a Mean Satisfaction Score (MSS), which
is the overall mean satisfaction score for each
factor.

iii. Calculate the Weight Factor (WF) which is the
weighting for MIS:

MIS,
p
D MIS,
i=1
Which:

i=index-i,i=1,..p
p = number of factors
iv. Calculate the Weight Score (WS), which is the

value that represents the importance of the
factor.

WF, =

WS, =WF, x MSS,

v. Calculate the customer satisfaction index (CSI):

WS,

CSl = i:1T><10()%

M-

The value of 5 in the CSI formula is the
maximum value of the study's Likert scale. Irawan
user satisfaction index was used for the study using

five Likert scales because the value of the index is
derived from the overall value of the weighting
score. The wuser satisfaction index should be
calculated to avoid biased opinions and prioritize
the overall opinions. Table 1 shows the
interpretation of the user satisfaction index.

Table 1 The interpretation of the user satisfaction index

Index value (%) | User satisfaction category
81-100 Very Satisfied
66 - 80.99 Satisfied
51 -65.99 Quite Satisfied
35-50.99 Less Satisfied
0-34.99 Not Satisfied

Once the index is calculated through the
given formula, the value needs to be interpreted to
give a clear picture of user satisfaction with the
services. The user satisfaction index is important
because the value obtained is an overview of user
satisfaction with the services [35].

3. RESEARCH METHOD

The study refers to the scientific design research
methodology in information systems developed by
[42]. The research method from [42] is adapted to
suit the study's context and consists of four (4)
phases: problem analysis phase, proposal phase,
development phase, and evaluation phase, as shown
in Fig. 1. This methodology was chosen as a
reference because each phase's activities are
interrelated with the study conducted. According to
each phase, the division of activities is carried out
to ensure that the study's objectives can be met.

Figure 1 Research methodology

3.1 Population and Sample Determination

The study involves e-hailing services
operating throughout Malaysia. The study
population consists of the e-hailing community in
Malaysia, namely registered users and using e-
hailing services. E-hailing users in Malaysia are
identified through groups or communities of e-
hailing users on social media sites such as
Facebook, Twitter, Instagram, and Whatsapp. The
sampling technique used is a simple random
sampling method. Therefore, selecting study
samples is random to provide equal opportunity for
all individuals who are registered and using the e-
hailing services.

3.2 Data Collection
The questionnaire was conducted online.
Questionnaire links are distributed online through
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the community of e-hailing users in Malaysia. The
random sampling method gives all the individuals
who are in the e-hailing community had the
opportunity to give feedback and engage
voluntarily. The questionnaire also personally be
given randomly to the e-hailing users through the e-
hailing company social media sites. Respondents
need to click the given link to respond to the
questionnaire.

3.3 Research Instrument

Questionnaires were used as the
instrument for the study. The study's questionnaire
was designed based on four factors from the DART
model: dialogue, access, risk assessment, and
transparency  [20][39][43]. The questionnaire
consists of three parts: Part A: The demographics of
respondents, Part B: User satisfaction determinant
factors, and Part C: User satisfaction. Table 2
shows the factors and items for the study using a
Likert scale from "strongly disagree" with a scale of
1 to "strongly agree" with 5.

Table 2 Questionnaire content for user satisfaction
determinants

3.4 Research Framework

The framework of the study is, as shown
in Fig. 2. The factors are from the DART model,
which is dialogue, access, risk assessment, and
transparency. Each factor has items that describe
the relevant factors appropriate to the study [44].
The results of the questionnaire were used to
measure the user satisfaction index. Measurement
of the user satisfaction index can establish the user
satisfaction criteria and improve e-hailing service
quality.

Dialogue
Access ~
N Customer
: Satisfaction
e Index
Risk _— e )
Assessment yd
pd
Transparenc / Customer
v Satisfaction

Figure 2 The framework

4. RESEARCH OUTPUT

4.1 Sample Size Determination

The sample size is the number of
individuals required in the sample. The sample size
for the study was determined using GPower.
GPower is a software used to calculate sample sizes
that cover extensive statistical study designs [45].
Through GPower calculations, the sample size for
the study of e-hailing is at least a total of 129
samples. However, the study obtained a total of 251
respondents to answer the questionnaire. Fig. 3
shows the calculation of the sample size through
the GPower software.

Figure 3 Sample size calculation using GPower

The collected data is analysed through
demographic analysis and multiple regression
analysis. The software uses to analyse the data is
SPSS version 22. Demographic analysis is carried
out to identify the distribution of the respondent's
population. Demographic analysis is presented in
frequency and percentage based on gender, age
group, frequently used e-hailing applications,
duration of being a registered user of e-hailing, and
e-hailing use frequency. Multiple regression
analysis is carried out to obtain verification of the
e-hailing user satisfaction model.

4.2 Data Processing

A pilot study for the study was conducted
on 30 respondents. The questionnaire's reliability
ensures that the questionnaire is always consistent,
stable, and equivalent because reliability is a
concept used to reduce errors during the actual
study analysis. The questionnaire should show an
accurate or almost accurate result score. Cronbach's
Alpha test was conducted to determine the
reliability of the study questionnaire. The reliability
values of the questionnaires received were from
0.70 to 0.99 [46]. The reliability value should not
be less than 0.60, as such values indicate that the
questionnaire is inconsistent. Table 3 shows the
item reliability analysis for the pilot study.

Table 3 Item reliability analysis for the pilot study

Factor Cronbach’s Alpha
Dialogue 0.853
Access 0.838
Risk Assessment 0.826
Transparency 0.822

The pilot study results and reliability show
that the Cronbach Alpha value for dialogue, access,
risk assessment, and transparency is above 0.70.
This indicates that the questionnaire items for
dialogue, access, risk assessment, and transparency
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have a high reliability and consistency level and
show that the user understands the study's function.

4.3 Demographic Analysis

A total of 251 respondents were involved
in the e-hailing wuser satisfaction survey.
Demographic analysis was conducted because the
respondents'  demographics are the basic
information that needs to be obtained in the survey
to give a specific picture of the respondents'
personalities and interests [47]. The respondents'
demographic information for the study is shown in
Table 4;,—which—is—presented—in—frequeney—and
pereentage—distribution. The study respondents'

demographic information was based on gender, age
group, frequently used e-hailing applications,
duration of being a registered user of e-hailing and
frequency of use.

Table 4 Statistical distributions of respondent
demographics

Respondent’s demographic Frequency
(%)
Gender Male 63(25.1)
Female 188(74.9)
Age group 18 to 22 years 69(27.5)
23 to 37 years 159(63.3)
38 to 53 years 22(8.8)
54 years and above 1(0.4)
E-hailing apps | Grab 224(89.2)
frequently MyCar 17(6.8)
used Uber 9(3.6)
Riding Pink 1(0.4)
Period as a Less than 1 year 100(39.8)
registered user | 1 to 3 years 133(53.0)
of e-hailing More than 3 years 18(7.2)
Frequency of | At least once a month 132(52.6)
e-hailing use 2 to 4 times per month 65(25.9)
More than 5 times per 54(21.5)
month

4.4 User Satisfaction Index

This study on e-hailing user satisfaction
index calculation refers to the Irawan user
satisfaction index method [48]. The method of
calculating the user satisfaction index begins by
obtaining the MIS value, which is the overall mean
of the dialogue, access, risk assessment, and
transparency. Next, the study obtained the value of
MSS, the mean satisfaction score for dialogue,
access, risk assessment, and transparency. MSS
values were obtained from the overall satisfaction
section of the factors in the questionnaire. The
satisfaction part of the questionnaire emphasizes
users' satisfaction in line with the factors studied

and helps researchers identify the cause if users are
not satisfied with the service [34]. After obtaining
the values of MIS and MSS, WF's value, which is
MIS's weight, is obtained. The formula for
calculating WF involves the MIS value for each
factor divided by the total MIS for all factors. Then,
the value of WS, which is the weighting score, is
obtained. The formula for calculating the weighting
score involves the product of WF and MSS. The
MIS, MSS, WF, and WS value -calculation
procedures for each factor are shown in Table 5.
The calculation of the user satisfaction index is
shown in the form of a simple and easy-to-
understand table.

Table 5 Calculation of user satisfaction index of e-hailing

services
Factor MIS | MSS WF WS
Dialogue 397 | 3.86 | 0.2537 | 0.9793
Access 393 | 3.98 | 0.2511 | 0.9994
Risk Assessment | 3.95 | 3.87 | 0.2524 | 0.9768
Transparency 3.80 | 3.96 | 0.2428 | 0.9615
Total 15.65 3.917

Based on Table 4, the value of the user
satisfaction index is calculated. All WS values were
then added and divided by five, the Likert scale's
maximum value in the questionnaire. Through the

stated formula, the—results—of-ecalenlating the value

of the e-hailing user satisfaction index as follows:

CSI = 3917 x100% = 78.34%

Based on the calculations, the total user
satisfaction index of e-hailing services is 78.34%.
The index value of 78.34% is in the range of 66%
to 80.99%, which is categorized as satisfied [48].
Refer—to—Table—. The findings ef the—user
satisfaction—index—value—of 7834% indicated that
users were satisfied with the e-hailing services.
However, calculating the value of the user
satisfaction index is calculated only in total and
does not go through the breakdown according to
each e-hailing company. Thus, the study's findings
clearly show that e-hailing users' satisfaction is at a
satisfactory level. The results show that the user
satisfaction index is essential as the feedback given
by e-hailing users indicates the level of user
satisfaction. The results also aid in improving the
image and reputation of e-hailing companies.

5. DISCUSSION

The study contributes to e-hailing companies in
Malaysia in identifying the level of user
satisfaction. = Through  the  breakdown of
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questionnaire items, e-hailing companies need to
ensure that dialogue is always available in the
service by providing various communication
channels to facilitate communication between users
and e-hailing companies [49]. E-hailing companies
need to ensure that access is always available in the
service by providing complete and useful
information access facilities related to e-hailing
[50]. For risk assessment, e-hailing companies need
to ensure that consumers need to be prepared for
possible risks. E-hailing companies need to plan
strategies to lower the risk of system failure to give
users confidence [51]. E-hailing companies also
need to ensure that transparency is always available
in the service by safeguarding users’ data and
always providing reliable information [52]. The
implementation of dialogue, access, risk
assessment, and transparency in the service leads to
increased user satisfaction, making e-hailing
companies thrive.

Therefore, the development of the e-hailing user
satisfaction model is in line with the government's
policy of making e-hailing one of Malaysia's public
services and operating legally under the Land
Public Transport (Amendment) Bill 2017 [16].
Measuring the e-hailing user satisfaction index in
Malaysia can improve the quality of the e-hailing
service, leading to improved public transport
quality in Malaysia. The level of user satisfaction
with e-hailing services needs to be measured by
calculating index values to strengthen e-hailing
companies' position so that the e-hailing services
business can thrive and remain competitive [26].

The study uses the satisfaction index method of
[41] to obtain the e-hailing user satisfaction index.
The study needs to get MIS which is the overall
mean for the factor; MSS, which is the mean value
of satisfaction for the factor as a whole; calculate
WF, which is the weighting for MIS; and WS,
which is the weighting score as the formula for
calculating the user satisfaction index. The results
showed that the e-hailing user satisfaction index
was 78.34% which was interpreted by [41] as a sign
of user satisfaction with existing e-hailing services.
E-hailing companies can also identify weaknesses
and improve services by finding the user
satisfaction index. In this regard, the study can also
be a reference for established transport companies
that want to move towards e-hailing to keep pace
with the development of the transport industry in
Malaysia.

6. CONCLUSION

The practice of co-creation value can increase
user satisfaction when people can participate in
service and likely generate value in the context of a
benchmark the quality of service [53]. Users can
improve companies' performance and value through
the experience gained during the use of a service.
The study is conducted to measure user satisfaction
of e-hailing services in Malaysia as the
improvement in the quality of e-hailing services led
to improved quality of public transport in Malaysia.
E-hailing companies can identify weaknesses and
improve services through the findings of the user
satisfaction index. The study could also be a
reference for conventional transport companies that
want to move towards the e-hailing services to
advance along with Malaysia's transport industry.

However, this study needs to be improved
because the user satisfaction index calculation is
calculated as a whole and not according to each e-
hailing company. Through the demographic
analysis, the majority of respondents, which is
89.2% use e-hailing services provided by the Grab.
The study's findings show that e-hailing companies
other than Grab face constraints to dominate service
operations in Malaysia [54]. Therefore, other e-
hailing companies need to refer to the Grab
Company to remain competitive in the digital
transportation industry and obtain user satisfaction
[55]. Measurement of the consumer satisfaction
index should involve the calculation of the index
according to each e-hailing company. Thus, the
study of e-hailing user satisfaction based on the co-
creation value and user satisfaction index is
expected to guide e-hailing companies in improving
the quality of e-hailing services.
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Table 2 Questionnaire content for user satisfaction determinants

Section B: User Satisfaction Determinant Factors | 1 | 2 | 3 | 4 | 5

1. | Dialogue: Two-way communication and interaction that occurred between the company and e-hailing users to
understand users' emotions, experiences, issues, and solve e-hailing matters together using various methods of
communications.

I can contact e-hailing customer service if there is any problem.

I can ask questions about e-hailing personally.

I receive fast feedback from e-hailing.

I can submit satisfaction feedback regarding my experience using e-hailing.

E-hailing uses text language that is easy for users to understand.

E-hailing customer service is provided to understand the specific needs of the customer.

(o |alo|oe

Access: The company displays useful information by providing an accessible interactive website or apps as a
platform for e-hailing users to access the information and service most easily.

E-hailing provides an accessible platform for all users.

Booking e-hailing vehicles can be done easily through the navigation button provided.

E-hailing has designed a user-friendly system with easy access.

The information in e-hailing is useful for the users.

The travel information provided by e-hailing is complete.

E-hailing is accessible at any time without system failure.

I can access to e-hailing anywhere without any problem.

e (sl lalo o)

Risk assessment: The company will notify e-hailing users about the potential risks before, during, and after using
e-hailing. Users must be well prepared to deal and bear the risk if they want to continue using e-hailing.

I am aware that e-hailing might have a system failure.

I understand the possible risk of providing my personal information to an e-hailing company.

I am responsible for the information that has been given to the e-hailing company.

I can foresee the implications of e-hailing usage in the future.

I have decided to use e-hailing even after knowing the possible risks.

slo|ale ||

Transparency: Trust is established between users and e-hailing companies to protect users' data privacy and
ensure that the company will deliver trusted information.

I use e-hailing based on the company's reputation.

I trust that the payment method for e-hailing is secure.

I am confident with the safety measures provided when I surf e-hailing.

I trust that an e-hailing company will work to protect the user's data.

E-hailing promises the booking of the vehicle provided is as chosen by the user.

E-hailing provides travel information by displaying the travel map.

The information about travel time is as expected.

S| oo |ale oo

The information about the ride fee is reasonable.
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Figure 3 Sample size calculation using GPower
fi G*Power 3.1.9.2 - X
File Edit View Tests Calculator Help

Central and noncentral distributions  Protocol of power analyses

critical F = 2.44477

"‘--..,_‘__‘_
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— e

. T T T Ld T L
10 12 14
Test family Statistical test
F tests ~ Linear multiple regression: Fixed model, R deviation from zero ~
Type of power analysis
A priori: Compute required sample size - given o, power, and effect size ~
Input Parameters Output Parameters
Determine == Effect size 2 0.15 Noncentrality parameter A [ 19.3500000 I
o err prob [ 0.05 | Critical F [ 2.4447662 I
Power (1-B err prob) [ 0.95 | Numerator df [ 4 |
MNumber of predictors [ ﬂ Denominator df [ 124 l
Total sample size [ 129 l
Actual power [ 0.9505747 l
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