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ABSTRACT

The purpose of this study is to identify the factors that affect the behavioural intention
to use mobile apps by Gen Y in Malaysia. The Unified Theory of Acceptance and the
Use of Technology 2 (UTAUTZ2) and the Diffusion of Innovation Theory (DIT) are
combined to examine the drivers that affect the behavioural intention to use mobile

apps. The factors include performance expectancy, habit, price value, social influence,
complexity and trialability. Data was collected by distributing self-administered survey
questionnaires using the quota sampling technique to Gen Y in five States in Malaysia.
The results show that all these variables significantly affect the behavioural intention to
use mobile apps by Gen Y in Malaysia. The UTAUT2 and the DIT have been proven
to be the suitable theories that can be considered by future researchers who wish to
conduct research related to technological innovations. This study is useful for apps’
designers, as they will be able to design apps to suit users’ preferences and expectations
by analysing the variables.
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Contribution/Originality: This study combined UTAUT2 model and Diffusion Innovation Theory to study
the behavioural intention and confirmed their suitability. Any future researchers on technological innovation can
use this new model. Additionally, this study is useful for apps’ designers to design apps to suit users’ preferences by

understanding the influencing factors.

1. INTRODUCTION

In recent years, the number of people owning a smartphone is growing tremendously and users are eager to
download a variety of mobile apps. For example, the number of people possessing smartphones in Lithuania
increased from 14.5% to 58% from the year 2010 to the year 2015 [17]. In Malaysia, mobile phone penetration rate
had increased from 20 % to 50% from the year 2013 to the year 2016 which overtook the desktop penetration rate
[27]. As mobile apps are getting popular in recent years, apps developers are excellent in monetizing their apps.
Most of the mobile users are willing to spend money on apps that come along with features which known as “in-app
purchases’ rather than purchase solely for the app itself. To illustrate, in-app purchase is a game whereby users can
purchase virtual goods such as gems and coins through the apps. Data shows that mobile users spent an average of
$9.20 to purchase in-apps features, while $7.40 for purchasing mobile apps. Age become one of the factors which the
results show that the Gen Y with age around 18-24 and age around 25-34 are willing to spend more on in-apps [3]

Gen Y, Millennial Generation or Digital Natives are referring to individuals who were born after 1981, mostly

from 1981 to 1999 [47]. They are the first generation who spend their whole lives in the digital environment and
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they are seriously affected by the internet and technology 5, 67. Gen Y is described as technologically savvy, well-
educated, structured, sophisticated and mature [7]. Gen Y owns a smartphone at a slightly earlier age, hence the
time they spend on mobile apps is far beyond other earlier generations [87]. According to a research in the United
States, the Gen Y users aged 18-24 years and 25-34 years accessed mobile apps by using a smartphone for an
average of 90.6 hours and 82.5 hours in June 2015 respectively [97. Thus, according to Suciu [87], numerous users
of smartphones are mostly from Gen Y.

The general objective of this study is to identify the factors that influence the behavioural intention to use
mobile apps by Gen Y in Malaysia. Specifically, the research sought to determine whether the combined UTAUT?2

model with DIT model influences the behavioural intention to use mobile apps.

1.1. Problem Statement

Mobile apps such as Pokémon Go, Facebook and Instagram had been branded as an addiction similar to cocaine
and gambling which lead to negative implication to users. Chen [107] added that most of the Asian’s Millennials are
addicted to smartphone and checking the phone frequently for no reason, and avoid social interaction. Al-Sharqi, et
al. (117 found that there are many negative consequences to Gen Y such as becoming physically inactive, less
sociable and mentally dull. Although there are many past studies that address the behavioural intention to use apps
and its factors, there are relatively few past studies that fuse two theories (UTAUT2 model & DIT) together and
focus on Gen Y in Malaysia. Research done by Harris, et al. [127] showed that their sample size of 128 respondents
is in one university and is insufficient to draw a concrete conclusion as their respondents are from the less diverse
group. The study by Lee, et al. [137 only focused on entertainment and practical characteristics of apps instead of

information and SNS characteristics.

2. LITERATURE REVIEW
2.1. Review of Relevant Theoretical Models

Venkatesh, Morris, Davis and Davis founded Unified Theory of Acceptance and Use of Technology (UTAUT)
model in 2003 to describe how employees accept technology in organizations. In 2012, Venkatesh, et al. [147]
further developed the model into the UTAUT?2 which explains the consumer acceptance of technology [157. In the
UTAUT model, Venkatesh, et al. [167] had identified four variables, social influence, facilitating conditions, effort
expectancy and performance expectancy. Venkatesh, et al. [147] further recognized other three constructs in the
UTAUT?2 model, which are hedonic motivation, price value and habit. Among the seven constructs, four constructs,
namely performance expectancy, social influence, price value and habit are used in this study as independent
variables to explain the drivers that drive the behavioural intention to use mobile apps. Performance expectancy is
the degree to which an individual is convinced that the use of technology will bring advantages to perform
activities. Social influence is an individual believes that he or she should use the particular technology based on
important referents such as family and friends. Price value is the cost of utilizing technology from the perceived
advantages of using it. Habit is systematic behaviour from the beginning of learning to the frequent use of
technology. UTAUT?2 is widely used in many research areas. Slade, et al. (157 had carried out their research by
adopting UTAUT2 in the healthcare industry. Escobar-Rodriguez and Carvajal-Trujillo [17] had applied
UTAUT?Z2 in e-commerce websites to purchase online tickets. Morosan and DeFranco [187] applied UTAUT2 in
hotel mobile payments, whereas [197] explored UTAUT?2 in online shopping for fresh agricultural products.

Besides, DIT is applied in this study to investigate the drivers influencing behavioural intention to use mobile
apps. DIT was found by Rogers [207] in which individuals form a favourable or unfavourable attitude towards
innovation and make the decision whether to adopt the technology [217. There are five characteristics of
innovation in DIT which affect the decision of adoption, namely, relative advantage, complexity, compatibility,

trialability and observability [227].
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This research proposes to adopt complexity and trialability from DIT as independent variables. Complexity is
the consideration of whether the innovation of the technology is difficult to understand and their ease of use as the
adoption of such technology will be hindered if it is complicated to use. Trialability is referring to whether
individuals have experimented with the new technology before adoption.

DIT is widely applied in many research areas. For instance, DIT has been used in the research done by Zhang
[237] to examine the factors affecting the acceptance of patients and their usage of consumer e-health innovations.
DIT has also been applied by McMullen, et al. [247] to illustrate the high and low performers in trials of the
complex intervention. Olsson, et al. [25] also applied DIT to describe the perceptions of passive positioning alarm

used by people with mild dementia.

2.2. Behavioural Intention to Use Mobile Apps

Behavioural Intention is defined as the individual’s intuitive and subjective awareness in performing a certain
behaviour which in turn, is the significant determinant of actual behaviour Tang and Chiang [267. Turhan and
Ozbek [277 agreed with Tang and Chiang [267] that behavioural intention indicates the readiness of individuals to
perform a behaviour. Tsai (287 further added that behavioural intention signifies the willingness of an individual to
use new technology. The behavioural intention of individuals will form good and bad consequences. Gokgearslan, et
al. [297 argued that excessive use of apps may lead to deterioration in health and interpersonal relationship.
However, Hsiao, et al. [307 argued that apps are free to download and apps can connect with families and friends.

Undeniably, the individuals’ behavioural intention is important to address the use of technology [287.

2.8. Performance Expectancy

Performance expectancy is the extent to which an individual believes that the use of technology will bring
numerous advantages in performing activities [ 147]. Most of the researchers [18, 19, 31-337 had concluded that
performance expectancy has a direct positive relationship towards behavioural intention in using apps, as
performance expectancy reflects the perceived usefulness and advantages that benefit the users to adopt mobile
apps. Based on the above, the first hypothesis is developed:

H:: There is a positive relationship between performance expectancy and behavioural intention to use mobile apps

2.4. Habit

Habit is the scale of individuals who perform behaviour systematically due to learning [14]. Although Raman
and Don [347 and Hsu and Lin 3857 concluded that habit is not an important indicator to determine intention,
however, researchers like Yuan, et al. [36], Nair, et al. [37] and Winkle, et al. [387] proved that habit does
influence the users’ behavioural intention to use apps. Furthermore, habit is regarded as an important predictor, as
the intention becomes a systematic behaviour when users engaged to use apps in their daily life. Findings of the
study conducted by Phang, et al. [897] revealed that hedonic motivation had the most significant influence on
intention to shop via mobile shopping apps followed by habit and social influence. The above discussion leads to the
second hypothesis as below:

H.: There is a positive relationship between habit and behavioural intention to use mobile apps

2.5. Price Value

Price value is the degree of consumers’ cognitive tradeoft of apps’ perceived advantages and cost of using apps
[147. Researchers have different viewpoints in determining whether price value affects behavioural intention to use
apps. Harsono and Suryana [407] and Morosan and DeFranco [187] considered that price value is irrelevant to
explain the users’ intention and acceptance, whereas, Yang [417], Yuan, et al. (367 and Salim, et al. [427] recognized

price value has strong impact to influence behavioural intention to use apps. Therefore, this proposed study

© 2019 Conscientia Beam. All Rights Reserved.



Journal of Information, 2019, 5(1): 1-15

concluded that price value affects behavioural intention since users are willing to pay for the apps which will bring
benefits to them. Hence, the third hypothesis is formulated as below:

H:: There is a positive relationship between price value and behavioural intention to use mobile apps

2.6. Social Influence

Social influence is the extent to which individual should use technology through influence from important
referents such as family and friends Venkatesh, et al. [147. Guo [437, Bhatiasevi [447] and Hsu and Lin [35]
deduced that social influence strongly influences the users’ behavioural intention to adopt apps. Yuan, et al. [36]
added that social influence could affect behavioural intention to use apps which users are affected by important
referents such as family and friends to download and use apps to connect with each other. Hence the fourth
hypothesis is generated as below:

H: There is a positive relationship between social influence and intention to use mobile apps

2.7. Complexity

Complexity is the level innovation is perceived as challenging and complicated to utilize or comprehend [457.
A study by Al-Jabri and Sohail [467] found that complexity has an insignificant effect on the adoption of mobile
banking. However, Lee, et al. [47] and Jung, et al. [45] concluded that complexity is an important element in
determining the users’ acceptance and utilization of technology. This study draws a hypothesis that complexity is
linked to the behavioural intention to use apps, as users more prefer to use apps that easy to utilize. Thus, the fifth
hypothesis is generated based on the above discussion:

H;: There is a negative relationship between complexity and behavioural intention to use mobile apps

2.8. Trialability

Trialability is the extent to which potential adopter/user can experiment with a brand new idea to develop and
express an opinion [217. The study by Al-Jabri and Sohail [467] and Ntemana and Olatakun [487 agreed that
trialability is not an important predictor to address behavioural intention to use apps. However, Folorunso, et al.
[497, Lee, et al. [47] and Kogak, et al. [507] proved that trialability has a significant relationship to address
behavioural intention to utilize technology. This study draws the sixth hypothesis that trialability has a significant
relationship with behavioural intention, due to users mostly have tried to use apps before they consider to use for
the long term if they will feel easy to use after a trial. Hence, the sixth hypothesis is formulated based on the above
discussion:

Hs: There is a positive relationship between trialability and behavioural intention to use mobile apps.

2.9. Proposed Research Model

The proposed research model is shown in Figure 1.

Performance Social
Expectancy Influence
Behavioural

Habit Intention to C()Hlp]cxjty
use Mobile
Apps
Price Value Trialability

Figure-1. Proposed research model.
Source: Venkatesh, et al. [14] and Rogers [207].
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3. METHODOLOGY
3.1. Research Design

The method of data collection for this study is by using a questionnaire survey. The benefit of using a survey to
collect data is that a large amount of information can be accumulated in a short time [517. The survey method is
one of the cost effective ways to collect the data because there is no cost to pay for the production of survey
questionnaires which are sent via email and self-administered [527. Besides, it is flexible to use the survey method
because surveys can be administered in many modes such as online surveys, email surveys, social media surveys,
paper surveys, and mobile surveys [517. In this research, a cross-sectional approach has been followed, where the
factors affecting the behavioural intention to use mobile apps were analyzed at a particular time [537. The unit of

analysis of the study is Gen Y who is mobile phone users, aged from 18 to 35.

3.2. Population

The target population of this study is the users of mobile apps in Malaysia aged between 18 and 35, known as
Generation Y or Millennials [547. According to a research in the United States, smartphone users aged 18-24 years
and 25-34 years accessed mobile apps for an average of 90.6 hours per month and 82.5 hours per month
approximately on June 2015 (“Number of mobile app hours”, 2016). They were the first generation spent their
whole lives in the digital environment and they were greatly influenced by the internet and technology [5, 67.

3.8. Sampling

Suresh, et al. [557 stated that the sample is a subsection of the said population which is truly representing the
larger population. Therefore, sampling is needed since it is nearly impossible to study the entire population. In
addition, sampling is more economical compared to the study of the whole population [557. According to Hinkin
[567] and Chong [57] the recommended sample size for the item-response ratio shall range from 1: 4 to 1: 10 (at
least) to reflect the population of the target respondents. Since there is a total of 37 questions, the item-response

ratio produced 148 to 370 samples or more.

3.4. Research Instrument

The self-administered questionnaire survey is the research instrument as it can appeal to the largest number of
respondents as possible (“Questionnaire design”, n.d.). 400 sets of questionnaires had been distributed to the
respondents in five different states in Malaysia. The reasons behind why this study chose to collect data from these
five states are due to fact that they had the largest share of mobile users in 2014. Every respondent has 5 to 10
minutes to complete the survey and collected back after they completed the surveys. Out of 400 sets, 384 sets of
questionnaires were considered as valid questionnaires.

Before distributing 400 sets of questionnaires, a pilot test was conducted to refine questionnaires and eliminate
errors and flaws Pilot Testing Data Collection Instruments [587]. Zumitzavan and Michie [597] quoted that the
ideal sample size for the pilot test is a minimum of 10. Thus, 30 sets of questionnaires were distributed to ensure the

teasibility and reliability of the study [607].

3.5. Construct Measurement

The questionnaire consists of three sections. Section A presents the demographic profile of the respondents like
gender, age, education, State, mobile communication devices, internet access, and hours spent on mobile apps, and
measured using the nominal scale.

Section B includes questions related to the four dimensions of UTAUT2 model and two dimensions of DIT
model. In this section, the questions are divided into six parts, namely (1) performance expectancy, (2) habit, (3)

price value, (4) social influence, (5) complexity, and (6) trialability.
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Section C consists of questions related behavioural intention to use mobile apps. All of the items in sections B
and C were measured using the interval scale which is the 5-point Likert-scale. The scale ranges from 1 to 5 which

indicate from 1 = strongly disagree to 5 = strongly agree.

4. DATA ANALYSIS

SAS Enterprise Guide 7.1, which consists of numerous data analysis tools, was used in the statistical analysis in

this study.

4.1. Pilot Test
The result of the pilot test is provided in Table 1. The reliability was met because the Cronbach’s Alpha of all
variables exceeded 0.7. The result also depicts that the skewness and kurtosis figures are in between the acceptable

range of -2 to +2 [617].

Table-1. Reliability test and normality test (pilot test)

Variables Constructs Items | Cronbach’s Alpha Skewness Kurtosis
Performance PE PE1 0.01252363 -0.1684195
Expectancy PE2 0.00330966 | 0.22885579
PEs 0.853137 -0.5427041 -0.1401695
PE4 -0.2890132 -0.4027994
PEs5 -0.0014173 -0.2138271
Habit HB HB1 -0.3852095 -0.6088276
HB2 -0.2578007 -0.9053734
HBs 0.874142 -0.7755068 0.76763415
HB4 -0.48320382 0.08516743
HB5 -0.2055281 0.008694:39
Price Value PV PV1 0 0.58690476
PVe 0.06597548 0.31508001
PVs 0.787032 -0.0874046 -0.7698912
PV4 -0.1980602 -0.6683861
PVs 0.06701306 0.27164677
Social Influence SI Sl -0.1231027 -0.0646552
Sl2 -0.3738764 0.1362782
SI3 0.864710 -0.2679085 -0.3341377
SI4 -0.6844219 0.45783777
SI5 -1.1927328 1.22928812
Complexity CP CP1 0.75307465 0.97644804
CP2 0.11555862 -0.7782384
CPs 0.779805 -0.1751429 -0.7028279
CP4 0.23973922 -0.4266318
CPs 0.64749951 1.08482313
Trialability TL TL1 -0.5834118 -0.5732678
TL2 -0.3347979 0.0410983
TLs 0.727007 -0.2397392 -0.4266318
TL4 -0.3563978 -0.3430617
TL5 -0.0874046 -1.0997229
Behavioural Intention BL Bl1 0 0.23015873
Bl2 1.32833813 -0.2573203
BIs -0.2944399 -0.5502232
Bl4 0.797160 0.0926862 -0.5938248
Bls 0.51721899 -0.5342971
Ble -0.097743 -0.3206849
BI7 -0.32322405 -0.7216462

4.2. Descriptive Analysts
Demographic Profile of Respondents
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Table 2 depicts the demographic profile of the respondents. Majority of the respondents is female, ranging from

18 to 24 years, possess a degree, own mobile communication devices, access to internet and spent 4 to 6 hours on

mobile apps.
Table-2. Summary of demographic profiles
Profile Category Frequency | Percentage (%)
Gender Female 218 56.77
Male 166 43.23
Age 18 - 24 years old 206 53.65
25 - 30 years old 130 33.85
81-385 years old 48 12.50
Highest Education Completed Below SPM 15 3.91
SPM/O-Level 52 13.54
STPM/Foundation/UEC/A-Level | 34 8.85
Diploma/Advance Diploma 92 23.96
Bachelor Degree 175 45.57
Master Degree 9 2.34
PhD 1 0.26
Others 6 1.56
Current State Perak 184 34.90
Selangor 91 28.70
Kuala Lumpur 61 15.89
Johor 21 5.47
Sabah 77 20.05
Other state/countries 0 0
Ownership of mobile communication | Yes 384 100
devices No 0 0
Accessibility to the internet using a | Yes 384 100
mobile communication device No 0 0
Hours Spent on Mobile Apps Less than 1 hour 10 2.60
1 to 8 hours 66 17.19
4 to 6 hours 107 27.86
7 to 9 hours 91 23.70
10 to 12 hours 70 18.28
More than 12 hours 40 10.42

4.8. Central Tendencies Measurement of Constructs

According to Table 3, the mean values ranged from 1.8802 to 4.2057. The mean values for performance
expectancy range from 8.5708 to 4.2057 which indicates that most of the respondents choose neutral and agree on
the items in the questionnaires. For the habit, its mean values falls in the range from 3.7109 to 4.1250 indicating the
respondents choose for neutral and agree with the questionnaires’ items. Interestingly, the mean value for price
value falls in the range from 2.6615 to 3.1302, suggesting that the respondents choose to neutral and disagree. In
terms of social influence, the majority of the respondents selected neutral as its mean values fall in the range from
8.56573 to 3.9375. Contrastingly, the mean values for complexity fall in the range of 1.8802 to 2.4115; it depicts that
the majority of respondents tend to strongly disagree and disagree as they mostly feel that mobile apps are much
easier to understand and use. The respondents rated neutral for trialability with the mean values in the range from
3.5833 to 3.9583. The mean values of the dependent variable, behavioural intention to use mobile apps falls from
3.8073 to 4.2161 whereby respondents choose neutral and agree on this item. The standard deviation represents the
dispersion or variability of data for each variable. The lowest standard deviation based on Table 3 is 0.6356 ( PE2)
whereas the highest standard deviation is 1.0390 (PV5).
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Table-3. Central tendencies measurement of constructs

Variables Items Mean Standard Deviation
Performance Expectance PE1 3.9427 0.7276
PE2 4.2057 0.6356
PEs 4.0599 0.7147
PE4 3.5703 0.8366
PE5 3.6745 0.8370
Habit HB1 4.1250 0.7749
HB2 3.7917 0.8751
HB3 4.0677 0.7686
HB4 3.7370 0.9674
HB5 3.7109 0.8348
Price Value PV1 3.1250 0.9226
PVe 3.0885 0.9518
PVs 3.0130 0.9324
PV4 2.6615 0.9987
PVs 3.1802 1.0390
Social Influence SI1 3.5578 0.7208
SI2 3.5911 0.8220
SIs 3.7083 0.8036
SI4 3.6146 0.8411
SIs 3.9375 0.9401
Complexity CP1 2.1354 0.8595
CP2 24115 0.9600
CPs 2.3802 0.9484
CP4 2.0286 0.8530
CPs 1.8802 0.9233
Trialability TL1 3.5833 0.7670
TL2 3.8776 0.6955
TLs 3.6641 0.7811
TL4 3.9583 0.7704
TL5 3.6927 0.7779
Behavioural Intention to use Mobile apps | BI1 3.8958 0.7880
Bl2 4.0938 0.7590
Bls 4.2161 0.7173
Bl4 3.8073 0.9108
Bls 3.8568 0.9099
Ble 4.0573 0.8802
BI7 4.1771 0.6893

4.4. Reliability Test and Normality Test
Table 4 shows the results of reliability and normality tests. The Cronbach Alpha’s values for all variables
exceeds 0.70 which indicates that the variables are highly reliable [627. Besides, the values for skewness and

kurtosis are in the acceptable range of +2 and -2 [617].

4.5. Pearson Correlation Analysis

Table 5 depicts the result of Pearson Correlation analysis. It suggests that the correlation is in the order in a
sequence of Habit with the highest value of 0.58313, followed by Social Influence with the value of 0.509183,
Performance Expectancy with the value of 0.44474, Trialability with the value of 0.29060, Price Value with the
value of 0.20819 and Complexity with the value of -0.31887. Notably, the correlation value for Complexity and
Behavioural Intention is negative as the hypothesis formed earlier depicts there is a negative relationship between
Complexity and Behavioural Intention. Furthermore, there is no multicollinearity problem exposed, since the
correlation coefficients of all the variables are less than 0.9 [627]. Moreover, the p-values between dependent and
independent variables are less than 0.05. Thus, there are significant correlations between the dependent variable

and independent variables.
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Table-4. Reliability and Normality Tests’ Result

Variables Constructs Items | Cronbach’s Alpha | Skewness Kurtosis
Performance Expectancy | PE PE1 -0.4026373 | 0.5585529
PE2 -0.4481461 0.47096029
PEs 0.783780 -0.5193708 0.33217122
PE4 0.00476755 -0.1942818
PE5 -0.32109389 -0.0151468
Habit HB HB1 -0.9982717 1.76291678
HB2 -0.4040931 -0.1349107
HB3 0.819717 -0.7057289 1.01114942
HB4 -0.4266937 -0.1664571
HB5 -0.3079501 -0.1426277
Price Value PV PV1 -0.5514737 0.00686624
PVe -0.451784 -0.1083327
PVs 0.917828 -0.4339632 -0.1047405
PV4 0.00752975 -0.4476662
PVs -0.543682 -0.414003
Social Influence SI SI1 -0.62303872 1.11742998
SI2 -0.5070286 0.51468273
SIs 0.797005 -0.5161547 0.563724104
SI4 -0.1266754 0.08028149
SI5 -0.7658241 0.30194066
Complexity Cp CP1 0.90142264 | 1.21644039
CP2 0.43169316 -0.2106924
CPs 0.8844:94: 0.562294077 | -0.0648111
CP4 0.80783897 0.78209694
CPs 1.06042474 0.87495789
Trialability TL TL1 -0.8521949 | -0.0447631
TL2 -0.4859096 0.51093907
TLs 0.736301 -0.2255575 -0.2955522
TL4 -0.5484392 0.36170856
TL5 -0.207574 -0.1293138
Behavioural Intention BI BI1 -0.3606663 -0.0905349
Bl2 -0.7706181 0.88057446
Bls -0.6020624 0.02318277
Bl4 0.828863 -0.380546 -0.0786892
Bls -0.4863374 -0.0455503
Ble -0.5737291 -0.4154777
BI7 -0.6315723 0.91516563

Table-5. Pearson correlation coefficients matrix

Variables PE HB PV SI CP TL BI

PE 1.00000

HB 0.49674 1.00000

SI 0.20513 0.21427 1.00000

PV 0.34190 0.42330 0.09401 1.00000

cp -0.23428 -0.26574 0.20982 -0.14572 1.00000

TL 0.12175 0.23702 0.13961 0.25386 -0.02624 1.00000

BI 0.44474 0.58313 0.20189 0.50913 -0.31887 0.29060 1.00000

4.6. Multiple Linear Regression

Table 6 depicts the model summary whereby R-square is valued at 0.4864. This indicates that 48.64% of the
dependent variable, the behavioural intention to use mobile apps by Malaysia’s Gen Y can be analyzed by the six
independent variables, Performance Expectancy, Habit, Price Value, Social Influence, Complexity, Trialability. The

remaining 51.36% is denoted by the supplementary factors which have not been included in this research.
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Table-6. Model summary
Root MSE Dependent Mean Coefficient Variance | R-Squared Adjusted R-Square
0.41217 4.01488 10.26604 0.4864 0.4782

Table 7 depicts the results of ANOVA. The F-ratio is used to measure the fitness of the model. The value of
59.50 of F-value is significant as p-value is less than 0.0001 (<0.05). It indicates that each one of the six
independent variables is able to describe the dependent variable. Therefore, the relationship between all the

independent variables and the dependent variable is significant and the research model in this study is fit.

Table-7. Multiple linear regression analysis ANOVA

Source DF Sum of squares | Mean Square F-value Pr>F
Model 6 60.64438 10.10740 59.50 <.0001
Error 377 64.04609 0.16988

Corrected Total | 383 124.69048

All hypotheses are accepted as the p-value for all the independent variables is less than 0.05 as depicted in
Table 8 [637]. Thus, Performance Expectancy (p=0.0078), Habit (p=<.0001), Price Value (p=0.0063), Social
Influence (p=<.0001), Complexity (p=<.0001) and Trialability (p=0.00385) have a significant relationship with the
dependent variable, behavioural intention to use mobile apps by Gen Y in Malaysia. Therefore, H1, H2, H3, H4, H5
and Hé6 are accepted and supported. Thus, the equation of the MLR is devised as follows:

Y=1.18265 + 0.12157 (PE) + 0.27286 (HB) + 0.07459 (PV) + 0.25147 (SI) - 0.14390 (CP) + 0.12270 (TL).

Table-8. Multiple linear regression: Parameter estimates

Variables | DF | Parameter | Standardized | t-value | Pr>|t| Tolerance | Variance
Estimates Estimate Inflation
Intercept 1 1.18265 0.23347 5.07 <.0001 (0}
PE 1 0.12157 0.04547 2.67 0.0078 0.70310 1.42228
HB 1 0.27286 0.04118 6.63 <.0001 0.62856 1.59094
PV 1 0.07459 0.02717 2.74 0.0063 0.84853 1.17851
SI 1 0.25147 0.03895 6.64 <.0001 0.77201 1.29533
CP 1 -0.14390 0.08069 -4.69 <.0001 0.83174 1.20229
TL 1 0.12270 0.04180 2.94 0.0035 0.90552 1.10434

5. DISCUSSION, CONCLUSIONS, AND IMPLICATIONS
5.1. Discussions of Major Findings

The result indicates that performance expectancy, habit, price value, social influence and trialability are
positively related to behavioral intention to use mobile apps by Gen Y in Malaysia, whereas complexity was
negatively related to behavioural intention. Therefore, all the six hypotheses are accepted, since the p-value is
greater than 0.05.

The finding showed that H1 is supported. This result shows a consistency with previous empirical researches
conducted by Lee, et al. (317, Lai [82], An, et al. [197], Wong, et al. [337], Morosan and DeFranco [187] and
Vinnik.V. [647] which concluded that performance expectancy had a direct positive relationship towards behavioral
intention to use mobile apps.

The result implied that H2 is supported. The outcome of positive influence is inclined to the findings of
Venkatesh, et al. [147], Slade, et al. [15], Nair, et al. (377, Yuan, et al. [367] and Vinnik.V. [647] wherein habit has a
positive relationship with behavioural intention.

The positive correlation between price value and behavioural intention in using apps by Gen Y is also validated
in this study. The results are consistent with Yang [417, Yuan, et al. [367], Salim, et al. [427] and Vinnik.V. [64]
who proved that price value has a positive relationship with behavioural intention. Henceforth, the result revealed
that hypothesis 8 (H3) is supported.
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The finding demonstrated that social influence and behavioural intention in using apps by Gen Y are positively
correlated. This result is congruent with the research by Guo [437, Bhatiasevi [447], Hsu and Lin [857] and Yuan,
et al. [367] that social influence has a notable influence towards behavioral intention to use apps. Thus hypothesis 4
(H4) is also supported.

Hypothesis 5 (H5) studies the correlation between complexity and behavioural intention to use mobile apps by
Gen Y in Malaysia. It signifies that a negative relationship between complexity and behavioural intention to use
mobile apps existed. Hence, H5 is accepted. The result is congruent with the outcomes of prior studies by Lee, et al.
[477], Jung, et al. (457 and Elogie, et al. [217].

The result also indicated that there is a significant correlation between trialability and behavioural intention to
use mobile apps by Gen Y in Malaysia. The result is congruent with the past researches conducted by Folorunso, et

al. [497, Lee, et al. [477] and Kogak, et al. [507]. Thus, Hypothesis 6 (H6) is accepted.

5.2. Theoretical Implications

This research figures out the importance of the proposed conceptual model of UTAUT2 and Diffusion
Innovation Theory in explaining the factors against the behavioural intention to use mobile apps by Gen Y in
Malaysia. The conceptual framework centralized on how the six factors affect the behavioural intention to use
mobile apps. Based on the result, the R-square is valued at 0.4864. This indicates that 48.64% of the dependent
variable, the behavioural intention to use mobile apps by Gen Y in Malaysia can be explained by the six
independent variables.

Besides, there are relatively less past studies that pivot two theories together to explain the behavioural
intention especially addressing the technology in Malaysia. Therefore, this research aspires to provide a vivid
insight into the future researchers that two theories can be fused together in research to explain the behavioural
intention. In a nutshell, UTAUT2 and Diffusion Innovation Theory are suitable theories that can be considered by

any future researchers who conduct research related to technological innovation.

5.8. Managerial Implications

This study caters implications to Gen Y and society. It becomes a salient source of reference to the societies as
societies inclusive of Gen Y are aware of the determinants that drive them to use mobile apps. For instance, users
favoured Instagram because they can post and share astonishing photos with their followers.

Behind of this well-liked app, performance expectancy plays a significant role as designers focus on building
functions that fulfil the users’ needs. Additionally, this study is useful for apps’ designers, as designers are able to
design apps to suit users’ preferences and expectations through analysing the variables. For instance, traffic
congestion becomes a common norm in daily life and apps designers want to create an app that reminds the users
about the traffic congestion on the road and the average travelling time to reach a destination. Hence, Waze app is a
traffic and navigation app had created and it received tremendous popularity.

Undeniably, apps could be used for a learning tool. Parents and teachers can use apps to cultivate learning
through animated graphics, pictures, audio and video to their kids so that the kids will find learning interesting.
Moreover, societies are glued to the apps as they unconsciously formed a habit to post and share videos and pictures

of families and friends every day by using apps. It becomes a norm for them to use apps daily in their life.

5.4. Limitations and Recommendations for Future Research

One of the limitations is that the 5-point Likert scale is considered as close-ended questions which limit the
respondents for voicing out their own opinions. The targeted respondents are being restricted by the choices
available in the survey questionnaires. To have a better understanding of respondents’ thinking, the open-ended

question is suggested in the questionnaire in order to provide the opportunity to the respondents in giving their
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own opinion. Besides, data collected from the respondents may not be fully accurate as the respondents might
simply fill in the survey due to the limited time available. In order to deal with the time consuming problem, it is
recommended to conduct a Face-to-Face interview to get more reliable information.

Furthermore, it is suggested to include other states such as Penang and Melaka instead of just focusing on few
states in order to get more detail and robust result as different states consist different respondents whereby
different responses will be collected to generate different results. Moreover, the cross sectional approach followed in
this study could be one of the limitations. The behavioural intention may change over a period of time. Results and
data being collected might be irrelevant in the future, as those data only reflect the current position. In order to get
a more accurate result, longitudinal approach is recommended, because this approach can look at a longer period of
time instead of just focusing a particular time frame. Lack of gender issue became a limitation in this study. In this
study, the female respondents are more than 56.77%, while male respondents consisted only 43.23%. It may not be
the most perfect representation of the Gen Y population and affect the accuracy of the results. It is suggested that
future researchers shall set a sample size, which can control the gender balance problem to get a more reliable

result.

6. CONCLUSION
This research explored the drivers that influence the behavioural intention to use mobile apps widely in
Malaysia. The independent variables in this study have a significant influence on behavioural intention to use

mobile apps. The research questions of this study have been answered.
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