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Abstract

In today’s global age, online booking system has been used by many industries from hotel, tourism and airlines. Online booking system is viewed
as a systematic process for the company to enhance their organizational performance. This study investigated the factors which influencing the users’
acceptance towards using online booking system for car service centre. Survey data was collected from 384 respondents were analyzed using Statistical
Package for the Social Science (SPSS 15.0). The findings were obtained based on the key constructs from UTAUT 2 which are performance expectancy,
effort expectancy, social influence, facilitating conditions, hedonic motivation, price value and behavioral intention. This study objective is to find the
factors which influence the users’ acceptance towards new technology for booking appointment. The results of this study can be useful to understand
users’ acceptance from new perspective which can be used by authorized car service centre.

Introduction

With the use of the Internet, people can access the information
easily and make the reservation online. The revolution of the
Internet has transformed the service transaction from direct
contact to online service exchange [1]. Recently, booking services
have transformed from manual to online service even in the area
that has not yet been penetrated by digitization [2] for instance,
booking a hotel or flight online has become “habitual” Khare and
Handa [3]. Since many people have recognized the importance
of going online, business around the world starts to give their
attention on the virtual business environment to improve their
competitive advantage (Sam and Tahir, 2009). This is because
online service can offer the user with low cost, more convenience
and greater accessibility for service by removing time and space
barriers Rust [1]. While many industries have started to apply
online booking system, the automobile industry has started to offer
online booking. Automotive industry is related to many aspects of
car ownership, which the product must come up with after sale
service since maintenance has become a service that comes intact
with the car sales, which usually is offered through the authorized
service centre [4].

The automotive industry plays an important role in daily
activities, not just providing the transportation but also important
for economic, social and environmental activities around the world
[5]. The significant growth in the number of vehicles registration
and licensed drivers has caused the huge demand for motor vehicle
repair and service industry in Malaysia (Malaysian Road Transport
Department, 2013). Some of automobile company have started to

implement online booking system for car users since Malaysia has
reached about half a million units per year for new car sales with 10
million unit of existing cars already in the community [6]. However,
most car service centre in Malaysia specifically in Malacca still
use the manual booking system where the customers have to wait
and call the operators to book a date for car service. The manual
booking system is time and energy consuming, this process is not
efficient especially for a big and well-known company [7]. The
limitation for manual booking system also because of the office only
operates during office hour and the reservation can only be made
at that time.

From the perspective of new technology, many researchers
have studied by using theoretical theory to explain users’
behavioral intention of new technologies Kucukusta 2015; Davis
and Venkatesh 1996. Various researchers have proposed mixed
theories to determine what is the user’s intention towards the usage
and behavioral intention of Internet technology. Most theories state
that the behavioral intention of a technology is determined more by
the attitude and behavior of the users themselves rather than the
technology characteristics Kim 2009, Kim and Garrison 2010, Jang
and Noh 2011, Chang and Yang 2013.

The researcher intends to understand the factors that influence
the behavioral intention towards using online booking system for
car service centre in Malacca by using 7 constructs from UTAUT
2 which are performance expectancy, effort expectancy, social
influence, facilitating condition, hedonic motivation, price value
and habit to investigate the relationship with users’ behavioral
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intention. The following factors have been widely used by various
researchers for new technology behavioral intention Dwivedi
2017. This research will review the factors which influence users’
behavioral intention towards new online booking system for car
service by using UTAUT 2 model.

Literature Review
Overview on automotive industry in Malaysia

Automotive industry in Malaysia is vital for the country
manufacturing and economy sector Industry 2014. There are
around 710,000 people are employed during 2014 in automotive
industry and almost RM30 billion was contributed to Malaysia’s
GDP Industry 2014. In Southeast Asia, Malaysia is one of the
representatives for the biggest automobile markets Nasir 2004
which comprises of 27 car producers and more than 640 component
manufactures. Automotive industry in Malaysia started during
British Malayan colonial era where Ford Malaya has turned into the
first car assembly plant in Southeast Asia upon its foundation in
Singapore in 1926. Since 1985, Malaysia has their own first-made-
In-Malaysia car, Proton then followed by Perodua in 1993. In 2002,
Malaysia become the 11th country in the world that has capability
to full design and manufacture cars through Proton production
Wikipedia 2017.

Car service centre

There are two types of car service centre which is the
authorized car service centre and the other is the independent
garage Rajalakshmi and Singh 2017. There are some differences
of the services provided by the authorized service centre and the
local garage. Usually, authorized car service is more organized
since everyone in the service chain has their own duties and

responsibilities. The service provided by authorized car service
centre should be at the highest level from communication and
information transfer Igor, Darko and Aleksandar 2013. According
to Igor, Darko and Alexander 2013, found that many car owners
are satisfied with the aspect for appointment at the authorized car
service centre. This study intends to explore the users’ behavioral
intention towards authorized car service centre in Malacca.

Manual booking system at car service centre

Currently, there are some authorized car service centre in
Malacca still run a manual booking system. Only few car service
centre have implemented online booking system for example
Proton and Toyota. The manual booking system requires customer
to book by calling operators or walk in to the centre for booking
sessions. It is quite troublesome since the customers have to wait
for the operators to pick up the call. The current service centre
use this flow for car maintenance according to Igor, Darko and
Aleksandar 2013.

Definition of online booking system

A system where users are allowed to book an appointment
via the internet is defined as an online booking system [8]. Online
booking is a method to store, publish, and upgrade data availability
and prices besides provide consumer a system for reservation
Landvogt 2004. With the technology advancement, many businesses
have started to offer an online site to gain more customers Chow
2017. Through online site, they can provide their customers with
online booking system to enhance the efficiency of the business.
There has been a significant growth in online booking for tourism
and hospitality, for example online booking for hotel, airline tickets
and others because of the convenience to check information and
making reservation online.

The extension of unified theory of acceptance and use of technology (UTAUT 2)

Figure 1: The UTAUT 2 model (source retrieved from Venkatesh et al., 2012).
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There also research done which suggest the extension of UTAUT
by adding hedonic motivation, price and habit for consumers’
technology according to Vekatesh et al. [9]. Thus, as UTAUT2 was
improved from previous UTAUT, the researcher intends to use
UTAUT2 as a model to explore the factors that influence users’
behavioral intention and use of new technology in automotive
industry. However, the moderator will not be used since researcher
just want to focus on the factors without considering age,
experience, gender and voluntariness of use. Since UTAUT focuses
on organization technology behavioral intention, UTAUT 2 was
developed to study about the technology behavioral intention from
consumer side Kaneberg and Zehra Jonkoping 2016; (Figure 1).

Performance expectancy

Performance Expectancy is defined as “the degree to which
an individual believes that using the system will give benefits
to consumers in doing certain activities.” [9]. Based on the study
done by Sulistiyaningsih 2014, the authors stated that when the
customers are satisfied with the new technology as it will improve
their task performance is considered as perceived usefulness.
In addition, it is proved that a consumer is more confident of
the usefulness of the technology when it is used frequently and
Sulistiyaningsih 2014. In conclusion, it is found that performance
expectancy is significant variable which can influence the user’s
intention towards the usage of the new technology system [10].

Effort expectancy

Effort expectancy is defined as “the degree of ease associated
with the use of the system” [9]. Numerous studies found that effort
expectancy has a significant effect on the users’ intention to adopt
new technology Alraja 2016; Alraja 2015; Chang 2007; Schaper and
Pervan 2007; Gupta 2008; Al-Shaf 2009.

Social influence

Social influence is defined as the effect of people’s opinion
towards individual user behavior Zhou 2011. It also supported by
Sona Mardikyan 2012. which found that social influence positively
influences the user usage of 3G technology. In this study, the
researcher wants to study how the social influence can affect the
behavioral intention of user to use online booking system for car
service at car service centre in Malacca [11].

Facilitating condition

Facilitating Conditions is considered as “the degree to which
an individual believes that an organizational and technical
infrastructure exists to support the use of the system” Venkatesh
2003. Based on the research done by Chibaro 2015, the author
found from previous research about technology acceptance, that
most people would likely to adopt the new technology if they have
sufficient and appropriate infrastructure to adopt it [12].

Hedonic motivation

According to Ventakesh et al. [9], hedonic motivation is defined
as the fun customers feel from using the technology. HM is defined
as “the fun or pleasure derived from using a technology. Previous
studies show that hedonic motivation has been validated as import-

ant factor for new technology behavioral intention Kaneberg and
Zehra Jonkoping 2016; Brown and Venkatesh 2005.

Price value

Price value is defined as the monetary costs that customers have
to bear when using the technology. Technology for consumers is not
given for free, unlike in the organizational context, thus the cost of
using the technology might have significant effect on consumer’s
intention to use the technology [9]. Usually online booking system
are mostly free to be used for customers, but the costs for using
online website are the cost of internet, mobile device and also
mobile device maintenance Fong and Wong 2015; Wei 2009.

Habit

According to Ventakesh et al. [9], habit is defined as to which
extent an individual tends to perform certain behavior because of
learning. In this research, the researcher defines habit as the extent
to which an individual tends to use online booking for car service
centre in Malacca. Study made by Ventakesh et al. [9] also found
that habit can influence the behavioral intention of users towards
using new technology (Figure 2).

Independent Variable Dependent Variable

| Performance Expectancy H1

| Effort Expectancy H2

H3

| Social Influsnce

Behavioral Intention ta Use Online
Booking System for Car Service

\f/

| Facilitating Condition

H5

| Hedonic Motivation He

| Price Value

| Habit

Figure 2

H1: There is significant and positive relationship between
performance expectancy and users’ behavioral intention to
use online booking system.

H2: There is significant and positive relationship between
effort expectancy and users’ behavioral intention to use
online booking system for car service.

H3: There is significant and positive relationship between
social influence and users’ behavioral intention to use
online booking system for car service.

H4: There is significant and positive relationship between
facilitating condition and users’ behavioral intention to use
online booking system for car service.

HS5: There is significant and positive relationship between
hedonic motivation and users’ behavioral intention to use
online booking system for car service.

H6: There is significant and positive relationship between
price value and users’ behavioral intention to use online
booking system for car service.

H7: There is significant and positive relationship between
habit and users’ behavioral intention to use online booking
system for car service.
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Research Methodology

A total number of 350 respondents will be given the
questionnaire about the factors that influence the users’ behavioral
intention towards online booking system for car service centre
in Malacca. This data collection technique is used to acquire
the relevant data and information and at the same time to help
authorized car service centre to improve their organizational
performance. The respondents were chosen by using probability
sampling method.

Discussion

The 350 respondents from car user have been interpreted
the results by using SPSS software. Researcher want to study the
users’ acceptance towards online booking system for car service by
studying the factors that can influence their behavioral intention.
So, in demographic part of questionnaire.

Based on Figure 3, it shows that most of the respondents prefer
to deliver their car for service at authorized car service centre with
66% (231 respondents), while 34% (119 respondents) prefer to
send their car at Independent garage.

PREFERANCE
PLACE FOR
CAR SERWICE

Authorized
Car Service
Centre

Independent
.Garage

Figure 3: Respondent’s preference place for car service.

BOOKING
PROCESS

Brhone Call
Mwialk In

Online
ElIE.h::u::nhting

Figure 4: Respondent’s preferred booking process.

Based on Figure 4, it shows that most of the respondents prefer
to walk in to the car service centre in order to make a booking
process with 48.9% (171 respondents), followed by 41.1% (144
respondents) prefer to use phone call for booking process and least
preferred booking process is online booking system, as its still new
with only 10% (35 respondents).

Reliability analysis

Reliability analysis is the most widely method used to check
the internal consistency. In order to evaluate whether the data is

reliable or not, reliability testing must be done for the continuance
of the research. Cronbach Alpha is used to check and test the
goodness of the data obtained.

Table 1 above showed the Cronbach Alpha for the independent
and dependent variables computed to analyze the reliability of this
research. The reliability analysis between independent variables
(Performance Expectancy, Effort Expectancy, Social Influence,
Facilitating Condition, Hedonic Motivation,
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Table 1: Reliability test for all variables.

Cronbach’s Alpha Cronbach’s Alpha Based on Standardized Items N of Items

0.962 0.962 32

Price Value and Habit) and one dependent variable (behavioral Table above it indicates that the Cronbach Alpha is 0.962, which is
intention). The total respondents of this research which is 350 excellent reliability.
are chosen to analyze the reliability test. Therefore, from the

Multiple linear regression on all independent variables
Table 2: ANOVAa

Model Sum of Squares df Mean Square F Sig.
Regression 81.262 7 11.609 87.782 0.000°
Residual 45.228 342 0.132
Total 126.49 349

a: Dependent Variable: Behavioral Intention

b: Predictors: (Constant), Habit, Effort Expectancy, Social Influence, Performance Expectancy, Hedonic Motivation,
Facilitating Condition, Price Value

Based on the Table 2 above, the p-value is 0.000 is smaller than the relationship between the factors that can influence users’
the alpha value of 0.05. The overall multiple regression models are  behavioral intention towards using online booking system for car
significant at the 5% level of significant and it is good at describing  service at car service centre at Malacca.

Table 3: Correlation analysis.

V1 1v2 V3 V4 IV5 IvVé v7 DV
1
V1 Pearson Correlation Sig. (2-tailed) N
350
0.661** 1
1v2 Pearson Correlation Sig. (2-tailed) N 0.000
350 350
0.516** 0.564**
1v3 Pearson Correlation Sig. (2-tailed) N 0.000 0.000
350 350 350
0.530** 0.671** 0.623**
v4 Pearson Correlation Sig. (2-tailed) N 0.000 0.000 0.000
350 350 350 350
0.517** 0.623** 0.529** 0.636**
V5 Pearson Correlation Sig. (2-tailed) N 0.000 0.000 0.000 0.000
350 350 350 350
0.550** 0.606** 0.545** 0.606**
Ve Pearson Correlation Sig. (2-tailed) N 0.000 0.000 0.000 0.000
350 350 350 350
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0.548** 0.497** 0.556** 0.539** 0.610** 0.670** 1
1v7 Pearson Correlation Sig. (2-tailed) N 0.000 0.000 0.000 0.000 0.000 0.000
350 350 350 350 350 350 350
0.623** 0.528** 0.562** 0.509** 0.621** 0.673** 0.720**
DV Pearson Correlation Sig. (2-tailed) N 1
0.000 0.000 0.000 0.000 0.000 0.000 0.000

Based on the Table 3 above, the results show all the correlation
between independent variables and dependent variable to find the
strength of relationship between them. for the first independent
variable, the correlation between performance expectancy and
behavioral intention is 0.623. this coefficient shows a positive
relationship between both variables. The p value of this correlation
is 0.000 which is less than 0.05. thus, this correlation coefficient is
statistically significant.

Next, for the second independent variable, the correlation
between effort expectancy and behavioral intention is 0.582. This
coefficient shows a positive relationship between both variables.
The p value of this correlation is 0.000 which is less than 0.05.
Thus, this correlation coefficient is statistically significant. Based
on the results, the correlation between social influence, the third
independent variable and behavioral intention is 0.562. Based on
coefficient, it shows a positive relationship between social influence
and behavioral intention. The p value of this correlation is less than
0.05 which 0.000. Thus, this correlation coefficient is statistically
significant.

For the fourth factor which is facilitating condition, the
correlation between facilitating condition and behavioral intention

is 0.509. Based on coefficient shows a positive relationship between
facilitating condition and behavioral intention. The p value of this
correlation is 0.000 which less than 0.05. Thus, this correlation
coefficient is statistically significant. Based on the results from
the Table above, the correlation between hedonic motivation and
behavioral intention is 0.621. Based on coefficient, it shows a
positive relationship between hedonic motivation and behavioral
intention. The p value of this correlation is less than 0.05 which
0.000. Thus, this correlation coefficient is statistically significant.

For the sixth independent variable, the correlation between
price value and behavioral intention is 0.673. Based on coefficient,
it shows a positive relationship between price value and behavioral
intention. The p value of this correlation is less than 0.05 which
0.000. Thus, this correlation coefficient is statistically significant.
And lastly, for the last independent variable which is habit, the
correlation between habit and behavioral intention is 0.720. Based
on coefficient, it shows a positive relationship between habit and
behavioral intention. The p value of this correlation is less than
0.05 which 0.000. Thus, this correlation coefficient is statistically
significant. Thus, all the independent variable has positive
correlation with the dependent variable (Table 4).

Table 4.
Unstandardized Coefficients Standardized Coefficients
Model t Sig.
B Std. Error Beta
1 (Constant) 0.206 0.131 1.572 0.117
PE 0.196 0.048 0.191 4.109 0
EE 0.117 0.053 0.114 2.202 0.028
SI 0.096 0.042 0.103 2.268 0.024
FC -0.11 0.053 -0.104 -2.068 0.039
HM 0.07 0.054 0.069 1.297 0.195
PV 0.217 0.058 0.201 3.757 0
HT 0.376 0.047 0.381 8.038 0
Conclusion Acknowledgement

As a conclusion, this research addressed the main issue
about what are the factors that can influencing users’ behavioral
intention towards using online booking system for car service at car
service centre in Malacca. the factors are performance expectancy,
effort expectancy, social influence, facilitating condition, hedonic
motivation, price value and habit. However, from all these seven
factors only six factors were accepted as significant in this study
which are performance expectancy, effort expectancy, social
influence, facilitating condition, price value and habit while hedonic
motivation is rejected as the significant value is more than 0.05.
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