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Abstract 

Background: The rapid spread of the internet and mobile technology in the past decades lead 
to an increase in businesses that work under the umbrella term of the “sharing 
economy“, an economic model which works according to the notion that sharing 
is often better than owning (The Economist, 2013). Companies like Airbnb and 
Uber increase their business activities all over the globe and lead to hot-tempered 
discussions among critiques and supporters. Generation Y is critical, as they are 
the first generation that grew up with mobile technology; it presents an important 
consumer group for companies which operate within the sharing economy. The 
public opinion towards services like Uber is divided, but what do consumers 
actually think? 

Purpose:  This thesis investigates the intention of Swedish generation Y consumers to use 
the services of Uber and examines the influencing factors. 

Method: To meet the purpose of this thesis, a quantitative study has been conducted. The 
data was collected with an online questionnaire among Swedish generation Y 
consumers. Besides demographical data and questions regarding the knowledge 
and use of Uber, the questionnaire consisted of several question blocks that have 
been developed according to the constructs of two well established models to 
predict human behaviour and technology adoption, the Theory of Planned 
Behaviour and the Technology Acceptance Model. 

Conclusion:  The results of the study show that Swedish generation Y consumers have a 
positive intention to use the services of Uber. The attitude towards the behaviour was 
measured to have the strongest impact on the intention to use the services. The 
outcomes show that the attitude towards the use of the Uber services is 
influenced by the factors perceived ease of use and perceived usefulness. Contrary to 
previous research, the results showed that generation Y consumers are not 
substantially influenced by the subjective norm, which was the weakest influencing 
factor in the study. The results offer a range of theoretical and practical 
implications as well as various possibilities for future research. 
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1. Introduction 

The introduction provides background information about the topic and explains why it deserves to be studied. The 

purpose of the study as well as the research questions are presented. The chapter closes with a definition of key 

terms and the structure of the thesis. 

 

1.1 Background 

The arrival and rapid expansion of digital technology in the last decades of the 20th century has 

been described as singularity – “an event which changes things so fundamentally that there is 

absolutely no coming back” (Prensky, 2001, p.1). Digital and especially mobile technology has 

become an important part of human life and is deep-seated nowadays, in both the private and 

work life of modern society. The adoption of digital technology has changed the needs and 

expectations of consumers substantially (Thaler & Tucker, 2013). People have become used to 

receiving information immediately and without limitations, whenever and wherever they require it 

(Weatherhead, 2014). The spread of digital technologies lead to a change of lifestyle, especially 

for younger generations. 

The so-called “generation Y” or “Millennials”, who were born between 1980 and 2000 (Goldman 

Sachs, 2016), is the first generation that grew up with this new type of technology.  Members of 

this cohort feel very comfortable with different types of mobile devices and see them as “an 

extension of their everyday behaviour” (Papp & Matulich, 2011, p.2). Millennials are also referred 

to as “digital natives”, since they are native speakers of the digital language, compared to older 

generations that are described as “digital immigrants” (Prensky, 2001). They frequently use digital 

devices in various situations of their daily life and account for the bulk of the overall usage of 

mobile applications (Schultz, Jain, & Viswanathan, 2015). Generation Y (further referred to as 

“gen Y”) members graduate from colleges and enter the workforce, which makes them a 

powerful and promising consumer group (Lee, Taylor, & Cosenza, 2002). 

The changing demands of this cohort lead companies to adapt their business models to the new 

needs of consumers, often resulting in an increased usage of websites and mobile applications to 

extend the flexibility of services and enhance the convenience for customers. Buying goods 

online from providers like Amazon or Zalando, or ordering food with a mobile application, have 

become commonplace in the digital age. Various service providers do not operate physical stores, 

but conduct their business solely via websites and mobile applications. This is especially common 
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within the sharing economy where it is usual for companies to conduct their business via online 

platforms. The sharing economy, which is defined as “an economic system in which assets or 

services are shared between private individuals, either free or for a fee, typically by means of the 

internet” (Oxforddictionaries, 2016), is based on the principle that in a world with scarce 

resources it is often better to share than to own (Dörr & Goldschmidt, 2016). Prominent 

examples for successful businesses within the sharing economy are the flat sharing platform 

“Airbnb”, the task-sharing agent “Taskrabbit” and the car sharing service “Uber”. 

With gen Y as a growing consumer base comes a new demand for smart and innovative 

transportation solutions. Members of gen Y are described as being less interested in car 

ownership compared to previous generations and more motivated in alternative ways to move 

around (Tuttle & Tuttle, 2012 ). Deloitte Global (2014) revealed that 25% of gen Y do not plan 

to lease or purchase a car before 2019 and they demand a new model of car ownership (Charles, 

2013). A recent article stated that private cars are among the most underused resources in the 

world and that they are about to be revolutionized (Lindsten, 2016). Various organizations 

attempt to fill that need and offer new innovative modes of transportation. One company which 

divides the public opinion more than others is the car sharing service Uber. This makes it one of 

the most controversial players within the sharing economy of the past years (Rampell, 2014; 

Rushe, 2014). 

The company, which was founded in 2009, has spread quickly all over the globe and was ranked 

among the 50 most powerful companies in America (Loudenback, 2015) with an estimated value 

of more than $60 billion in 2015 (Bloomberg.com, 2015). Uber started by providing luxury cars 

in a few major cities and developed to change the passenger transport industry worldwide. They 

offer a mobile application based transportation service with a network of private drivers that are 

referred to as “drive-partners”.  Nowadays, Uber is active in over 50 countries and 370 cities all 

over the globe (Uber.com, 2016a). The company experienced extensive media coverage in recent 

years due to the global success, as well as a variety of legal disputes with local municipalities and 

businesses. 

Given the rising success of the sharing economy in the digital age and the controversial nature of 

the company Uber, the question arises: What factors influence people when deciding to use or 

not to use its services? Due to the unique characteristics of gen Y as the first “digital natives” as 

well as their important role as current and future consumers, the authors want to discover more 

about this cohort's intentions to use the services of Uber.  
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1.2 Research 

The following section discusses the problem and purpose of this research study. The persepective 

of the thesis, contributions, and delimitations are presented. 

1.2.1 Problem & Purpose 

The current disruptive innovations (cf. 1.2.6) within the sharing economy, such as the services of 

Uber and Airbnb, have resulted in the development of adapted behaviours among consumers, 

specifically gen Y consumers. Gen Y´s are a cohort that has also been called digital natives due to 

their proficiency with technology and technology based services (cf. section 1.1). In the case of a 

service like Uber, this behaviour includes the use of both a mobile application and the service 

itself. Due to the lack of research regarding the sharing economy and disruptive innovations 

(Heinrichs, 2013), especially on the consumer point of view, the intention of individuals to use 

these services is unclear. 

The purpose of this thesis is to investigate the intention of Swedish gen Y consumers to use the 

services of Uber and the factors that influence this intention. 

 

1.2.2 Research Questions 

RQ1:  What is the attitude of Swedish gen Y towards Uber? 

RQ1a:  What role does perceived usefulness of the Uber services play regarding the attitude 
towards the Uber services? 

RQ1b:  What role does perceived ease of use of the Uber services play regarding the attitude 
towards the Uber services? 

RQ2:  What role does the attitude towards the Uber services play regarding the intention to use 
the Uber services? 

RQ3:  What role does the subjective norm play regarding the intention to use the Uber services? 

RQ4:  What role does perceived behavioural control play regarding the intention to use the Uber 
services? 
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1.2.3 Perspective of the Thesis 

The present study focuses on the behavioural intention of consumers to use the services of Uber. 

Therefore, the authors used the Theory of Planned Behaviour (TPB), a model that has been 

supported as a reliable tool to predict human behaviour (cf. section 2.4). Due to the specific 

nature of Uber, being a service that can only be used in conjunction with technology (mobile 

application), the authors included the Technology Acceptance Model (cf. section 2.5 ) in the 

research framework. This research study was executed based on an integrated model of TPB and 

TAM (cf. section 2.6), which was inspired by a study of Chen et al., (2007). 

1.2.4 Contribution 

This research study contributes to the literature of consumer behaviour by adding insights about 

the intention of Swedish gen Y to use technology based services like Uber. It examines the 

importance of relevant factors that influence the intention of consumers to use the Uber services 

by applying an integrated model of the TPB and TAM (cf. Section 2.6).  The results provide 

theoretical implications which can be used as basis for further research as well as managerial 

implications which help companies within the sharing economy to improve their services. 

Furthermore, the outcomes of the study offer governmental policy makers valuable insights that 

could help to adapt existing laws regarding services of the sharing economy. 

1.2.5 Delimitations 

The authors decided to focus on gen Y consumers and leave out other cohorts within the study 

due to the following reasons: Gen Y is the first generation that grew up with digital technology 

which makes it interesting to know more about their behavioural intention to use mobile 

technology based services like Uber. Furthermore, gen Y has different preferences regarding 

modes of transportation compared to previous cohorts (cf. Section 1.1). Other generations are 

not less important, but including them in the research would go beyond the scope of this study. 

The authors decided to limit the study to the geographical area of Sweden, since Uber is in an 

early stage in the country. The company started operating in Sweden in 2013 and offered their 

services in 3 Swedish cities at the start of this research project (February, 2016). This early stage 

after the launch makes it intriguing to investigate the opinions as well as intentions of consumers 

towards this new type of service. In Sweden, the legal standpoint of Uber is still unclear, since 

governmental investigations regarding the services are still in progress (cf. Section 2.1.3) 
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1.2.6 Key terms 

Attitude: According to Ajzen (2005), attitude is “a disposition to respond favorably or 
unfavorably to an object, person, institution or event” (p.3). 

Behaviour: Behaviour is defined as an “observable activity in a human or animal” 
(Dictionary.com, 2016) 

Intention: Intention is defined as “A thing intended; an aim or plan” (Oxforddictionaries, 2016) 

Generation Y: Gen Y is defined as individuals that are born between 1980 and 2000 (Goldman 
Sachs, 2016). Other definitions vary in the time span (cf. section 2.2) 

Theory of Planned Behaviour (TPB): The TPB is an extension of the Theory of Reasoned 
Action (TRA), which was developed by Fishbein & Ajzen (1975) to ”predict and explain human 
behaviour in specific contexts” (Ajzen, 1991, pp 181). A detailed discussion of the TPB can be 
found in section 2.4. 

Technology Acceptance Model (TAM): The TAM was developed to explain the underlying 
factors behind accepting or rejecting a new technological invention (Davis, 1989). More 
information about the TAM can be found in section 2.5. 

Sharing Economy: The sharing economy is defined as: “An economic system in which assets or 
services are shared between private individuals, either free or for a fee, typically by means of the 
Internet” (Oxforddictionaries, 2016). A detailed description of the sharing economy can be found 
in section 2.3. 

Disruptive Innovation: Disruptive innovation is defined as the process of gaining competitive 
advantage by developing new products, services or businessmodels that changes an entire 
industry to the extent that there is no going back (Christensen, 1997; Markides, 2006 ;Prensky, 
2001). 

1.2.7 Structure 

The following section gives a brief overview of the structure of this thesis. As illustrated in Figure 

1., the report starts with an introductory chapter that gives the reader background information 

about the topic and presents the research questions as well as contributions and delimitations. 

The theoretical frame of reference introduces the company Uber in detail and discusses 

theoretical models that have been used in this research project. Subsequently, the methodology 

and method are discussed in detail. Empirical findings are presented and analysed by connecting 

the results of the study to previous research. The last chapter presents the conclusion, discussing 

theoretical and managerial implications, limitations, and possibilities for future research. The 

report closes with ethical considerations of the topic. 

 

 

Figure 1. Structure 
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2. Theoretical Frame of Reference 

The following chapter introduces the company Uber and discusses  relevant literature on gen Y, the sharing 

economy, and the models of TPB and TAM. The research framework as well as the hypotheses development is 

presented. 

2.1 Uber 

The first section of the chapter discusses subjects that are directly related to Uber and helps the 
reader to understand the broader context of study. 

2.1.1 How Uber works 

Uber offers its mobile application for smartphones which connects its customers to a global 

network of private drivers. To register with Uber, users have to download the mobile application 

and enter their name as well as credit card information. The users can then locate the closest 

driver via GPS and request a ride by setting a pickup location. The current location as well as 

estimated arrival of the booked Uber driver can be tracked via GPS. The mobile application 

offers information about the driver including name, photo, performance rating from previous 

customers, as well as details about the car and license plate. Furthermore, the user can call the 

driver directly before the ride, or afterwards in case that something has been left behind. 

The Uber application also offers a fare estimate function to approximate how much the trip will 

cost. The fare is charged similar to a conventional cab, with an initial fare as well as a surcharge 

depending on the distance travelled. The credit card of the user is automatically billed at the end 

of a ride by Uber without any further action from the driver. When riding together with others, 

the mobile application offers the option to split the fare between registered customers. The user 

can share information about the route with other people and inform them about the expected 

arrival time. After the ride, the user can provide anonymous information about the ride and rate 

the driver; the driver can also rate the user. In different cities, Uber offers different rides for 

different preferences from “normal” economy cars, to luxury vehicles, as well as cars for special 

needs, for example, the possibility to ride with a wheelchair. Furthermore, Uber launched several 

non-taxi services like the food delivery service “UberEAT”, the logistics and transport service 

“UberCARGO”, the carpool service “UberPOOL” or the bicycle delivery service “UberRUSH” 

(Uber.com, 2016a). Uber operates an instant response teams which is available for all kinds of 

safety concerns around the clock. All participants of an Uber ride including all people on the road 

are covered through a worldwide insurance. A brief history of Uber can be found in Appendix 1. 
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2.1.2 Media Attention 

Uber has experienced extensive media coverage in recent years, both positive and negative. The 

company is currently (February, 2016) involved in more than 170 lawsuits worldwide. Uber is 

often accused of unfair competition (Arvedlund, 2014; Seward, 2014), which has led to bans in 

several countries like France, the Netherlands, and Germany (Corriere della Sera, 2015; Picey & 

Abboud, 2015). Their so-called “unfair” business practices also stimulated severe strikes and 

protests among taxi drivers in Paris (Chrisafis, 2016), London (Merralls, 2016) and other 

metropoles. The company was involved in more severe incidents, such as the accusation of rape 

by an Uber driver (Farrell, 2015) and the killing of a 6 year old girl in India (Melendez, 2016). 

Safety concerns have been highly debated in the press, resulting in a whole section about safety 

on the Uber website, pointing out that safety is a primary concern for them (Uber.com, 2016b). 

Besides the aforementioned incidents, the business practices of Uber resulted in extensive 

debates about the state of the legal systems concerning the new emerging sharing economy 

(Naughton, 2015). 

2.1.3 Legal Issues 

Since its launch, Uber has been the subject of many legal disputes and protests of taxi drivers all 

over the world (Chrisafis, 2016; Merralls, 2016). Opposing parties criticise that the company does 

not pay taxes or licensing fees, that untrained drivers could endanger their passengers, and that 

their business model results in unfair competition to conventional taxi drivers (Abboud & 

Wagstaff, 2015). Another reason for public criticism is that Uber drivers are working as 

independent contractors, which does not entitle them to receive benefits like health insurance or 

support for job expenses like maintenance of their vehicles or gas expenses, contrary to regular 

employees (Griswold, 2016). The controversial relation of the Uber services regarding the laws of 

different jurisdictions led to the ban or partial ban of Uber in several countries including 

Germany, the Netherlands, and France (Khosla, 2016). A map which showcases where Uber was 

banned around the world in 2015, composed by Globalpost.com (2015), can be found in 

Appendix 2. 

2.1.4 Uber in Sweden 

In January 2013, Uber started as a limousine service in Stockholm (Olsson & Törnmalm, 2015) 

and is currently present in Sweden’s three largest cities: Stockholm, Gothenburg, and Malmö 

(Uber.com, 2016a). In September 2015, the first court case involving Uber in Sweden was settled. 

The sentence involved a fine of 2500 SEK for illegal taxi traffic (Goldberg, 2015a). As recent as 

March 2016, the latest sentence was concluded. In the past three years, 21 Uber drivers have been 

sentenced for illegal taxi service in Sweden, but so far none of the cases have been tested in the 

highest court (DN.SE, 2016). The Swedish Transport Agency, along with the Swedish Taxi 
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Association, claim that UberPOP, which Uber drivers used, is illegal. The chief of Uber in the 

Nordics, Alex Czarnecki, claims that UberPOP works within the framework of the Swedish law 

as a service for private drivers who share their trip with others to reduce costs (Goldberg, 2015a).  

According to an investigation by Radio Sweden (Sveriges Radio), three out of ten Uber drivers 

admit that they don´t pay taxes (Wettre & Ridderstedt, 2016). Furthermore, the tax agency in 

Sweden is currently investigating if Uber is avoiding taxes and tax responsibilities they have 

(Wettre & Ridderstedt, 2016). This is not the only investigation involving Uber that is currently in 

progress. According to a press release in July 2015, the government stated that they will conduct 

an investigation that covers how the regulation for taxi and ride sharing services can be adapted 

to the new circumstances. The investigation will inquire whether the use of a taximeter shall be 

made obligatory or if a new definition of taxi service without taximeter can be created. It will also 

examine the rules for ride sharing between private individuals (Tibell, 2015). A professor at the 

Swedish Royal Institute of Technology (KTH), Amy Rader Olsson, has been assigned to lead this 

investigation and to present her findings to the Swedish government in July 2016, approximately 

one month after this thesis will be published (Goldberg, 2015b).   

2.1.5 Competition and Market Analysis 

As part of the new shared economy movement, the ride sharing industry has grown substantially 

in the past years (Brown, 2016). Companies such as Uber, Lyft, and the China based Didi Kuaidi 

are able to gain substantial profits by working as intermediates between the drivers and the clients 

(Quora.com, 2016). Uber is the largest ride sharing company today, with an estimated value of 

over 60 billion dollars, followed by Didi Kuaidi, Ola, and Lyft (Punit, 2016).  Due to the high 

demand of shared rides, a range of new businesses aim to gain a share of this fast growing 

market. One example is SideCar, which was funded by Google and Virgin Group CEO Richard 

Branson, who launched their service in December 2015 (Hern, 2015; MacMillan, 2016). Other 

new ride sharing providers are Juno and Swift, which are partly owned by their drivers and 

therefore claim to offer a fairer treatment to their employees compared to the competition 

(Horwitz, 2016a; Veckans affärer, 2016). The concept of ride sharing has its origin in the US with 

the launch of Uber, but spread quickly all over the globe with emerging players like Ola in India, 

Didi Kuaidi in China, and Grab-Taxi in Malaysia. In order to gain market share from the ride-

sharing giant Uber, Didi Kuaidi, Ola and GrabTaxi plan to form a partnership on the Asian 

market (Horwitz, 2016b). The global ride sharing market is booming and only restrained by the 

various legal inconsistencies in numerous countries. 
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2.2 Generation Y 

Generations have been traditionally defined as “the average interval of time between the birth of 

parents and the births of their offspring“ (dictionary.com, 2016), placing a generation within a 

time span of 20-25 years. McCrindle & Wolfinger (2014) argue that a time span of two decades is 

far too long and therefore irrelevant for today's perception of a generation. The authors refer to 

the rapid change of cohorts due to factors like constantly emerging new technologies, shifting 

social values, and fast changing carreer prospects, making traditional classifications insufficient 

for modern generations (McCrindle & Wolfinger, 2014). Accordingly, McCrindle & Wolfinger 

(2014) refer to generations as “a cohort of people born within a similar span of time (15 years at 

the upper end) who share a comparable age and life stage and who were shaped by a particular 

span of time (events, trends and developments)“ (Mc Crindle & Wolfinger, 2014, p.2). These 

events have been identified to influence people's attitudes, values and preferences, and therefore 

shape their personalities (Schewe & Noble, 2000). 

The successors of generation X  (born in 1960 up to 1980) (Oxford Reference, 2016) have been 

titled with several names including “generation Y“ (Noble, Haytko & Phillips, 2009), “generation 

next“ (Loughlin & Barling, 2001; Zemke, Raines, & Filipczak, 2000; Martin, 2005) “net 

generation“ (Tapscott, 1998; 2008), “digital natives“ (Prensky, 2001; 2009) and “millenials“ 

(Obliger & Oblinger, 2005; Howe & Strauss, 2000). Besides the name for this specific cohort, 

different time frames for the birth of that generation have been proposed: Tapscott (2008) 

defines a specific time span from 1. January 1977 – 1. December 1997, Palfrey & Gasser (2013) 

specify this cohort to be born after 1980, and Oblinger (2003) categorizes gen Y in the time 

frame between 1982 – 1991. The authors of this thesis adopt the definition of McCrindle for this 

research project in order to draw reliable conclusions from the sample. Individuals who were 

born between 1982 – 1996, being 19 – 34 during the study (2016), are included in the sample as 

representatives of gen Y. This notion also supports the framework of this research study, since 

individuals which are born after 1996, being 19 or younger during the study, are not expected to 

have much experience with the Uber services. 

Gen Y was the subject of numerous investigations in the past years and has been characterized 

with various attributes and unique characteristics.  Scholars describe members of this cohort as 

highly educated and culturally diverse (Wolburg & Pokrywczynski, 2001), tolerant and open 

minded (Morton, 2002; Paul, 2001), and highly confident as well as individualistic (Syrett & 

Lammiman, 2003).  They are increasingly active in the marketplace (Noble et al., 2009), start 

consuming earlier than previous cohorts (Bakewell & Mitchell, 2003), and are brought up wide a 

wide range of consumer goods in a society where shopping has often adapted characteristics of 
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leisure or experiental dimenions (Lehtonen & Mäenpää, 1997). Most of gen Y members in the 

western world lived most of their lives in a period of prosperity (Barbagallo, 2003). They are 

known to have more money at their disposal than contemporary individuals from previous 

generations (Morton, 2002), making them a powerful consumer group and a highly interesting 

and challenging target group for marketers from different industries. Due to the large variety of 

media influences, gen Y is generally skeptical towards commercial messages (Nusair, Bilgihan & 

Okumus, 2013) and not particularly responsive to traditional marketing (Lazarevic & Petrovi-

Lazarevic, 2007; Syret & Lammiman, 2003). Instead, members of gen Y value the feedback of 

others via word-of-mouth of friends, family, blogs, and reviews when making purchase decisions 

(Benckendorff, Moscardo & Pendergast, 2010). As the first generation who has been brought up 

with digital technology (Prensky, 2001), they are technologically savvy (Noble et al., 2009) and 

heavily engaged in online purchasing behaviour (Lester, Forman & Lloyd, 2006; Nusair et al., 

2013). They rely on the internet and mobile devices like smartphones and tablets, and feel 

extremely comfortable with them (Papp & Matulich, 2011). Due to ongoing globalization paired 

with technologies like the internet, gen Y was shaped by the same events, trends and 

developments, irrespective of living in Australia, UK, Germany, or USA, making them the first 

global generation (McCrindle & Wolfinger, 2014). 

2.3 Sharing Economy 

In recent years, a shift in the paradigm from traditional ownership to using has become evident 

(Puschmann & Alt, 2016). According to Radcliffe (2014) the sharing economy is “an economic 

model in which individuals are able to borrow or rent assets owned by someone else”, often used 

when the price of an asset is high or when it is not sufficiently utilized.  Within a B2B (Business 

to Business) context, it has been used extensively in the past, for example, within the agriculture 

and forest industry where companies share expensive machines to make full use of them 

(Puschmann & Alt, 2016). Other common examples of the traditional sharing economy are 

libraries as well as ski and car rentals. Bauman (2003) points out that the introduction of new 

technologies undermine the old face-to-face sharing approach since it enables individuals or 

companies to share assets on a large scale. 

The shift from face-to-face sharing to the use of online networks enabled companies to develop 

new business models, which serve as intermediaries in the peer-to-peer economy (Botsman & 

Rogers, 2010). Under the umbrella term “car sharing”, there are various different models 

including regular carpooling, which is usually not profit driven and primarily based on altruism 

and the environment (Cohen & Kietzmann, 2014), and community based carpooling in which a 
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group of individuals own and use a vehicle collectively (Chan & Shaheen, 2012). Furthermore, 

large car manufacturers like BMW with its “DriveNow” program or Mercedes Benz with 

“Car2Go” entered the car sharing market in recent years, offering cars which can be picked up 

and left within certain areas of metropoles for an hourly rate (Harder, 2014). Enabled by mobile 

technology, ride sharing providers that are based on mobile applications like Uber and Lyft have 

spread quickly all over the globe in recent years. The big players within the sharing economy, like 

Uber and Airbnb, have been widely critisized in the past. Pasquale & Vaidhyanathan (2015, p. 1) 

state that “this new business model is largely based on evading regulations and breaking the law“. 

Other critics point out that Uber and Airbnb are not about sharing but rather exploiting people 

in a vulnerable positon (Al Naher, 2016). Supporters, on the other hand, state that enterprises 

within the sharing economy aren't building businesses based on law-breaking and tax evasion, but 

mereley responding to a changing business landscape where people no longer need to rely on big 

companies to gain access to products and services (Matofska, 2014). A common theme for 

supporters of the sharing economy is the notion that technology advancements and disruptive 

innovations cannot be stopped, and that both companies and consumers need to adapt or they 

will get left behind (Matofska, 2014).  

2.4 Theory of Planned Behaviour 

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

(TRA), which was developed by Fishbein & Ajzen (1975) to ”predict and explain human 

behaviour in specific contexts” (Ajzen, 1991, p. 181). The extension of the TRA was necessary 

due to the model´s shortcomings regarding its limitations to cover behaviour over which people 

have only partial volitional control (Ajzen, 1991). Since its introduction, the TPB was used in 

various studies in social psychology (people.umass.edu, 2016) and is generally found to be well 

supported by empirical evidence (Ajzen, 1991). Ajzen`s 1991 article, in which he reviews various 

aspects of the TPB, was cited more than 37 000 times according to Scholar.google.se. (2016), 

making it one of the most frequently cited and influential models to predict human actions 

(Ajzen, 2011). 

The TPB hypothesizes that the behavioural intention of a person to perform or not perform a 

certain action is the most important factor to determine the actual behaviour (Ajzen, 2005). 

According to the TPB, intentions to perform certain behaviours have three basic determinants: 

attitude towards the behaviour, subjective norm, and perceived behavioural control (Ajzen 2005). 

The factor attitude has a personal nature and describes the evaluation of an individual regarding 

the performance of a specific behaviour. Subjective norm is the social component that includes 
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the perceived approval of “important others” regarding the execution of a behaviour. Perceived 

behavioural control refers to control beliefs like the perceived ease or difficulty of performing a 

behaviour as well as other factors like opportunities and availability of resources.  In general, the 

more positive the attitude as well as the subjective norm towards a certain behaviour, and the 

larger the perceived behavioural control, the stronger an individual’s intention to perform the 

intended behaviour (Ajzen, 2005). 

Figure 2. Theory of Planned Behaviour 

 

Adapted from Ajzen (2005) 

2.4.1 Attitude towards the Behaviour 

According to Ajzen (2005), an attitude is “a disposition to respond favorably or unfavorably to an 

object, person, institution or event” (p.3). Most contemporary social psychologists comply that 

the evaluative nature (pleasant – unpleasant) is one of the key characteristics of attitude (Bem, 

1970; Edwards, 1957; Fishbein & Ajzen, 1975; Osgood, Suci, & Tannenbaum, 1957). Attitude is a 

hypothetical construct that cannot be directly observed and therefore must be contained from 

measurable responses. Standard scaling techniques locate an individual on an evaluative 

dimension on the opposite side of the attitude object (Fishbein & Ajzen, 1975; Green 1954). 

Responses therefore consist of positive or negative feedback to the attitude object. Due to the 

wide range of possible responses towards an attitude object, a categorization is widely used 

among scholars. The most popular classification (Ajzen, 2005) categorizes the responses in three 
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different types: cognition, affect, and conation (Allport, 1954; Hilgard, 1980; McGuire, 1969). 

Cognitive responses are expressions about beliefs that link certain characteristics and attributes to 

an attitude object. Since these attributes are already valued positively or negatively by an 

individual, an attitude is formed automatically. Affective responses describe the feelings of an 

individual about a certain attitude object. Conative responses are behavioural intentions and 

commitments to perform actions towards an attitude object (Ajzen, 2005). 

According to the TPB, an individual’s attitude towards certain behaviour is determined by 

behavioural beliefs regarding the consequences resulting from the execution of the behaviour as 

well as the weight of these associations (Ajzen, 2005). Each belief links the behaviour to 

anticipated positive or negative outcomes. We tend to prefer behaviours that we believe have 

most favourable outcomes and avoid behaviours we anticipate to have unfavourable outcomes 

(Ajzen, 1991). In general, it can be said that the more positive outcomes an individual anticipates 

as a result of a specific behaviour, the more favourable the attitude towards the behaviour, and 

consequently, the more negative outcomes one expects, the more unfavourable the attitude 

towards performing the behaviour will be (Ajzen, 2005). Therefore, the attitude towards a 

behaviour is determined by an individual’s beliefs as well as an evaluation of possible outcomes 

resulting from the performance of the behaviour.  

Possible positive behavioural beliefs of consumers towards the Uber service could be based on 

the assumptions that it will offer them a more pleasant experience compared to a normal taxi ride 

or that it will be beneficial in financial terms. Possible negative valued beliefs could be  based on a 

bad experience or a higher cost than a normal taxi fare. The safety of the service could be a 

positive as well as negative belief. Since the customers of Uber can get information about the 

drivers beforehand and rate their driver after a ride, the services could be perceived positively as 

being safe. On the other hand, the fact that Uber drivers do not need a license to operate could 

result in negative beliefs about the safety of the services, since customers do not know if the 

drivers are sufficiently trained for their job. 

2.4.2 Subjective Norm 

The subjective norm describes individual’s perceptions about whether people who are important 

to them would approve or disapprove certain behaviour. The individual´s motivation to comply 

with these “important others” (Ajzen, 2005) is another influencing factor of the subjective norm.  

These referents vary among individuals as well as situations and can include family, friends, and 

coworkers but also experts in respective fields, role-models, or public figures. The beliefs that 

determine subjective norms are normative beliefs. When people believe that most of their 

referents would approve certain behaviour or execute it themselves, they will perceive social 
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pressure to perform the behaviour. On the other hand, if people believe that individuals who are 

important to them would disapprove certain behaviour, they will be less motivated to perform 

the behaviour in question (Ajzen, 2005). An important mediator in this instance is the motivation 

to comply. Individuals will only act according to the approval or disapproval of referents with 

whom they are motivated to comply. Therefore, when assessing the subjective norm, the strength 

of each normative belief is multiplied by the individual's motivation to comply with a referent 

(Ajzen, 1991). 

In the case of Uber, a positive subjective norm could result from good friends of  consumers 

who speak often about the advantages of using the Uber services. Since they want to comply with 

their friends, the positive subjective norm could lead to a positive behavioural intention to use 

the Uber services. A negative subjective norm could result from family members of consumers, 

for example, a father, who frequently complains about the business practices of Uber. If the 

father is viewed as an important person in the life of the consumers, they will want to comply 

with him, resulting in a negative subjective norm towards Uber, which could lead to a negative 

behavioural intention to use the services of the company. 

2.4.3 Perceived Behavioural Control 

Perceived behavioural control (PBC) is an “individual’s perception of internal and external 

constraints on behaviour” (Taylor & Todd, 1995, p. 149), describing the perceived ease or 

difficulty of performing a certain behaviour. PBC is determined by control beliefs that consider 

the presence and absence of resources and opportunities which are necessary to execute certain 

behaviour in a specific situation (Ajzen, 1991). These control beliefs are often based on past 

experiences or influenced by second-hand information about the behaviour, but also include 

other factors that increase or decrease the perceived difficulty of performing a specific behaviour 

(Ajzen, 1991). Ajzen (1991) states “the more resources and opportunities individuals believe they 

possess, and the fewer obstacles or impediments they anticipate, the greater should be their 

perceived behavioural control over the behaviour” (p. 196). Important factors are the control 

beliefs as well as perceived power of the control factor under consideration. Resources can 

include money, time, personal skills, and dependence on others (Ajzen, 1985). In various studies, 

PBC has shown to vary between situations and actions (Ajzen, 1991).  

The present view of PBC is most compatible with Banduras' (1977; 1982) concept of perceived 

self-efficacy which is “concerned with judgements of how well one can execute courses of action 

required to deal with prospective situations” (Bandura, 1982, p.122). These investigations have 

shown that individual’s behaviour is strongly influenced by their confidence in their ability to 

perform (cf. 2.4.3). Under certain conditions, including a high accuracy of perceptions, PBC can 
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be used as a direct predictor for actual behavioural control (Ajzen, 1991). This may only be 

realistic if a person has sufficient information about the behaviour, the required resources,  

circumstances do not change, and no other new elements enter the situation (Ajzen, 1991). If one 

of these factors changes, PBC will not be a promising predictor for actual behaviour. In the case 

of Uber, the availability of the Uber services as well as required resources in the form of a 

smartphone, a credit card with a sufficient amount of credit, or the skills to use the mobile 

application, can influence the PBC. A person that does not have the opportunity to use the Uber 

services, nor possesses the resources, is expected to have a negative intention to use the services. 

2.4.4 Intention and Behaviour 

Many theorists agree that the intention to perform a specific behaviour is a reliable predictor for 

the performance of the behaviour under consideration (Ajzen, 2005; Fishbein and Ajzen, 1975; 

Fisher & Fisher, 1992; Gollwitzer, 1993; Triandis, 1977). A range of studies have supported the 

close correlation of intention and behaviour (Albarracin, Johnson, Fishbein & Muellerleile, 2001; 

Armitage & Conner, 2001; Notani, 1998; Godin & Kok, 1996; Hausenblas, Carron & Mack, 

1997; Sheeran & Orbell, 1998; Sheppard, Hartwick & Warshaw, 1988; Randall & Wolff, 1994; van 

den Putte, 1993) in various behavioural tendencies, including the use of marijuana (Ajzen, 1982), 

having an abortion, or choosing a candidate in an election (Ajzen, 2005). Therefore, it can be 

stated that “barring unforeseen events, people are expected to do what they intend to do” (Ajzen 

2005, p. 100). 

Despite the broad support of the close relationship between the two constructs, studies have 

often shown very low intention-behaviour correlations. Ajzen (2005) identifies several factors 

which can be responsible for occurring discrepancies between intentions and behaviour. One 

possible constraint is the incompatibility of intention and behaviour in the framework of research 

studies. Researchers often fail to use compatible variables for their measures. For example, it is 

not accurate to predict behaviour from general intentions. Instead it must be asked about a 

specific intention related to a specific behaviour. Another factor is the instability of intentions. 

Since intentions can change over time, the period between the measurement of the intention and 

the assessment of the actual behaviour is often a constraint regarding the stability of intentions. 

Accordingly, the accuracy of predictions usually declines with the passage of time, since 

unforeseen events can occur that influence the intention to execute certain behaviour (Sejwacz & 

Ajzen, 1980; Songer-Nocks, 1976). Literal inconsistency is another factor which can result in a 

discrepancy between intention and behaviour. Literal inconsistency in this case means that 

“people say they will do one thing yet do something else” (Ajzen, 2005, p.104). According to 

Ajzen (2005), a range of internal and external factors can influence the actual performance of an 
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intended behaviour. Internal factors could be a lack of information, skills, and abilities that are 

needed to perform the intended action, or emotional reactions that constraint the execution. 

External factors that could influence the performance of an intended action are the opportunities 

to execute a behaviour or the dependence on others that can prevent a person from conducting 

an intended behaviour. 

2.5 Technology Acceptance Model 

According to Erasmus, Rothmann & van Eeden (2015), some of the most frequently used 

models to explain the link between beliefs, attitudes, and usage of new technology are the theory 

of reasoned action (Ajzen and Fishbein, 1975) the TPB (Ajzen, 1985; Ajzen and Madden, 1986) 

the diffusion of innovations (Rogers, 1995) and the technology acceptance model (TAM) (Davis, 

1986). While Rogers (1995) explains the process of adapting new technology in his diffusion of 

innovations model, the TAM undertakes the notion to explain the underlying factors behind 

accepting or rejecting a new technological inventions (Davis, 1989). The model itself originates 

from studies made by Davis (1989), in which he investigated how the belief constructs of 

perceived usefulness and perceived ease of use affects the attitude towards a new technology, and 

the behavioural intention to use it. These constructs are considered to be the core functions of 

the TAM. Additionally, the model covers external variables such as input and actual system use 

on the output side (Erasmus, et al., 2015). 

Perceived usefulness is a construct that describes to what extent people think that using a new 

technology will increase their performance, while perceived ease of use is the predictor of how 

much effort a person believes comes with the adoption of a new technology (Davis, 

1989).According to the TAM, potential users of Uber need to perceive the services as a useful 

tool to improve their mobility or other parts of their lives in order to adopt the technology. In 

addition, they also need to perceive the Uber services as easy to use. Both constructs are beliefs 

that can affect the user’s attitude towards the Uber services. Several studies supported the notion 

that perceived usefulness has a direct effect, not only on the attitude towards the adaption of a 

new technology, but also on the behavioural intention to use it (Amoako-Gyampah & Salam, 

2004; Wixom & Todd, 2005; Wu & Chen, 2005). The TAM has been widely used in developed 

countries, but less in developing countries (Averweg, 2008). However, the fact that Averweg 

(2008) and Erasmus et al., (2015) have successfully executed studies using TAM in the South 

African market supports the claim that the TAM can be used on a global scale to investigate 

technology adoption, as in the case of Uber. Davis (1986) focused on email and word processing 
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programmes during his investigations, nevertheless, since the TAM refers to attitudes towards a 

certain technology it can be applied to any new technology. 

 

Adapted from Davis (1989) 

2.5.1 Perceived Usefulness 

Perceived usefulness defines to what degree individuals believe that using a specific technology 

would enhance their performance; Davis' research focuses specifically on job performance 

(Davis, 1989). In the case of Uber, perceived usefulness could include job performance, since 

Uber can serve as a mode of transport, both to and within work, but the construct could also be 

related to performance outside the general scheme of work, for example, general performance in 

life. Examples for increased performance via the Uber services could be that individuals are more 

relaxed after a pleasant ride with a known Uber driver compared to a conventional taxi ride, there 

is increased flexibility, as well as more accurate planning that can enhance the personal 

performance. Furthermore, the Uber services offer individuals the opportunity to work in the 

back of the car during their ride, which enhances the overall performance of passengers. The fact 

that a customer saves money by using Uber strengthens their financial performance. 

2.5.2 Perceived Ease of Use 

Perceived ease of use describes to what degree a person believes that using a particular 

technology would be free of effort. According to (Davis, 1989), this construct can lead 

consumers to prefer a specific technology over another, all other factors being equal. Studies 

supported a positive relationship between perceived ease of use and perceived usefulness, 

(Erasmus et al., 2015) where a technology that is perceived not to cause much effort will also be 

perceived as more useful. It is important to state that in the case of Uber, perceived ease of use 

relates to both, the use of the Uber mobile application as well as the Uber services in general. 

Perceived ease of use might be a positive factor for individuals who are technologically savvy or a 

Figure 3. Technology Acceptance Model 
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barrier to use the Uber services for people who have little or no experience with the use of 

mobile applications. 

2.5.3 External Factors 

Previous studies propose a range of external factors that can impact how or if a technology gets 

accepted. One important group of factors are individual differences such as demographic and 

situational variables, cognitive variables, and personality related variables (Wang, Wan, Lin & 

Tang, 2003). Further studies confirmed these relationships to be significant (Hong et al., 2001; 

Venkatesh, 2000). Davis (1989) suggests that the core factors in the TAM mediate the external 

factors. This implies that external factors do not necessarily have to be considered in the analysis. 

However, Wang et al., (2003) propose that factors like gender, age, education and computer self-

efficacy can have significant impact on technology adoption. In the case of Uber, the authors of 

this thesis have chosen to include the factor age in the study, due to the focus on gen Y. 

2.6 Integrated Model of TPB & TAM 

To investigate the intention of gen Y consumers to use the services of Uber, the authors decided 

to use the TPB, which has been supported to be a suitable method to predict and explain human 

behaviour (Chen et al., 2007). Since Uber is solely operating via its mobile application, the 

potential use is strongly connected to the adoption of technology, in this case smartphones and 

mobile applications. Due to this unique characteristic of the Uber services, the authors used parts 

of the TAM that deal with underlying factors that influence the adoption of a new technology 

(Davis, 1989). The system attributes “perceived ease of use” and “perceived usefulness”, which 

influence attitude within the TAM, have been incorporated in the TPB as underlying factors of 

attitude. According to Dishaw and Strong (1999), an integrated model may provide more 

explanatory power than each model individually, justifying the merger of the two intention-based 

theoretical models. Since neither TPB nor TAM provide consistent predictions of behaviour due 

to various influencing factors, including target consumer, type of technology, and context (Taylor 

& Todd, 1995; Venkatesh, Morris Davis & Davis, 2003), the authors decided to combine the two 

theories in order to achieve the most accurate results. The proposed framework was inspired by 

Chen et al., (2007), who conducted a study to predict the adoption of electronic toll collection 

services (ETC) among highway motorists in Taiwan. Their study found that the factors perceived 

ease of use and perceived usefulness positively influence the attitude of motorists towards ETC 

and that attitude, subjective norm and perceived behavioural control positively influence the 

intention of ETC adoption.  
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Figure 4. Research Framework 

 

Adapted from Chen et al., (2007) 

2.7 Hypotheses Development 

In the context of Uber, TPB would suggest that a positive attitude towards the services of Uber 

leads to a positive intention to use them (cf. section 2.4.1), leading to hypothesis 1: 

Hypothesis 1 (H1): A positive attitude towards the Uber services positively influences the 

intention to use the Uber services. 

Theory suggests that a person who wants to comply with others, who has a positive opinion 

about the use of the Uber services, has a high intention to use the services (Ajzen, 1991; cf. 

section 2.4.2), leading to hypothesis 2:  

Hypothesis 2 (H2):  A positive subjective norm towards the Uber services positively influences 

the intention to use the Uber services.  

According to TPB, a person who has the required resources, skills, and opportunities, has a 

positive intention to use the Uber services (cf. section 2.4.3), leading to hypothesis 3: 

Hypothesis 3 (H3):  High perceived behavioural control towards the Uber services positively 

influences the intention to use the Uber services. 
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Including the framework of TAM, it is suggested that the perceived usefulness of the Uber 

services positively influences the attitude towards the Uber services (cf. section 2.5.1), leading to 

hypothesis 4: 

Hypothesis 4 (H4):  Perceived usefulness of the Uber services positively influences the attitude 

towards the Uber services. 

TAM suggests that that the perceived ease of use of the Uber mobile application as well as the 

Uber services positively influences the attitude of consumers towards the Uber services (cf. 

section 2.5.2), leading to hypothesis 5: 

Hypothesis 5 (H5):  Perceived ease of use of  the Uber services positively influences the 

attitude towards the Uber services. 

According to TAM, perceived usefulness has a direct effect on the intention to use the Uber 

services (cf. 2.5.1), leading to hypothesis 6: 

Hypothesis 6 (H6):  Perceived usefulness of the Uber services positively influences the 

intention to use the Uber services. 

Perceived ease of use has been suggested to have direct positive effects on perceived usefulness 

(Chen et al., 2007), leading to hypotheses 7: 

Hypothesis 7 (H7):  Perceived ease of use of the Uber services positively increases the 

perceived usefulness of the Uber services 
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Figure 5. Hypotheses 

Adapted from Chen et al., (2007) 
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3. Methodology & Method 

In this chapter, the authors describe the philosophical standpoint that was adopted in this thesis, argue for the 

methodological choices and explain the data collection method. The chapter closes with an description of the used 

analysis techniques and a discussion regarding the credibility of the findings. 

 

Saunders et al., (2007) 

3.1 Research Philosophy 

The research onion, which was developed by Saunders, Lewis, and Thornhill (2009) describes 

important parts of the research methodology. Each layer of the onion covers different stages of 

the research process. The research philosophy, which describes how the researcher sees the 

world (Saunders et al., 2009), is the first layer of the research onion. It underpins the research 

strategy and consequently the methods that are chosen as part of the strategy (Saunders et al., 

2009). According to Johnson and Clark (2006), it is necessary for researchers to be aware of the 

philosophical commitments which are made in the course of a research project, since they impact  

how the investigated issue is understood as well as approached.  

The research philosophy is commonly divided into positivism, realism, interpretivism, and 

pragmatism (Saunders et al., 2009). According to Blumberg, Cooper, and Schindler (2011), an 

underlying assumption of positivism is that the social world exists externally and is viewed 

objectively. No outside values are added to the research and the researcher is taking on the role 

of an objective analyst. This implies that researchers studying the same topic should define the 

Figure 6. The Research Onion 
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same variables when explaining a phenomenon. Therefore, the research starts with theorized 

causalities that are tested and explained, while possible alternative explanations are not taken into 

consideration (Blumberg et al., 2011). The positivistic approach assumes that the social world 

consists of simple elements from which objective conclusions can be drawn. This calls for 

quantitative data that can be measured by following a set of rules in order to reach these 

conclusions (Blumberg et al., 2011). On the other end of the scale is the interpretivist approach. 

Since it is most often used in qualitative and explorative studies it will not be discussed here 

(Saunders et al., 2009). 

Realism shares the belief with positivism that natural and social science can apply the same 

approach to data collection and its interpretation (Bryman & Bell, 2007). It also contains 

influences from the interpretivist point of view, where realism acknowledges the fact that there 

are social processes at the macro level that influence human beliefs and behaviours. Realism also 

postulates that in order to obtain a full understanding, the researchers must take people's 

subjective interpretations into account, compared to positivism, which takes an objective stance 

toward reality. In order to get the full understanding, realism incorporates subjective 

interpretations while accepting that these are not unique, since they are affected by the same 

macro environment. Realism then requires an understanding of both the general environment 

and how people subjectively interpret it (Blumberg et al., 2011). 

Various scholars criticized the application of the natural science approach to social phenomena 

(Saunders et al., 2009). However Bryman & Bell (2007) argue that if the focus of a study is of a 

positivist nature, the research philosophy underpins the research rather than realism. The 

researchers wanted to endorse the ideas of realism where understanding of both macro forces in 

the surrounding environment that affect everyone, and the human’s subjective interpretation is 

needed. However, the scope of this research study solely focused on the objective point of view, 

while still agreeing to some extent that it does not provide the full picture. Therefore, the authors 

argue for a use of a positivistic approach flavoured by critical realism, which is a branch of 

realism that accepts the gap between the researcher’s perception of reality and the true but still 

unknown reality (Blumberg et al., 2011). 

3.2 Research Approach 

According to Easterby-Smith, Thorpe & Jacksson, (2008) it is important to adopt the right 

research approach since it influences the research design as well as the research strategy. The 

most suitable research approach helps to overcome constraints within the research design. After 

choosing a suitable research philosophy, it is important to decide how theory will be involved in 
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the research project. Either researchers follow a deductive approach by using existing theory to 

develop hypotheses which are tested afterwards within the framework of an appropriate research 

strategy, or an inductive approach, where theory is developed based on the analysis of collected 

data (Saunders et al., 2009). The research approach then needs to be linked to the previously 

chosen research philosophy.  

Deduction describes what one would mostly think of “scientific research” (Saunders et al., 2009, 

p. 125), involving the development of theory that is tested subsequently to investigate and explain 

causal relationships between variables. An important characteristic of the deductive approach is 

the testing of hypotheses.  Gill & Johnson (2002) state that highly structured methodology should 

be used to facilitate replication in order to ensure reliability. According to Saunders et al., (2009), 

concepts within the deductive approach need to be operationalized in order to be able to measure 

facts quantitatively, and a sufficient sample has to be selected in order to generalize the results. 

Induction is an approach that is widely used in social sciences, including the development and 

formulation of theory (Saunders et al., 2009). It offers the possibility to examine a link between 

specific variables without prior knowledge about the way individuals interpret their social 

surroundings (Saunders et al., 2009). Research that adopted the inductive approach is therefore 

often concerned with the context in which events take place.  Since there is substantial literature 

about the TPB as well as the TAM from which hypotheses as well as a theoretical framework can 

be defined, the authors decided to use a deductive approach. 

3.3 Research Purpose 

The research purpose can be either exploratory or conclusive in its nature. The purpose of the 

study influences how it is conducted and what methods are being used (Malhotra, Birks & Wills, 

2012). Adams & Schvaneveld (1991) compare exploratory research to activities of the traveller or 

explorer, with the advantage that it can be adapted and changed, similar to the goal or route of a 

traveller which often changes along the journey. Saunders et al., (2009) point out the importance 

to keep this flexibility and willingness to change the direction of the research resulting from new 

data that appears in the course of a project. Adams & Schvaneveldt (1991) emphasize that this 

flexibility does not mean that the direction has to be changed, but that the focus, which is initially 

broad, becomes narrower in the course of the research process. It is desirable to understand a 

phenomenon as closely as possible. The case of a topic that cannot be measured in a structured 

way calls for an exploratory study. This is often the first step of research when entering a new 

field and little is known about the topic. Exploratory studies can then be used to develop 
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hypotheses or define variables as dependent or independent. This can then be followed by 

descriptive or causal research to explore the problem further (Malhotra et al., 2012).  

Conclusive research can take different directions, which are explained in this section. Descriptive 

studies provide a full and correct picture of a selected issue or social phenomenon (Saunders et 

al., 2009). Descriptive studies rarely offer a satisfactory explanatory level since questions like 

“why?“ and “how?“ cannot be answered. Therefore, researchers must adopt an explanatory 

approach to study an issue in more depth (Blumberg et al., 2011). Explanatory research aims to 

examine the causal relationships of dependent and independent variables that have been 

conceptualized based on existing theory (Saunders et al., 2009). This is done by collecting 

quantitative data and running statistical tests. Causal Research can be similar to explanatory 

research and is a form of conclusive research. It is commonly used to test hypotheses, often in 

form of experiments, to understand and obtain evidence about the cause and effect relationship 

between independent and dependent variables (Malhotra & Birks. 2012).  

The models used in this thesis, TPB and TAM, have been used extensively in previous research 

and a large array of hypotheses have been developed and tested in the past (c.f. chapter 2). The 

limited amount of studies that have been executed in the case of Uber do not change the fact that 

clear hypotheses can be theorized and tested. The purpose of this research study, to test and 

interpret the role that the various factors of the integrated model of TPB and TAM play 

regarding the intention to use the Uber services, call for a conclusive approach that can either 

take the direction of a descriptive or explanatory study. In this paper, the authors aimed to go 

beyond the description of the problem and explain how the underlying factors influence the 

dependent variable. To test causalities, more sophisticate methods would be required, which 

would go beyond the scope of this thesis, since outside factors cannot be completely excluded as 

possible causes for the relationships between the dependent and independent variables. The 

present research aims to investigate the relationships within the model on an explanatory level. 

3.4 Research Design 

There are two major types of research, quantitative and qualitative (Malhotra et al., 2012).  

Qualitative research is used to interpret how social actors understand their reality and quantitative 

research is used to interpret data with numbers rather than words. The collection of qualitative 

data usually starts with general research questions and aims at an in depth analysis of a social 

phenomenon. Qualitative data is more commonly associated with inductive or abductive 

reasoning styles, where changes in theory and well defined research questions can be developed 

after the empirical data is gathered (Bryman & Bell, 2007). The quantitative research design 
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follows a linear process and is commonly associated with the positivistic research philosophy and 

the natural sciences (Saunders et al., 2009). It is the most prominent research design within 

business research where results are favourably presented in numbers with an objective perception 

of reality (Bryman & Bell, 2007). When conducting quantitative research, it is often desirable to 

investigate causal relationships to describe issues and investigate the reason behind. It is also 

crucial for quantitative data to be generalizable and replicable (Bryman & Bell, 2007). Even 

though quantitative research design has been criticised for not recognizing the difference between 

natural science and the social world (Bryman & Bell, 2007), the authors of this thesis chose to use 

this approach in this study. The main reason behind this decision is the ability to obtain a high 

degree of precision and accuracy in the results, and to fulfill the purpose of investigate the 

intention of Swedish gen Y consumers to use the Uber services. The TPB and TAM have been 

used by scholars in numerous quantitative studies for attitude and behavioural research within 

different industries, in which the credibility of the established constructs have been proven. 

Examples include internet services (Hsu & Chiu, 2004; Kim, 2010; Mathieson, 1991; Shih & 

Fang, 2004) and medical services (Giles, Mcclenahan, Cairns, & Mallet, 2004; Godin & Kok, 

1996; Kakoko, Åstrøm, Lugoe, & Lie, 2006) among others, leading to the conclusion that the 

constructs of the two models are applicable within the service industry. 

3.5 Research Strategy 

After choosing an appropriate research design, it is necessary to employ the most feasible 

research strategy. According to Yin (2003), all different research strategies can be used for 

exploratory, descriptive, and explanatory research. Saunders et al., (2009) state that “no research 

strategy is inherently superior or inferior to any other” (p. 141).  According to Saunders et al., 

(2009), the most important factor is that the research strategy enables the researcher to meet the 

research objectives as well as answer the research question. Besides the research questions and 

objectives, the choice of the research strategy depends on factors like existing knowledge and 

time, and other resources like manpower and money (Saunders et al., 2009). The different types 

of research strategies are not mutually exclusive and can be combined within a research project. 

Common research strategies according to Saunders et al., (2009) are: Experiment, Survey, Case 

Study, Action Research, Grounded Theory, Ethnography, and Archival Research. 

In the framework of a deductive approach, the survey strategy is often used among scholars. 

Surveys are a common and popular method among researchers since they are cost effective as 

well as easy to conduct and analyse with statistical tools. Furthermore, they offer the possibility to 

collect a large amount of data which can be compared easily. The survey method enables 
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researchers to draw conclusions which are representative of a whole population by analysing an 

appropriate sample group, resulting in significant cost and time savings. When conducting a 

survey, it is important to ensure that the sample is representative and to conduct a pilot test to 

make sure the respondents understand the questions as intended. An important advantage of the 

survey method is that once the data is collected, the researcher is independent of others, which is 

critical in order to stay within the anticipated time frame (Saunders et al., 2009). Besides 

questionnaires, structured observations as well as structured interviews are also part of the survey 

strategy. The researchers decided to adopt the survey strategy due to the short time frame in 

which the thesis is written as well as constraints including limited financial resources and 

manpower. Furthermore, due to the large population of the research study, the survey strategy 

offers a suitable basis to gather large amount of data. Another advantage of the survey strategy 

within this research project is that the collected data can be analysed quickly. Due to the extended 

existing literature and resulting hypotheses, the survey method was the most suitable strategy for 

this research project. 

3.6 Data Collection Method 

The following section provides a detailed description of the data collection  

3.6.1 Primary Data 

Primary data is described as data that is collected specifically to execute a research study 

(Saunders et al., 2009). Online questionnaires have been used to collect the empirical data for the 

present research study. Compared to traditional mail questionnaires, there are clear benefits of 

online questionnaires, like high speed, low cost, and that the data can be easily transferred into 

data processing softwares such as SPSS (Malhotra et al., 2012). Due to the limited time frame of 

this research project, speed was an important factor in order to properly analyse and interpret the 

data. Furthermore, the researchers had a limited budget; therefore, using the free online tool 

Qualtrics, which was provided by the university, was the most suitable option. The problem of 

individuals within the sample lacking access to the internet was overlooked, since it could be 

assumed that the population relevant to the case of Uber are also users of the internet, as it is a 

requirement for using the services. The high technology affinity of gen Y (Noble et al., 2009), 

together with that fact that the Uber services are based on a technology themselves (mobile 

application), supports the use of electronic data collection to a further extent. 

3.6.2 Secondary Data 

According to Saunders et al., (2009), secondary data consists of journals, books and newspapers 

as well as dictionaries and encyclopedias. Most of the secondary data for this thesis was collected 



Methodology & Method 

28 

 

through a review of relevant literature regarding the theoretical models used. Literature regarding 

the TPB and TAM as well as gen Y was collected almost exclusively from published journals, 

while the sharing economy as a complex and new field offered limited existing literature, why 

additional online sources were used to gain a full understanding of the concept. The information 

for the background and introductory parts regarding Uber were mainly obtained via web sources 

and newspaper articles. The authors used dictionaries to increase the understanding of specific 

factors and concepts for the reader. The secondary data was mainly retrieved from Jönköping 

University's own library search engine, Primo (Högskolebiblioteket, 2016), as well as Google 

Scholar (Google Scholar, 2016), using the following search terms: Theory of Planned Behaviour 

/ Ridesharing / Technology Acceptance Model / TPB / TAM / Uber / Mobile taxi / Ride 

Sharing Service / Diffusion of Innovation / Sharing Economy / Behavioural Intention / 

Generation Y / Generations / Uber competitors / Millennials / Global Generation / Attitudes / 

Uber Services / Uber banned / Digital Natives / Theory of Reasoned Action / Information 

Technology Usage / Technological Innovations / Generation Y car usage / Mobile Application 

/ Technology use. In addition, references in academic articles were used to find sources and 

further expand the various theoretical parts of this thesis. 

3.7 Questionnaire Design 

The quality of the data gathered with a questionnaire depends significantly on the structure of the 

questionnaire, the design of the questions, as well as the thoroughness of the pilot testing 

(Saunders et al., 2009). The researchers undertook several steps in order to achieve high 

qualitative results, including the analysis of relevant literature and established questionnaires, pilot 

testing, and consultation with handpicked third parties that supported the development process.  

Francis et al., (2004) developed a step by step guide about the construction of a TPB 

questionnaire which was partly adopted by the authors. Since the TPB consists of psychological 

belief constructs, it offers the opportunity to include individuals in the sample that did not yet use 

the Uber services, as they still have an attitude or perception toward the use of the Uber services. 

Firstly, the authors defined the population as all gen Y members in Sweden that are aware of the 

services of Uber. The TACT principle (Target, Action, Context and Time) by Francis et al., 

(2004) was then adopted to define the behaviour under consideration. In this case, Target was set 

to be the the potential users of the Uber services among gen Y in Sweden, the Action was the act 

of ordering an Uber, the Context was the situation when in need of a mode of transport and 

Uber is one of the available options, and Time was defined as the next moment when in need of 

a mode of transport where Uber is one of the available options. The next step was to identify 
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significant factors which represent the constructs, for example “close friends” and “family” have 

been identified as significant factors within the construct of subjective norm. 

According to Francis et al., (2004) measures for TPB can be either direct or indirect, but neither 

of them can be singularly regarded as sufficient. Therefore, the authors used both direct and 

indirect questioning within the questionnaire of the present study. The direct approach was 

designed to transmit immediate and clear results that could be interpreted without delay. The 

indirect questions aimed to verify the direct questions by asking about detailed and related 

information to draw conclusions. The combination of the two techniques offered insights in the 

psychological belief constructs of the research model (Francis et al., 2004). In addition to the 

framework of Francis et al., (2004), the authors used existing questionnaires containing TPB, 

(Promtosh & Sajedul, 2011; Jesse, 2015) TAM, (Delikan, 2010) and a combination of both 

models (Chen et al., 2007) as inspiration for the development of the questionnaire. Furthermore, 

valuable support was provided by the tutor of the thesis, fellow master students, and experienced 

university staff. The Swedish and English versions of the questionnaire can be found in 

Appendix 3, 4. 

3.7.1 Constructs  

The constructs of the questionnaire are based on the integrated model from TPB and TAM (c.f. 

Figure 4.). Each of the five belief constructs, perceived ease of use, perceived usefulness, attitude, subjective 

norm, and perceived behavioural control were covered. In addition, the authors included demographic 

information as well as general questions about innovations and trends to cover other aspects that 

could be of interest in the analysis. The final construct and dependent variable was the 

behavioural intention to use the services of Uber. The individual items of the constructs have been 

inspired by existing studies (cf. Section 3.7). Table 1. Summarizes the sources that were used as 

inspiration for the present constructs and showcases the Cronbach´s alpha scores of the original 

study by Chen et al., (2007), which reflect the reliability of the constructs. 
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Table 1. Questionnaire Design  

Construct Item Source 
Internal 

Reliability* 

Attitude 

towards 

behaviour 

I am positive towards the introduction of Uber 

in Sweden 

Taylor and Todd, 

1995; Chen et al., 

2007 

α=.  

I think Uber is a good idea 

I think that Uber serves a good purpose 

I think I can save money by using Uber 

I think I can save time by using Uber 

I think using Uber is comfortable 

Subjective 

norm 

My close friends use Uber Taylor and Todd, 

1995; Chen et al., 

2007 

α=.97 

My close friends think I should use Uber 

It is important for me what my close friends 

think about Uber 

I think my close friends should use Uber 

The public opinion about Uber in general is 

positive 

It is important for me what the public thinks 

about Uber 

The media attention Uber receives affects my 

willingness to use the service 

Perceived 

Behavioural 

Control 

I have the resources to use the Uber services Taylor and Todd, 

1995; Chen et al., 

2007 

α=.  

I have the knowledge to use the Uber services 

I have the ability to use the Uber services 

I trust Uber´s screening of the drivers 

I trust the rating system of Uber 

I feel in control when using the Uber services 

I feel safer when using the Uber services 

compared to a stadard taxi service 

I feel secure connecting my credit card to the 

Uber services 

Perceived Ease 

of Use 

Setting up the Uber application is easy Bhattacherjee, 

2000; Chen et al., 

2007 

α=.  

It is easy for me to use the Uber application 

I think the Uber application has an user friendly 

interface 

Ordering an Uber is easy 

The payment process of Uber is effortless 

Rating an Uber driver after the ride is easy 

Perceived 

Usefulness 

Using Uber is practical Moore and 

Benbasat, 1991; 

Chen et al., 2007 

α=.  

Using Uber improves my life 

Using Uber improves my work performance 

Using Uber improves my transport options 

Using Uber enables me to reach my destination 

faster 

Using Uber is beneficial for me in financial 

terms 

Intention to 

use Uber 

I intend to use the Uber services in the future Yu et al., 2005; 

Chen et al., 2007 

α=.  

I would consider using the Uber services the 

next time I need a taxi 

I would consider using Uber for business 
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purposes 

I would consider using Uber when outside of 

Sweden 

I would consider using Uber when visiting a new 

city 

I would consider using Uber when having a 

night out 

I would consider using Uber when with my 

friends 

* Cronbach´s alpha scores of Chen et al., 2007 

 

3.7.2 Pilot Test 

A pilot test was conducted in order to improve the questionnaire before the actual launch. 

According to Grimm (2010), a pilot test can improve the data quality and minimize potential 

errors. The pilot test covered 20 respondents which have been interviewed after the completion 

of the questionnaire in order to spot irregularities and provide advice for improvement. The pilot 

test resulted in a range of changes in the questionnaire that improved the intended meaning of 

the questions and helped to decrease the likelihood of dropouts. Besides changes in the 

questions, the layout of the questionnaire was improved and the Likert scale adapted by switching 

it from 7 to 6 points to improve the outcomes (cf. 3.7.3). The authors developed the 

questionnaire in English with a subsequent translation into Swedish. The translation was 

validated by several Swedish native speakers with a good English level to ensure that the 

questions were understood as intended. 

3.7.3 Scales 

Both nominal and ordinal scales were used in the questionnaire (Appendix 3;4). For the main 

constructs, a six point Likert scale has been used to rank the alternatives from strongly disagree 

to strongly agree ( Figure 7.). All relevant questions for the analysis were structured in the same 

way to receive consistent data. In the pilot questionnaire, a 7 point Likert scale was used. Since 

respondents that were unsure about their stance regarding the question often chose “the middle“ 

alternative, the authors decided to change to a six point Likert scale in order to force respondents 

to take a disinct standpoint. 

Figure 7. 6 Point Likert Scale 

 

Adapted from Malhotra et al., (2012) 
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3.8 Sampling 

When collecting data of a certain population, it is necessary to decide if sampling is applicable to 

the research question and objectives. In some cases, it is possible to collect data from every 

possible member of a case or a group, which is termed census (Malhotra, 2012). In the case of a 

census, it is not necessary to use sampling. In most cases sampling must be applied to narrow 

down the population due to restrictions such as time, money, and access to the population 

(Saunders et al., 2009). Sampling enables researchers to define a sub-group from which data is 

collected instead of all possible members or events within a population. Saunders et al., (2009) 

define several scenarios in which sampling provides a valid alternative to a census: 1. Surveying 

the entire population would be impractical, 2. Surveying the entire population can’t be executed 

due to limited budget, 3. A limited time frame prohibits surveying the entire population, 4. 

Results are needed quickly. 

Saunders et al., (2009) argue that the time saved by collecting data from a sample instead of a 

census can be used to design and pilot the means to collect the data. Furthermore, a smaller 

amount of data offers the possibility to collect information in a more detailed manner. In general, 

it can be said that the larger the sample size, the lower the probability for an error in the 

generalization of the population (Malhotra et al., 2012). All available sampling techniques can be 

divided into probability and non-probability sampling. Probability sampling is often associated 

with survey-strategies, where conclusions regarding the population are made based on the sample 

to answer the research question. Probability sampling methods include simple random sampling, 

systematic sampling, stratified sampling, and cluster sampling (Malhotra et al., 2012). When 

conducting probability sampling, a compromise between the accuracy of the findings and the 

amount of time and money invested in the data collection and analysis is needed. The sample size 

is driven by an array of factors such as desired level of confidence, error margin, types of 

analyses, and number of constructs, as well as to some extent, the total population size (Saunders 

et al., 2009). Non-probability sampling methods provide a range of techniques which are based 

on the subjective judgement of the researcher. Popular methods include quota sampling, 

snowball sampling, judgemental sampling, and convenience sampling (Malhotra et al., 2012).  

For this research project, the authors decided to use a non-probability sampling method. The 

sample was chosen via the convenience approach based on the subjective judgement of the 

authors. Furthermore, when the first members of the sample were approached, a snowball 

method was used to broaden the sample. Individuals who took part in the survey have been 

asked to forward the questionnaire to others they regard as suitable for the research study 

according to the preliminarily defined factors of being a Swedish resident, the age group of gen 
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Y, and knowledge of the services of Uber. This strategy was helpful to raise the number as well as 

quality of responses. 

As displayed in Table 2., the questionnaire was mainly distributed online by using the social 

media platform Facebook as well as forums related to Uber or students, since students offered a 

high chance of fitting into the selected age group of 19 – 34. Help was received from friends and 

colleagues of the authors that shared the questionnaire link among their personal network on 

Facebook and via personal mail. A total amount of 46 people were directly approached by the 

authors via instant messages, usually followed by a discussion regarding Uber and the research 

project in general. This strategy provided interesting new viewpoints for the authors. In order to 

reach a sufficient amount of responses for the analysis, a total of 40 paper based questionnaires 

were distributed at Jönköping University and subsequently inserted into Qualtrics by the authors. 

Furthermore, the authors used their private laptops and iPads to approach individuals directly at 

Jönköping University. The direct approach of the individuals helped to increase the response rate 

since people felt obliged to help when being asked in a polite way. To prevent social desirability 

bias (Malhotra, 2012), the authors avoided being physically present when the questionnaires were 

filled in by the respondents. 

Table 2. Distribution of the Questionnaire 

Source Specific 

Facebook 

International Management 2014, International Management 13, 

International Management 2015 JIBS, International Management 

12, Bränninge ängar, Study in Göteborg – Göteborg Student Group, 

Stockholm University Student Union, Uber, Uber Community 

Sweden, Sweden.se 

Facebook 
8 individuals shared the link among their personal network with an 

estimated reach of 5000 individuals.  

Flashback 
Nytt taxibolag: Uber I Stockholm, Uber taxi – det stora 

genombrottet?, Taxi och Uber, Uber startar i Malmö 

Other 

Studentum.se 

Pluggakuten.se 

 

Instant messages/Email 
46 individuals were approached directly via instant messages 

 

Paper questionnaire 
40 paper copies of the questionnaire were distributed at Jönköping 

University 

Direct Approach 
Direct approach of students at Jönköping University with 

iPad/laptop 
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3.8.1 Population 

The population for this research project comprises all gen Y members who are registered in 

Sweden and know about the services of Uber. With the use of several filter questions, the authors 

ensured that the respondents fit within the pre-defined parameters. Residents of the country 

Sweden have been chosen due to the fact that the services of Uber are relatively new in the 

country, and that the expansion in the country is at an intriguing phase regarding the legal status 

as the government is about to implement new regulations toward sharing economy services (cf. 

2.1.3). 

3.9 Time Horizon 

In terms of time horizons, two types of studies are generally separated: cross-sectional and 

longitudinal studies. Cross-sectional studies can be compared to a “snapshot” in which a specific 

phenomenon is investigated at a certain time (Saunders et al., 2009 p. 155). Often, the survey 

design is used for cross-sectional studies (Easterby-Smith et al., 2008; Robson, 2002), but 

qualitative methods can also be applied. Longitudinal studies on the other hand can be compared 

to “a series of snapshots” or a “diary” (Saunders et al., 2009, p. 155), examining a phenomenon 

or several phenomena over a specific period of time. The advantage of longitudinal studies is that 

data from different points of time can be compared, which takes changing situational influences 

and events into consideration. The authors chose a cross-sectional approach for this study due to 

the limited time frame in which the research project was conducted. 

3.10 Analysis Techniques 

Subsequently, the techniques that were used to analyse the data in the present research study are 

presented. 

3.10.1 Descriptive Statistics 

The authors used descriptive statistics to describe certain characteristics and used them as a 

supporting tool for the analysis (Pallant, 2005). The constructs of the questionnaire, both 

dependent and independent, were described using mean values, presenting the average answer of 

the respondents for a specific construct or item, as well as standard deviations, which describe 

the magnitude of the spread of individual answers in the form of a deviation from the mean score 

(Malhotra et al., 2012). 

3.10.2 Bivariate Analysis 

A simple linear regression analysis was conducted separately for each of the seven hypotheses to 

test the relationships between the dependent and independent variables. Simple linear regression 

is the simplest form of regression analysis considering only one independent variable. As a result, 
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the expected relationship is depicted as a straight line relationship that can be either positive, 

negative or neutral. The beta value (b) represents the slope of the regression line (Anderson, 

Sweeney, Williams, Camm & Cochran, 2013). In order to visualise the linear relationships and 

add depth to the analysis, scatter plots were drawn and interpreted (cf. Section 4..4.4 / Appendix 

5.). 

The correlation coefficient was used to measure the strength of the linear association between the 

independent and the dependent variables. It can take on a value ranging between -1 and +1, 

indicating the direction and whether the relationships is positive or negative. A value of +1 

indicates that all variables are perfectly align along the regression line with a positive slope. Values 

close to zero indicate that there is no relationship between the variables. The coefficient of 

determination, r², is used to interpret the goodness of fit for the regression and is a ratio that can 

take any value between zero and one. It is stated as a percentage of the total sum of squares, 

defining how much of the variability of the dependent variable can be explained by the 

dependent variable (Anderson et al., 2013). In addition a correlation matrix was depicted to show 

all relationships within the model however all emphasis it put on the theorized hypotheses set up 

through the model. To further check for other factors that could impact the intention to use the 

Uber services, a one way Anova was done followed by a Post Hoc test. This was used to compare 

intentions between groups. 

3.11 Data Screening and Cleaning 

After the data has been collected, the sample was cleaned according to predefined parameters, 

which are explained in the following section. A total of 428 (100%) responses have been 

collected with the Qualtrics questionnaire. 172 (40.2%) respondents did not answer all questions 

of the questionnaire and therefore have been removed from the sample. In the next step, all 

respondents that were not residents of Sweden have been removed; in this study, it was a total of 

7 respondents (1.6%). A total of 50 respondents (11.7%) have been removed since they were 

outside the defined age group of gen Y, either younger than 19 or older than 34. In the last step 

of the initial data cleaning process, 10 respondents (2.3%) who did not know about the services 

of Uber have been removed from the sample. In the course of data cleaning, a total of 239 

respondents (55.8%) have been removed from the initial sample, resulting in a remaining sample 

of 189 valid responses (44.2%). 

As mentioned in section 3.6, the questionnaire was conducted in Swedish and all information 

including items, constructs, and scales have been translated to English after transferring the data 

to SPSS. Since the questionnaire was initially developed in English and subsequently translated 
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into Swedish, accompanied by extended consultation with various native Swedish/English 

speakers, the possibility of a discrepancy in terms of content has been minimized. The last item 

of the intention construct “I would not consider using Uber if it is illegal”, in which the wording 

has been reversed to prevent response bias (Pallant, 2005), has been reverse coded in SPSS. Items 

within one construct have been computed to prepare the data for the subsequent analysis. To 

increase the internal reliability, two items related to the legal status of Uber have been excluded 

from the commuted constructs: “I consider the legal status of the Uber services as important” 

from the subjective norm construct and “I would not consider using Uber if it is illegal“ from the 

intention to use construct. Besides the enhanced reliability score, the authors chose to exclude the 

items from the constructs since they did not fit to the other items from a theoretical perspective. 

3.12 Credibility of the Research Findings 

This research study was designed in a manner that ensured the credibility of the findings. The 

importance of a thoroughly planned research design in order to assure credibility has been 

pointed out by scholars, with an emphasis on the two factors reliability and validity (Malhotra et 

al., 2012; Saunders et al., 2009). 

3.12.1 Realiability 

Reliability describes to what extent the collected data yields consistent findings (Saunders et al., 

2009). A reliable study would therefore show the same results when replicated by another 

researcher at another occasion. Transparency is an essential factor in this regard. It is important 

that a study is as transparent as possible to show how the data has been obtained as well as 

analysed. The reliability of a study can be tested in various ways including test-retest, alternative 

forms, and internal consistency methods (Malhotra et al., 2012).  

To ensure the reliability of this research study, the authors emphasized a high degree of 

transparency by explaining all executed activities that were included in the processes of data 

collection and analysis as accurately as possible. According to Malhotra et al., (2012) reliable 

studies are free from random error. The possibility of random error was minimized by extensive 

pre-testing of the questionnaire (cf. 3.6.2). Satisfactory internal consistency was assured with 

Cronbach´s alpha scores above 0.7 (Malhotra et al., 2012). Furthermore, a “forced answer” 

setting has been used in the questionnaire to assure that all respondents answer all questions, 

enhancing the replicability of the study. 

3.12.2 Validity 

Validity is the second criterion which assures the credibility of a research study. Validity describes 

“whether the findings are really about what they appear to be about” (Saunders et al., 2009, p. 
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157), assessing if the right research strategy as well as research method has been chosen in order 

to achieve the intended results. Validity is often assessed in terms of content validity, criterion 

validity, and construct validity (Malhotra et al., 2012). Content validity investigates if a scale 

measures what was intended to be measured. For this thesis, the content validity was enhanced 

by extensive pilot testing and discussions with knowledgable university staff as well as other 

master students. Existing scales which have been successfully used by scholars in the past (Table 

1.) have been used to enhance the validity of the research study to a further extent. In addition, 

reverse coding of an item was implemented to reduce response bias (Pallant, 2005). 

3.13 Ethics in Research Design 

The authors took ethical considerations very seriously when gathering and analyzing the data for 

the present research study. The respondents were assured that the questionnaire was fully 

anonymous, and that all data was only used for research purposes and not passed on to third 

parties. The questionnaire was developed in a manner that did not penalize or offend any 

individuals. 
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4. Empirical Findings 

The following section presents the empirical findings of the study. First, descriptive statistics and the individual 

constructs of the research model are discussed. Second, the hypotheses testing including correlation and regression 

analysis is covered. 

4.1 Response Rate 

As described in section 3.7 (Sampling), the questionnaire has been distributed via various online 

channels including social media platforms, online forums, and email, as well as offline channels in 

the form of paper based questionnaires, in the period between April 5th and April 15th 2016. 

Due to the fact that the questionnaire was distributed in various Facebook groups and online 

forums, and also sent to individuals who were potentially members of one or more of the 

aforementioned communities, the response rate of the questionnaire cannot be defined 

accurately. A total of 189 valid responses remained from the initial sample after cleaning the data 

according to the predefined requirements. 

4.2 Reliability of the Instrument 

Table 3. summarizes the different constructs of the study, including number of items within one 

construct, mean, and standard deviation. Additionally, Cronbach´s Alpha scores for each 

construct are displayed. All constructs were considered as reliable since they exceeded a 

Cronbach´s Alpha score of .7, which has been suggested by scholars to be satisfactory (Malhotra 

et al., 2012). The constructs intention to use Uber (.946) and attitude towards the behaviour (.946) 

showed the highest Cronbach´s Alpha scores, followed by perceived ease of use (.936), perceived 

usefulness (.879), perceived behavioural control (.849), and subjective norm (.774). The mean scores of the 

constructs range from 3.56 (subjective norm) to 4.79 (attitude towards the behaviour). 

Table 3. Reliability of Constructs 

Construct Items Mean Standard Deviation Cron a h´s α 

Attitude towards 

the Behaviour 

 

6 4.79 1.148 .946 

Subjective Norm 

 
7 3.56 1.007 .774 

Perceived 

Behavioural Control 

 

8 4.49 0.911 .849 

Perceived Ease of 

Use 
6 4.75 1.017 .936 
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Perceived 

Usefulness 

 

6 4.09 1.086 .879 

Intention to use 

Uber 
7 4.42 1.301 .946 

 

 

4.3 Descriptive Statistics 

Resulting from the preconditions of the study and the subsequent cleaning of the data, all 

participants that took part in the study were residents of Sweden. 

In terms of gender, males were slightly dominant with 56% of respondents. 

 

Table 4. Gender 

Item Number Percentage 

Gender 

Male 

Female 

Other 

 

106 

82 

1 

 

56.2% 

43.3% 

0.5% 

 

 

 

The mean age of the respondents was with 21.7 years relatively low, which can be explained by 
the sample which mainly consisted of students. 

 

 

   Table 5. Age 

Item Number Percentage 

Age 

19-22 

23-26 

27-30 

31-34 

 

76 

66 

33 

14 

 

40.2% 

34.9% 

17.5% 

7.4% 

 

 

56% 

43% 

1% 

Gender 

Man

Women

Other

Figure 8. Gender 

40% 

35% 

18% 

7% 

Age 

19-22

23-26

27-30

31-34

Figure 9. Age 
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65% 

27% 

2% 

2% 

4% 

Occupation 

Student

Employed

Self-employed

Unemployed

Other

59% 

41% 

Have you downloaded the Uber 

application? 

Yes

No

63% 

37% 

Have you used Uber before? 

Yes

No

More than half of the respondents (65.1%) were students, employed individuals were the second 

largest group (27%). 

 

Table 6. Occupation 

Item Number Percentage 

Occupation 

Student 

Employed 

Self-employed 

Unemployed 

Other 

 

123 

51 

4 

3 

8 

 

65.1% 

27.0% 

2.1% 

1.6% 

4.2% 

 

 

The majority of respondents (58.7%) had downloaded the Uber mobile application. 

 

 

Table 7. Uber application 

Item Number Percentage 

Downloaded 

the Uber 

application 

Yes 

No 

 

 

 

111 

78 

 

 

 

58.7% 

41.3% 

 

 

 

A higher number of people than the ones who downloaded the Uber application (58.7%) used 

the services before (63.5%). 

 

Table 8. Uber use 

Item Number Percentage 

Used Uber 

before 

Yes 

No 

 

 

120 

69 

 

 

63.5% 

36.5% 

 

Figure 10. Occupation 

Figure 11. Downloaded the Uber application 

Figure 12. Use of Uber 
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36% 

21% 

13% 

22% 

6% 2% 

How often do you use Uber? 

Never used Uber

Only tried once

Once per half year

Once per month

36% 

34% 

30% 

Use of Uber 

Never used Uber

Low use of Uber

High use of Uber

In terms of frequency, 21.2% of the respondents stated that they used the Uber services only 

once and 21.7% use it approximately once per month.  

Table 9. Frequency of Uber use 

Item Number Percentage 

Frequency of Uber 

use 

Never Used Uber 

Only tried once 

Once per half year 

Once per month 

Once per week 

Several times per 

week 

 

 

69 

40 

24 

41 

11 

4 

 

 

36.5% 

21.2% 

12.7% 

21.7% 

5.8% 

2.1% 

 

 

 

To conduct an Anova test (cf. Section 4.5), the responses have been divided in three groups 

according to their frequency of Uber use: 1. Never used Uber, 2. Low use of Uber, 3. High use of 

Uber.  

 

 

Table 10. Use of Uber (groups) 

 

 

 

 

 

 

 

 

Item Number Percentage 

Use of Uber 

Never used Uber 

Low use of Uber 

High use of Uber 

 

69 

64 

56 

 

36.5% 

33.9% 

29.6% 

Figure 13. Frequency of Uber use 

Figure 14. Use of Uber (groups) 
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4.3.1 Constructs 

The construct attitude towards the behaviour comprised a total of 7 items. The overall responses 

display a mean score of the construct of 4.79 and a standard deviation of 1.148, showing a 

positive attitude of the respondents towards the use of the Uber services. The mean scores of the 

individual items range from 4.59 to 5.02, as shown in Table 11. 

 

Table 11. Attitude towards the Behaviour 

Construct Item Mean Standard Deviation 

Attitude towards 

the Behaviour 

1. I am positive towards the  

introduction of Uber in Sweden 
5.02 1.280 

2. I think using Uber is a good 

idea 
4.94 1.274 

3. I think that Uber serves a good 

purpose 
4.74 1.309 

4. I think I can save money by 

using Uber 
4.61 1.338 

5. I think I can save time by using 

Uber 
4.59 1.300 

6. I think using Uber is 

comfortable 
4.82 1.259 

Total 4.79 1.148 

 

The construct subjective norm had a total of 7 items. The responses differ among the individual 

items, leading to a mean score of 3.56 for the entire construct, with a standard deviation of 1.007. 

The mean scores of the items range from 2.64 to 4.20, showcasing both positive and negative 

values for the subjective norm. Standard deviations range from 1.116 to 1.710 among the individual 

items. Item 6, which asks about the public opinion about Uber, shows the highest mean score 

with 4.20 as well as the lowest standard deviation in the construct with 1.166. Item 3, covering 

the motivation to comply by asking about the importance of what close friends think about Uber, 

showed the lowest mean score with 2.64 and the second highest standard deviation with 1.669. 

Table 12. Subjective Norm 

Construct Item Mean Standard Deviation 

Subjective Norm 

1. My close friends use Uber 3.90 1.583 

2. My close friends think I should 

use Uber 
3.75 1.591 

3. It is important for me what my 

close friends think about Uber 
2.64 1.669 

4. I think my close friends should 

use Uber 
4.13 1.362 
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5. The public opinion about Uber 

in general is positive 
4.20 1.166 

6. It is important for me what the 

public thinks about Uber 
2.87 1.710 

7. The media attention Uber 

receives affects my willingness to 

use the services 

3.48 1.655 

Total 3.56 1.007 

 

A total of 8 items have been within the construct perceived behavioural control. The construct had a 

mean score of 4.49 with a standard deviation of .911. The mean scores of the individual items 

range from 3.58 to 5.27, showing comparably high values for perceived behavioural control. The 

lowest mean score with 3.58 and the highest standard deviation with 1.547 is shown for item 7, 

which asked about the perceived safety when using an Uber compared to a standard taxi. Item 3, 

which asked about the ability to use the Uber services, showcased the highest mean score with 

5.27 with a standard deviation of .960, which was the lowest value of an individual item within 

the construct. 

Table 13. Perceived Behavioural Control 

Construct Item Mean Standard Deviation 

Perceived 

Behavioural 

Control 

1. I have the resources to use the 

Uber services 
4.91 1.287 

2. I have the knowledge to use 

the Uber services 
5.11 1.125 

3. I have the ability to use the 

Uber services 
5.27 .960 

4. I trust Ubers screening of the 

drivers 
4.01 1.422 

5. I trust the rating system of 

Uber 
4.49 1.287 

6. I feel in control when using the 

Uber services 
4.31 1.230 

7. I feel safer when using the 

Uber services compared to a 

standard taxi service 

3.58 1.547 

8. I feel secure connecting my 

credit card to the Uber services 
4.22 1.498 

Total 4.49 .911 
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The construct perceived ease of use consisted of 6 items. The construct had a mean score of 4.75 

with a standard deviation of 1.017. The mean scores of the individual items were situated closely 

together, ranging from 4.55 to 4.86. 

Table 14. Perceived Ease of Use 

Construct Item Mean Standard Deviation 

Perceived 

Ease of Use 

1. Setting up the Uber application 

is easy 
4.86 1.147 

2. It is easy for me to use the 

Uber application 
4.79 1.175 

3. I think the Uber application has 

an user friendly interface 
4.55 1.265 

4. Ordering an Uber is easy 4.81 1.117 

5. The payment process of Uber is 

effortless 
4.76 1.154 

6. Rating an Uber driver after the 

ride is easy 
4.76 1.141 

Total 4.75 1.017 

 

The construct perceived usefulness was comprised of 6 individual items, with a mean score of 4.09 

and a standard deviation of 1.086 for the entire construct. The means of the different items 

ranged from 2.60 to 4.81. The lowest mean score is shown for item 3, which asked about 

improved work performance through the Uber services. The item had a standard deviation of 

1.401. Item 1, which asked about the practicability of Uber, had the highest mean score with 4.81 

and a standard deviation of 1.264. 

Table 15. Perceived Usefulness 

Construct Item Mean Standard Deviation 

Perceived 

Usefulness 

1. Using Uber is practical 4.81 1.264 

2. Using Uber improves my life 3.80 1.488 

3. Using Uber improves my work 

performance 
2.60 1.401 

4. Using Uber improves my 

transport options 
4.59 1.344 

5. Using Uber enables me to 

reach my destination faster 
4.37 1.325 

6. Using Uber is beneficial for me 

in financial terms 
4.35 1.423 

Total 4.09 1.086 
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The construct intention to use Uber consisted of a total of 7 items, with a mean score of 4.42 and a 

standard deviation of 1.301 for the entire construct. The mean scores for the individual items 

ranged from 3.75 to 4.85. 

Table 16. Intention to use Uber 

Construct Item Mean Standard Deviation 

Intention to use 

Uber 

1. I intend to use the Uber 

services in the future 
4.69 1.361 

2. I would consider using the 

Uber services next time I need a 

taxi 

4.48 1.464 

3. I would consider using Uber for 

business purposes 
3.75 1.617 

4. I would consider using Uber 

when abroad 
4.22 1.650 

5. I would consider using Uber 

when visiting a new city 
4.43 1.534 

6. I would consider using Uber 

when having a night out 
4.54 1.514 

7. I would consider using Uber 

with my friends 
4.85 1.381 

Total 4.42 1.301 

 

4.4 Hypotheses Testing 

The simple linear regression controls whether the dependent and independent variables are 

related. A relation can be confirmed when the beta value is not equal to zero (b ≠ 0). If the beta is 

negative (b<0), there is a negative correlation wich means when the independent variable goes up, 

the dependent variable goes down. The other way around is the case if the beta is larger than 

zero, (b>0). The standardized beta (b) was used to determine the strength of the relationship and 

the R2 to see how much of the dependent variable is determined by the independent variable 

(Anderson et al., 2013). Through these variables, the strength of the correlation between the 

variables in the conceptual model can be seen. The regression equation can have variance that 

requires testing in order to confirm that the b value is not within the variance and can be 

confirmed as significant. In order to test for the significance and whether the null hypotheses H0 

could be rejected, t – tests were used (Anderson et al., 2013). Scatter plots were created to 

visualize the results and interpret the data. Table 17. shows the correlations for all variables in the 

research framework. In addition, the individual values related to the hypotheses are discussed in 

section 4.4.1. 
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Table 17 Correlation Matrix 

Variables 1 2 3 4 5 6 

Intention -      

SubjectiveNorm .587** -     

Control .728** .513** -    

Attitude .803** .599** .725** -   

Ease_of_Use .620** .355** .677** .700** -  

Usefulness .767** .607** .721** .819** .690** - 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.4.1 Correlation Analysis 

The pearson correlation coefficients are always between -1 and 1; it measures the strength of the 

linear association between two variables (Anderson et. al., 2013). Figure 15. visualizes the beta 

values as well as the R2 in the theoretical model. It can be seen that attitude towards the behaviour (b 

= 0,803, p<0.001) is a significant predictor of the intention to use the Uber services and 

therefore supports H1. In addition, both subjective norm (b = 0,587, p<0.001) and perceived 

behavioural control (b = 0,728, p<0.001) are also positively correlated to the intention to use the Uber 

services, supporting H2 and H3 at a 1% significance level. It appears that all three independent 

variables included in the TPB framework individually function as predictors for the dependent 

variable intention to use the Uber services, with attitude towards the behaviour having the strongest, and 

subjective norm the weakest impact. The TAM part of the research framework includes H4, which is 

supported by showing a positive relationship of perceived usefulness and attitude towards the behaviour, 

with a standardized beta value of (b = 0,819, p<0.001), rendering the strongest relationship in the 

model. Perceived ease of use with a beta value of (b = 0,728, p<0.001) towards attitude supports 

H5. Hypothesis six, H6, which states that perceived usefulness is positively correlated with intention to 

use Uber, is also supported (b = 0,767, p<0.001). Lastly, H7 concludes the hypothesis testing with 

a result of (b = 0,690, p<0.001) showing that the perceived ease of use has a positive relationship with 

perceived usefulness. In conclusion, all hypotheses are largely supported according to Cohen (1988), 

who states that a correlation coefficient between 0.10 – 0.29 is to be seen as a small correlation, 

0.30 – 0.49 as a medium correlation, and 0.50 – 1.00  as a large correlation. 
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4.4.2 Hypotheses Testing TPB 

In addition to finding the b and R2 to test the significance of the relationship, hypothesis tests 

were conducted. There are two tests that can be executed to test the significance of a relationship 

between two variables in a regression. The first one is to estimate the variance (σ) by using the 

standard error of the estimate (s). The other option is to test the hypotheses with a t test. The 

authors chose to use the t test approach and set up a null hypothesis. The null hypothesis is based 

on the assumption that b = 0 and the alternative hypothesis b ≠ 0. The rejection rule states that 

the null hypothesis can be rejected using the p-value approach if p-value ≤ α or through the 

critical value approach if t ≤ - tα/2 or if t ≥ tα/2 where tα/2 is based on a t distribution with n – 

2 degrees of freedom (Anderson, et. al., 2013). In this thesis, a one tailed test with the rejection 

region in the upper tail was conducted, since theory suggests that all relationships are positive 

(Anderson et al., 2013).  

Hypothesis 1. The first hypothesis regards the attitude towards the behaviour and intention to use the 

Uber services. If the attitude is positive, a person will also have a more positive intention to use the 

service. On the other hand, if the attitude is less positive, there will be a tendency towards low 

intention to use. To see whether there is a relationship or not, the t-statistic has been consulted and 

compared to the critical value on the 95% level at 1 degree of freedom. This showed whether the 

null hypothesis could be rejected or not. A summary of the t-statistics can be found in Table 25. 

The following hypotheses 2 to 7 are of the same character as the first one, assuming a positive 

Figure 15. Data Analysis Results 
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relationship between the independent and the dependent variable, and that the same procedure 

will be applied.  

H0:  A positive attitude towards the Uber services has no positive influence on the intention to 

use the Uber services. 

H1:  A positive attitude towards the Uber services positively influences the intention to use the 

Uber services. 

Through the simple linear regression, where attitude was identified as the independent variable 

and intention as the dependent variable, the test showed a t-statistic of 18.417 which is larger than 

the critical value at 1 degree of freedom, 6.3138, and therefore the null hypothesis can be reject at 

the 5% significance level for hypothesis 1. 

Table 18. Hypothesis 1 

Hypothesis T-Statistic Degree of Freedom Outcome 

Attitude - Intention 18.417 1 Accepted 

 

Hypothesis 2. The second hypothesis regards the subjective norm and measures whether the 

respondents are affected by others in their intention to use the Uber services.  

H0:  A positive subjective norm towards the Uber services has no positive influence on the 

intention to use the Uber services.  

H1:  A positive subjective norm towards the Uber services positively influences the intention 

to use the Uber services.  

For hypothesis 2 the t-statistic is 9.920 and the null hypothesis H0 can be rejected on the 5% 

significance level. 

Table 19. Hypothesis 2 

Hypothesis T-Statistic Degree of Freedom Outcome 

Subjective Norm - 

Intention 
9.920 1 Accepted 

 

Hypothesis 3. The third hypothesis examined whether the perceived behavioural control affected the 

intention to use the Uber services.  
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H0:  High perceived behavioural control towards the Uber services has no positive influence 

on the intention to use the Uber services. 

H1:  High perceived behavioural control towards the Uber services positively influences the 

intention to use the Uber services. 

The results show a t-statistic of 14.536. By using the t distribution table it can be concluded that 

the null hypothesis can be rejected on the 5% significance level. 

Table 20. Hypothesis 3 

Hypothesis T-Statistic Degree of Freedom Outcome 

Perceived Behavioural 

Control - Intention 
14.536 1 Accepted 

 

 

4.4.3 Hypotheses Testing TAM 

 

Hypothesis 4. In accordance with the TAM, it is theorized that perceived usefulness has a positive 

influence on the attitude towards the Uber services.  

H0:  Perceived usefulness of the Uber services has no positive influence on the attitude 

towards the Uber services. 

Figure 16. Hypotheses Testing TPB 
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H1:  Perceived usefulness of the Uber services positively influences the attitude towards the 

Uber services. 

Hypothesis 4 shows a t-statistic of 19.540 and enables rejection of the null hypothesis on the 5% 

significance level. 

Table 21. Hypothesis 4 

Hypothesis T-Statistic Degree of Freedom Outcome 

Perceived Usefulness - 

Intention 
19.540 1 Accepted 

 

Hypothesis 5. The fifth hypothesis explored if perceived ease of use had a positive relationship with 

the attitude towards the Uber services. 

H0:  Perceived ease of use of the Uber services has no positive influence on the attitude 

towards the Uber services. 

H1:  Perceived ease of use of the Uber services positively influences the attitude towards the 

Uber services. 

The t-statistic 13.408 compared to the critical value of 6.3138 the null hypothesis can be rejected 

on the 5% significance level. 

Table 22. Hypothesis 5 

Hypothesis T-Statistic Degree of Freedom Outcome 

Perceived Ease of Use 

- Attitude 
13.408 1 Accepted 

 

Hypothesis 6. The sixth hypothesis states that in addition to affecting the attitude towards the 

behaviour, the perceived usefulness also has a direct effect on people’s intention to use the Uber services.  

H0:  Perceived usefulness of the Uber services has no positive influence on the intention to 

use the Uber services. 

H1:  Perceived usefulness of the Uber services positively influences the intention to use the 

Uber services. 

The null hypothesis can be rejected on the 5% significance level with a t-statistic of 16.339. 
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Table 23. Hypothesis 6 

Hypotheses T-Statistic Degree of Freedom Outcome 

Perceived Usefulness - 

Intention 
16.339 1 Accepted 

 

Hypothesis 7. The seventh hypothesis revolves around the notion that if the service is perceived 

as easy to use it will have a positive effect on the respondent’s perception of usefulness. 

H0:  Perceived ease of use of the Uber services has no positive influence on the perceived 

usefulness of the Uber services. 

H1:  Perceived ease of use of the Uber services positively influences the perceived usefulness 

of the Uber services. 

The final hypothesis with a t-statistic of 13.053 can also be rejected on the 5% significance level. 

Table 24. Hypothesis 7 

Hypotheses T-Statistic Degree of Freedom Outcome 

H7 

Perceived Ease of Use 

– Perceived Usefulness 

13.053 1 Accepted 

 

 

 

Figure 17. Hypotheses Testing TAM 
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Table 25. Summary of Data Analysis 

Hypotheses 
R-

Square 

T-

Statistic 
Beta 

Standardized 

Beta 
DF 

Significant 

p-value 
Outcome 

H1 

Attitude - 

Intention 

.645 18.417 .910 .803 1 .000 Accepted 

H2 

Subjective 

Norm - 

Intention 

.345 9.920 .759 .587 1 .000 Accepted 

H3 

Perceived 

Behavioural 

Control - 

Intention 

.531 14.536 1.040 .728 1 .000 Accepted 

H4 

Perceived 

Usefulness - 

Attitude 

.671 19.540 .866 .819 1 .000 Accepted 

H5 

Perceived 

Ease of Use - 

Attitude 

.490 13.408 .790 .700 1 .000 Accepted 

H6 

Perceived 

Usefulness - 

Intention 

.586 16.339 .919 .767 1 .000 Accepted 

H7 

Perceived 

Ease of Use – 

Perceived 

Usefulness 

.477 13.053 .737 .690 1 .000 Accepted 
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4.4.4 ScatterPlots 

To strengthen the understanding of the correlation between the independent and the dependent 

variables and visualize the results, scatter plots were constructed. The scatter plot figures of the 

individual constructs can be found in Appendix 5. The scatter plot in Figure 18. visualizes the 

relationship between attitude towards the behaviour and intention to use the Uber services, showing a 

distinct relationship between the two variables. The diagram shows that most respondents who 

have a positive attitude towards the Uber services (X axis) also have a positive intention to use them 

(Y axis). 

 

 

4.5 Anova 

The frequency of use was identified as an interesting variable in the descriptive data. The six scale 

points on the question “How often do you use Uber“ were limited down to three groups (cf. 

Table 10.) named “Never used Uber” including item: Never used Uber, corresponding to 36.5% 

of the respondents, “Low use of Uber” including the items: Only tried once; Once per half year, 

corresponding to 33.9% of the respondents, and “High use of Uber” including the items: Once 

per month; Once per week; Several times per week, corresponding to 29.6% of the sample. The 

formation was executed due to the fact that underlying assumptions of Anova required groups of 

equal size (Anderson et al., 2013). 

The descriptive statistics showed that the mean scores of the three groups were different, which 

motivated the authors to conduct an Anova to test the significance of this difference. The 

Figure 18. Scatter Plots 



Empirical Findings 

54 

 

analysis of variance showed that there was a significant difference between the frequency of use 

groups on the intention to use Uber, with F(2, 186) = 15,259 and p < .001, as displayed in Table 26. 

The statistical difference was expected due to the large disperities in the mean scores, when 

comparing the three groups. The Post-Hoc comparisons using a Tukey HSD (cf. figure 19.) 

indicated that the mean score for group 1. (M=3.88, SD=1.42) was not only significantly 

different from group 2. (M=4.42, SD=1.16), but also from group 3. (M=5.10, SD=0.98). 

Evidently all groups are different and there is a clear increase in intention to use the Uber services the 

higher the frequency of previous usage. 

Table 26. Anova 

Intention to use Uber 

 Sum of 

Squares 
df Mean Square F Sig. 

Between 

Groups 
44,868 2 22,434 15,259 .000 

Within 

Groups 
273,454 186 1,470   

Total 318,323 188    

 

The means plot (Figure 19.) displays the results of the Post Hoc test and shows that all three 

groups differ. The intention to use Uber is more positive among respondents who used Uber before 

compared to those who never used it, and even higher among individuals who used Uber  

frequently. 

 

  

Figure. 19 Means Plot 
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5. Discussion 

Following, the findings of the present research study are discussed. The results are compared to previous studies 

and all constructs of the research framework are covered individually. 

 

The purpose of this thesis was to investigate the intention of gen Y consumers to use the services 

of Uber and to examine the influencing factors. The integrated model of TPB and TAM was 

supported to be a good fit with the technology based services of Uber, rendering statistical 

significance on all hypotheses. As displayed in Table 23., all 7 hypotheses, which have been 

developed according to the TPB and TAM, have been accepted. The strength of the individual 

relationships of the constructs conforms partly with previous research, which is discussed in the 

following section. The strongest predictor for the intention to use the Uber services in the 

present study was the attitude towards the behaviour (b=.82), opposing to the results of Chen et al., 

(2007), Mathieson´s (1991), and Kakoko et al., (2006), who found perceived behavioural control as 

most important predictor for behavioural intention in their studies. The second strongest 

determinant for intention in the present study was found to be perceived usefulness (b=.77), followed 

by perceived behavioural control (b=.73). The weakest determinant of intention to use the Uber services was 

subjective norm (b=.59). Contrary to the present findings, Chen et al., (2007) found attitude towards 

the behaviour as weakest predictor for intention. In accordance with the study of Chen et al., (2007), 

the present study confirmed that perceived ease of use and perceived usefulness determine the attitude 

towards the behaviour, which is opposing the findings of Amoako-Gyampah & Salam (2004), 

who did not find support that perceived ease of use affects the formation of an attitude towards a 

behaviour. The present results show that the effect of perceived usefulness on attitude was greater than 

the effect of perceived ease of use (b=0.82/0.70), which has also been found in previous studies 

(Chen et al., 2007; Keil et al., 1995). Regarding the constructs of TAM, a significant effect of 

perceived ease of use on perceived usefulness has been supported (b=.69). Following, the constructs 

within the conceptual model are discussed individually. 

5.1 Attitude towards the Behaviour 

The results of the present study show that Swedish gen Y consumers have a positive attitude 

towards the Uber services with an aggregated mean score for the attitude towards the behaviour 

construct of 4.79. Attitude towards the behaviour and perceived ease of use were the most uniform 

constructs according to mean scores and standard deviation in the present study. According to 

Ajzen (2005), the attitude towards a behaviour is formed by an individual’s beliefs and an evaluation 
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of the possible outcomes resulting from the behaviour. The questionnaire items intended to 

measure individual’s beliefs regarding the introduction of Uber in Sweden as well as possible 

outcomes such as saving time or money by using the Uber services. The questions regarding 

individual beliefs scored slightly higher than those covering the evaluation of possible outcomes. 

In general, gen Y is considered to be tolerant, open minded, and technologically savvy (Morton, 

2002; Paul, 2001; Papp & Matulich, 2011), which is why a positive attitude towards new 

innovative technology based services like Uber was expected by the authors. The positive attitude 

towards the Uber services could also be linked to the general positive attitude towards internet 

based services and new technological innovations, and that gen Y relies on internet and mobile 

devices and feel extremely comfortable with them (Papp & Matulich, 2011). Furthermore, the 

fact that gen Y´s heavily engage in online purchasing behaviour (Lester, Forman & Lloyd, 2006; 

Nusair et al., 2013) could serve as an explanation for the positive attitude towards the Uber 

services. The positive attitude of gen Y towards new innovations could explain why many 

respondents who did not use the Uber services before have a positive attitude towards them. 

5.2 Perceived Ease of Use 

The construct perceived ease of use is intended to measure to what extent users believe that using a 

particular technology would be free of effort (Davis, 1989). The construct showed consistent 

positive scores both regarding the mean (4.75) and standard deviation (1.017). These findings 

were expected by the authors, since gen Y is the first generation brought up with digital 

technology (Wolburg & Pokrywczynski, 2001), leading to the assumption that they are very 

familiar with the use of mobile applications. Therefore, they may anticipate that the Uber mobile 

application is easy to use, even if they never used it before. Since gen Y´s are are comfortable 

with mobile devices and the internet (Papp & Matulich, 2011), the results tend to show that the 

IT self-efficacy among Swedish gen Y is generally high.  Consequently, the positive outcomes can 

be closely linked to the high technology affinity of gen Y consumers. It could be expected that 

the perceived ease of use among older generations would lead to different outcomes. The fact that the 

Uber services depend on technology, requiring the use of a smartphone as well as internet 

connection, could serve as a barrier towards the intention to use the service for some individuals. 

If people are used to calling a taxi via phone, this new way of ordering a taxi could potentially 

prevent some people from using the services, which does not seem to be the case in the present 

study. Similar results could also be expected for gen Y´s in other countries since they, as the first 

global generation, have been exposed to the same trends, events, and developments, no matter 

where in the world they grew up (McCrindle & Wolfinger, 2014). 



Discussion 

57 

 

5.3 Perceived Behavioural Control 

Perceived behavioural control describes an “individual’s perception of internal and external constraints 

on behaviour“ (Taylor & Todd, 1995, p. 149). The more resources and opportunities individuals 

possess and the fewer obstacles or impediments they anticipate, the greater the perceived 

behavioural control over the behaviour (Ajzen, 1991). The construct consists of perceived power 

and control beliefs (cf. section 2.4.3). The results of the present study display diverse mean scores 

ranging from 3.58 to 5.27. Also the standard deviation is noteworthy and ranges from 0.960 up to 

1.547. The lowest individual item in the construct is the statement “I feel safer when using the 

Uber services compared to a standard taxi service” (3.58) which could be explained by the 

various reported incidents in the media involving Uber drivers (cf. section 2.1.2). A range of 

newspaper articles have also been published questioning the background checks of Uber drivers, 

which could have influenced the respondents perception of Uber´s safety to a further extent 

(Huet, 2015) 

5.4 Subjective Norm 

The most particular construct of the study is the subjective norm, with a total mean score of 3.59, 

denoting it as the lowest of all constructs. The subjective norm, which describes an individual's 

perception whether “important others“ would approve or disapprove a certain behaviour, is 

mediated by a person´s individual motivation to comply (Ajzen, 2005). When examining the 

individual items of the construct, it appears that the questions regarding the motivation to 

comply have the lowest mean scores of the construct: “It is important for me what my friends 

think about Uber” (2.64), “It is important for me what the public thinks about Uber” (2.87), and 

“The media attention Uber receives affects my willingness to use the services” (3.48). The 

outcomes show that gen Y in Sweden does not regard itself as influenced by other people’s 

opinions when choosing whether or not to use the Uber services. However, the authors believe 

that people may not be fully aware to what extent they are influenced by the opinions of others. 

Previous research has argued that gen Y relies mostly on friends, family, blogs, and reviews when 

making purchase decisions (Beckendorf et al., 2009), leading to the assumption that gen Y should 

have a high emphasis on the subjective norm. This calls for other explanatory factors to be 

considered in order to explain the present outcomes. Syrett & Lammiman (2003) state that gen Y 

is highly confident and individualistic, which could have some explanatory power regarding the 

low scores on the subjective norm. Since this study specifically focuses on Swedish gen Y, culture 

is another factor to consider. According to cultural researchers such as Hofstede, Hofstede & 

Minkov (1991), Sweden is considered as a fairly individualistic culture, meaning that people take 

their own decisions and perceive themselves as “I” rather than “we”. One possible explanation of 



Discussion 

58 

 

the outcomes could be that since Swedes are individualistic in nature, even though the gen Y part 

of the population relies much on others when taking decisions (Syrett & Lammiman, 2003), they 

like to think of themselves as individualistic and therefore the survey responses could reflect the 

population's ideal self rather than displaying the actual picture of reality. Often people are 

influenced by external factors unconciously, underlining the assumption that they are not fully 

aware how their decisions and attitudes are actually formed (Newell & Shanks, 2014). 

5.5 Perceived Usefulness 

The construct perceived usefulness of the Uber services showed the strongest correlation with the 

attitude construct in the research framework (8.19). The results point out that respondents who 

thought of Uber as a useful service also had a positive attitude towards the services. Perceived 

usefulness describes to what degree individuals believe that using a specific technology would 

enhance their performance (Davis, 1989). The present results imply that perceived usefulness is a 

strong predictor of whether or not a service becomes successful. A noteworthy and interesting 

result is that the item  “Using Uber improves my work performance“ (2.60) received a relatively 

low score compared to the overall mean score of the construct (4.09). One possible explanation 

is that it could be difficult for respondents to imagine how the Uber services could improve their 

work life due to the fact that most respondents were students and not active in a work 

environment (cf. Figure 10). In addition, people who do not frequently travel as part of their 

occupation could have difficulties answering the question, since a mode of transport is not 

needed as part of their daily work. In other research settings, e.g. with a sample of frequent 

business travellers, differing results could be expected.  

5.6 Intention to use Uber 

The intention to use the Uber services has served as the dependent variable in four out of the seven 

hypotheses and was used to predict the actual behaviour of the respondents. Theorists agree that 

intention is a reliable predictor for the execution of a specific behaviour (cf.2.4.4). The individual 

items of the construct were scored positive with a mean score of 4.42, except of the item “I 

would consider using Uber for business purposes“ (3.75). The outcome of this item can be 

explained similar to the work related item in the perceived usefulness construct in the previous 

paragraph. Due to the fact that the sample mainly consisted of students, it could be difficult to 

imagine the benefits of the Uber services related to business purposes, since the respondents 

have no experieces in that field. It can be assumed that the intention to use the Uber services for 

business purposes would be more positive among business people and frequent business 

travelers, who have been in situations before where they needed a taxi and none were available. 
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6. Conclusion 

The following chapter presents conclusions about the research findings. The research questions are answered and 

theoretical as well as managerial implications presented. The chapter closes with limitations of the study, 

recommendations for future research, and a discussion about ethical implications. 

 

6.1 Research Questions 

The present research study investigated the attitude of Swedish gen Y consumers towards the 

services of Uber and examined factors that influence the intention to use them. The research 

questions are answered as follows: 

RQ.1 

What is the attitude of Swedish gen Y towards the Uber services? 

 

Swedish gen Y consumers have a positive attitude towards the Uber services. 

 

RQ.1a 

What role does perceived usefulness of the Uber services play regarding the attitude 

towards the Uber services? 

 

Perceived usefulness significantly influences the attitude towards the use of the Uber 

services. 

 

RQ.1b 

What role does perceived ease of use of the Uber services play regarding the attitude 

towards the Uber services? 

 

Perceived ease of use significantly influences the attitude towards the use of the Uber 

services. 

 

RQ.2 

What role does the attitude towards the Uber services play regarding the intention to use 

the Uber services? 

 

The attitude towards the use of the Uber services is the strongest predictor for the intention 

to use the Uber services among the measured constructs. 

 

RQ.3 

What role does the subjective norm play regarding the intention to use the Uber                    

services? 

 

The subjective norm influences the intention to use the Uber services, but has been shown 

to be the weakest of the measured constructs. 

 

RQ.4 

What role does perceived behavioural control play regarding the intention to use the Uber 

services? 

 

Perceived behavioural control influences the intention to use the Uber services. 
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The outcomes of the study show that Swedish gen Y consumers have a positive attitude towards 

the Uber services and that the attitude towards the Uber services was the strongest predictor for 

the intention to use the services. Furthermore, the results suggest that perceived ease of use and 

perceived usefulness positively influence the attitude towards Uber. Both constructs perceived 

behavioural control and subjective norm have shown to positively influence the intention to use 

the Uber services, with perceived behavioural control as the stronger factor. 

6.2 Contribution 

First, the authors added to the theory of behavioural research by using an integrated model of 

TPB and TAM. The developed model, which has been inspired by the study conducted by Chen 

et al., (2007), has been applied in the context of Uber, a technology based service within the 

framework of the sharing economy. To the knowledge of the authors, such a study has not been 

conducted before, which adds valuable insights to behavioural theory related to technology based 

services of the digital age.  

Second, the present study supports the notion that the frameworks of TPB and TAM are 

applicable to disruptive innovations like the Uber services. The TAM was initially used by Davis 

(1989) to predict the adoption of email as mode of communication. The belief constructs of the 

used models have been supported as suitable to predict the intention of indviduals to use services 

like Uber. The results showed that attitude towards the use of the Uber services was the most 

important predictor for the intention to use them and that the subjective norm had the lowest 

influence.  

Third, by delivering insights in the factors that influence gen Y in their technology adoption as 

well as intention to use technology based services like Uber, the authors contributed to an 

existing theory about gen Y. The findings give clear indications that members of gen Y are willing 

to adopt new innovative services, despite ambiguities regarding legal and ethical implications. 

Furthermore, contrary to the existing theory (cf. Section 2.2), the results of the present study 

show that gen Y is less influenced by the subjective norm than expected, which could question 

existing studies and make the cohort a subject for further investigations. 

6.3 Implications 

The outcomes of the present study offer a range of implications for managers as well as 

governmental policy makers. The company Uber could use the insights in the consumer group 

gen Y to optimize their marketing and communication efforts according to the most important 

factors that influence the intention of consumers to use the Uber services. The results of the 
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study showed that the attitude towards the use of Uber is the strongest determinant regarding the 

intention to use Uber services. Since the attitude towards the use has been shown to be 

influenced by the perceived ease of use as well as the perceived usefulness of the uber Services, 

the company is advised to focus on communicating the easy handling of the Uber mobile 

application as well as the various benefits of services to the users. Furthermore, perceived 

behavioural control has shown to influence the intention to use Uber services significantly, 

offering the possibility for Uber to showcase the control and safety features of their services. In 

addition, the results showed that individuals that used the Uber services before have a more 

positive attitude towards the services compared to people who did not use them previously. It is 

advised that Uber uses strategies like vouchers or promotional campaigns which facilitates people 

to try their services, which could result in an increased intention of consumers to use the services. 

Due to the controversial nature of the Uber services, with bans in several countries, the outcomes 

of the present study could offer policy makers insights to what consumers think about the 

services. The results clearly show that Swedish gen Y consumers have a positive attitude towards 

the Uber services and that most respondents would consider using them in the future. The 

insights could help policy makers and governments with the development of rules and 

regulations regarding the legal status of sharing economy services like Uber. The positive attitude 

of consumers towards the Uber services does not necessarily mean that Uber should be allowed 

across the globe, but in todays consumer driven society it could serve as a thought provoking 

impulse to reconsider the current legal regulations towards services within the framework of the 

sharing economy. 

Companies within the sharing economy or digital service providers as well as governmental 

policy makers could use the research framework of this thesis to conduct their own studies to 

examine the attitudes, perceptions, and intentions of their clients. The framework could be used 

to investigate the opinions of individuals towards certain topics to improve strategic decision 

making. Longitudinal studies could be created by companies to examine the impact of changes in 

the service offerings on the intentions of consumers to use their services. Governmental policy 

makers could execute studies that investigate the impact of policy changes on the attitude of 

residents toward specific topics. 
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6.4 Limitations 

The authors regard the outcomes of the present study as highly reliable as well as valid. 

Nevertheless, a set of shortcomings and limitations need to be adressed.  

First of all, the study was conducted among Swedish consumers, which limits the scope of the 

research and does not offer the possibility to examine country specific and cultural differences 

among the responses. Therefore, the outcomes of the study can only be applied to Sweden. 

Furthermore, the sample for the study consisted of gen Y consumers and mostly students, 

limiting the explanatory power of the results. Another influencing factor is that Uber is relatively 

new in Sweden; at the start of the research project (February, 2016) the services were available 

only in three Swedish cities, and at the end of the project in five (May, 2016) (Uber.com, 2016a). 

Therefore the results could have been influenced by the limited experience of the consumers with 

the offered services. 

The fact that approximately a third of the respondents did not use the Uber services before limits 

the validity of the study, since they had to guess factors like the ease of use of the Uber mobile 

application or the convenience of the services. The framework of TPB has been argued not to be 

the best predictor for social pressure (Mathieson, 1991 ), limiting the explanatory power of the 

the study regarding social influences. People are often not aware what influences them in their 

decision making processes, which limits the validity of the subjective norm construct. In the 

course of the data cleaning process, two items, which related to the legal status of Uber, have 

been removed to improve the internal consistency of the instrument, resulting in shortcomings in 

predicting the actual intention of consumers to use the Uber services (cf. section 3.11). The fact 

that external factors have not been considered in the research framework is another shortcoming 

of the present study. In addition, the geographical location of the respondents was not recorded, 

which is why the authors were not able to measure whether there is a connection between the 

place where people lived and their intention to use the Uber services. 

6.5 Future Research 

The execution of the present research study offers a range of possibilities for future research. 

Due to the limitations of the study, future researchers could conduct a similar investigation in 

other settings, for example, by including different countries and cultures. A comparative study 

between countries could provide valuable insights on the influence of geographical or cultural 

differences. An interesting option would be to compare countries where Uber is banned with 

countries where it is legal to get deeper insights to the importance of the legal status of the Uber 

services. Furthermore, different cohorts could be investigated to examine possible differences in 
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the intention to use the Uber services. The present framework could be extended by 

incorporating external factors, which could lead to new interesting findings. Besides the model 

which was used in the present study, other models which predict the behaviour of consumers 

could be used for future studies. Future research could also be conducted in the form of a 

longitudinal study. This could be done particularly in the case of Sweden, where the Uber services 

are relatively new and it would be interesting to find out how the perception and attitude of 

consumers towards the services change over time. A qualitative study could be executed in order 

to get more detailed insights, which would be especially useful due to the unique characteristics 

of the Uber services. The possibility of probing in the course of a qualitative study would offer 

future researchers the opportunity to dig deeper and investigate the factors that influence the 

intention to use the Uber services. In addition, an exploratory approach could be used to examine 

the topic from a broader perspective. Besides various options related to the services of Uber, 

researchers could use the integrated model of TPB and TAM to investigate other services within 

the framework of the sharing economy, or new emerging technology based services. 

6.6 Ethical Considerations 

The topic of Uber is highly relevant and controversial from a broad societal and ethical 

perspective. The fast spread of the services within the sharing economy challenges accustomed 

business models and has major impacts on service providers as well as the society in general. The 

question whether businesses of the sharing economy do good or harm to the public good 

engages citizens as well as governmental bodies in equal measure. Companies within the sharing 

economy seem to create as many problems as they solve (Zaffar, 2015). Therefore, organizations 

which operate within the sharing economy are monitored closely regarding their impact on local 

economies, job markets, the environment, and society as a whole. The underlying idea of the 

sharing economy is based on peer-to-peer services, facilitating the creation of a network of 

independent entrepreneurs. Critics point out that the big players of the sharing economy like 

Uber and Airbnb use their business models mainly to reduce risk by passing it on to customers, 

workers, and communities, undermining existing laws and regulations that have been written  

before the sharing economy, as we know it today, existed (Zaffar, 2015). The circumvention of 

these laws, many of which were drawn up to protect public purposes, could impose substantial 

costs on society. It is often criticized that businesses within the sharing economy spread their 

services long before regulators are able to react (Pasquale& Vaidhyanathan, 2015). Critics also 

point out that renting out a room via Airbnb is not real sharing but more of a way to gain extra 

income without costly tax duties (Nezik, 2015). Supporters of the sharing economy, on the other 

hand, point out that the fast spread of the services is a natural reaction of businesses and 
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consumers to “a changing landscape where people no longer need to rely on big businesses for 

products and services. Now, citizens can do it for themselves” (Matofska, 2014, p. 1). Regarding 

Uber, both supporters and critics are highly engaged and active in supporting or fighting the 

services. Taxi drivers see their business and therefore the basis of their income in danger by the 

spread of Uber, whereas Uber drivers, on the other hand, fear governmental regulations 

regarding the ban of the services, which likewise threatens their source of income. Citizens claim 

their right to use sharing economy services and governments fear about their share due to 

specific taxation practices of companies like Uber as well as uncontrollable impacts on 

communities, local labor forces, and society as a whole. The sharing economy is, and will 

probably stay, a late-breaking topic that will concern businesses, citizens, governments, and 

scholars for the next decades. 
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Appendix 

Appendix 1. History of Uber 

                                              History of Uber 

Dec.2008 Uber founder Travis Kalanick hears the first time about an app based 

transportation system at the LeWeb technology conference in Paris (Shontell, 

2014). 

 

Mar. 2009 Uber is fou ded as la k ar ser i e U erCa  

 

Aug. 2009 Receives $200.000 in seed funding (Firstround.com, 2016) 

 

Jun. 2010 Uber launches in San Francisco   

 

Oct. 2010 Uber closes $1.25 million seed funding 

 

Feb. 2011 Uber closes an $11 million Series A funding round, valuing the company at $60 

million (Arrington, 2011) 

 

May. 2011 Uber launches in New York City  

 

Dec. 2011 Uber expands internationally with the start in Paris. It closes a $32 million 

funding lead by Menlo Ventures, Amazon´s Jeff Bezos and Goldman Sachs 

(Tsotsis, 2011) 

 

Jul. 2012 Uber introduces the low- ost U er-X  hi h de uts at % less e pe si e tha  
the conventional black cars 

 

Aug. 2013 Uber expands to Africa and India and closes a Series C funding round with $258 

million from Google Ventures; the company is valued at $3.76 billion 

 

Aug. 2014 U er i trodu es the U erRush  ser i e, offeri g i le deli er  to Ma hatta  
(Ong, 2014) 

 

Jul. 2014 Uber enters China after raising $1.2 billion in funding, valuing the company at 

$17 billion (Lawler, 2014) 

 

Aug. 2014 U er lau hes its arpooli g ser i e U erPOOL  hi h offers users to split the 
costs with another person using the same route (Uber Global, 2014) 

 

Jan. 2015 U er i trodu es U erCARGO  i  Ho gKo g, i ludi g all o i g and delivering 

goods adding additional logistics functions(Uber Global, 2015) 

 

Mar. 2015 Uber executes its first acquisition by buying the mapping startup deCarta 

(D'Onfro, 2016) 

 

Apr. 2015 U er lau hes its food deli er  ser i e U erEAT“  starti g i  LA, Barcelona, 

Chicago, and New Cork city (Uber Global, 2015) 
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Appendix 2. Map of Global Uber Ban 

 

 

 

 

Appendix 3. Questionnaire English Version 
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Appendix 4. Questionnaire Swedish Version 
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Appendix 5. Scatter plots 
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