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Abstract—In today’s postmodern era there is a remarkable increase in the use
of smartphones, GPS and the internet. This, in turn, has influenced businesses to
adopt mobile commerce applications. The study sought to examine the impact of
social influence, perceived convenience, facilitation conditions, and price value
on the intention to the use the Uber application. A quantitative methodology was
used and the research concentrated specifically on consumers located in the Jo-
hannesburg area. A self-administered data-gathering survey was used. In this re-
search, Partial Least Squares-Structural Equation Modeling (PLS-SEM) was
adopted as an approach to data analysis. The test results of the hypotheses showed
that the intention to use the Uber application was substantially and positively af-
fected by perceived convenience, facilitation conditions, social influence and
price value. Ultimately, the shortcomings were discussed along with the guide-
lines and concluding remarks, based on the findings of this paper.

Keywords—Perceived convenience, facilitation conditions, social influence,
price value on the intention to use the Uber application.

1 Introduction

In today's postmodern era, the prevalence of smart mobile devices is growing rap-
idly, reflecting a new generation of technical resources offering unparalleled access to
content and creative usage opportunities [64]. In addition, mobile applications (apps)
have changed the digital media landscape [66]. The understanding and rejuvenation of
advanced technology has significantly changed consumers' needs and wishes [76].
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Henceforth, [84] states that individuals have become accustomed to accepting data
quickly and without constraints, wherever and whenever they need it. The spread of
advanced technologies has made a difference in lifestyle, particularly for buyers’ over-
all economic circumstances. This is particularly fundamental in the created world of
sharing economies, where it is common for organisations to guide their business
through online platforms. The sharing economy (defined as an economic system in
which resources are exchanged among private individuals, free or at a cost, primarily
through web methods [19]), depends on the rule that in a world with rare assets, it is
frequently preferred to share rather than possess [57]. A good example — the car sharing
company known as Uber — is a successful organisation within the sharing economy.
Uber has been operating in South Africa for the last seven years, and has about 4000
drivers — more than 50% of whom operate in Gauteng [55, 26]. Uber operates in major
provinces of South Africa, namely: Gauteng, the Western Cape, KwaZulu-Natal, and
the Eastern Cape (as shown by [20]).

Uber has limited urban proximity, meaning it favors mostly urban residents over
rural residents. The current development of on-demand, application-based ride services
has sparked a debate about their role in urban transport [69]. However, [ 66] reported
that in May 2015, Uber showed that it would try different payment methods to make it
easy for people without a bank account or credit cards to use the service. The purpose
is to build interest in Uber and to increase its market share. It has had the ability to
expand the number of publicly visible Uber drivers, which has reduced the financial
benefits enjoyed by traditional metered cabs. In South Africa, Uber has been designated
drop off zones by malls and airports. South African organisations have exploited open
doors connected to Uber. [31] states that the vehicle loan provider, Wesbank, has intro-
duced a car rent option for Uber drivers as they saw an opportunity to benefit from the
ride share app. This implies Uber drivers can rent cars to use for their business through
Wesbank.

It is also important to note that — given the extensive theoretical contributions made
by various marketing scholars regarding Uber's advent and rise in the South African
context — there seems to be a scarcity of South African research studies highlighting the
impact of perceived convenience, facilitation conditions, social influence and price
value on the intention to use the Uber mobile application. Previous researchers in South
Africa have examined transport network companies such as Uber in various contexts
by focusing on: South Africans’ experience with the application [31]; a study looking
at whether public transport is failing poor South Africans [71]; the impact of Uber in
the South African economy [47]; an examination of the use of Uber by public transport
users [58]; and how Uber has changed the public transportation system in South Africa
[23]. Based on the above findings, the researcher is persuaded that there is a dearth of
studies examining factors influencing the decision to use the Johannesburg Uber Mo-
bile App. So, this supports the need for the present empirical study.

The next section discusses the review of the literature, followed by the creation of
the conceptual model, and the hypotheses. These are then followed by a discussion on
the methodology guiding the analysis, before the study results, explanations, conse-
quences, suggestions and conclusions are presented in the last sections of the paper
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2 Empirical Literature

After a search on scholarly online databases and search engines, the literature was
reviewed around the variables of this study. This section summarises literature on the
research variables under investigation; namely perceived convenience, facilitating con-
ditions, social influence, price value and intention to use Uber application.

2.1 Perceived convenience

As stated by [10], perceived convenience of the mobile application refers to the ex-
tent consumers think mobile applications are convenient for the efficient completion of
a task. [56] further described perceived convenience as a degree of time, place and ex-
ecution perceived when using the wireless network to complete a task. In their study
entitled “perceived convenience in an extended technology acceptance model: mobile
technology and English learning for college students”. [11] described convenience per-
ceived as the level of time, place and execution that one feels when engaging in mobile
English learning. [27] emphasise that perceived convenience is a precedent affecting
mobile technology.

2.2 Facilitating conditions

The term “facilitating conditions” refers to the degree to which a person feels that
there is organizational and technical infrastructure to help use a program [65, 35]. Due
to the availability and simplicity of conferring the demonstration, consumers would
have standards that could easily be swayed, thereby forming more positive attitudes
[45]. Moreover [12] and [45] noted that facilitation conditions had a positive impact on
technology utilisation.

2.3 Social influence

[26] Suggested that social influence involves an endless cycle of exchanges that in-
duce an individual’s interest in representing themselves in a positive light to get ap-
proval from their social groups. Individuals tend to avoid anything that will attract dis-
approval from their social groups [27]. Generally, consumers tend to consider the views
of their social groups before engaging in any behaviour including purchase behaviour
[57]. It could be assumed that the social groups have an influence on the adoption of
innovative products such as mobile applications.

24 Price value

The price value is defined as a cognitive comparison between the perceived benefits
of mobile applications and the corresponding monetary costs in accordance with [51].
Individuals tend to be more price-sensitive compared to corporate clients [83]. Price
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value could be seen as what consumers sacrifice to obtain whatever they desire. There-
fore, the product or service is considered to have value when the cost of obtaining it is
relatively less than what consumers get [83]. Therefore, price influences consumer de-
cision making [38].

2.5 Intention to use the uber application

Three key variables influence intention, namely attitude, social norms, and perceived
behavioural regulation [33, 50]. This concept represents an incentive for a person to
perform a particular behaviour [3, 56, 71]. It may also be viewed as the behavioural
determinant and the basis for potential buying decisions [1]. In addition, one should
usually act in accordance with his or her intent, except in cases where there are unex-
pected obstacles, such as a lack of skills, or resources and opportunities [50]. [33] sug-
gests that intention may be used as a behavioural indicator. The intention to use the
mobile application was investigated by [72] and it was found that the intention to use it
had an effect on the conduct of consumer product adoption.

3 Theoretical Model and Hypothesis Formulation

In Figure 1 the following theoretical model is provided based on the literature re-
viewed. The conceptual model does suggest that perceived convenience, social influ-
ence, facilitation conditions, and price value are the predictor variables, while intention
to use the Uber application is the outcome application. The available literature high-
lights several validated works that inform the hypotheses. Such hypotheses emphasise
various variable relationships in a way that allows empirical research. The hypotheses
are used to allow logical analysis among variables of the relationships. Based on the
empirical literature on perceived convenience, facilitation conditions, social influence,
price value and intention to use the Uber application, four hypotheses (which are dis-
cussed in the following sections) were created.
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\
-
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Fig. 1. Theoretical model and hypothesis formulation
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3.1  Perceived convenience and intention to use the uber application

It is imperative to discuss the nexus between perceived convenience and intention to
use the Uber application. Numerous studies — such as those conducted by [41] — have
discovered that convenience is one of the most common factors affecting online con-
sumer purchases. Consequently, online retailers or transportation network companies
(such as Uber) need to simplify the online shopping process and try to make the appli-
cation convenient for users [18]. In addition, [15] found that convenience also had a
significant impact on the purpose of shopping online. Their findings coincide with the
works of [40], who found positive relationships between perceived convenience and
behavioural intention. Thus, this paper hypothesises that:

HI: Perceived convenience has a positive impact on intention to use the Uber appli-
cation

3.2 Facilitation conditions and intention to use the uber application

A study conducted by [2] — which focuses on analysing factors influencing individ-
uals’ intentions to utilise social media and the empirical results from [2] showed that
facilitation conditions have a positive impact on users' behaviour intention to use social
media. In addition, [2]’s findings are in accord with the works of [43], who conducted
a study on determinants of fashion mobile application adoption in Sweden. The findings
of'their research show that facilitation conditions influence fashion application adoption
[51]. In addition, [5] explored the effect of fostering factors on the decision to imple-
ment e-learning. Results from the [5] study revealed that the decision to use e-learning
apps was positively influenced by facilitation conditions. Consequently, we have for-
mulated the following hypotheses:

H?2: Facilitation conditions have a positive impact on intention to use the Uber ap-
plication

3.3  Social influence and intention to use the uber application

According to [21] and [81], when it comes to social influence, consumers consider
other people’s opinions. These people can be referred to as reference groups — for in-
stance, friends, family, peers etc. In a similar vein [2] state that if a person thinks the
system is useful, then another person will think it is useful and wish to use the system.
The study examining antecedents of e-payment adoption in a developing country (In-
donesia), found that social influence positively influences consumer’s intentions to use
e-payment facilities [38]. In addition, [41] social influence has a strong influence on
behavioural intentions. [44] and [69] point out that reference groups can should be taken
into consideration by marketers when developing marketing communication cam-
paigns. At times the influence of the social groups can disadvantage the organisation
[67] when the social group members are not in favour of the organisation. The study on
factors influencing Korean intentions to buy travel tickets online has found that friends
influence the purchase decision [41]. Against this background, we propose the follow-
ing hypothesis:
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H3: Social Influence has a positive impact on intention to use the Uber application

3.4  Price value and intention to use the uber application

Price value can be classified as an important predictor of how likely it is that a con-
sumer will intend to use the Uber application. Additionally, price is crucial for purchase
decisions [36, 56]. Furthermore, [57] emphasised that price certainty changes the inten-
tion to utilise mobile shopping applications. In their study, [50] emphasised that, as long
as the m-shopping fashion app is useful and enjoyable to use, people are willing to use
m-shopping fashion apps without knowing the value of the price. Furthermore, in a
conceptual study conducted by [84] (which focuses on deliberating on the variables
impacting why consumers will choose Uber over traditional minibuses) established that
the price of Uber services influences the intention to select Uber over traditional taxis
[83]. Hence it can be hypothesised that:

H4: Price value has a positive impact on intention to use the Uber application

4 Research Design and Methodology

From the ontological perspective of objectivism of the research, this investigation
pursues a positivistic framework as it seeks to discover a link between the variables
presented for this analysis and uses measurement instruments for gathering data. Hence,
a quantitative approach has been applied as it improves accuracy of findings by statis-
tical analysis. The design was suitable for requesting the information required concern-
ing perceived convenience, facilitation conditions, social influence, price value and in-
tention to use the Uber application. The method also helps one to analyse the causal
relationships to the constructs used in the research.

4.1 Sample and data gathering

A non-probability sampling approach was used in the present study to collect data
from a conveniently chosen sample of 152 participants. [8] and [9] explain that data
collection encompasses the physical or electronic collection of data from participants.

4.2 Questionnaire design

Based on preceding research, research scales were composed. Appropriate adjust-
ments were made to fit the research context and the objective with a specific end target.
The perceived convenience was measured using a scale of four items adapted from [73].
The facilitation conditions were assessed using a scale of three items adapted from [54].
Social influence was measured through the adaptation of [62] scale. A three-item in-
strument adapted from [82] was used to measure price value. Intention to use an Uber
application was measured using a three-item instrument adapted from [82]. All the
scales were measured on a five-point Likert-scale and the scale indicators were affixed
to a strongly disagree 1) To strongly agree (5) Likert-scale continuum.
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5 Ethical Consideration

Permission was provided by the research protocol graduate committee of Regenesys
Business School, which is located within the Johannesburg metropolitan area. The re-
searchers obtained an ethics clearance certificate from the established business school
ethics committee before questionnaires were issued to the respondents. Ethical concern
was unconditionally acknowledged and this study was performed in compliance with
the ethical standards of academic research, which, among other things, protects the pri-
vacy and preferences of the respondents and guarantees the confidentiality of the infor-
mation provided by the participants.

6 Data Analysis

In this analysis, the Social Sciences Statistical Packages (SPSS) were used to analyse
data and to determine the causal relationships between the variables. Smart PLS SEM
technique was deemed a precise technique to use. Smart PLS has emerged as an im-
portant approach to the study of casual models combining multiple constructs [14, 29,
30]. [30] Argue that Smart PLS is ideal for small-sample analysis. In addition, PLS
modelling was carried out to fulfil the dual duty of first, generating relevant model
requirements and, second, fitting the already defined model. PLS modelling enquires
standardised latent variable scores, since the latter are linear combinations of the indi-
cator variables [22]. The first step in implementing the PLS-SEM algorithm was there-
fore to normalise the indicator variables in order to have a mean of zero and a standard
deviation of one. As a result, on the outer and inner models, the standardised model
yielded factor loadings and path coefficients varying between zero and +1 with values
closer to one denoting power, respectively.

6.1 Demographical information of the sample

39.5% (n=60) of respondents were 60 years of age, followed closely by 30.3%
(n=46) of respondents 52-59 years of age, 28.3% (n=43) of respondents 44-51 years of
age. 2.0% (n=3) of the remaining respondents indicated that they were 36-43 years of
age. The majority of respondents — 34.2% (n=52) — reported that their highest level of
education was basic education. 33.6% (n=51) indicated they were degree holders. In
addition, 27 % (n=41) revealed that their highest level of education was postgraduate
or equivalent degrees. Moreover, 5.3% (n=8) of the respondents revealed that they pos-
sess diplomas. Moreover, 3.9% (n=6) of the respondents revealed that they were work-
ing as general workers. With regard to household income, the majority of respondents
(45.4% [n=69]) reported having a household income below RS 000. This was followed
by 44.1% (n=67) who indicated that they have a household income of R5 001-R10 000.
The remainder of the participants (10.5% [n=16]) revealed that they have a household
income between R10 001 and R15 000. Regarding the respondents ' preferred road
transport’, it can be pointed out that 55.3% (n=_84) of the respondents reported that they
were using Uber. This was then followed by those who indicated that they make use of
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their personal cars (25.7 percent [n=39]). In addition, 11.8% (n=18) revealed that they
make use of ordinary taxis. Furthermore, 4.6% (n=7) of the respondents revealed that
they use buses, while 2.6% (n=4) of the respondents specified other types of road of
transport, for instance, motorbikes and bicycles.

7 Correlation Analysis
Correlation was used to explain the intensity of the relation between the variables
proposed [36]. The matrix of correlation between the variables was taken up and pro-

vided in Table 1.

Table 1. Correlations matrix between constructs

Facilitatin Intention to Perceived
Research Construct o & use an Uber . Price Value [Social Influence
Conditions o Convenience
Application
Facilitating Conditions 1
Inten-tlonl to use an Uber 0.675 1
Application
Perceived Convenience 0.653 0.693 1
Price Value 0.573 0.611 0.696 1
Social Influence 0.541 0.624 0.577 0.342 1
Note: **Correlation is significant at the 0.01 level (2 tailed)

8 Reliability Analysis
The reliability results are presented in Table 2.

Table 2. Accuracy analysis statistics

- Cronbach’s alpha test
Research con ronbach 5 alpha fes CR AVE Factor loading
structs Item-total Alpha value
Perceived
Convenience
PC1 0.594 0.671
PC2 0.601 0.714
0.733 0.829 0.549
PC3 0.613 0.734
PC4 0.624 0.835
Facilitating
Conditions
FC1 0.691 0.837
FC2 0.693 0.887
0.868 0.910 0.717
FC3 0.711 0.863
FC4 0.713 0.797
Social
Influence
SI1 0.708 0.712 0.830 0.619 0.742
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SI2 0.712 0.825
S13 0.694 0.791
Price

Value

PV1 0.751 0.758
PV2 0.755 0.738 0.852 0.657 0.848
PV3 0.757 0.824
Intention to Use

the Uber Appli-

cation

TUUA1 0.696 0.809
TUUA2 0.714 0.790 0.827 0.619 0.882
TUUA3 0.721 0.651
Note: CR=composite reliability; AVE=average variance extracted; a significance level p<0.001; b signifi-
cance level p<0.01; c significance level p<0.05.

The calculation of three different methods, namely Cronbach's alpha reliability test
(Cronbach a), the composite reliability test (CR) and the average variance extracted
(AVE) tests, tested the construction reliability of the study measures.

9 Discriminant Validity

The study used the matrix of correlation and the average variance extracted (AVE)
to assess discriminant validity of the research instruments.

9.1 Correlation matrix between constructs

This section conducted an examination of the similarities between the constructs.
The statistics on correlation tests were used to explain the presence of a relationship
between the constructs, as well as the association's direction and strength [57]. In order
to analyse the relationship between perceived ease, enabling circumstances, social in-
fluence, price value and the intention to use an Uber, non-parametric correlations were
computed. As shown in Table 1, the co-efficient of inter-correlation between latent con-
structs was less than 1.0, which is consistent with recommendations [60] and [11] and
thus provides evidence of discriminatory validity. A strong positive linear association
between facilitating conditions and the intention to use Uber at r=0.675, p<0.01 mean-
ing point, suggests that facilitating conditions affects the intention to use Uber. Addi-
tionally, the relationship between perceived convenience and intention to use the Uber
application is positive at r=0.693p<0.01, and the table shows the positive relationship
between price value and intention to use a Uber application at r=0.611, p<0.01. More-
over, table 1 also shows that there is a positive relationship between the social influence
and the purpose of using the Uber application at r=0.624, p<0.01.
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10  Partial Least Squares Structural Equation Modelling
Approach

The researchers will quantify the goodness of fit measures with Smart PLS, since it
provides the R? values for the dependent variable. In the current study, intention to use
the Uber application is the dependent variable. The fit-goodness has been determined
using a global fit-goodness approach [76]. Hence, for this analysis, the following sec-
tion shows how goodness of fit was measured.

10.1 Assessment of the goodness of fit

Overall, R? in Figure 2 indicates that the model explains 63.2% of the variance in
the endogenous variable for perceived convenience, facilitation conditions, social in-
fluence and price value. The global goodness-of-fit statistics for the research model
were calculated using the equation, according to formulae given by [77]:

Goodness of fit = 2 (average of all AVEs values* average of all R2)
=2V 2.67*%0.13

=0.59

Where AVE represents the average for the study variables of all AVE values and R?
represents the average of all R? values in the complete path model. The estimated global
goodness of fit (GoF) is 0.59, which exceeds the GoF>0.36 threshold indicated by [86].
So, this study concludes that the overall fit of the research model is good.

10.2 Path model results

Figure 2 displays the PLS estimation results for the structural model as well as the
loadings of items for the study constructs.
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Fig. 2. Path modelling and factor loading results

Table 3. Results of structural equation model analysis

Path Hypothesis |Path coefficients ()| T- Statistics Decision
PC > IUUA H1(+) 0.200 2.457 Positive and significant
FC > IUUA H2(+) 0.258 3.669 Positive and significant
SI > IUUA H3(+) 0.293 3.761 Positive and significant
PV > IUUA H4 (+) 0.223 3417 Positive and significant

11  Testing of the Hypothesis: A Discussion of the Smart PLS
Results

According to [52], data analysis has several benefits, but the most significant is to
help organise the findings into micro parts from data gathering sources and macro prob-
lem segments. To properly complete this analysis, it is important to evaluate the col-
lected data in order to test the hypotheses proposed. The path coefficient values and t-
values obtained from the bootstrapping algorithm have been tested for hypothesis. Ac-
cording to [73] Path coefficients (B) and t-statistics are used for a model to test the
relationship between the independent variables and the dependent variable. In other
words, how the data endorse the hypothesised model [61] is analysed by the path coef-
ficient and the t-values.
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11.1 Outcome of hypotheses testing: H1: Perceived convenience have a positive
impact on intention to use an uber application

In Figure 2 and Table 3 it is clear that H1, the relationship between perceived con-
venience (PC) and the intention to use an Uber application (IUUA), is confirmed by the
outcome of the analysis ($=0.200) and is relevant at t-statistics value of 2.457. Rela-
tionship strength is demonstrated by a coefficient of value of 0.200. This means that
perceived convenience directly affects the intention of the user to use an Uber applica-
tion in a substantive, significant manner. This finding has ample support from previous
empirical research studies, such as [40] which found positive relationships between
perceived convenience and behavioural intent. These results are similar to the results
of [68], which is that consumers feel the sharing economy is making life more conven-
ient for individuals. The results also agree with [87], which found that convenience
affected mobile application adoption. The research [7] conducted on hotel and peer-to-
peer accommodation user expectations showed that perceived comfort affects the deci-
sion to use the Airbnb mobile application.

11.2 Outcome of hypotheses testing: H2: Facilitating conditions have a positive
impact on intention to use the uber application

In Figure 2 and Table 3, it can be found that H2, the relationship between facilitation
conditions and the intention to use the Uber application, is confirmed by the outcome
of the path coefficient value of (3=0.258), and is significant as indicated by a t-statistics
value of 3.669. Relationship strength is demonstrated by a coefficient of 0.258. This
means that facilitation conditions directly affect the intention to use the Uber applica-
tion in a constructive, significant manner. The findings of this study also authenticate
the presence of a positive relation between the facilitation conditions and the intention
to use the Uber application. The results obtained in the present study are not without
empirical support either. This result is supported by past literature, which found that
facilitating conditions allow consumers to participate in virtual communities [65]. The
results of a study evaluating the requirements for boundary-spanning activity in gov-
ernance networks [80] showed that facilitating conditions affected the adoption of net-
work systems among government employees. Similarly, [79] found that facilitating
conditions play a major role in the implementation of inter-organisational seaport in-
formation systems. [34]’s study established a relationship between Uber users facilitat-
ing the conditions and behavioural intentions. Generally, facilitating conditions influ-
ences the adoption of new technology [46].

11.3 Outcome of hypotheses testing: H3: Social influence has a positive impact
on intention to use an uber application

In Figure 2 and Table 3 it is shown that H4 strongly supports the relationship between
social influence and intention to use the Uber application. The t-statistics are 3.761.
Relationship strength is demonstrated by the coefficient of direction of 0.293. This find-
ing suggests that the price value has a direct positive influence on the purpose of using
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the Uber service. In this study, empirical evidence was also found suggesting a positive
association between social influences, which positively impact the decision to use the
Uber application. This is in line with [38], who discovered that social influence has a
positive effect on electronic payment system intention. Moreover, [43] found that social
influence (subjective norms, social factors, and image) has a positive impact on behav-
ioural intent to participate on the website of a political party. The finding coincides with
previous results by [61], which confirmed that social influence favourably and signifi-
cantly affected the restaurants' desire to use mobile apps. The study conducted by [78]
on adoption of mobile diet applications revealed that the most important determinant of
the intent to use is social influence. Furthermore, [78] it has been identified that social
influence often exerts a positive moderating impact on the relationship between hedonic
interest and sharing economy purpose.

11.4 Outcome of hypotheses testing: H4: Price value has a positive impact on
intention to use an uber application

Figure 2 and Table 3 show that H4 significantly supports the relation between price
value and intention to use the Uber application. The t-statistic value is 3.417. Relation-
ship strength is demonstrated by the coefficient of direction of 0.223. This finding sug-
gests that the price value has a direct positive impact on the purpose of using an Uber
car. The study also showed that the price value associated with using the Uber applica-
tion has been good. This results supported [83]’s empirical study, which focuses on the
factors influencing the decision of the consumer to choose an Uber over a traditional
taxi. Their paper suggests that perceived price affects customers’ intention to use Uber
service as opposed to taxi services in tourism destinations [83].

12 Recommendations

This research established a close link between perceived convenience and intention
to use the Uber mobile application. Therefore. Uber, as a service provider, should strive
to enhance the convenience of using the Uber mobile application to influence people to
use their application and speed up the adoption of their mobile application. Organisa-
tions engaged in a sharing economy should emphasise convenience during system de-
velopment and ensure that they communicate convenience as a unique selling proposi-
tion of their mobile application. With South Africa having the most expensive data in
Africa [37], and South Africans spending approximately 25% of their monthly salary
on data [25], Uber could introduce free WiFi hot spots in big cities such as Port Eliza-
beth, Johannesburg, Durban and Cape Town, which could be used by Uber users to
request trips and be made accessible to data-deprived riders. It can be recommended
that managers of the Uber application should strive to improve the simplicity and inter-
activity of the application so that consumers can view the application as convenient.

Given the strong connection between facilitating conditions and intention to use an
Uber application (0.258), managers should focus on providing resources and conditions
that facilitate the use of the Uber mobile application. In addition, in order to improve
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its performance, continuous efforts should be made to improve the design and function-
ality of the Uber mobile application. Uber apps can be designed to provide resourceful,
helpful and up-to-date information, as well as digital content that meets individual
needs or capabilities. In addition to providing convenience passengers, the Uber appli-
cation's system implementation should also aim to provide and promote functionality
and continuance intention. Uber should consider developing a mobile application that
is user-friendly to riders with disabilities. They should consider adding features that
help enable non-verbal communication between the Uber driver-partner and the rider.
Uber should also introduce wheelchair accessible vehicles in South Africa to cater for
riders with mobility disabilities. Driver-partners who will be picking up disabled indi-
viduals will need training on how to interact and assist their clients. This can be Uber’s
competitive advantage in South Africa.

Following the rising penetration of South Africa's mobile marketing, improvements
in customer use of digital media and technology are key to understanding digital mar-
keting trends [23]. Uber marketing managers therefore need to invest in innovative
technologies in order to gain a competitive advantage in the mobile marketing industry
— this creates value for customers using Uber taxis as their mode of transportation. Ub-
er's South African marketers will give priority to developing new strategies to keep up
with the technology developments as the mobile platform evolves on a regular basis
[23, 52]. Innovation includes marketing campaigns featuring new or cutting-edge strat-
egies or innovations to promote a company or product [21]. Marketers need to ensure
that their marketing campaigns exploit new, innovative as well as imaginative imple-
mentation of proven technology [52]. A good strategy involving technology that can be
applied to young consumers is location-based; any marketing campaign uses location-
based services as the primary anchor of the campaign to communicate with customers
and deliver highly relevant, personalised messages at a time and place when consumers
are most likely to act on them [62]. As a result of the open-ended nature of technology,
marketers are posed with no limits in the generation of their ideas.

Uber managers can provide incentives or bonus points to existing users of the Uber
mobile application to recommend the use of Uber to their friends. In doing so, current
Uber mobile application users will persuade their peers to follow their example. This
will give impetus to social influence, culminating in improved behavioural intention
towards the use of the Uber mobile application.

13  Limitations and Opportunities for Future Research

As with all studies, this analysis, which opens up doors for further research, has sev-
eral limitations. The first constraint is the current research background. The research
background for this analysis is a developing country (South Africa). If applied to other
contexts, the analysis may produce different results. However, the population of the
study was small, as it included only consumers within Johannesburg, a city in South
Africa. That restricts the probability of generalising the findings to include all South
African consumers. Therefore, the study results may only be applicable to customers in
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the Johannesburg region. Secondly, the sample size was set to 152 consumers. For fu-
ture research, a larger sample size could be used, and may produce more interesting
results. Third, the research model's predictability could have been improved if more
independent variables were included in the research model to affect the behavioural
intent to use the Uber application. Therefore, this study focused only on four anteced-
ents, viewed as perceived convenience, facilitating conditions, social influence and
price value. Digital marketing academics should examine other factors instrumental in
stimulating the intention to use the Uber application, such as perceived risk, the need
for reputation and the immediate need for service. Eventually, since this research fo-
cuses on the decision to use the Uber application, potential researchers can extend the
analysis by researching the determinants of the Uber application's actual usage.

14 Conclusion

Keywords were included in the current study, key questions and theoretical objec-
tives were identified, and a literature review was undertaken to gain an overview or a
deeper understanding of the concepts. The research does authenticate that variables
such as perceived convenience, social influence, facilitating conditions, and price value
are influential in enhancing the intention of using Uber. This research explores theoret-
ical and organisational consequences. In theory, this study makes substantial advances
in marketing strategy theory and consumer behaviour by methodologically examining
the interplay between perceived convenience, social influence, facilitating conditions
and price value on the decision to use the Uber application. Therefore, this study makes
a significant contribution to the body of knowledge. In practical terms, perceived con-
venience, facilitating conditions, social influence and price value were exerted as hav-
ing a favourable effect on the intention to adopt the Uber application; improvements in
each of these four factors may stimulate intention to use the Uber application among
consumers in Johannesburg, which is located in the Gauteng province of South Africa.
Perceived value can be taken into account by making sure customers can afford the
Uber fares. Uber's marketing professionals can use the demographic profile of the cus-
tomers who participated in this survey to learn consumers ' affordability in terms of
household income. Doing these things in a more refined manner will certainly lead to
the Uber application being of good service.
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