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Abstract 
 

We live in a digital space where “sharing” can now be done for underutilized assets. Services, 
cars, and units/spaces are only just a few of the things that can be shared online from peer to 
peer because of what we call now the “sharing economy.” 

 
One of the many reasons why sharing economy platforms exist is because they attempt to 
address or solve present or prevailing challenges. For the Philippines, transportation is 
one prevalent challenge that is still unsolved. According to a survey that was conducted by 
Boston Consulting Group (BCG), Metro Manila has the 3rd worst traffic in South East Asia. 

 
This study aims to identify which influences Filipino consumers in their patronage of the ride-
hailing app called Grab. The researchers used the combined Theory of Planned Behavior 
(TPB) and Technology Acceptance Model (TAM) by Taylor and Todd. A survey was conducted 
using convenience sampling to 349 Filipino respondents in Metro Manila. The results showed that 
Trust in TNC (Transport Network Company) has an effect on the attitude construct of TPB such as 
attitude towards behavior, ease of use, perceived usefulness and subjective norm (with p values < 
0.05). Moreover, the result also showed that latent variables such as attitude towards behavior and 
behavioral intention have the greatest significant relationship when it comes to the consumers’ actual 
behavior. 

 
The study then suggests a useful framework for marketers in developing marketing 
campaigns, content, and even developing new products and services on a global business 
perspective. Furthermore, this will also guide policy-makers in solving transportation 
challenges through ride-sharing and will be helpful to Transport Network Companies in 
improving their services and in strengthening the patronage of their consumers. 
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Introduction 

Background of the Study 
 

Technology has been continuously giving us a lot of conveniences and advancements, 
which has brought about the rise of what we call the ‘sharing economy.’ According to Rahim 
et al.2017, sharing economy is defined as an “economic activity facilitated by the internet, 
through digital platforms and applications (apps) that enable people or businesses to share, sell, 
or rent property, resources, time, or skills.” They also mentioned that sharing economy has the 
platform that ‘matches’ suppliers to customers. 

 
Mobile devices gave birth to the rise of the sharing economy, as mobile applications 

are considered as a ‘must-have’ in the internet space. These mobile apps are also essential in 
solving transportation challenges especially in a country like the Philippines. This is the main 
reason why Grab came to Southeast Asian countries- that is to solve transportation problems. 
Transportation is an integral part of everyone’s daily life-- to go to work, run an errand, and 
send/deliver items. Grab then envisioned to become a platform where people can do all these 
things in just a click. 

 
Grab is Southeast Asia's leading ride-hailing app and Online to Offline (O2O) mobile 

platform, providing everyday services like transport, food, and deliveries (and even mobile 
payments and financial services). Last March 2018, Grab made headlines with the acquisition 
of its rival Uber, which is a first in the history for a Southeast Asian company. In 2012, a taxi-
booking mobile app in Malaysia called GrabTaxi was founded by Anthony Tan and Hooi Ling 
Tan and expanded to the Philippines in 2013. GrabTaxi rebranded in 2016 as "Grab" as they 
expanded their services to match the high demand for other services. They launched GrabCar, 
grab share, GrabBike (other countries), GrabExpress, and grab assistant, GrabCycle (other 
countries), Grab for Business and grab food. Grab currently has over 100 million mobile 
downloads, 7.1 million micro-entrepreneurs, and is available in 225 cities in 8 countries. 

 
This research aims to understand what motivates consumers in their patronage of 

Grab through the Theory of Planned Behavior and Technology Acceptance Model. 
 

Statement of the Problem 
 

At present, Filipino consumers seem to be easily persuaded to using different mobile 
applications. The researchers would like to determine what makes the Filipino consumers use 
a sharing economy platform. It is vital for businesses to be knowledgeable in their customers' 
inclinations which will result in a successful use/purchase. It is also important to establish trust 
in them as this will lead to the creation of safer platforms. 

 

Objectives of the Study 
 

This research aims to identify the influencing factors in Filipino consumers’ 
patronage of Grab in the sharing economy. Particularly, the research is designed: 

1. To explore the relationship between Filipino consumers’ trust in Transport Network 
Company and their patronage of Grab services. 

2. To determine which factors motivate consumers in using the Grab mobile application. 
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Framework 
 

The study will be anchored with the Technology Acceptance Model by Davis et. 
al. (1989) and the Theory of Planned Behavior by Ajzen (1985) as its foundation. 

 

Theory of Planned Behavior 
 

Before proceeding with the discourse of the Theory of Planned Behavior (TPB) by 
Ajzen (1988), there must be a briefing on its antecedent which is the Theory of Reasoned 
Action (TRA) by Fishbein and Ajzen which was established in 1980. A mediating variable was 
discovered by them which intervened in the attitudes and actions of a person; it is the intent of 
a person to execute the behavior that is posited to as the highest behavior predictor. 

 
Greenslade et al. (2005) had two key assumptions: 1. human beings are rational and make 

systematic use of the information available to them and 2.people consider the implications of 
their actions before they decide to engage or not engage in certain behavior.  Aizen & Fishbein 
(1980) fostered a new theory, the theory of reasoned action (TRA), regarding the relationship 
between attitudes and behavior. The TRA model was reexamined by Ajzen in 1985 since it 
transpired to be highly evident that there was a missing key variable. 

 
In social psychology, TPB (Ajzen, 1991) is a popular and widely accepted theory that 

claims particular salient beliefs affect connoted behavioral assumptions as well as consequent 
actual behavior. According to Ajzen (1988), “beyond the impact of attitude and normative 
influences, control beliefs, which are the beliefs one has that they have access and ability to 
carry out, the behavior must be considered in the prediction of behavior". The control beliefs 
may inflict an indirect effect on the behavior through intentions. In addition, it may also apply 
a direct effect on behavior or both (Ajzen, 1991). Likewise, the most impactful identifier of 
behavior contends as behavior intention.  

 
In the empirical study conducted by Sheppard et al. (1988), an average correlation of 

.53 was identified amid intentions and behavior. The attitude in the target behavior and 
subjective norms regarding the involvement with behavior are perceived to affect intention in 
TPB. Moreover, perceived behavioral control is also comprised of TPB throughout 
involvement towards behavior being a determinant that impacts intention. The revised theory 
of TPB persists in a massive quantity of researches in the field of social sciences (Greenslade 
& White, 2005; Davis, Johnson, Cribbs, & Saunders, 2002). 
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Figure 1. Theory of Planned Behavior (Azjen, 1995) 
Technology Acceptance Model 

 
David (1989) constructed the Technology Acceptance Model (TAM) which is a well- 

known pattern of studies that determine the utilization as well as the adoption of people who 
use a particular technological device or systematic application. Various studies were 
established regarding TAM in which a user’s technology acceptance behavior in diverse 
elements in IT was explored. In TAM, two key constructs are recognized such as perceived 
usefulness and perceived ease of use that are evidently linked with the behaviors drawn from 
the use of technological devices. Perceived usefulness as defined by Davis (1989) is the 
possibility of an individual to utilize a technological program or device that gives improvement 
to his undertakings. On the other hand, the extent that a technological program or device is 
perceived as convenience is called perceived ease of use (EOU). It is stated by TAM that the 
key major factors of an individual's usage heavily rely on perceived usefulness and perceived 
ease of use. Both factors are impacted by outside forces such as social, cultural and political 
influences. 

 

Figure 2. Technology Acceptance Model (Davis, et al., 1989) 

Combined Technology Acceptance Model and Theory of Planned Behavior 

The Technology Acceptance Model and Theory of Planned Behavior commonly entail 
that the intent to actualize a behavior is influenced by intention. The definitive impacts that 
come from the utility and technology which can shape an individual's adoption do not 
completely emulate the elements of TAM. The elements that can influence the way users 
acknowledge the technological systems depend on the background, aimed audience and of 
course, technological mechanisms. 

 
TAM is considered as a predictor of one’s behavioral intentions with the facilitation of 

technological systems (Taylor and Todd, 1995). Likewise, the capability of a user is also one 
of the factors to be regarded. Despite having numerous studies that link with societal and 
regulatory elements, these are not yet comprised in TAM. Further, it has been identified by 
the investigators that the above-mentioned factors are proven to have an impact on the 
behavioral conduct of an individual who uses technological systems. 

 
Consequently, TAM and TPB constructs are combined by Taylor and Todd (1995) 

that resulted in a new integral framework called C-TAM-TPB. In addition, perceived 
behavioral control alongside subjective norm is newly included. Findings from the studies 
conducted by them imply that on an individual's IT usage, it is determined that there is a 
satisfactory impact to perceived usefulness brought by perceived ease of use. On attitudes, 
PEU and PU are known to have satisfactory impacts on them. 
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Figure 3. Combined TPB and TAM (Taylor & Todd, 1995) 

Conceptual Framework 

The researchers adopted the combined TPB and TAM framework (Taylor and Todd, 
1995) and added an external variable called Trust towards TNC and connected it to the attitude 
construct of TPB. More about this variable will be discussed in the review of related literature. 

 

Figure 4. Conceptual Framework (Besmonte & Resurreccion, 2018 adopted from 
Taylor & Todd, 1995) 

 
Hypothesis 

 
From the conceptual framework, the researchers have the following hypotheses: 

 
H1: Trust in TNC has a significant relationship with the attitude constructs of TPB and 

TAM. 
Trust influences the intention of a consumer towards actual behavior (Giampietri, 2018) 

and is an important antecedent toward actual behavior (Azam & Qiang, 2012). This means that 
trust is an effective attitude in one’s beliefs and behavior. 
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H2: Both perceived usefulness and ease of use have significant relationships with 
the attitude towards the behavior. 

 
According to a study about mobile money services (Lubua & Semlabo, 2017), the 

perceived financial benefit, comfortability with transaction steps and the quality of user support 
are the 3 influencers to an SME owner’s intention to use mobile money services. This means 
that when consumers see the usefulness and ease of use of a product/service, this will positively 
affect the consumer’s attitude towards performing a behavior. 

 
H3: Both attitudes towards behavior and subjective norm have a significant relationship 

with behavioral intention. 
A study conducted about the applicability of TPB in predicting intention to trade online 

explained that attitude towards behavior and the subjective norm have a direct positive 
relationship towards behavioral intention to use internet stock trading (Gopi & Ramayah, 
2007). 

 
H4: Normative beliefs like social media Influence and peer influence have a significant 

relationship with self-efficacy 
Self-efficacy is said to be associated with beliefs and behaviors (Badura, 1986), thus, the 

influences coming from peers and social media were seen to be part of these normative beliefs. 
 

H5: Control beliefs like self-efficacy and resource facilitating conditions have 
significant relationships with perceived behavior control. 

Mahbob, Sulaiman, Mahmud, Mustafa and Abdullah (2012) proved that the control 
beliefs like self-efficacy and resource facilitating conditions significantly influenced perceived 
behavioral control. 

 
H6: Perceived behavioral control has a significant relationship with behavioral 

intention. 
 

H7: Perceived behavioral control and behavioral intention lead to the usage of the ride-
hailing application. 

Originally, the limitations of TRA (Theory of Reasoned Action) led to adding the 
construct of PBC into the framework (Fishbein & Ajzen, 1975; Ajzen &Fishbein, 1980). 

 

Significance of the Study 
 

The research is intended to determine the influencing factors in Filipino consumers' 
patronage of Grab in the sharing economy. Likewise, it aims to explore the relationship of 
Filipino consumers' trust to Transport Network Company and their patronage of the Grab 
app. The results of the study are believed to be beneficial to: 

 
1. Transport Network Companies to identify the factors that drive the patronage of 
Filipino consumers with the use of a ride-hailing mobile application. Further, the 
study will contribute to the betterment of TNC's strategy in attracting a higher number 
of consumers and their patronage rate.  

 
2. The sharing economy community as they will obtain knowledge on the factors that 
Filipino consumers consider in patronizing the use of a ride-hailing mobile 
application. 
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3. Future researchers with the same research topic will gain insights from this study.  
 

Scope and Limitation of the Study 

 
The present target participants of this study consisted of males and females across all age 

groups who use Grab. There were 349 respondents in this study. The said subjects were 
limited to Filipino nationals who are Grab users only. The researchers collected quantitative 
data derived from the questionnaires that consisted of variables in theoretical frameworks 
such as the Technology Acceptance Model by Davis (1989) and the Theory of Planned 
Behavior by Ajzen (1985).  Below are the study’s limitations: 

 
1. The subjects' responses may be impacted by the effect of current circumstances 
being encountered. 
2. The time constraint faced by the subjects may have affected their assessment in 
each question in the survey. 
3. The study is limited to quantitative data only obtained from the questionnaires 
guided by the Technology Acceptance Model by Davis (1989) and the Theory of Planned 
Behavior by Ajzen (1985). 
 
Methodology 
 

The study is composed of a paradigm wherein the combined Technology Acceptance 
Model and Theory of Planned behavior measure the factors that affect the patronage behavior 
of the respondents with the influence of mobile application usage. The respondents' profile 
involves age, gender, and frequency of rides being booked through the Grab application. 
Likewise, the framework conveys the relationship of technology acceptance of Grab users and 
the trust in using Grab. 

 
The patronage behavior can be measured with questionnaires designed for the Theory 

of Planned Behavior with the variables such as attitude, trust towards Transport Network 
Company (TNC), subjective norms, perceived behavior control, behavior and actual behavior, 
which is modified as the usage of the ride-hailing application. With regards to Technology 
Acceptance Model, the variables being measured are perceived usefulness, perceived ease of 
use, and attitude towards behavior using the mobile application, behavior intention, social 
media influence, peer influence, self-efficacy and resource facilitating conditions. 
 

The questionnaires gathered were adopted from various existing studies that constitute 
the said variables for each theoretical framework. All the variables being measured used a 5-
point Likert scale where 1 is Strongly Disagree to 5 which is Strongly Agree.  A nominal scale 
was used to identify the frequency such as never, once a month, several times a month, once a 
week, several times a week, once a day and several times a day. 

 
This research aims to identify the influencing factors Filipino consumers' patronage of 

Grab in the sharing economy. Further, a quantitative descriptive-correlation research design 
was used. According to Leedy (1993), a quantitative research method is used to answer 
questions on relationships within measurable variables with an intention to explain, predict 
and control a phenomenon. Moreover, the researchers used the descriptive- correlation design 
in data gathering. Descriptive-correlation design determines if two or more variables are 
associated with each other by explaining their relationship but not necessarily implying that 
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this relationship is also a cause (Patel, 2011). Structural Equation Modelling was also utilized 
for the researchers to be able to design the correlation of TPB and TAM constructs as 
visualized in a diagram with the use of PLS. According to Bechger et al. (n.d.), a common and 
user-friendly structure on statistical analysis is pertained to as structural equation model in 
which it consists of various conventional multivariate methods such as factor analysis, 
regression analysis, discriminant analysis, and canonical correlation in regard to particular 
cases. Through a graphical path diagram, that is how it is generally envisioned. 

 

Research Participants 
 

The sampling method used in this study is purposive sampling. Lavrakas (2008) posits 
that a purposive sample, also referred to as a judgmental or expert sample, is a type of 
nonprobability sample. The main objective of a purposive sample is to produce a sample that 
can be logically assumed to be representative of the population. Purposive sampling relies on 
the judgment of the researcher when it comes to selecting the units that are to be studied. 
Purposive sampling will be applied by the researchers in getting their sample respondents 
who are categorized as Grab application users. 

 

Data Collection Procedures 
 

The initial step in gathering the data was to seek approval from the chosen respondents. 
The respondents were Grab application users. After the respondents confirmed that they were 
Grab application users, they were given a survey form that included necessary data regarding 
their profile. This contained two sets of questionnaires that measured the variable in the 
Technology Acceptance Model and the Theory of Planned Behavior. 

To test the reliability of the questions, a pre-test was conducted using the SPSS 
software to get the Cronbach’s Alpha of each variable.  Table 1 shows the results: 

Table 1. Cronbach Alpha 
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Discussion of Results 

 
Respondents’ profile 

Among the 349 Filipino Grab users living in Metro Manila who responded to the online and written 
survey, 61.3% were females. Most of the respondents (49%) were between 22-25 years old. 

Table 2. Respondents’ Gender 
 

 Data Frequency Percent 

Gender Male 133 38.11% 

Female 214 61.32% 

Prefer not to say 2 0.57% 

 
 

Table 3. Respondents’ Age 
 

 Data Frequency Percent 

Age 18-21 31 8.88% 

22-25 171 49% 

26-29 73 20.92% 

30 and above 74 21.2% 

 
Partial Least Square (PLS) Method 

 
Partial Least Square (PLS) method was used in analyzing the relationship of variables. The 

evaluation was done using SmartPLS 3.0 in Mac Laptop. Results are as follows: 
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Figure 5. Bootstrapping using SmartPLS 

 
Path Coefficients 
Table 4. Mean, STDEV, T-Values, P-Values 

 
 Sample 

Mean (M) 
Standard 
Deviation 
(STDEV) 

T Statistics P Values 

Attitude towards Behavior -> 
Behavior Intention 

0.550 0.043 12.859 0.000 

Behavioral Intention -> Actual 
Behavior (Usage of Ride-Hailing 
App) 

0.626 0.047 13.314 0.000 

Ease of Use -> Attitude towards 
Behavior 

0.208 0.050 4.236 0.000 

Ease of Use -> Perceived 
Usefulness 

0.301 0.060 5.119 0.000 

Peer Influence -> Self-Efficacy 0.229 0.056 4.000 0.000 

Perceived Behavioral Control -> 
Actual Behavior (Usage of Ride- 
Hailing App) 

0.234 0.053 4.383 0.000 

Perceived Behavioral Control -> 
Behavioral Intention 

0.223 0.046 4.877 0.000 

Perceived Usefulness -> Attitude 
towards Behavior 

0.501 0.053 9.426 0.000 
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Resource Facilitating Condition -> 

Perceived Behavioral Control 
0.421 0.060 6.873 0.000 

Self-Efficacy -> Perceived 
Behavioral Control 

0.186 0.064 3.001 0.003 

Social Media Influence -> Self- 
Efficacy 

0.235 0.054 4.396 0.000 

Subjective Norm -> Behavioral 
Intention 

0.132 0.043 3.087 0.002 

Trust towards TNC -> Attitude 
towards Behavior 

0.158 0.051 3.047 0.002 

Trust towards TNC -> Ease of Use 0.489 0.054 9.100 0.000 

Trust towards TNC -> Perceived 
Usefulness 

0.413 0.055 7.586 0.000 

Trust towards TNC -> Subjective 
Norm 

0.398 0.059 6.858 0.000 

 
Table 5. R Square 

 
 R Square 

Attitude towards Behavior 0.548 

Behavioral Intention 0.590 

Ease of Use 0.243 

Perceived Behavioral Control 0.320 

Perceived Usefulness 0.390 

Self-Efficacy 0.153 

Subjective Norm 0.161 

Hair et al. (2011) & Hair et al. (2013) suggested in their research on marketing issues that 
R2 values of 0.75, 0.50, or 0.25 for latent variables can be respectively described as substantial, 
moderate or weak. In this case, attitude towards behavior and behavioral intention has a 
moderately positive effect on the usage of the ride-hailing app. 
Relationship of Trust on Attitude 

Table 4 shows that the newly added variable which is Trust (towards TNC) has a 
significant relationship on Attitude (Perceived usefulness, subjective norm, attitude towards 
behavior and ease of use) because of their p values which are all 0.000 except for attitude 
towards behavior with p=0.002. This supports H1. 
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Relationship of Perceived Usefulness and Ease of Use to Attitude towards Behavior 
The results also show that perceived usefulness and ease of use have a significant 

relationship with Attitude towards behavior, both having p=0.000, hence supporting H2. 
 
Relationship of Attitude towards Behavior and Subjective Norm to Behavior Intention 

The relationship is also significant for attitude towards behavior (p=0.000) and 
subjective norm (p=0.002) to behavior intention. This also supports H3. However, the mean 
relationship of the subjective norm to behavior has the lowest value (M=0.132) 

 
Relationship of Normative Beliefs (social media influence and peer influence) to Self-Efficacy 

There is also a significant relationship between normative beliefs and self-efficacy 
(supporting H4) because both have p=0.000. 

 
Relationship of Control Beliefs (Self-Efficacy and Resource-Facilitating Conditions) to 
Perceived Behavior Control 

The relationship between control beliefs and perceived behavior control is also 
significant (p=0.003 and p=0.000 respectively), hence supporting H5. 

 
Relationship of Perceived Behavioral Control to Behavior Intention 

The results also show that perceived behavioral control has a significant relationship 
with behavior intention (p=0.000). This supports H6. 

 
Relationship of Perceived Behavioral Control and Behavior Intention to Actual Behavior 

Perceived behavioral control and behavior intention shows that they have a significant 
relationship with the usage of the ride-hailing app (Actual behavior) because both have 
p=0.000. Moreover, this supports H7. This also shows that the mean relationship of behavior 
intention to actual behavior has the highest value (M=0.626). 

 
Summary and Conclusion 
 

Based on the results, behavior intention showed the highest relationship leading to 
actual behavior (usage of the ride-hailing app). All other variables (perceived usefulness, ease 
of use, attitude towards behavior, subjective norm, social media influence, peer influence, self- 
efficacy, resource-facilitating conditions, and perceived behavior control) have a statistically 
significant relationship on actual behavior. This also means that the newly added variable 
which is Trust (towards TNC) has a significant relationship with the actual behavior. This 
means that when people trust the TNC (Transport Network Company), they are likely to use 
the app and patronize its services. Since TNCs have been the subject of interest of 
policymakers for the past three years in the Philippines, this study could help future sharing 
economy platforms on how to build their mobile applications with added safety features, and 
thorough screening of merchants/partners. 

 
It’s also important to take note that ‘trust’ will help marketers in winning the sharing 

economy ecosystem, as it is seen as the currency of sharing economy (Rogers and Botsman, 
2010). Companies who build trust from the core of what they do is more likely to succeed 
than those who offer the best rates or pricing strategies. One example of how marketers can 
apply this is when Grab launched their “100-Day Plan” campaign 
(https://www.grab.com/ph/better-grab-ph/) in the Philippines to improve driver performance 
and welfare, provide better passenger ride experience and upgrade customer support. This 
happened last May 2018, two months right after Grab acquired Uber SEA. Grab provided 
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their passengers with updates on how the campaign is doing-- how many drivers were given 
training and seminars, how many customer support agents were added to address their 
concerns, and how they built new app features for both drivers and passengers and how this 
will give them better ride experience. But before all that, Grab did not only build trust by just 
running a 100-day campaign, but they were also consistently transparent of providing 
information that’s helpful to their passengers and driver-partners. They regularly post updates 
on social media through the Grab official Facebook page (https://www.facebook.com/GrabPH) 
and the Brian Cu Facebook account (https://www.facebook.com/BrianCuGrabPH). Not only 
on social media, but they also send regular updates and announcements via email, text 
messages and app notifications.  

 
Moreover, the results also prove that behavior intention (which is a combination of 

attitudes towards behavior and subjective norm) is the highest motivating factor for people to 
use sharing economy platforms like Grab. This was derived from the combined TPB and TAM 
by Taylor and Todd (1995). 

 
Transport Network Companies is a controversial matter in the sharing economy 

ecosystem as it is positively progressing in such a way that the majority of people are now 
into booking transportation services through a mobile application. Convenience, safety, and 
efficiency are often associated with the use of Grab rather than the traditional methods of 
transportation. The trend is gearing towards the use of technology for availing services in the 
sharing economy with trust as a vital factor in successful purchase and patronage. This only 
proves that technological advancements are present and are continually developing to make 
people's lives easy. This high demand for this transport mode creates job opportunities for 
drivers. 

 
Brenkert (1998) posits that "trust is a necessary condition for international business 

ethics since trust is universally valued by people and organizations around the globe even 
though they are divided on a variety of other values and principles.” 

 
The sharing economy has proven great success here and abroad because of its win-

win nature: creating jobs for people (micro-entrepreneurship), and providing consumers with 
access to on-demand and/or scheduled service/s. It's important for marketers to know what 
drives or motivates people in using these platforms to open for more innovations in services, 
and products that people can use in the sharing economy. 

 
Limitations and Recommendations for Future Research 
 

While this research only aimed to study the Philippine setting of sharing economies, 
the researchers would like to suggest further researches in other Southeast Asian and Western 
countries. Since only the transport segment (Grab) was explored in this study, it could also be 
replicated using other sharing economy platforms like Airbnb, Honest bee, eBay, and the like. 
Future researches can also use trust as a variable using the TPB and TAM frameworks (Taylor 
& Todd, 1995). 
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