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MARKETING | RESEARCH ARTICLE

Moving towards smart mobility: Factors 
influencing the intention of consumers to adopt 
the bus rapid transit (BRT) system
R. Matubatuba1* and C.F. De Meyer-Heydenrych1

Abstract:  The objective of this study was to investigate factors determining the 
consumers’ intention to adopt the Rea Vaya; a smart transport system in an 
emerging market setting of Johannesburg, South Africa. The study followed 
a quantitative research design which entailed the collection of data from 250 
respondents, using a self-administered questionnaire. The conceptual model and 
hypotheses proposed for the study were tested through structural equation mod-
elling (SEM). The findings revealed that attitude was the largest influencer of 
intention to adopt the Rea Vaya. The managerial implications of the findings of this 
study include building positive consumer attitudes towards the Rea Vaya. A “Rea 
Vaya stories” marketing campaign is recommended, where consumers will be 
encouraged to share their positive experiences of the Rea Vaya on social media and 
radio.

Subjects: Services Marketing; Consumer Behaviour; Marketing Management  

Keywords: Consumer behaviour; technology acceptance model; BRT; Smart transport; 
urban transport

1. Introduction
It is estimated that more than two-thirds of the global population will reside in urban areas by 
2050 (Fryszman et al., 2019). This urbanisation has led to a high concentration in medium-sized 
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cities, such as those in Europe, Africa and Asia, which has broadened the range and complexity of 
the population’s demands (Haase et al., 2018; Khatibi et al., 2021). Increased urbanisation has 
resulted in cities lacking infrastructure as well as other environmental challenges that threaten 
their sustainability. These include increased pressure on infrastructure and higher demand for 
transport, which subsequently results in mobility issues, including traffic congestion and pollution 
(Bibri, 2020). The provision and availability of technology-based initiatives such as the Bus Rapid 
Transit (BRT) system have been identified as effective strategies for maintaining urban areas and 
the development of smart cities (Bibri, 2020; Khatibi et al., 2021).

A smart city is described as “an urban centre that integrates a variety of innovative solutions to 
improve infrastructural performances to achieve sustainable urban development” (Shahidehpour 
et al., 2018). A smart city is characterised by six main components, namely, smart economy 
(Bokolo & Petersen, 2019; Kumar & Dahiya, 2017), smart people and smart governance (Loo & 
Tang, 2019), smart mobility and smart environment (Bokolo & Petersen, 2019; Loo & Tang, 2019) 
and smart living (Bokolo & Petersen, 2019). This study focuses on the concept of smart mobility. 
Smart mobility in the form of smart transportation is a constituent of the United Nation’s sustain-
able development goal towards the development of sustainable smart cities (Olokesusi et al., 
2019). Smart public transport solutions include automated fare collection, smart ticketing, smart 
GPS-based buses and bus stops and BRT systems (Vakula & Raviteja, 2017). Smart transportation 
integrates intelligent transport systems (ITS), telecommunications and automation technology. 
Smart transport aims to improve transport safety and efficiency in urban cities and reduce the 
subsequent environmental impact (Brčić et al., 2018).

Smart transport plays a pivotal role in urban and transportation planning globally, with various 
countries such as Brazil, India, Colombia, Croatia, the United Kingdom, Ghana, Kenya and South 
Africa implementing smart transport systems to ensure transport efficiency and sustainability 
(Fryszman et al., 2019; Klopp et al., 2019; Suresh et al., 2021).

In South Africa, Johannesburg is the economic hub of the country, with a population of about 
5.9 million, which due to rapid urbanisation is forecasted to reach 7 million by 2030 (Stats, 2020). 
The city of Johannesburg accounts for the country’s largest population and faces unique chal-
lenges in comparison to other African cities. These challenges include increased urbanisation, 
traffic congestion and pollution, which require strategic and sustainable solutions to be overcome 
(Bwalya, 2019). Such solutions include the development of the public transport system in 
Johannesburg through the application of ITS; one of which is the Rea Vaya—a BRT system 
(Abejide et al., 2018). BRT is described as a customer-oriented transport system that integrates 
ITS for efficient and effective transportation. The system is characterised by buses, automated fare 
collection, bus stations, dedicated bus lanes, which allow for its high-speed capability and has the 
capacity to carry large volumes of commuters, which translates to an efficient, reliable and safe 
public transport system (Venter et al., 2018). Abejide et al. (2018) state that the BRT system is 
expected to lead the much-needed transformation of public transport in the city and contribute 
towards its development. As Johannesburg aims to position itself as a world-class city, the 
inclination towards smart mobility and a smart city is one of the strategies that will help it in 
this endeavour (Bwalya, 2019). However, though the Rea Vaya has been implemented as one of 
Johannesburg’s smart transport systems since 2010, the problem is that it is experiencing low 
usage rates and low consumer adoption, as most consumers continue to use unreliable modes of 
transport such as trains and minibuses (Mthimkulu, 2017; Van Rensburg, 2017). Khumalo and Ogra 
(2018) state that there are negative perceptions from individuals regarding the Rea Vaya and the 
municipality is failing to encourage consumers to use the smart transport system. This raises the 
concern that the Rea Vaya brand is not well understood by consumers and it is not used by the 
marketing managers to develop strategies that increase the adoption of the smart transport 
system by consumers who are currently not using it despite all the advantages that it offers 
(Deng & Nelson, 2013; Khumalo & Ogra, 2018).
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Musakwa and Gumbo (2017) suggest that a continual adoption of the transport system will 
indicate a paradigm shift and transition towards smart mobility in Johannesburg. In order to 
achieve this, it is necessary for decision makers of the Rea Vaya to understand the factors that 
determine its adoption by consumers. As such, there is limited research on smart transport 
systems like the Rea Vaya, hence, Zolnik et al. (2018) argue that further research is required, 
particularly from a consumer marketing point of view. Current research on BRT systems is focused 
on countries in South America, with limited literature on African cities (Klopp et al., 2019). In this 
respect, the objective of this study is to investigate the factors that determine the intention of 
consumers to adopt a technology-based transport system; the Rea Vaya, based on the extended 
technology acceptance model (TAM). The TAM has been particularly chosen for this study as it is 
a widely used model in the investigation of consumer use and adoption of various technology 
systems (Ahmed et al., 2020) thereby making it a suitable model. In order to meet the objective of 
the study, research was conducted in Johannesburg, where the Rea Vaya operates. The survey was 
carried out among consumers who are above the age of 18 years and currently not using the Rea 
Vaya transport system, in order to determine their intention to adopt the smart transport system 
in the future.

The findings of this research will provide insights for managers of the city of Johannesburg and 
Rea Vaya marketing managers, to enable them to formulate effective marketing tactics that will 
promote the adoption of the Rea Vaya by consumers who are currently not using it. Thereby 
increasing the usage rate and satisfying their financial and sustainability goals. The BRT system 
has been implemented in other African cities such as Lagos and Dar es Salaam, and there are 
plans of implementation in Nairobi, Dakar, Accra and Cairo (Klopp et al., 2019). Therefore, from 
a theoretical perspective, these findings can be used in other emerging market countries that have 
implemented and are implementing the BRT system and seek to improve the uptake and adoption 
of thereof. The Rea Vaya is a technology-based transport system and therefore, the theory of TAM 
has been adopted in the study. The TAM has been adopted in this study as it has been widely used 
to understand the technology adoption behaviour of consumers (Ho et al., 2017). However, the 
TAM does not take into consideration social influence on the consumer’s decision in their intention 
to adopt a technology system (Ho et al., 2017). Therefore, an additional construct; the subjective 
norm is incorporated into the inherent characteristics of TAM as it has a significant influence on 
the consumer’s intention to adopt a technology system (Ho et al., 2017; Schepers & Wetzels, 
2007).

The remainder of this paper is structured as follows; Section 2 provides the theoretical under-
pinning of the study and the theoretical constructs that make up the study. Section 3 presents the 
research methodology adopted for the study and Section 4 presents the research results. The 
discussion of the results is presented in Section 5 followed by the recommendations in Section 6. 
Lastly, the paper concludes by drawing the main findings, identifying limitations of the study and 
proposing opportunities for future research in Section 7.

2. Theoretical overview
The overarching theory used to support the conceptual model of this study was the extended TAM 
as it offers insight into acceptance and adoption of technology such as transport technology 
system that operates in a social context (Ahmed et al., 2020). Researchers have argued for the 
inclusion of subjective norms in TAM to further understand how technology acceptance is influ-
enced by social impact (Marfo & Quansah, 2020; Ursavaş et al., 2019). Subjective norms have been 
reported to influence a consumer’s intention to adopt a behaviour and consequently a key 
determinant in adoption intention (Ho et al., 2017; Schepers & Wetzels, 2007). In order to under-
stand the consumers’ intention towards adoption of smart transportation, researchers (Ahmed 
et al., 2020; Marfo & Quansah, 2020) have included subjective norms in the TAM as it is considered 
to have a significant effect on the implementation stages of a transport technology system.
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The TAM was introduced by Davis (1986) to model user acceptance of technology systems, with 
the aim of explaining the determinants of technology acceptance across a range of computer- 
based technologies and user populations. Over time the TAM has been considered as robust and 
powerful in its ability to explain user acceptance of technology and behaviour (Scherer et al., 2019; 
Ursavaş et al., 2019). As such, the TAM has been found to possess predictive validity across 
a number of studies (Maduku, 2011; Sánchez-Prieto et al., 2019; Shroff et al., 2011; Teo, 2010; 
Teo et al., 2008). The TAM, therefore, postulates that user intentions towards technology systems 
such as the Rea Vaya can be predicted based on perceived ease of use and perceived usefulness. It 
further suggests the relationships between perceived ease of use, perceived usefulness and 
attitude. Lastly, the model proposes that there is a relationship between attitude and adoption 
intention to adopt, i.e., intention to adopt the Rea Vaya (Bauerová & Klepek, 2018; Choi & Song, 
2020). The extension of the TAM which includes subjective norms proposes that there is 
a relationship between subjective norms and perceived usefulness as well as the relationship 
between subjective norms and intention to adopt (Marfo & Quansah, 2020). Intention to adopt is 
described as the user’s willingness to use a technology system such as the Rea Vaya (Huang & Teo, 
2021). These TAM constructs are discussed in the following sections.

2.1. Perceived ease of use and perceived usefulness
In the TAM, perceived ease of use refers to the extent to which an individual considers 
a technology system to be free of effort when using it (Huang & Teo, 2021). In the context of 
this study, an analogical assumption can be made that the consumers’ confidence regarding the 
ease of using the Rea Vaya leads to intention to use the smart transport system. Perceived 
usefulness is defined as the extent to which an individual believes that a particular technology 
system would enhance their performance (Bauerová & Klepek, 2018). Within the context of using 
a smart transport system such as the Rea Vaya, it can analogically be assumed that consumers 
believe that using the Rea Vaya will be useful in their travels. In the TAM, Bauerová and Klepek 
(2018) state that perceived ease of use has a causal effect on perceived usefulness, indicating that 
if a user finds a technology system easy to use, they consider it to be useful in the performance of 
a given behaviour. Therefore, consumers who do not use the Rea Vaya may have a high likelihood 
of finding the transport system useful when they perceive it to be easy to use. This is confirmed by 
a number of studies (Davis, 1987; Gefen et al., 2003; Rauniar et al., 2014; Venkatesh & Davis, 2000), 
which found that perceived ease of use had a direct and significant effect on perceived usefulness.

The following hypothesis has been proposed, based on the two constructs discussed above: 

H1: Consumer perceived ease of use has a significant positive effect on the perceived usefulness of 
the Rea Vaya.

2.2. Attitude
In technology adoption literature, attitude refers to an individual’s positive or negative feelings 
towards the usage of a technology system such as the Rea Vaya (Ahmed et al., 2020). Yeo, Goh 
and Rezaei, (2017) suggest that attitude is a key factor in determining consumer intention to use 
a technology system. Therefore, it can be analogically assumed that if a consumer has a positive 
attitude towards the Rea Vaya, there is a high likelihood of their intention to adopt the smart 
transport system. This is confirmed by the Ahmed et al. (2020) study that suggests that in the 
transport sector, there is a significant relationship between attitude and intention to adopt 
a transport system. The authors go on to state that as consumers develop more positive feelings 
towards a transport technology system, the more inclination they have towards intention to adopt 
the service. Furthermore, it is proposed that perceived ease of use and perceived usefulness are 
antecedents of attitude and that they have a positive effect on attitude (Feng et al., 2019). Ahmed 
et al. (2020) support this by stating that both these constructs build favourable or unfavourable 
attitudes towards consumer intention to accept or reject a technology system. This is supported by 
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findings in various studies in the field of transportation (Chen et al., 2007; Feng et al., 2019; Irawan 
et al., 2016; Park et al., 2015) which found that perceived ease of use and perceived usefulness 
have a significant influence on attitude.

Based on the above literature, the following hypotheses have been formulated for this study: 

H2: Consumer perceived ease of use has a significant positive effect on attitude towards the Rea 
Vaya.

H3: Consumer perceived usefulness has a significant positive effect on attitude towards the Rea 
Vaya.

H4: Consumer attitude towards the Rea Vaya has a significant positive effect on the intention to 
adopt the Rea Vaya.

2.3. Subjective norms
Subjective norms are broadly described as the perceived societal pressure to perform or not perform 
a given behaviour (Marfo & Quansah, 2020). The authors further suggest that subjective norms are 
a crucial determinant of adoption intention. TAM has been criticised for lacking a social component 
(Dečman, 2015) as subjective norms are developed based on information obtained from other people, 
such as friends and family, whose opinions are valued. The inclusion of subjective norms in the 
extension of TAM, therefore, addresses the influence of other people on the individual’s perception 
about a given behaviour such as consumer intentions to use the Rea Vaya (Marfo & Quansah, 2020). 
A study by Bansal et al. (2016) found that 50 per cent of the respondents preferred their friends and 
family to use autonomous vehicles before they would consider adopting them, indicating that their 
intention to adopt was motivated by subjective norms (Bansal et al., 2016). In addition, scholars have 
established direct links between subjective norms and perceived usefulness (Huang & Teo, 2021) and 
between subjective norms and intention to adopt (Venkatesh & Davis, 2000).

The following hypotheses associated with subjective norms are therefore proposed for this 
study: 

H5: Subjective norms have a significant positive effect on consumer perceived usefulness of the 
Rea Vaya.

H6: Subjective norms have a significant positive effect on the intention to adopt the Rea Vaya.

Based on the literature discussed above, a theoretical model has been developed to test and 
explain the hypothesised relationships for this study. Figure 1 presents the conceptual model, which is 
based on the extended TAM and shows the four constructs (perceived ease of use, perceived 
usefulness, attitude, and subjective norms) that predict consumer intention to adopt the Rea Vaya.

3. Methodology

3.1. Research method and design
A positivist research paradigm was selected for this study as it aims to provide generalisations 
regarding the population under study. The positivist research paradigm warrants the adoption of 
quantitative research methods (Saunders et al., 2019). This study adopts quantitative tests and 
statistical analysis to test hypotheses and proposed relationships in the model of the study.
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3.2. Data collection
A self-administered questionnaire was used as an appropriate measurement instrument for data 
collection when conducting the research. The measurement instrument used in this study was 
developed by modifying valid measurement scales from previous studies of Shroff et al. (2011) and 
Maduku (2011). The measurement scales are categorised into attitude, perceived ease of use and 
perceived usefulness, subjective norms and intention to adopt. The measurement scales were 
adapted from research conducted by Shroff et al. (2011); Francis et al. (2004). The attitude 
construct consisted of six scale items, perceived ease of use and intention to adopt had eight 
items respectively, perceived usefulness and subjective norms each had five items. The responses 
were provided on an unlabelled five-point Likert scale, where 1 = strongly disagree and 5 = strongly 
agree.

The questionnaire introduced respondents to the study and was divided into three parts; screen-
ing questions were posed to determine whether or not the respondents were users of the Rea Vaya 
and to determine their transport usage patterns. Respondents who indicated that they were not 
users of the Rea Vaya were instructed to continue completing the questionnaire. Section 
A included demographic questions; measured using nominal and ordinal scales. Section B of the 
questionnaire measured various constructs used in the study, namely attitude, perceived ease of 
use, perceived usefulness and intention to adopt, which were measured on the five-point Likert 
scale.

3.3. Sampling
Non-probability convenience sampling was used to select the respondents. The respondents were 
selected from various locations in Johannesburg, South Africa, Johannesburg’s central business 
district, Parktown, Soweto and Auckland Park. The Rea Vaya operates in these locations. The 
questionnaires were used to collect data from consumers who either use various forms of public 
transport, not including the Rea Vaya or use private transportation.

When determining a sample size, Aaker et al. (2013) suggest that a sample should be large 
enough for each group of respondents to have a minimum sample size of 100. The selected sample 
size for the study was 250 respondents; 227 usable questionnaires were included in the study. The 
recommended sample size ranges between 200 and 500 for multiple constructs such as those 
presented in this study (Hair et al., 2010; Luedtke et al., 2019).

Figure 1. Conceptual model of 
the study.
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3.4. Data analysis
The data collected for this study were cleaned, edited and analysed using multivariate statistical 
analyses on SPSS (Version 24). The statistical analysis procedure included descriptive statistics, 
data inspection for frequency distribution and examination of the questionnaire items for skew-
ness and kurtosis to establish the normal distribution of data. Reliability testing, confirmatory 
factor analysis (CFA) and structural equation modelling (SEM) were conducted using AMOS (Version 
24). The reliability of the measurement instrument was assessed using the Cronbach’s Alpha test, 
while CFA and SEM were conducted respectively to examine the fitness of the model and test the 
hypothesised relationships between the constructs in the study.

4. Results

4.1. Demographic profile of respondents and transport usage patterns
The gender demographic profile of respondents was 53.3% and 46.7% for females and males, 
respectively. Also, the average age of 24 accounted for 62.6% of respondents. The employment status 
of respondents for full-time students and full-time workers was at 37.9% each i.e. evenly distributed. 
The educational qualification of respondents indicated 47.7% and 40.1% for undergraduate and 
Grade 12 certificate holders, respectively. Table 1 presents the transport usage patterns of the 
respondents. The frequency of transport mode can be categorised into public and private transport, 
with public transport accounting for 57.4%. This indicates a reliance on public transport, which could 
be attributed to economic cost and the socio-economic status of the transport users. The frequency of 
respondents on the purpose of transportation is educational and work accounting for 87.2%.

4.2. Reliability and validity of the measurement model
A CFA was conducted to determine the reliability and overall fitness of the model. The five 
constructs of the conceptual model were confirmed in the measurement model and the results 
are presented in Table 2, which indicates that the reliability and convergent validity were realised. 
Table 3 presents the discriminant validity, where the bolded values (the square root of the AVE) are 
required to be higher than the correlation values presented (Fornell & Larcker, 1981). The results 
presented in the tables indicate that the study met the criteria for reliability and validity.

Once the CFA was performed, SEM was conducted to test the measurement model. The model- 
fit indices indicated an acceptable fit, which is supported by the following data: normed chi-square 
((x2/ df = 3.216), the Tucker Lewis index (TLI = 0.815), the Comparative Fit index CFI = 0.830) and the 

Table 1. Transport usage patterns
Items Description Frequency Percentage
Q1 What forms of 
transport do you most 
frequently use?

Taxi 90 34.9%

Bus 42 16.3%

Metro rail train 1 0.4%

Gautrain 15 5.8%

Private car 100 38.8%

Other (not specified) 10 3.8%

Total 258 100%

Q2 What do you mainly 
use these forms of 
transport for?

Travelling to work and 
back

106 46.7%

Travelling to school and 
back

92 40.5%

Other (not specified) 29 12.7%

Total 227 100%

Matubatuba & De Meyer-Heydenrych, Cogent Business & Management (2022), 9: 2089393                                                                                                                                         
https://doi.org/10.1080/23311975.2022.2089393                                                                                                                                                                                                     

Page 7 of 18



Table 2. CFA—Factor loadings, AVE, CR and Cronbach’s Alpha
Constructs/ 
Items

Factor loadings AVE CR Cronbach’s α

Perceived usefulness (PU)

I believe the Rea 
Vaya would be 
useful for my travel 
to work/school

0.799 0.616 0.887 0.922

I believe my travel 
to work/school 
would be faster 
when using Rea 
Vaya

0.769

I believe my travel 
to work/school 
would be faster 
when using Rea 
Vaya

0.883

I believe that using 
the Rea Vaya would 
improve my travel 
to work/school

0.875

Using the Rea Vaya 
would save me 
time when 
travelling to work/ 
school

0.553

Perceived ease of use (PEU)

It would be easy to 
use the Rea Vaya 
for my travels

0.688 0.512 0.880 0.785

I think the payment 
system of the Rea 
Vaya would be easy 
to understand

0.713

It would be easy for 
me to get to the 
Rea Vaya station 
from home

0.729

It would be easy for 
me to get to the 
Rea Vaya station 
from work/school

0.651

It would take me 
a long time to reach 
the Rea Vaya 
station from home

0.746

It would take me 
a long time to reach 
the Rea Vaya 
station from work/ 
school

0.787

It would be easy for 
me to learn how to 
use the Rea Vaya

0.687

(Continued)
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Constructs/ 
Items

Factor loadings AVE CR Cronbach’s α

Attitude (ATT)

I believe using the 
Rea Vaya is a good 
idea

0.749 0.581 0.892 0.905

I have positive 
feelings towards 
using the Rea Vaya

0.790

I prefer to use the 
Rea Vaya to travel

0.683

I like the idea of 
travelling in the Rea 
Vaya

0.773

I feel safe when 
travelling in the Rea 
Vaya

0.776

I think using the 
Rea Vaya is 
worthwhile

0.797

Social norms (SN)

Most people who 
are important to 
me use the Rea 
Vaya

0.745 0.588 0.877 0.858

Most people who 
are important to 
me think I should 
use the Rea Vaya

0.735

In general, I have 
been told by people 
I know that the Rea 
Vaya is reliable

0.781

In general, I have 
been told by people 
I know that the Rea 
Vaya is safe

0.793

In general, I have 
been told by people 
I know that the Rea 
Vaya is affordable

0.780

(Continued)
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Root Mean Square Error of Approximation (RMSEA = 0.098). These indices were within the limits 
recommended by Schermelleh-Engel et al. (2003).

4.3. Hypothesis testing of the structural model
SEM was conducted to determine the goodness-of-fit of the structural model. Table 4 presents the 
model-fit indices, which indicate acceptable model fit estimates as suggested by Schermelleh- 
Engel et al. (2003). Following this, the structural model of the study was assessed to validate the 
proposed hypotheses (H1–H6). The conceptual model (see, Figure 1) was assessed using SEM and 

Table2. (Continued) 

Constructs/ 
Items

Factor loadings AVE CR Cronbach’s α

Intention to Adopt (ITA)

I intend to use the 
Rea Vaya

0.748 0.574 0.914 0.932

I will use the Rea 
Vaya more often

0.808

I will recommend 
the Rea Vaya to my 
friends

0.849

I will recommend 
the Rea Vaya to my 
family

0.825

I would prefer to 
use the Rea Vaya 
rather than a taxi

0.767

I would prefer to 
use the Rea Vaya 
rather than a bus

0.765

I would prefer to 
use the Rea Vaya 
rather than a train

0.607

I would prefer to 
use the Rea Vaya 
rather than a car

0,659

Table 3. Component correlation matrix (discriminant validity)
PU PEU ATT SN ITA

PU 0.785

PEU 0.592 0.716

ATT 0.606 0.607 0.762

SN 0.478 0.513 0.544 0.767

ITA 0.630 0.574 0.662 0.611 0.740

Table 4. Model fit summary of the structural equation model
Model-fit Indices Result
CMIN/DF 2.583

CFI (comparative fit index) 0,880

TLI 0.868

RMSEA 0.083
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included the assessment of path estimates through observing standardised beta (β) coefficients 
and p-values (p). A significance level of 5% is required of the path estimates to deem the 
hypotheses acceptable. The results of the analysis are provided in Table 5.

Table 5 and Figure 2 presents the results of the relationships between perceived ease of use, 
perceived usefulness, attitudes, subjective norms and intention to adopt. Besides H3 and H5, which 
were rejected, the results show that H1, H2, H4 and H6 can be accepted. The results also indicate 
that attitude is the largest predictor of intention to adopt the Rea Vaya (β = 0.634) and perceived 
ease of use is the largest predictor of perceived usefulness (β = 0.619).

5. Discussion
From the six hypothesis developed for this study, four were accepted. Firstly, for H1, a direct and 
significant relationship was predicted between perceived ease of use and perceived usefulness. 
The results provided in Table 5 indicate that the relationship between these constructs is statis-
tically significant (β = 0.619, p = 0.000). This finding is consistent with previous studies of Gefen 
et al. (2003) and Rauniar et al. (2014), which established that perceived ease of use directly 
influences perceived usefulness. In relation to this study, these findings show that if consumers 
who do not use the Rea Vaya perceive it to be convenient and easy to use, they may find the 
transport system useful for their travels. The findings here are supported by the viewpoint that 
many people do not understand the advantages of the Rea Vaya as these are not clearly com-
municated. This will then influence their view on the usefulness of the system (Khumalo & Ogra, 
2018).

Secondly, the results indicate that there is a direct and significant relationship between con-
sumer perceived ease of use and attitude towards the Rea Vaya (β = 0.468, p = 0.000), thus 
supporting H2. This finding is corroborated by Ahmed et al. (2020) and Feng et al. (2019) who 
found that perceived ease of use has a direct and significant influence on attitude and suggest 
that it builds a favourable attitude towards a technology system. It is noteworthy that perceived 
ease of use is the largest predictor of attitude towards the Rea Vaya. In relation to this study, it can 
be inferred that if consumers who do not use the Rea Vaya find it easy to use and useful for their 
travels, they will develop a positive attitude towards the transport system.

Third, it was hypothesised that there is a direct and significant relationship between consumer 
attitude and intention to use the Rea Vaya. This hypothesis (H4) was supported (β = 0.634, 
p = 0.000), indicating a direct and significant relationship between attitude and intention to 
adopt the Rea Vaya. The importance of attitude as the main determinant of behavioural attributes 
in the form of intention and choices has been reported by Yeo et al. (2017) and Ahmed et al. 
(2020). In the case of technology adoption and acceptance, the positive relationship attributed to 

Perceived 
Usefulness (PU)

Perceived Ease 
of Use (PEU)

Attitude towards 
Rea Vaya (ATT)

Intention to adopt 
Rea Vaya (ITA)

Subjective 
Norms (SN)

β = 0.619

β = 0.468

β = 0.201
p = 0.012 β = 0.634 

β = 0.545

β = 0.048
p = 0.579

Figure 2. Structural model.

Note(s): Solid black lines indi-
cate significant paths 
(p = 0.000); dotted grey lines 
indicate a non-significant path 
(p < 0.01)
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consumer attitude and willingness to use the Rea Vaya confirms that it is necessary to develop 
positive attitude in consumers before they intend to use the system.

The final hypothesis accepted (H6) confirmed that there is a direct and significant relationship 
between subjective norms and intention to adopt the Rea Vaya (β = 0.545, p = 0.000). The results 
are confirmed by the studies of Huang et al. (2020) and Bansal et al. (2016). Based on these 
findings, it can therefore be inferred that friends and family of consumers who do not use the Rea 
Vaya can influence consumers’ intention to use the smart transport system.

The two hypothesis that were rejected based on the findings of the study deal with perceived 
usefulness, attitudes and subjective norms of non-users. H3 posited that perceived usefulness has 
a significant relationship with attitude. Although many previous studies have found a significant 
relationship between these two constructs such as Feng et al. (2019), the findings in this study 
could be attributed to that perceived usefulness of the Rea Vaya is negated due to the sample. The 
majority of respondents in this study use their own private car (38.8%) or a taxi (34.9%) which 
could be seen as more useful as these modes of transportation will take the consumer directly to 
their destination. As Cheah et al. (2022) state, the usefulness of transportation to directly take the 
passenger to their final destination will positively impact attitudes. For this reason, the Rea Vaya 
may not be seen as useful and therefore no positive attitude could be formed regarding this type 
of technology. The study also did not find a relationship between subjective norms and perceived 
usefulness (H5). This finding could be attributed to others finding alternative transportation 
methods such as a private car and taxis as more useful. Therefore others may not share positive 
word of mouth about the Rea Vaya which may influenced the perceived usefulness of the system. 
Belanche et al. (2019) also suggest that recent studies have found subjective norms to be multi- 
dimensional in nature. This multi dimensionality was not tested for in this study which could 
provide reasons for the results.

6. Recommendations
Based on the findings of the study, the following recommendations are provided:

● It has been reported that the Rea Vaya brand is not well understood by consumers (Khumalo & 
Ogra, 2018). As the city of Johannesburg transitions towards being a smart city and transforming 
the public transport system through smart transportation, it is important for the Rea Vaya to 
position its brand in line with the city’s objectives. Therefore, the first recommendation made is 
that the Rea Vaya marketing team should seek the services of an external organisation that 
specialises in marketing and marketing strategy to develop the brand and brand image of the 
smart transport service. This external organisation will assist the Rea Vaya in developing 
a marketing strategy that includes re-positioning the brand as a smart transport system and 
developing campaigns that will increase the awareness and equity of the brand. This includes 
updating their website and online platforms and marketing material such as branded schedules of 
the Rea Vaya services, which include routes, key stops and user-related information. Further recom-
mendations regarding focused marketing campaigns have been provided below. Having a clear 
marketing strategy will assist the organisation to focus its efforts on creating opportunities to 
increase their low usage rates and increase consumer adoption of the smart transport system.

The findings indicated that attitude was the largest predictor of intention to adopt the Rea Vaya, 
followed by subjective norms. In relation to attitude, the findings also indicated that perceived 
ease of use positively influenced attitude. It is important that the Rea Vaya marketing manager 
focuses on marketing initiatives that will encourage the use and adoption of the Rea Vaya by 
consumers who are currently not using the transport system. Rea Vaya marketing should embark 
on campaigns that will focus on the ease of using the Rea Vaya and building positive attitudes 
towards the smart transport system.

● It is therefore recommended that a “Rea Vaya Stories” campaign be initiated on radio and social 
media. The campaign will aim to also influence consumers who do not use the Rea Vaya as they will 
be seeing and hearing about the Rea Vaya from their friends or family. This is a campaign in which 
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popular radio stations in Johannesburg will be used; the consumers who use the Rea Vaya will be 
encouraged to share their positive stories about using the Rea Vaya, highlighting what they like 
about the system. Likewise, on Facebook, Rea Vaya users will be encouraged to share their positive 
stories by posting and tagging (mentioning) Rea Vaya, which has a Facebook page, but mainly 
containing negative reviews. People who share their positive Rea Vaya stories will stand a chance to 
win a prize at the end of the campaign, sponsored by the City of Johannesburg municipality and Rea 
Vaya. The results indicated that a large number of the respondents (62%) were aged between 20 
and 28 years, therefore radio stations targeting this age segment will be selected. Statista (2021) 
reported that the largest users of Facebook by age group were 25 to 34 years (33%) followed by 18 
to 24 years (25%), therefore, this social media platform would be ideal for Rea Vaya to use for the 
campaign to reach a large audience.

● The respondents indicated disagreement with statements that measured perceived ease of use of 
the Rea Vaya. Khumalo and Ogra (2018) noted that consumers hold negative perceptions regarding 
the Rea Vaya, which affects their attitude towards it. With the Rea Vaya being a technology-based 
transport system, consumers who do not use it may perceive it to be difficult to use. It is therefore 
recommended that Rea Vaya embark on a marketing campaign to promote the Rea Vaya and how it 
works, to develop better understanding of the transport system for consumers who are not using it. 
A public relations campaign can be used, where a representative of the Rea Vaya can speak on 
major radio stations (such as Metro FM and Kaya FM) about the Rea Vaya, where it operates, how it 
works and the benefits that it provides for consumers. Activations around the areas in which the Rea 
Vaya operates should be implemented where promoters will be placed to encourage consumers to 
use the Rea Vaya and have giveaways of novelties and complimentary trips to induce trial. The 
campaign aims to change the negative perceptions towards the Rea Vaya and encourage its use and 
adoption, which would lead to increased usage rates of the smart transport system.

7. Conclusion, limitations and future research
The objective of this study was to investigate the factors that determine intention to adopt the 
Rea Vaya; a smart transport system, by consumers who currently do not use the transport 
system. Using the extended TAM, the results indicate that it is possible to determine the factors 
that influence intention to use the Rea Vaya (perceived ease of use, perceived usefulness, 
attitude and subjective norms). The study confirms the results of previous research by various 
scholars Bansal et al. (2016), Ahmed et al. (2020) and Yeo et al. (2017) who found that it is 
possible to predict the determinants of user intention to adoption in various settings. The 
results of the study have practical and theoretical contributions. Practically, as Johannesburg 
and other African countries transition towards being smart cities, this study will assist market-
ing managers of the Rea Vaya and other BRT systems being implemented in various countries, 
particularly those in emerging markets. A clear marketing strategy and marketing programmes 
will assist in encouraging the adoption of BRT services being implemented in order to realise 
the financial benefits for the organisation and sustainability goals of the city. Academically, 
from a marketing and consumer behaviour perspective, there is limited research regarding the 
Rea Vaya and other BRT systems. This study has shown the importance of consumer behaviour 
theory in understating and influencing the future actions of consumers. This theory has been 
predominantly applied in fields such as banking, e-commerce, education, health and transpor-
tation, however, not focusing on the adoption of public transport. Therefore, this study will 
make a significant contribution to public transport research and public transport marketing 
research.

The limitations of this study were that it was conducted in a single geographical location, 
Johannesburg, South Africa, even though the BRT has been implemented in other South African 
cities like Cape Town and Pretoria. A convenience sampling method was used meaning that 
consequentially, the results of the study cannot be generalised. Future research could therefore 
be conducted in the other South African cities as well as in other countries where the BRT has been 
implemented and is facing similar challenges to determine whether similar results will be realised. 
Furthermore, future studies regarding the actual adoption of a smart transport system such as the 
BRT should consider including the behavioural reasoning theory, which takes into account the 
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reasons for and reasons against the consumers’ actions. Lastly, a qualitative study using focus 
groups and in-depth interviews could be conducted to gain deeper insights into the reasons 
consumers do not use the Rea Vaya.

Funding
The author(s) reported there is no funding associated with 
the work featured in this article.

Author details
R. Matubatuba1 

E-mail: rmatubatuba@uj.ac.za 
C.F. De Meyer-Heydenrych1 

1 School of Consumer Intelligence and Information 
Systems, Department of Marketing Management, 
University of Johannesburg, Johannesburg, South Africa. 

Disclosure statement
No potential conflict of interest was reported by the 
author(s).20202017

Citation information 
Cite this article as: Moving towards smart mobility: Factors 
influencing the intention of consumers to adopt the bus 
rapid transit (BRT) system, R. Matubatuba & C.F. De Meyer- 
Heydenrych, Cogent Business & Management (2022), 9: 
2089393.

References
Aaker, D. A., Kumar, V., Leone, R. P., & Day, G. S. (2013). 

Marketing research (11th ed.). John Wiley & Sons.
Abejide, O., Adedeji, J., & Mostafa Hassan, M. (2018). 

Intelligent transportation system as an effective 
remedy to improve the public transportation in South 
Africa. Papers presented at the 2018 37th Annual 
Southern African Transport Conference (SATC). Pretoria.

Ahmed, W., Hizam, S. M., Sentosa, I., Akter, H., Yafi, E., & 
Ali, J. (2020). Predicting IoT service adoption towards 
smart mobility in Malaysia: SEM-neural hybrid pilot 
study. International Journal of Advanced Computer 
Science and Applications, 11(1), 524–535. https://doi. 
org/10.14569/IJACSA.2020.0110165

Bansal, P., Kockelman, K. M., & Singh, A. (2016). Assessing 
public opinions of and interest in new vehicle tech-
nologies: An Austin perspective. Transportation 
Research Part C: Emerging Technologies, 67 (2016) , 
1–14. https://doi.org/10.1016/j.trc.2016.01.019

Bauerová, R., & Klepek, M. (2018). Technology acceptance 
as a determinant of online grocery shopping 
adoption. Acta Universitatis Agriculturae et 
Silviculturae Mendelianae Brunensis, 66(3), 737–746. 
https://doi.org/10.11118/actaun201866030737

Belanche, D., Casaló, L., & Flavián, C. (2019). Artificial 
intelligence in FinTech: Understanding robo-advisors 
adoption among customers. Industrial Management 
& Data Systems, 119(7), 1411–1430. https://doi.org/ 
10.1108/IMDS-08-2018-0368

Bibri, S. E. (2020). Compact urbanism and the synergic 
potential of its integration with data-driven smart 
urbanism: An extensive interdisciplinary literature 
review. Land Use Policy, 97 (2020) , 104703. https:// 
doi.org/10.1016/j.landusepol.2020.104703

Bokolo, A. J., & Petersen, S. A. (2019). A smart city adop-
tion model to improve sustainable living. NOKOBIT - 
Norsk konferanse for organisasjoners bruk at IT, 27(1). 
http://hdl.handle.net/11250/2631501

Brčić, D., Slavulj, M., Šojat, D., & Jurak, J. (2018). The role 
of smart mobility in smart cities. Fifth International 
Conference on Road and Rail Infrastructure (CETRA 
2018). 17–19 May 2018. Zadar, Croatia.

Bwalya, K. J. (2019). The smart city of Johannesburg, 
South Africa. In K. J. Mwala (Ed.), Smart city emer-
gence (pp. 407–419). Elsevier.

Cheah, I., SHimul, A. S., Liang, J., & Phau, I. (2022). 
Consumer attitude and intention toward ridesharing. 
Journal of Strategic Marketing, 30(2), 115–136. 
https://doi.org/10.1080/0965254X.2020.1733050

Chen, C.-D., Fan, Y.-W., & Farn, C.-K. (2007). Predicting 
electronic toll collection service adoption: An inte-
gration of the technology acceptance model and the 
theory of planned behavior. Transportation Research 
Part C: Emerging Technologies, 15(5), 300–311. 
https://doi.org/10.1016/j.trc.2007.04.004

Choi, J., & song, C. (2020). Factors explaining why some 
citizens engage in e-participation, while others do 
not. Government Information Quarterly, 37(4), 
101524. https://doi.org/10.1016/j.giq.2020.101524

Davis, F. D. (1986). A technology acceptance model for 
empirically testing new end-user information sys-
tems: Theory and results. [Doctoral dissertation]. MIT 
Sloan School of Management.

Davis, F. D. (1987). User acceptance of information sys-
tems: The technology acceptance model (TAM). 
University of Michigan, School of Business 
Administration.

Dečman, M. (2015). Modeling the acceptance of 
e-learning in mandatory environments of higher 
education: The influence of previous education and 
gender. Computers in Human Behavior, 49 (2015) , 
272–281. https://doi.org/10.1016/j.chb.2015.03.022

Deng, T., & Nelson, J. D. (2013). Bus rapid transit imple-
mentation in Beijing: An evaluation of performance 
and impacts. Research in Transportation Economics, 
39(1), 108–113. https://doi.org/10.1016/j.retrec.2012. 
06.002

Feng, B., Ye, Q., & Collins, B. J. (2019). A dynamic model of 
electric vehicle adoption: The role of social com-
merce in new transportation. Information & 
Management, 56(2), 196–212. https://doi.org/10. 
1016/j.im.2018.05.004

Fornell, C., & Larcker, D. F. (1981). Evaluating structural 
equation models with unobservable variables and 
measurement error. Journal of Marketing Research, 
18(1), 39–50. https://doi.org/10.1177/ 
002224378101800104

Francis, J., Eccles, M. P., Johnston, M., Walker, A. E., 
Grimshaw, J. M., Foy, R., Kaner, E. F. S., Smith, L., & 
Bonetti, D. (2004). Constructing questionnaires 
based on the theory of planned behaviour: 
A manual for health services researchers. Centre for 
Health Services Research, University of Newcastle- 
upon-Tyne.

Fryszman, F., Carstens, D. D. D. S., & Da Cunha, S. K. 
(2019). Smart mobility transition: A socio-technical 
analysis in the city of Curitiba. International Journal 
of Urban Sustainable Development, 11(2), 141–153. 
https://doi.org/10.1080/19463138.2019.1630414

Gefen, D., Karahanna, E., & Straub, D. W. (2003). Trust and 
TAM in online shopping: An integrated model. MIS 
Quarterly, 27(1), 51–90. https://doi.org/10.2307/ 
30036519

Haase, D., Güneralp, B., Dahiya, B., Bai, X., & Elmqvist, T. 
(2018). Urban planet: Knowledge towards sustainable 
cities. Cambridge University Press.

Matubatuba & De Meyer-Heydenrych, Cogent Business & Management (2022), 9: 2089393                                                                                                                                         
https://doi.org/10.1080/23311975.2022.2089393                                                                                                                                                                                                     

Page 15 of 18

https://doi.org/10.14569/IJACSA.2020.0110165
https://doi.org/10.14569/IJACSA.2020.0110165
https://doi.org/10.1016/j.trc.2016.01.019
https://doi.org/10.11118/actaun201866030737
https://doi.org/10.1108/IMDS-08-2018-0368
https://doi.org/10.1108/IMDS-08-2018-0368
https://doi.org/10.1016/j.landusepol.2020.104703
https://doi.org/10.1016/j.landusepol.2020.104703
http://hdl.handle.net/11250/2631501
https://doi.org/10.1080/0965254X.2020.1733050
https://doi.org/10.1016/j.trc.2007.04.004
https://doi.org/10.1016/j.giq.2020.101524
https://doi.org/10.1016/j.chb.2015.03.022
https://doi.org/10.1016/j.retrec.2012.06.002
https://doi.org/10.1016/j.retrec.2012.06.002
https://doi.org/10.1016/j.im.2018.05.004
https://doi.org/10.1016/j.im.2018.05.004
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1177/002224378101800104
https://doi.org/10.1080/19463138.2019.1630414
https://doi.org/10.2307/30036519
https://doi.org/10.2307/30036519


Hair, J. F., Black, W. C., Babin, B. J., & Anderson, R. E. 
(2010). Multivariate data analysis (Global edition ed.) 
Pearson Education.

Ho, S. M., Ocasio-Velázquez, M., & Booth, C. (2017). Trust 
or consequences? Causal effects of perceived risk 
and subjective norms on cloud technology adoption. 
Computers & Security, 70 (2017) , 581–595. https:// 
doi.org/10.1016/j.cose.2017.08.004

Huang F, Teo T and Zhou M. (2020). Chinese students’ 
intentions to use the Internet-based technology for 
learning. Education Tech Research Dev, 68(1), 575– 
591. 10.1007/s11423-019-09695-y

Huang, F., & Teo, T. (2021). Examining the role of tech-
nology-related policy and constructivist teaching 
belief on English teachers’ technology acceptance: 
A study in Chinese universities. British Journal of 
Educational Technology, 52(1), 441–460. https://doi. 
org/10.1111/bjet.13027

Irawan, H., Hendayani, R., & Widyan, D. (2016). Adoption of 
electronic toll application analysis. International Journal 
of Economics and Management, 10(1), 211–222 https:// 
d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_ 
10S2016_Herry_IrawanAdoption_of_Electronic_. . 
Pages_211-222-with-cover-page-v2.pdf?Expires= 
1655817932&Signature=OTYCXWtcsPpR7- 
fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~ 
1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV- 
JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQ 
d395~D~ 
BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Sv 
f~~ 
imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8Wx 
Q969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO- 
O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7y 
cJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am- 
Qu4f0u0SwaQ__&Key-Pair-Id= 
APKAJLOHF5GGSLRBV4ZA.

Khatibi, H., Wilkinson, S., Baghersad, M., Dianat, H., 
Ramli, H., Suhatril, M., Javanmardi, A., & Ghaedi, K. 
(2021). The resilient-smart city development: 
A literature review and novel frameworks 
exploration. Built Environment Project and Asset 
Management May 2021, 11(4), 493–510. https://doi. 
org/10.1108/BEPAM-03-2020-0049

Khumalo, T. N., & Ogra, A. (2018). Effectiveness of Rea 
Vaya Bus Rapid Transit System (BRTS) in the City of 
Johannesburg. Proceedings of the International 
Conference on Industrial Engineering and Operations 
Management. Pretoria. 29 October - 1 November. pp. 
1306–1329.

Klopp, J. M., Harber, J., & Quarshie, M. (). A review of BRT 
as public transport reform in African cities. VREF 
research synthesis project. Governance of 
Metropolitan Transport https://doi.org/10.13140/RG.2. 
2.29342.79686. .

T. V. Kumar (Ed). (2018). Smart Economy in Smart Cities: 
International Collaborative Research: Ottawa, St. 
Hong Kong. Springer Singapore.

Loo, B. P. Y., & Tang, W. S. M. (2019). Mapping smart cities. 
Journal of Urban Technology, 26(2), 129–146. https:// 
doi.org/10.1080/10630732.2019.1576467

Luedtke, A., Sadikova, E., & Kessler, R. C. (2019). Sample 
size requirements for multivariate models to predict 
between-patient differences in best treatments of 
major depressive disorder. Clinical Psychological 
Science, 7(3), 445–461. https://doi.org/10.1177/ 
2167702618815466

Maduku, D. K. (2011). Understanding retail bank custo-
mers’ attitude towards and usage of cell phone and 
internet banking in Gauteng, South Africa. Master’s 
dissertation. University of Johannesburg.

Marfo, P. K. T., & Quansah, E. (2020). Factors influencing 
the adoption of e-ticketing system in the bus trans-
port sector in Ghana. Journal of Software Engineering 
and Applications, 13(8), 161–178. https://doi.org/10. 
4236/jsea.2020.138011

Mthimkulu, N. (2017). Southern African solutions to public 
transport challenges. Master’s dissertation. University 
of Cape Town.

Musakwa, W., & Gumbo, T. (2017). Impact of urban policy 
on public transportation in Gauteng, South Africa: 
Smart or dumb city systems is the question. In 
F. R. Álvarez, S. Zubelzu, & R. Martínez (Eds.), Carbon 
footprint and the industrial life cycle. Green energy 
and technology (pp. 339–356). Springer.

Olokesusi, F., Aiyegbajeje, F. O., & Arije, I. M. (2019). Smart 
metropolitan regional development of Abuja and its 
region. In T. M. V. Kumar (Ed.), Smart metropolitan 
regional development (pp. 797–825). Springer.

Park, E., Kim, H., & Ohm, J. Y. (2015). Understanding driver 
adoption of car navigation systems using the 
extended technology acceptance model. Behaviour & 
Information Technology, 34(7), 741–751. https://doi. 
org/10.1080/0144929X.2014.963672

Rauniar, R., Rawski, G., Yang, J., & Johnson, B. (2014). 
Technology acceptance model (TAM) and social 
media usage: An empirical study on Facebook. 
Journal of Enterprise Information Management, 27(1), 
6–30. https://doi.org/10.1108/JEIM-04-2012-0011

Sánchez-Prieto, J. C., Hernández-García, Á., 
García-Peñalvo, F. J., Chaparro-Peláez, J., & Olmos- 
Migueláñez, S. (2019). Break the walls! Second-order 
barriers and the acceptance of mLearning by first-year 
pre-service teachers. Computers in Human Behavior, 95 
(2019) , 158–167. https://doi.org/10.1016/j.chb.2019. 
01.019

Saunders, M. K. N., Lewis, P., & Thornhill, A. (2019). 
Research methods for business students (8th ed.). 
Pearson.

Schepers, J., & Wetzels, M. (2007). A meta-analysis of the 
technology acceptance model: Investigating subjec-
tive norm and moderation effects. Information & 
Management, 44(1), 90–103. https://doi.org/10.1016/ 
j.im.2006.10.007

Scherer, R., Siddiq, F., & Tondeur, J. (2019). The technology 
acceptance model (TAM): A meta-analytic structural 
equation modeling approach to explaining teachers’ 
adoption of digital technology in education. 
Computers & Education, 128 (2019) , 13–35 . https:// 
doi.org/10.1016/j.compedu.2018.09.009

Schermelleh-Engel, K., Moosbrugger, H., & Müller, H. 
(2003). Evaluating the fit of structural equation 
models: Tests of significance and descriptive 
goodness-of-fit measures. Methods of Psychological 
Research Online, 8(2), 23–74.

Shahidehpour, M., Li, Z., & Ganji, M. (2018). Smart cities for 
a sustainable urbanization: Illuminating the need for 
establishing smart urban infrastructures. IEEE 
Electrification Magazine, 6(2), 16–33. https://doi.org/ 
10.1109/MELE.2018.2816840

Shroff, R. H., Deneen, C. C., & Ng, E. M. W. (2011). Analysis 
of the technology acceptance model in examining 
students’ behavioural intention to use an e-portfolio 
system. Australasian Journal of Educational 

Matubatuba & De Meyer-Heydenrych, Cogent Business & Management (2022), 9: 2089393                                                                                                                                         
https://doi.org/10.1080/23311975.2022.2089393

Page 16 of 18

https://doi.org/10.1016/j.cose.2017.08.004
https://doi.org/10.1016/j.cose.2017.08.004
https://doi.org/10.1007/s11423-019-09695-y
https://doi.org/10.1111/bjet.13027
https://doi.org/10.1111/bjet.13027
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://d1wqtxts1xzle7.cloudfront.net/51718515/15-VOL_10S2016_Herry_IrawanAdoption_of_Electronic_.%A0.Pages_211-222-with-cover-page-v2.pdf?Expires=1655817932%26Signature=OTYCXWtcsPpR7-fGnySF7pD86e7RjJjJRDIRBUL6mqPiUxGO~1Dv0iyzuQqREOcLWS3DZEY8Oy~p6zV-JR5Tzp4KVDUlpMhoXNjC23VjqTGkpqeXkA6y6Gj2uEcQd395~D~BGTGRrEwluyIXonDWfqKyXaI1QkEwGfUXm2oxEYb5Svf~~imVn8rbZUBpU0SaNj3FvnwmbWSkxjhOGaSGzQ8WxQ969JGLFImiZoYyZTrSvca-DpGCRo-mknwtQO-O3ap7Inzoo0xgnJ9DXAddZnA88gzC3nk39QklYLpsgI7ycJD8ZTdqR6rGBGnk8hZwNvOD0yI9Am-Qu4f0u0SwaQ__%26Key-Pair-Id=APKAJLOHF5GGSLRBV4ZA
https://doi.org/10.1108/BEPAM-03-2020-0049
https://doi.org/10.1108/BEPAM-03-2020-0049
https://doi.org/10.13140/RG.2.2.29342.79686
https://doi.org/10.13140/RG.2.2.29342.79686
https://doi.org/10.1080/10630732.2019.1576467
https://doi.org/10.1080/10630732.2019.1576467
https://doi.org/10.1177/2167702618815466
https://doi.org/10.1177/2167702618815466
https://doi.org/10.4236/jsea.2020.138011
https://doi.org/10.4236/jsea.2020.138011
https://doi.org/10.1080/0144929X.2014.963672
https://doi.org/10.1080/0144929X.2014.963672
https://doi.org/10.1108/JEIM-04-2012-0011
https://doi.org/10.1016/j.chb.2019.01.019
https://doi.org/10.1016/j.chb.2019.01.019
https://doi.org/10.1016/j.im.2006.10.007
https://doi.org/10.1016/j.im.2006.10.007
https://doi.org/10.1016/j.compedu.2018.09.009
https://doi.org/10.1016/j.compedu.2018.09.009
https://doi.org/10.1109/MELE.2018.2816840
https://doi.org/10.1109/MELE.2018.2816840


Technology, 27(4), 600–618. https://doi.org/10. 
14742/ajet.940

Statista. (2021). Distribution of Facebook users in South 
Africa as of April 2021, by age group. https://www. 
statista.com/statistics/1028389/facebook-user- 
share-in-south-africa-by-age/

Stats SA, (2020). SA economy sheds 2,2 million jobs in Q2 
but unemployment levels drop Accessed 21 June 
2021. http://www.statssa.gov.za/?p=13633

Suresh, S., Renukappa, S., Abdul-Aziz, A.-R., Paloo, Y., & 
Jallow, H. (2021). Developments in the UK road 
transport from a smart cities perspective. 
Engineering, Construction and Architectural 
Management, 28(4), 845–862. https://doi.org/10. 
1108/ECAM-12-2019-0687

Teo, T., Lee, C. B., & Chai, C. S. (2008). Understanding pre- 
service teachers’ computer attitudes: Applying and 
extending the technology acceptance model. Journal 
of Computer Assisted Learning, 24(2), 128–143. https:// 
doi.org/10.1111/j.1365-2729.2007.00247.x

Teo, T. (2010). Examining the influence of subjective norm 
and facilitating conditions on the intention to use 
technology among pre-service teachers: A structural 
equation modelling of an extended technology 
acceptance model. The Asia-Pacific Education 
Researcher, 11(2), 253–262. https://doi.org/10.1007/ 
s12564-009-9066-4

Ursavaş, Ö. F., Yalçın, Y., & Bakır, E. (2019). The effect of 
subjective norms on preservice and in-service tea-
chers’ behavioural intentions to use technology: 

A multigroup multimodel study. British Journal of 
Educational Technology, 50(5), 2501–2519. https:// 
doi.org/10.1111/bjet.12834

Vakula, D., & Raviteja, B. (2017). Smart public transport 
for smart cities. International Conference on 
Intelligent Sustainable Systems (ICISS). Palladam, 
India (IEEE). 7-8 December. pp. 805–810.

Van Rensburg, D. (2017). Bus rapid transit bleeding cash 
Accessed 21 June 2021. https://www.news24.com/ 
fin24/Economy/bus-rapid-transit-bleeding-cash 
-20170226-2

Venkatesh, V., & Davis, F. D. (2000). A theoretical extension 
of the technology acceptance model: Four longitudinal 
field studies. Management Science, 46(2), 186–204. 
https://doi.org/10.1287/mnsc.46.2.186.11926

Venter, C., Jennings, G., Hidalgo, D., & Valderrama 
Pineda, A. F. (2018). The equity impacts of bus rapid 
transit: A review of the evidence and implications for 
sustainable transport. International Journal of 
Sustainable Transportation, 12(2), 140–152. https:// 
doi.org/10.1080/15568318.2017.1340528

Yeo V Cheow, Goh S and Rezaei S. (2017). Consumer 
experiences, attitude and behavioral intention 
toward online food delivery (OFD) services. Journal of 
Retailing and Consumer Services, 35 150–162.  
10.1016/j.jretconser.2016.12.013

Zolnik, E. J., Malik, A., & Irvin-Erickson, Y. (2018). Who 
benefits from bus rapid transit? Evidence from the 
Metro Bus System (MBS) in Lahore. Journal of 
Transport Geography, 71 (2018) , 139–149. https:// 
doi.org/10.1016/j.jtrangeo.2018.06.019

Matubatuba & De Meyer-Heydenrych, Cogent Business & Management (2022), 9: 2089393                                                                                                                                         
https://doi.org/10.1080/23311975.2022.2089393                                                                                                                                                                                                     

Page 17 of 18

https://doi.org/10.14742/ajet.940
https://doi.org/10.14742/ajet.940
https://www.statista.com/statistics/1028389/facebook-user-share-in-south-africa-by-age/
https://www.statista.com/statistics/1028389/facebook-user-share-in-south-africa-by-age/
https://www.statista.com/statistics/1028389/facebook-user-share-in-south-africa-by-age/
http://www.statssa.gov.za/?p=13633
https://doi.org/10.1108/ECAM-12-2019-0687
https://doi.org/10.1108/ECAM-12-2019-0687
https://doi.org/10.1111/j.1365-2729.2007.00247.x
https://doi.org/10.1111/j.1365-2729.2007.00247.x
https://doi.org/10.1007/s12564-009-9066-4
https://doi.org/10.1007/s12564-009-9066-4
https://doi.org/10.1111/bjet.12834
https://doi.org/10.1111/bjet.12834
https://www.news24.com/fin24/Economy/bus-rapid-transit-bleeding-cash-20170226-2
https://www.news24.com/fin24/Economy/bus-rapid-transit-bleeding-cash-20170226-2
https://www.news24.com/fin24/Economy/bus-rapid-transit-bleeding-cash-20170226-2
https://doi.org/10.1287/mnsc.46.2.186.11926
https://doi.org/10.1080/15568318.2017.1340528
https://doi.org/10.1080/15568318.2017.1340528
https://doi.org/10.1016/j.jretconser.2016.12.013
https://doi.org/10.1016/j.jretconser.2016.12.013
https://doi.org/10.1016/j.jtrangeo.2018.06.019
https://doi.org/10.1016/j.jtrangeo.2018.06.019


© 2022 The Author(s). This open access article is distributed under a Creative Commons Attribution (CC-BY) 4.0 license. 
You are free to:  
Share — copy and redistribute the material in any medium or format.  
Adapt — remix, transform, and build upon the material for any purpose, even commercially.  
The licensor cannot revoke these freedoms as long as you follow the license terms.  

Under the following terms:  
Attribution — You must give appropriate credit, provide a link to the license, and indicate if changes were made.  
You may do so in any reasonable manner, but not in any way that suggests the licensor endorses you or your use.  
No additional restrictions  

You may not apply legal terms or technological measures that legally restrict others from doing anything the license permits.

Cogent Business & Management (ISSN: 2331-1975) is published by Cogent OA, part of Taylor & Francis Group.  
Publishing with Cogent OA ensures:  
• Immediate, universal access to your article on publication  
• High visibility and discoverability via the Cogent OA website as well as Taylor & Francis Online  
• Download and citation statistics for your article  
• Rapid online publication  
• Input from, and dialog with, expert editors and editorial boards  
• Retention of full copyright of your article  
• Guaranteed legacy preservation of your article  
• Discounts and waivers for authors in developing regions  
Submit your manuscript to a Cogent OA journal at www.CogentOA.com   

Matubatuba & De Meyer-Heydenrych, Cogent Business & Management (2022), 9: 2089393                                                                                                                                         
https://doi.org/10.1080/23311975.2022.2089393

Page 18 of 18


	1.  Introduction
	2.  Theoretical overview
	2.1.  Perceived ease of use and perceived usefulness
	2.2.  Attitude
	2.3.  Subjective norms

	3.  Methodology
	3.1.  Research method and design
	3.2.  Data collection
	3.3.  Sampling
	3.4.  Data analysis

	4.  Results
	4.1.  Demographic profile of respondents and transport usage patterns
	4.2.  Reliability and validity of the measurement model
	4.3.  Hypothesis testing of the structural model

	5.  Discussion
	6.  Recommendations
	7.  Conclusion, limitations and future research
	Funding
	Author details
	Disclosure statement
	References

