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Abstract: This study attempts to re-design the original concept of the theory of reasoned action
(TRA) in order to explain millennials’ intention to use public transportation services in
Indonesia. Using quantitative-survey method, a total of 137 respondents participated in this
study. Respondents are millennials living in Indonesia who had used public transportation
services (trains, buses, or MRT) regularly over the past 6 months. Using PLS, authors
concluded that all three antecedents, namely attitude, perceived service affordability and
subjective norms significantly influence millennials’ intention to use public transportation
services in Indonesia.
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Abstrak: Penelitian ini mencoba untuk mengembangkan konsep dasar dari theory of reasoned
action (TRA) guna menjelaskan keinginan dari para generasi milenial di dalam menggunakan
jasa transportasi umum yang tersedia di Indonesia. Menggunakan metode survei-kuantitatif,
sebanyak 137 responden berpartisipasi pada penelitian ini. Adapun para responden merupakan
individu yang telah menggunakan jasa transportasi umum di Indonesia (baik bus, kereta
ataupun MRT) secara berkala dalam kurun waktu 6 bulan terakhir. Dengan menggunakan
metode PLS, peneliti menyimpulkan bahwa ketiga faktor, yaitu attitude, perceived service
affordability, dan subjective norms, secara signifikan memengaruhi intensi para kaum milenial
di dalam menggunakan jasa transportasi umum di Indonesia.

Kata Kunci: Attitude, Perceived Service Affordability, Subjective Norms, Intention to Use

Public Transportation Services, Theory of Reasoned Action (TRA)

INTRODUCTION
Research Background

Public transportation services in Asia vary widely, ranging from modern and efficient
systems in countries like Japan and South Korea to overcrowded and unreliable systems in
others. However, in recent years there has been a growing focus on improving public
transportation in many Asian countries, including Indonesia. Indonesia's public transportation
system is largely based on buses, with both traditional and modern air-conditioned buses
operating in cities and towns across the country. However, the quality and reliability of these
buses vary widely, with many lacking proper maintenance and infrastructure. This has led to
issues such as overcrowding, long waiting times, and frequent breakdowns. To address these
issues, the Indonesian government has launched a number of initiatives aimed at improving the
country's public transportation system. One of the most notable of these is the TransJakarta bus
rapid transit system, which began operating in Jakarta in 2004. The TransJakarta system
consists of dedicated bus lanes and modern, air-conditioned buses, providing a more reliable
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and efficient option for commuters in the city (Sukmana, 2023). In addition to the TransJakarta
system, the Indonesian government has also invested in other public transportation
infrastructure such as the Jakarta MRT (mass rapid transit) system, which began operating in
2019 (JakartaMRT.co.id, 2023). The MRT provides a faster and more convenient option for
commuters in the city, and has helped to reduce traffic congestion in some areas.

Although there have been some improvements, the utilization of public transportation in
Indonesia lags behind that of other countries in the region. One reason which could explain the
low usage of public transportation in Indonesia is the prevalence of private vehicles,
particularly motorcycles, as the primary means of transport. Motorcycles are deemed to be
more convenient and adaptable, enabling riders to navigate through congested roads and
narrow streets. This view is further substantiated by the statistical data published by
Statista.com (2022), which revealed that over half of Indonesians (73.1%) preferred private
motorcycles as their primary mode of transportation compared to public transportation such as
trains or buses, which was only the primary mode of transportation for 8.7% of Indonesians.
These data indicate that Indonesians' willingness or intention to utilize public transportation is
significantly lower than that of other Southeast Asian countries such as the Philippines. In
contrast to Indonesia, the majority of people in the Philippines (42.3%) rely on public
transportation modes such as trains or buses, while only 22.3% of the population uses private
motorcycles.

Figure 1
Most Commonly Used Types of Transportation in Indonesia

Private motorcycle 73.1%

Public transportation (train, bus) B.T%
Private automaobile 5.3%
Other motor vehicles 4.6%
Bicycle 4.3%
Others 45

108 20% 305 40% 508 E0% 7% 80% D%

Share of respondents

Source: Statista.com (2022)
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Figure 2
Most Commonly Used Types of Transportation in the Philippines

42.3%

Public transportation (train, bus)

Private motorcycle

Tricycle

Private automaobile

Other motor vehicles

Others

Bicycle

Share of respondents

Source: Statista.com (2022)

Despite the prevailing preference for private vehicles in Indonesia, a preliminary study
conducted by the authors highlighted a noteworthy difference between millennials and
centennials regarding their willingness to use public transportation services. Out of the 185
millennials selected at random, more than half (123 respondents) reported relying on public
transportation as their primary mode of transportation for daily activities, indicating a higher
propensity among millennials to use public transportation services. Therefore, the authors
aimed to investigate the factors that drive millennials to opt for public transportation over other
modes of transportation in Indonesia.

One popular theory which had been extensively used by numerous authors to explain
people’s intention or willingness to do a specific behavior. The theory of reasoned action
(TRA) is a social psychological model that explains how individuals make decisions and take
action based on their attitudes and beliefs. The theory was first proposed by Fishbein and Ajzen
(1975) and has since been widely used in various fields, including health psychology,
marketing, and communication. The TRA suggests that an individual's behavior is determined
by their intentions to engage in that behavior, and their intentions are influenced by their
attitudes and subjective norms. Attitudes refer to an individual's positive or negative evaluation
of a particular behavior (Annamdevula et al., 2023). When an individual holds a positive
attitude toward a behavior, they are more likely to intend to engage in that behavior.
Conversely, when an individual holds a negative attitude toward a behavior, they are less likely
to intend to engage in that behavior (Ding et al., 2023).

Meanwhile, subjective norms refer to the perceived social pressure to perform or not
perform that behavior. Formed through an individual's perceptions of what significant others
(such as family members, friends, or coworkers) believe they should or should not do,
subjective norms play a critical role in shaping an individual's intentions to engage in a
particular behavior. When an individual perceives that important others believe they should
engage in a behavior, they are more likely to intend to engage in that behavior. Conversely,
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when an individual perceives that important others believe they should not engage in a
behavior, they are less likely to intend to engage in that behavior.

While TRA had been extensively and repeatedly used by various researchers to predict
people’s willingness to perform a behavior, however, most of these studies seem to utilize TRA
in order to explain people’s willingness to buy or consume eco-friendly products, while studies
which attempt to adopt TRA to explain people’s intention to use public transportation services
seem to be rare. For example, previous studies by Troudi and Bouyoucef (2020), Liu et al.
(2017), Sukhu and Scharff (2018), Abu-Elsamen et al. (2019), and Sharma and Foropon (2019)
tried to adopt TRA in order to explain consumers’ behavior in purchasing or buying eco-
friendly (green) products, while another studies not discussing about green products had tried
to use TRA framework in order to assess consumers’ intention to buy luxury fashion products
(Lau et al., 2023), tax compliance behaviour of small businesses in developing country
(Kiconco et al., 2019), consumers’ intention to use Islamic rural banks’ services (Effendi et al.,
2021), and to determine architects' willingness to share knowledge (Zhikun and Fungfai, 2009).
However, none of these studies had attempted to adopt the concept of TRA in order to explain
why people are willing to use public transportation services as opposed to the other similar
mode of transportation available within a country.

Furthermore, this study also attempted to expand the original framework of TRA by
integrating perceived service affordability as another additional factors which could determine
millennials’ willingness to use public transportation services in Indonesia. Service affordability
refers to the extent to which a service is priced within the financial means of potential
customers. It is an important factor that influences consumers' intention to use or purchase a
service (Biswas, 2023). Affordability is a critical component of service quality because it
determines the perceived value of the service and the ability of the customers to afford it. When
a service is affordable, it is more likely to be perceived as a good value for money, which can
positively affect consumers' intention to use it. Customers are more likely to engage with
services that they perceive as offering good value and that are within their budget (Maouloud
et al., 2021). On the other hand, if a service is too expensive, it may be perceived as a luxury
item that only a few can afford, which can limit the potential market and affect the service's
success. Therefore, based on these explanations, authors attempt to expand the original concept
of TRA by adding perceived service affordability as another factor which can determine one’s
intention to use public transportation service in Indonesia.

Purpose of the Study

This research attempt to utilize the modified TRA framework in order to empirically
explain intention to use public transportation services among millennials in Indonesia. In this
case, other than the original factors within the TRA framework (attitudes and subjective
norms), perceived service affordability was also integrated into this framework as another
variable which was hypothesized can affect people’s willingness to use public transportation
services.

LITERATURE REVIEW
The Theory of Reasoned Action (TRA)

The theory of reasoned action (TRA) is a framework designed to explain and predict
human behavior based on attitudes and beliefs. The TRA posits that an individual's intention
to perform a particular behavior is the primary factor influencing their actual behavior. This
intention is shaped by two factors: attitude toward the behavior and subjective norms (Sukhu
and Scharff, 2018). Attitude refers to an individual's evaluation of whether a behavior is
positive or negative, based on their beliefs about the outcomes of that behavior. For instance,
an individual may hold a favorable attitude towards using public transportation because they
believe it is a convenient and eco-friendly option. In contrast, a negative attitude may stem
from concerns about the cost, time, or comfort associated with public transportation. Moreover,

714



REDESIGNING TRA CONCEPT TO ASSESS MILLENNIALS’ INTENTION TO USE PUBLIC TRANSPO...

subjective norms refer to an individual's perception of the social pressure to perform or avoid
a behavior (Effendi et al., 2021). These norms arise from the beliefs about what important
others think about the behavior and the motivation to comply with them. For example, an
individual might feel compelled to use public transportation due to the positive opinions of
their friends and family members (Ding et al., 2023). Alternatively, they may be influenced by
broader social norms regarding transportation, such as the promotion of sustainable travel
modes. Overall, the TRA posits that attitudes and subjective norms are crucial determinants of
an individual's intention to perform a behavior. The theory has been applied in a variety of
contexts, including health, marketing, and environmental studies, to predict and explain
different behaviors (Wallace and Buil, 2023; Ong et al., 2023).

Perceived Service Affordability

Service affordability refers to the ability of consumers to access and utilize services at
a cost that is manageable and reasonable in relation to their income and budget (Salim et al.,
2022; Omer and Chen, 2023). This concept is essential in ensuring that services are accessible
to a broad range of customers, including those with limited financial resources. Affordability
plays a crucial role in determining the willingness of customers to use a service or product, and
in turn, affects the demand for these offerings (Wu and Corpus, 2023). In this case, when
customers feel that they are getting a good deal for their money, their intention to use the service
is likely to increase. This is especially true when the price is affordable and competitive
compared to other alternatives offering similar services. In fact, customers are more likely to
use the service when they believe that they are getting a high level of value for their money.
Therefore, it is essential for service providers to understand that pricing plays a critical role in
the perception of the value of their services. Bismas (2023) further argue that when such
providers are able to offer reasonable, competitive and appropriate pricing, it signals to
customers that they are committed to providing a high level of service which can lead to
increased intention to use the same services repeatedly in the future. In general, customers'
perceptions of service affordability are influenced by factors such as their income level, the
price of competing services, and their expectations of the value provided by the service
(Maouloud et al., 2021). Additionally, customers may have different perceptions of
affordability based on their specific needs and preferences, making it essential for service
providers to tailor their pricing and promotional strategies to meet diverse customer needs
(Sahli and Legoherel, 2016).

Intention

Intention is a fundamental concept in marketing, referring to a customer's plan or desire
to engage in a particular behavior or action (Kim and Park, 2023; Sun et al., 2023). Intention
is a key predictor of behavior, as it reflects the level of motivation and commitment a customer
has towards a specific product or service. Intention can be influenced by a range of factors,
including personal beliefs, attitudes, social norms, and perceived benefits and costs (Upadhyay
and Kamble, 2023). In the context of business, understanding a customer's intention is critical
for developing effective business strategies. By identifying the underlying motivations and
goals that drive customer behavior, companies can tailor their messaging and offerings to align
with those intentions. This can help to increase the likelihood that customers will engage with
a brand or make a purchase (Bommer et al., 2023). Furthermore, Li and Zhu (2022) stated that
the importance of intention could also be highlighted from the fact that intention is closely
linked to the concept of decision-making. In many cases, a customer's intention to purchase a
product or service is a precursor to their actual decision to make a purchase. Understanding the
factors that influence intention can help marketers to identify key decision-making points in
the customer journey and develop strategies to optimize those moments. This can involve
providing customers with more information, addressing their concerns or objections, or
highlighting the benefits of a particular product or service. Ultimately, by leveraging the
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concept of intention, marketers can improve their ability to connect with customers and drive
positive business outcomes (Abbasi et al., 2023; Mukherjee et al., 2023)

The Impact of Attitude on Intention to Use Public Transportation Services

Several studies have examined the relationship between attitude and purchase intention,
and the results have consistently shown that attitude plays a significant role in determining
purchase intention. A study by Jang and Cho (2022) found that attitude was a strong predictor
of behavioral intention. It was found that consumers who had a positive attitude towards a
product were more likely to have a higher purchase intention for that product. Moreover,
another study by Gundala et al., (2022) examined the relationship between attitude and
purchase intention in the context of organic food. In this research, it was found that a positive
attitude towards organic food was a significant predictor of purchase intention.

Next, further study by Adu-Gyamfi et al. (2023) examined the relationship between
attitude and waste sorting intention among employees in Ghana. In this case, it was found that
attitude was a significant predictor of employees’ waste sorting intention. Overall, these studies
provide strong evidence for the significance of attitude in determining behavioral intention,
across a range of different products and contexts. Therefore, based on these previous findings,
authors want to propose the following hypothesis:

Hi:  Attitude positively determine millennials’ intention to use public transportation services
in Indonesia

The Impact of Subjective Norm on Intention to Use Public Transportation Services
Similar with attitude, several previous authors had also found the significance of
subjective norm in determining one’s intention to perform certain behavior. For example,
previous study by Yasami et al., (2022) found that subjective norm had a significant positive
effect on international tourists’ intentions to choose restaurants with contactless dining services
as a protective behavior against COVID-19 in Thailand. In regard to this result, it can be
understood that tourists were more likely to perform this behavior if they perceived social
pressure to do so. Furthermore, another study by Johan et al., (2020) also found that subjective
norm is a significant predictor of people’s intention to hold Shariah-compliant credit card
(SCCC) in Malaysia. This result indicated that people were more likely to buy environmentally
friendly products if they think that their colleagues or family will perceive that holding Shariah-
compliant credit card (SCCC) was a positive thing to do. Based on these previous findings,
authors want to propose the following hypothesis:
H>:  Subjective norm positively determine millennials’ intention to use public transportation
services in Indonesia

The Impact of Perceived Service Affordability on Intention to Use Public Transportation
Services

Previous studies conducted by Nisar et al., (2020), Adel et al. (2022), An and Ozturk
(2022) uncovered the significance of consumers’ perception regarding the price of the product
in determining consumers’ willingness to buy or use certain service. In regard to this finding,
before paying for the product that they want to purchase, customers tend to assess whether or
not the price that they have to pay was affordable or financially viable related to their economic
or financial situation. In this case, when customers felt that the price set by the company for
the product was too expensive (not affordable), then this judgement could ultimately weaken
their willingness or intention to buy or use the product. In the contrary, when customers felt
that the price set by the company for the product was within their financial reach (affordable),
then such assessment could significantly strengthen their intention to buy or use the product.
Based on these previous findings, authors want to propose the following hypothesis:
Hs: Perceived service affordability positively determine millennials’ intention to use public

transportation services in Indonesia
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Figure 3
Proposed Conceptual Framework

Intention to Use
Public
Transportation
Services

Subjective
Norm

Perceived
Service
Affordability

Source: Troudi & Bouyoucef (2020), Wilson & Edelyn (2022), Biswas (2023)

RESEARCH METHODOLOGY

All data for this study were collected from a total of 137 participants using an online
survey distributed via Google Forms. Using purposive sampling method, the respondents in
this study were restricted to millennials living in Indonesia who had used public transportation
services regularly over the past 6 months. The public transportation services included public
trains, buses, or MRT. Millennials (or Gen Y) are a generation of people born between the
years 1981-1996. This group is typically characterized by their use and familiarity with
technology, their willingness to challenge traditional social norms, and their desire for work-
life balance. Respondents were asked to rate a series of statements and questions using a 7-
point Likert scale, which ranged from strongly disagree to strongly agree. Once all the data
were collected, then these data will be assessed using the PLS-SEM method to determine the
relationships between the variables discussed in this research. Next, all of the variables were
explained and represented by a total of 16 indicators representing all 4 variables which were
adapted from various sources. A total of 12 indicators representing attitude, intention to use
public transportation services and subjective norm were adapted from Wilson and Edelyn
(2022) and Abu-Elsamen et al. (2019), while a total of 4 indicators representing perceived
service affordability were adopted from Bismas (2023).

Moreover, before assessing all of the data using PLS, a respondents’ profile analysis
was performed in order to understand the general profile of all respondents who participated in
this study. Based on the results of this analysis, it was found that the majority of the respondents
were male (52,55%), and that most of them have been regularly using public transportation
services as their main mode of transportation at least 3 times a week over the past 6 months
(66,42%. Furthermore, most of them were students (64,23%). After performing and discussing
the respondents’ profile assessment, PLS assessment could performed next in order to assess
the effect of attitude, perceived service affordability and subjective norms toward millennials’
intention to use public transportation services in Indonesia.

RESULTS AND ANALYSIS
Outer Model

A total of 137 usable data were assessed using PLS in order to determine the impact
given by all three variables (namely subjective norm, attitude and perceived service
affordability) on millennials’ intention to use public transportation services. In this case, a two-
step sequential analysis, which consisted of the outer model and the inner model assessment,
need to be performed one after another in order to ensure that all data could be deemed as valid
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and reliable before being further analyzed to understand the relationships between factors
discussed in this research. The outer model assessment was first performed in order to test both
the validity and the reliability of the data. Several criteria need to be satisfied in this assessment,
such as the loading factor of every indicator need to be above 0,6; the value of both composite
reliability and cronbach’s alpha of every variable need to be greater than 0,7; the AVE of each
variable should be greater than 0,50, and the HTMT value of every variable need to be lower
than 0,85. Until all of these criteria had been successfully satisfied, then the model hasn’t
passed the outer model assessment, which indicated that the inner model assessment can’t be
performed. The results of the outer model assessment were presented on table 1 and 2.

Table 1
Outer Model Assessment — Loading, AVE, CR and Cronbach’s Alpha
. . Factor Composite | Cronbach’s
Variable Indicators Loading AVE Reliability Alpha
Using public transportation
LI - 0830
services is a good thing to do
Using public transportation
services is a positive thing to do 0,724
Attitude : D g 0,667 | 0,889 0,832
Using public transportation
AT - - 0,836
services is a responsible thing to do
Using p_ubllg transppr_tatlon 0,867
services is beneficial
It is expected of me by my friends
that I should use public 0,719
transportation services
The opinion of my friends about
Subiective using public transportation is 0,717
J important to me 0530 | 0818 0,708
Norm —
My family is important to me, and
they support me to use public 0,728
transportation services
My family are expecting me to use
; . . 0,749
public transportation services
The price that | should pay to use
public transportation services is 0,806
reasonable
The price that | should pay to use
Perceived public transportation services is 0,785
Service affordable 0,711 0,908 0,864
Affordability Using public transportation 0.894
services is inexpensive '
The price that | should pay to use
public transportation services 0,882
satisfy my expectation
Over the next month, I will
consider using public 0,908
transportation services
Intention to I will encourage my colleagues to
h X . . 0,955
Use Public use public transportation services 0.848 0.957 0.940
Transportation | Over the next one month, | plan to ' ' '
Services use public transportation services 0,924
more frequently
I’'m willing to use pl_lbhc 0,897
transportation services

Source: Researcher (2022)
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Table 2
HTMT (Discriminant Validity)
. . —— Perceived Service
Attitude Intention Subjective Norm Affordability
Attitude
Intention 0,801
Subjective Norm 0,808 0,824
Perceived Service
Affordability 0.791 0,829 AR

Source: Researcher (2022)

In accordance with the results of the outer model assessment presented on both table 1
and 2, it can be concluded that all data had successfully satisfied all validity and reliability
criteria set in this study. Therefore, the next stage, which is the inner model assessment, can be
performed in order to determine the relationships between variables, together with testing all
hypotheses proposed in this research.

Inner Model

Contrary to the outer model assessment, the inner model assessment was performed with the
purpose of determining the effect given by one variable toward the other, together with testing
every hypothesis proposed in this study. Using 95% confidence interval, the effect given by
one variable toward the other was deemed significant if the p-value (significance value) is
lower than 0,05, and vice versa. The result of the inner model assessment was presented on
table 3.

Table 3
Path Coefficient Assessment
Relationships Sample Mean t-Statistics p-Value
Attitude > Intent_lon to U_se Public 0,381 2,487 0,013
Transportation Services
Subjective Norm > Ir)tentlon Fo Use Public 0,443 2,798 0,006
Transportation Service
Perceived SerV|_ce Affordablll_ty > In'gentlon to 0,507 3,564 0,000
Use Public Transportation Service

Source: Researcher (2022)

Based on the result of the inner model assessment presented on table 3, it can be
concluded that all hypotheses were supported, since all relationships between variables
discussed in this research were significant. The first hypothesis (H1) propose that attitude
positively determine millennials’ intention to use public transportation services in Indonesia.
Based on the results of the inner model assessment, the first hypothesis was supported since
the p-value highlighting the effect given by attitude toward intention to use public
transportation services has been lower than 0,05 with a coefficient value of 0,381. Next, the
second hypothesis (H2) propose that subjective norm positively determine millennials’
intention to use public transportation services in Indonesia. Based on the results of the inner
model assessment, the second hypothesis was supported since the p-value highlighting the
effect given by attitude toward intention to use public transportation services has also been
lower than 0,05 with a coefficient value of 0,443. Furthermore, the third hypothesis (Hs)
propose that perceived service affordability positively determine millennials’ intention to use
public transportation services in Indonesia. Based on the results of the inner model assessment,
the third hypothesis was also supported since the p-value highlighting the effect given by
attitude toward intention to use public transportation services has been lower than 0,05 with a
coefficient value of 0,507.
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Discussion

This study attempts to test the effect given by attitude, subjective norms and perceived
service affordability toward intention to use public transportation services among millennials
in Indonesia. Based on the statistical results obtained in this study, it was found that all
hypotheses were supported, with perceived service affordability serves as the stronger predictor
compared to the other two variables. First, attitude has been found as the first factor which
significantly influence one’s intention to use public transportation services. In regard to this
finding, it can be understood that attitude is a crucial predictor of behavior, and these findings
confirm its importance in understanding millennials' usage intentions for public transportation
services in Indonesia. If millennials have a positive attitude towards public transportation
services, they are more likely to intend to use them. Thus, it is important for transportation
providers to understand the factors that shape attitudes towards public transportation and work
towards improving them. Furthermore, the significance of attitude in determining millennials’
intention to use public transportation services in Indonesia can be attributed to several factors.
Firstly, millennials are known to have a strong sense of individuality and personal choice. As
such, their attitudes towards public transportation can significantly impact their transportation
decisions. If they view public transportation services positively, they are more likely to use
them. Conversely, if they have negative attitudes towards these services, they may be less likely
to consider them as a viable option. Secondly, the quality of public transportation services in
Indonesia can also influence millennials' attitudes towards these services. For instance, if the
services are reliable, safe, and convenient, millennials are more likely to view them positively.
However, if the services are perceived as slow, unsafe, or inconvenient, their attitudes may
become negative, and they may be less likely to use these services.

Next, other than attitude, subjective norm also revealed to play a significant role in
affecting millennials intention toward using public transportation services in Indonesia. Refers
to the influence of other people's attitudes and opinions on an individual's behavior, within the
context of public transportation usage, subjective norm is a critical factor in determining
millennials' intention to use these services in Indonesia. The significance of subjective norm
lies in the fact that millennials often rely on the opinions of their peers, family members, and
social networks when making decisions about transportation.

In Indonesia, where public transportation services are often seen as less convenient and
less reliable than private transportation, the opinions of others can play a significant role in
shaping attitudes towards these services. For instance, if a millennial's social network has a
positive attitude towards public transportation, they are more likely to view these services as a
viable option for their transportation needs. On the other hand, if their social network has
negative attitudes towards public transportation, they may be less likely to consider these
services as a viable option.

Moreover, perceived service affordability has also been found as the third essential factor
in determining millennials' intention to use public transportation services in Indonesia. The
affordability of public transportation services can significantly impact the decision-making
process of millennials when it comes to transportation options. In this case, the significance of
perceived service affordability in determining millennials' intention to use public transportation
services in Indonesia can be attributed to the fact that millennials are known to be price-
sensitive consumers, especially in developing countries like Indonesia where the cost of living
is relatively high. If the cost of public transportation services is perceived as affordable and
match their expectations, then it may drive millennials to use these services as opposed to the
other alternative transportation options available to these millennials, and vice versa.

CONCLUSIONS AND SUGGESTIONS
Conclusion and Managerial Implications

Based on the results obtained in this study, authors concluded that all variables, namely
attitude, perceived service affordability and subjective norm play integral and significant roles
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in affecting millennials’ intention to use public transportation services in Indonesia. These
findings have several important implications for transportation providers and policymakers in
Indonesia. Firstly, improving the quality of public transportation services, such as by increasing
reliability, safety, and convenience, can help to improve millennials' attitudes towards these
services, which in turn may increase their intention to use them. Secondly, efforts should be
made to promote positive attitudes towards public transportation services among millennials
by highlighting the benefits of using these services, such as cost savings and environmental
sustainability. Furthermore, promoting public transportation services through social media
campaigns and other marketing efforts could also help to improve millennials' attitudes towards
these services.

In terms of subjective norms, transportation providers and policymakers could work to
influence the opinions of millennials' social networks towards public transportation services.
For instance, through targeted social media campaigns or public awareness programs,
transportation providers could aim to educate millennials' social networks on the benefits of
using public transportation services, which may help to shift their attitudes towards these
services. Additionally, incentives could be offered to encourage social networks to promote the
use of public transportation services among their peers, such as discounts or loyalty programs.

Lastly, with regard to perceived service affordability, transportation providers could
consider implementing pricing strategies that target millennials' price-sensitive behavior, such
as offering discounted rates during off-peak hours or to frequent users. Furthermore,
transportation providers could work with policymakers to provide subsidies for public
transportation services, which may help to reduce the cost of these services for millennials and
make them more accessible.

Limitations and Suggestions for Future Studies

Despite the valuable insights provided by this study, there are some limitations that need
to be addressed in future research. Firstly, the study focuses solely on millennials in Indonesia,
and the results may not be generalizable to other age groups or populations in different
countries. Future studies should include a more diverse sample to ensure the findings are
representative of the broader population.

Secondly, this study only considers three factors (attitude, subjective norms, and
perceived service affordability) in predicting millennials' intention to use public transportation
services. Future research should include additional factors, such as the quality of public
transportation services, the availability of alternative transportation options, and the impact of
technology on transportation usage.

Finally, this study only examines the intention to use public transportation services, and
it does not explore actual usage behavior. Future research should include a follow-up study to
assess whether millennials' intentions to use public transportation services translate into actual
usage behavior. This would provide a more comprehensive understanding of the factors that
influence millennials' transportation decisions and offer practical insights for transportation
providers to improve their services.
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