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ABSTRACT

This study aims to examine the factors influencing Generation Y
consumers’ intention to upgrade to the Whoscall Premium service by integrating the
Value-based Adoption Model (VAM) with Task-Technology Fit (TTF) theory. The
proposed framework explains the relationships among perceived vulnerability,
task-technology fit, perceived usefulness, technicality, perceived fee, perceived value,
and intention to upgrade. The sample consists of Whoscall application users who have
not yet upgraded to the premium version and belong to Generation Y, aged 29-46
years (born between 1980 and 1997).

The findings reveal that perceived value has a direct effect on the intention
to upgrade to Whoscall Premium. In addition, perceived usefulness significantly
influences perceived value, whereas technicality and perceived fee do not have a
significant effect on perceived value. Furthermore, task-technology fit and perceived
vulnerability significantly affect perceived usefulness. These results provide practical
implications for application providers in developing features and marketing strategies,
emphasizing the enhancement of perceived value and usefulness to encourage users

to upgrade to premium services.
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