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ABSTRACT
Sustainable development has become a critical global priority, and green transportation solutions, such as electric 

taxis, play a vital role in achieving this goal. This study examines the factors influencing students’ intentions to adopt 
electric taxi services in Hanoi, Vietnam, as a step toward sustainable urban mobility. We surveyed 573 students and ana-
lyzed key determinants using reliability tests, exploratory factor analysis (EFA), and linear regression. The results indi-
cate that four factors significantly influence adoption intentions: Perceived Usefulness and Sustainability, Price, Brand 
Awareness, and Service Quality. Among these, Perceived Usefulness and Sustainability had the strongest positive im-
pact, while Service Quality exerted the weakest influence. Notably, Habit and Ease of Use & Transaction Convenience 
were found to be statistically insignificant in the final model. These findings provide practical implications for business-
es and policymakers aiming to use electric taxi adoption. To enhance appeal, stakeholders should emphasize environ-
mental benefits, competitive pricing, and brand recognition while improving service reliability. By addressing these fac-
tors, electric taxi services can accelerate the transition to sustainable transportation, aligning with global climate goals 
and transforming urban mobility. This study offers actionable insights for encouraging greener travel behaviors among 
students, a key demographic for long-term sustainability impact.
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1. Introduction

Currently, about 140 countries, which account for 
nearly 90% of total global emissions, have committed to 
or are striving for net zero greenhouse gas emissions. This 
group includes major emitters such as the United States, 
China, and India [1]. At the 2021 United Nations Climate 
Change Summit, Vietnam pledged to achieve “Net Zero” 
by 2050, marking a significant milestone and laying the 
groundwork for a green, sustainable economy. However, 
transportation remains one of the key energy-consuming 
and carbon-emitting sectors [2]. As a result, promoting ener-
gy conservation and emission reduction has become a top 
priority for countries worldwide [3]. Electric taxis, known 
for their low emissions and high efficiency, are gain-
ing attention as an important component of urban public 
transportation. The rapid development of mobile internet 
and artificial intelligence has transformed traditional taxi 
operations through online ride-hailing services [4]. Smart 
networked electric taxis are expected to offer more effi-
cient and energy-saving services while also reducing traffic 
congestion and carbon emissions [5,6].

As part of the global trend toward electrification, 
many taxi companies are transitioning from internal com-
bustion engines to electric vehicles (EVs). In New York 
City, it’s common to see EVs like Tesla and Nissan Leaf 
operating as taxis. In late 2022, Zeekr, a brand under Geely 
Group, launched the M-Vision, a robotaxi designed for 
public transport, capable of covering 500,000 kilometers 
in five years while operating up to 16 hours a day. Archer 
Aviation has also introduced “Maker,” the first electric fly-
ing taxi, aimed at shaping urban air travel. Norway plans 
to fully electrify its taxi fleet by 2025, having already 
implemented wireless charging systems. China, which 
aims to convert all taxis in major cities to electric, has pro-
gressed rapidly, with electric taxies now readily available 
and automation allowing for quick battery replacements. 
Vietnam ranks among the top 30 most polluted countries, 
with Hanoi being the most polluted city as of 2022 [7]. En-
vironmental challenges are expected to increase due to the 
rapid growth of passenger cars [8]. Vietnam witnessed a 7.5-
fold expansion in its commercial transport vehicle registry, 
increasing from 121,897 units (passenger and container 
trucks) in 2013 to 921,333 units by December 2023 [9].  

According to the latest statistics from the Hanoi Depart-
ment of Transport, the capital city is projected to have over 
1 million passenger cars, including commercial vehicles 
such as taxis and ride-hailing cars, by 2023 [10].

Transitioning from gasoline-powered taxis to electric 
taxis is an essential strategy for saving energy and reduc-
ing emissions, as electric taxis can significantly help con-
serve resources and improve urban air quality [11]. By 2023, 
Vietnam had more than 10,000 electric taxis, with expecta-
tions of reaching 1 million by 2028. The introduction of 
new electric vehicles by VinFast, such as the VF e34 and 
VF 8, is anticipated to significantly increase the number 
of customers using electric taxis starting in 2023 [12]. GSM 
Company was established and began operations in April 
2023 in Vietnam, implementing a multi- platform green 
transport model with a fleet that is 100% electric. Accord-
ing to a report from GSM, within just 7 months of official 
operation, the electric taxi company reached 70 million 
kilometers of green travel, helping to reduce 13.4 million 
kg of CO2 emissions—equivalent to planting over 600,000 
new trees. To date, Xanh SM has expanded to 29 provinces 
and cities, boasting a fleet of 30,000 electric vehicles.

To expand the electric taxi market in Vietnam, it is 
crucial to examine customers’ intentions and decisions 
regarding the use of electric vehicles. This study aims to 
identify the factors that influence students’ intentions to 
use electric taxis, particularly since many of them primar-
ily travel by motorbike. According to the General Statistics 
Office of Vietnam, there were 628,981 students in Hanoi in 
2020, and this number is projected to increase to approxi-
mately 1.1 million by 2030. This growing student popula-
tion presents a significant potential customer base for elec-
tric taxi companies as Hanoi looks to reduce the number of 
gasoline-powered motorbikes entering the inner city.

This study represents one of the first surveys investi-
gating the factors that affect the students’ intentions to use 
electric taxi service in a country where motorbike depend-
ence is high. It highlights key influencing factors and offers 
policy implications that can provide valuable insights for 
businesses currently operating or planning to operate elec-
tric taxis. Additionally, it addresses macro-policy consid-
erations for the government in promoting the development 
of environmentally sustainable transportation options.
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2. Literature Review

2.1. Electric Cars and the Intention to Use 
Electric Taxis

Given the urgent need to reduce emissions from road 
transport, electric vehicles have been extensively studied 
over the past decade [13,14]. Research has explored various 
aspects, including charging systems, promotional strate-
gies, safety, and the environmental and social impacts of 
electric vehicles [15–20]. However, the success of the electric 
vehicle market largely depends on customer acceptance, 
which is measured by the intention to use these vehicles. 
Consequently, many studies have focused on investigating 
the intention to use electric vehicles and have been pub-
lished in international journals related to transportation and 
the environment [13,14,21–23].

In addition to individual consumers, taxi companies 
represent a significant customer segment that electric vehi-
cle manufacturers should target. Hagman and Langbroek [24] 
examined the potential for electric vehicle adoption within 
a taxi company in Stockholm, Sweden. By analyzing cost 
and revenue data for both electric and conventional vehi-
cles and conducting interviews with drivers and transport 
companies, the study assessed the financial and operational 
impacts of integrating electric vehicles into the taxi fleet, 
considering both drivers’ and customers’ perspectives. 
The results indicated that the total cost of ownership for 
electric taxis was comparable to, or lower than, that of 
conventional taxis, with electric taxis proving to be more 
profitable. Most customers preferred electric taxis, and the 
zero-emission vehicle priority system at Stockholm’s air-
port partially offset the charging time [24]. To promote the 
adoption of electric taxis, more fast charging facilities are 
required at key locations. Additionally, transport operators 
often lack information about the opportunities and chal-
lenges associated with switching to electric taxis, which 
hinders broader deployment. Most studies on the adoption 
of electric vehicles have focused on the perspectives of car 
owners [25-27] or taxi drivers [24]. There is a noticeable gap in 
research regarding the choice of electric taxis by individual 
customers, particularly students. This study aims to inves-
tigate the factors influencing students’ behavior regarding 
the use of electric taxi services in Hanoi and to provide 
recommendations for electric taxi businesses to develop 

appropriate policies for this potential customer group.

2.2. Services and Electric Taxi Services

P. Kotler defines a service as “an activity or benefit 
that one party can offer to another that is essentially intan-
gible and does not result in the ownership of anything. Its 
production may or may not be tied to a physical product.” 
There are four key characteristics of services: Intangibility, 
Inseparability, Variability, and Perishability [28].

According to Kotler and Keller [29], consumer be-
havior is the study of how individuals and groups make 
decisions regarding their wants and how they fulfill those 
desires. The stimulus and response model serves as a 
foundational concept for understanding buyer’s behavior. 
It posits that marketing stimuli—such as price, place, and 
promotion—along with other environmental factors (eco-
nomic, technological, political, and cultural) influence a 
buyer’s decision-making process.

He and Shen [30] describe ride-hailing as a platform 
that facilitates effective communication between drivers 
and passengers. This service involves three parties: passen-
gers, drivers, and suppliers. A ride-hailing service provider 
manages the demand from passengers and the availability 
of drivers [31]. Passengers can request rides through mobile 
devices, with their location sent to the driver via GPS.

In Vietnam, customers can easily book electric taxis 
through a national hotline, similar to traditional taxi ser-
vices, or through the SM Green Taxi application available 
on the App Store and Google Play, like other ride-hailing 
companies. Notably, compared to traditional taxis and 
other technology-driven services using vehicles powered 
by internal combustion engines, electric taxis with a new, 
advanced fleet of electric cars tend to receive higher rat-
ings from users [32].

2.3. Behavioral Research Models

2.3.1. Theory of Reasoned Action (TRA) and 
Theory of Planned Behavior (TPB)

The Theory of Reasoned Action (TRA) and the 
Theory of Planned Behavior (TPB) are the most widely 
used theories to explain human behavior. TPB is an exten-
sion of TRA [33]. The central factor in TPB is a person’s 
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intention to perform a specific behavior. Intention serves 
as a motivational factor that influences behavior, indicating 
how much effort individuals plan to put into executing that 
behavior. Generally, the stronger the intention, the greater 
the likelihood of performing the behavior. In this theory, 
“behavioral intention” is influenced by three factors: (1) 
attitude toward the behavior; (2) social norms; and (3) 
perceived behavioral control. TRA acknowledges that at-
titude toward behavior and subjective norms are the main 
determinants of human behavior. TPB enhances TRA by 
incorporating an individual’s sense of behavioral agency to 
predict behavioral intention.

2.3.2. Technology Acceptance Model (TAM)

The Technology Acceptance Model (TAM), devel-
oped by Davis et al. [34] based on TRA, predicts individu-
als’ attitudes toward adopting new technology. TAM has 
been applied to various research areas, such as digital 
technology in education [35], IoT cloud platforms [36], on-
line shopping [37], mobile payments [38], and virtual reality/
augmented reality sports experiences [39]. According to 
Venkatesh et al. [40], the TAM2 model effectively predicted 
60% of the acceptance of a new system and identified im-
provements that could quickly, flexibly, and conveniently 
meet unmet user needs.

2.3.3.	 The	Unified	Theory	of	Acceptance	and	
Use of Technology (UTAUT)

UTAUT Model, developed by Venkatesh et al. [40], 
aims to examine technology acceptance and usage through 
a more integrated approach. Due to its adaptable design, 
the UTAUT model has been widely employed in the trans-
portation sector, including automated driving systems [41–44], 
car navigation systems [45,46], hyper-connected vehicles [47],  
highly automated driving [48,49], autonomous vehicles [50–54], 
and ECS [55–57], as well as autonomous ECS [58]. The 
UTAUT model is built on the premise that many of the 
underlying ideas from earlier theories are quite similar, al-
lowing for their organization and synthesis into a unified 
theoretical framework [41]. However, the UTAUT model 
has not yet achieved broad consensus within the research 

community. Consequently, the UTAUT2 model was de-
veloped, modifying several existing relationships in the 
UTAUT framework and introducing three new elements: 
preference, cost-value, and habit. UTAUT2 eliminated the 
moderator variable of “voluntariness” and added a link 
between facilitating conditions and behavioral intention to 
use [59]. The UTAUT2 model has proven effective in identi-
fying innovative designs and offering valuable behavioral 
insights, despite various technological intricacies [55,58,60].

In summary, UTAUT is an essential tool for inves-
tigating the cognitive factors that influence individuals’ 
tendencies to adopt new technologies and services. Mean-
while, UTAUT2, with its ability to incorporate additional 
psychological constructs, has showcased practical ap-
plications and provides a valuable means to expand our 
understanding of customer behavior in adopting technol-
ogy products and services. Therefore, this study employs 
UTAUT2 as the foundational theoretical framework to 
examine college students’ choices regarding electric taxis.

2.3.4. Consumer Value Theory and ECS

Consumer value theory, originally proposed by 
Sheth, Newman, and Gross [61], is an important framework 
that focuses on consumer behavior and is based on value 
judgments. This theory seeks to explain why consumers 
decide to purchase or refrain from purchasing, as well 
as why they prefer one product over another. According 
to Sheth et al. [61], perceived value comprises five com-
ponents: functional value, epistemic value, social value, 
emotional value, and conditional value. Their research 
indicates that these components of perceived value signifi-
cantly influence customer choices.

Scholars and industry practitioners have utilized 
perceived value to explore the various components that 
shape consumer thinking and behavior in collaborative 
consumption [62–65]. This theory has also been extensively 
applied in studies related to sustainable consumption [66,67], 
low-carbon consumption [68], green consumption [69], shared 
consumption [70], and other consumption forms [71].

Consequently, consumer value theory can be effec-
tively used to investigate the factors influencing students’ 
behavior when choosing electric taxi services.
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3. Hypothesis, Model and Research 
Method

3.1. Hypothesis and Research Model

3.1.1. Hypothesis

(1) Service quality
Provide a concise and precise description of the 

experimental results, their interpretation as well as the ex-
perimental conclusions that can be drawn.

Service quality is a multifaceted concept, commonly 
defined by how well the service delivery meets, exceeds, or 
fails to meet customer expectations [72,73]. Research by Hu, 
Dandan et al. [74] indicates that service quality significantly 
impacts customer satisfaction when using electric taxis. 
Furthermore, H. Kim and Jan [65] define functional value as 
the perceived benefit of a service compared to its alterna-
tives. This functional value encompasses the attributes and 
characteristics of a product or service, which include its 
desirable, appropriate, and beneficial features that enhance 
performance and overall experience [75]. When the func-
tional value of a service is recognized, it can strengthen 
the intention to use environmentally friendly transportation 
options, such as electric vehicles or electric taxi-sharing 
services [76]. Based on this information, the author proposes 
the following hypothesis: Therefore, hypothesis one is pro-
posed.

H1. Service quality has a positive impact on the intention
to use electric taxi services.

(2) Price
The concept of price, often referred to as economic 

value, encompasses the benefits received from a product 
that help reduce costs over both the short and long term [77].  
The value of a product or service is determined by the 
combination of its price and quality. According to Eboli 
and Mazzulla [78], price significantly influences customers’ 
decisions to use a service. Furthermore, Venkatesh, Thong, 
and Xu [59]suggest that price value is perceived positively 
when the benefits of using a technology exceed the associ-
ated costs, which in turn enhances behavioral intention. 
Likewise, the research by Paundra et al. [79] demonstrated 
that price positively affects the intention to use electric 

taxi-sharing services. Therefore, this study proposes the 
following hypothesis:

H2. Price value positively impacts the intention to use
electric taxi services.

(3) Transaction convenience
Transaction convenience refers to the customer’s 

perception of the time and effort needed to complete a 
transaction [80]. It is an important aspect of the convenience 
offered by a technological service, influencing consumers’ 
decisions to use that service and their likelihood of return-
ing in the future. Therefore, we propose the following hy-
pothesis:

H3. Transaction convenience positively impacts the inten-
tion to use electric.

(4) Ease of Use
Ease of use refers to the degree to which a person 

believes that utilizing a specific system will be simple and 
straightforward [35]. In other words, it measures how much 
a technology can benefit consumers when they engage in 
particular activities on that platform [40]. This variable of 
ease of use is also included in the Technology Acceptance 
Model (TAM). Therefore, the fourth hypothesis is stated as 
follows:

H4. Ease of use positively influences the intention to use
electric taxi services.

(5) Perceived usefulness
Perceived usefulness refers to the extent to which an 

individual believes that using a particular system will en-
hance their work performance, as defined by Davis [36] and 
Venkatesh et al. [40]. This concept was also referenced by 
Davis in the earlier Technology Acceptance Model (TAM). 
Moreover, the shift from traditional taxis to electric taxis of-
fers various benefits, such as decreased emissions, reduced 
traffic congestion, and lower energy consumption [57,81,82].  
Therefore, we propose the following hypothesis:

H5. Perceived usefulness positively affects the intention to
use electric taxi services.
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(6) Habit
According to Limayem et al. [83], habit is defined as 

the degree to which individuals tend to perform a behav-
ior automatically due to repetition and learning. When a 
person engages in a behavior repeatedly, it eventually be-
comes a habit and is automatically remembered whenever 
they intend to act on it. Therefore, we propose the follow-
ing hypothesis:

H6. Habit positively influences the intention to use elec-
tric taxi services.

(7) Brand Awareness
Brands convey trust and safety to their customers [84]. 

Social influence, as defined by Venkatesh et al. [40], refers to 
the extent to which individuals believe that a new technol-
ogy should be used. Previous research has demonstrated 
a positive association between social influence and the 
intention to adopt new technology [85,86]. The relationship 
between social influence and the adoption of alternatives in 
transportation, such as mode choice, has been extensively 
studied in various transportation research [87]. Additionally, 
Algesheimer et al. [88] found that user engagement and rec-
ommendations are significantly influenced by interactions 
among users. Thus, we hypothesize:

H7. Brand awareness positively influences the intention to
use electric taxi services.

(8) Sustainability
In studies of alternative transportation, sustainability 

is recognized as a key factor influencing behavioral inten-
tion [64,89]. Eco-sustainable consumption is motivated by 
concerns regarding green ecological resources and the effi-
cient use of underutilized resources [90–92]. The use of elec-
tric taxis is notably increased by sustainability, with the 
perception of resource efficiency also playing a significant 
role. The environmental concern scale was developed from 
the study by Schultz et al. [93] , translated into Vietnamese 
by Huong [94], and adapted for the Vietnamese research 
context. Based on these findings, we propose the following 
hypothesis:

H8. Sustainability positively influences the intention to use
electric taxi services.

3.1.2. Research Model

Based on the synthesis and analysis of specific condi-
tions and research subjects, the author proposes a research 
model that includes 8 factors, as illustrated in Figure 1.

Figure 1. Research model. Source: Author’s proposal.

3.2. Research Method

The purpose of this study is to examine the relation-
ship between variables in the model to either accept or re-
ject the research hypotheses. Specifically, it focuses on the 
factors influencing university students’ intentions to use 
electric taxi services in Hanoi. The study employs a com-
bination of qualitative and quantitative research methods.

The qualitative method was used to develop and test 
the research model and measurement scale. This involved 
conducting in-depth interviews with 15 students who have 
used electric taxi services, followed by consultations with 
two experts from the electric taxi industry and two special-
ists in consumer behavior.

When the total population size is unknown, the for-
mula for calculating the survey sample size needed to esti-
mate a proportion—assuming a 95% confidence level and 
maximum variability for a conservative estimate—is based 
on Cochran’s formula [95] for infinite populations. Accord-
ing to this formula, we would need 385 respondents if the 
population size is not specified. The quantitative phase of 
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the study was conducted with 573 university students in 
Hanoi from February 2024 to September 2024. A question-
naire was developed using Google Forms and distributed 
to the students. This questionnaire consisted of 43 observ-
able variables and was divided into two sections. The 
first section included five socio-demographic questions to 
facilitate effective data collection. The second section in-
cluded 38 items in total, with 35 items designed to measure 
the factors influencing the intention to use electric vehicle 
services. Additionally, three items assessed students’ inten-
tions to utilize these services. A 5-point Likert scale was 
used to evaluate the respondents’ opinions.

The collected data were analyzed using SPSS version 
22.0 software. The measurement scale was initially assessed 
using descriptive statistics, the Cronbach’s Alpha reliability 
coefficient, and exploratory factor analysis (EFA). Addition-
ally, correlation analysis and linear regression were utilized 
to test the model and the research hypotheses.

4. Research Results

The results of the Cronbach’s Alpha test show that 
all 38 observed variables have a relatively high coefficient, 
exceeding 0.7. Therefore, all variables are accepted, and 

none will be eliminated. The reliability test results for the 
scale are presented in Table 1.

In the ongoing exploratory factor analysis (EFA), we 
started with 35 observed variables. After analysis, we re-
tained 31 observed variables grouped into six components: 
(1) Perceived usefulness and sustainability, (2) Brand 
awareness, (3) Service quality, (4) Habit, and (5) Price. 
The scale measuring the intention to use electric taxi ser-
vices was refined to include three variables. Further testing 
confirmed the reliability of the adjusted scale, indicating 
that all variables met the criteria for subsequent regression 
analysis. The results of the reliability testing are summa-
rized in Table 2 below.

The results of the regression model are as follows: 
The Durbin-Watson test statistic is 2.029, which falls be-
tween 1 and 3, indicating that there is no first-order serial 
correlation. This value is also considered standard in con-
temporary analyses. Additionally, the multivariate regres-
sion results reveal that the coefficient of determination (R²) 
is 0.637, with an adjusted R² of 0.623. This suggests that 
the regression model is suitable and effectively explains 
the influence of the independent variables on the depend-
ent variable, which in this case is the service usage inten-
tion of university students in Hanoi.

Table 1. Results of scale reliability test.

No. Scale Observation variable Cronbach’s	Alpha	Coefficient
1 Service quality SQ1–SQ5 0.853
2 Price P1–P4 0.805
3 Transaction convenience TC1–TC3 0.929
4 Ease of use EU1–EU4 0.903
5 Perceived usefulness PU1–PU5 0.921
6 Habit H1–H4 0.802
7 Brand awareness BA1–BA5 0.913
8 Sustainability S1–S5 0.877
9 Students’ intention to use electric taxi service IU1–IU3 0.863

Source: The author group processed the data.

Table 2. Results of Reliability Testing for the Calibration Scale.

No. Scale Number of Accepted Variables Cronbach’s	Alpha	Coefficient
1 Price (P) 4 0.866
2 Service quality (SQ) 5 0.860
3 Ease of use & Transaction convenience (ET) 5 0.852
4 Perceived usefulness & Sustainability (PS) 8 0.938
5 Habit (H) 4 0.802
6 Brand awareness (BA) 5 0.917
7 Students’ intention to use electric taxi service (IU) 3 0.863

Source: The author processed the data.
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The ANOVA (Analysis of Variance) indicates a sig-
nificance level of 0.000, which is less than 0.05. Therefore, 
it can be concluded that the independent variables in the 
model are statistically related to the dependent variable, 
making the model applicable. With a significance level of 
5% commonly used in research, a p-value of less than 0.05 
suggests that an independent variable has an impact on the 
dependent variable.

Examining the regression weights, it is evident that 
the significance levels for the following variables—(1) 
Price, (2) Service Quality, (4) Perceived Usefulness and 
Sustainability, and (6) Brand—are all below 0.05, indicat-
ing that they are significant contributors to the model and 
positively impact university students’ intention to use elec-
tric taxi services in Hanoi. Conversely, two variables (3) 
Habits and (5) Ease of Use and Convenient Transactions—
have significance levels greater than 0.05, leading to their 
exclusion from the model.

According to Hair et al. (2019), the variance inflation 
factor (VIF) must be less than 3.0 to confirm the absence 

of multicollinearity among the independent variables. The 
results presented in Table 3 show that the VIF values for 
all observed variables meet this requirement.

The linear regression equation is as follows:

IU = β0 + β1PS + β2P + β3B + β4SQ + ε 
= – 0.459 + 0.518*PS + 0.259*P + 0.146*B + 0.103*SQ

  (1)

Based on the research findings, it is evident that 
among the factors influencing students’ intention to use 
electric taxi services, the most significant factor is Per-
ceived Usefulness and Sustainability (β = 0.518). This is 
followed by Price (β = 0.259) and Brand (β = 0.146). The 
least influential factor is Service Quality (β = 0.103).

Specifically, if students’ perception of Perceived 
Usefulness and Sustainability increases by one unit, their 
intention to use electric taxi services will increase by an 
average of 0.518 units. Similarly, an increase in the per-
ception of Price and Brand Image by one unit will lead to 
an average increase in intention to use of 0.259 units and 
0.146 units, respectively.

5. Discussion

5.1. On the Business Side

Based on the results of the study, the authors propose 
key points related to the business side in promoting the in-
tention to use electric taxis of students in Hanoi.

(1) Leverage Cost Advantages
The study reveals a significant operational cost ad-

vantage for e-taxis: the per-kilometer cost (~400 VND) is 
60%–80% lower than gasoline-powered taxis (1,000–2,000 
VND). Businesses should highlight this price disparity in 
marketing campaigns to position e-taxis as the cost-effec-
tive alternative, disrupting the traditional taxi market.

(2) Prioritize Affordability for Student Segments
Price sensitivity is critical for students, who often 

depend on family financial support. To capture this demo-
graphic, we recommend:

Student-Specific Discounts: Introduce subsidized 
fares or loyalty programs (e.g., 10%–20% discounts for 
student IDs).

Carpooling Incentives: Develop shared-ride options 
for university routes, reducing individual costs while maxi-
mizing fleet efficiency.

(3) Enhance Service Quality
While e-taxis inherently offers environmental ben-

efits (e.g., zero noise/emissions), service quality remains a 
key driver of adoption. Focus on:

Table 3. Regression analysis results.

Model
Unstandardized Standardized	Coefficients

t Sig.
Collinearity Statistics

Beta Std.Error Beta Tolerance VIF

(Constant) –0.459 0.205 –2.257 0.025 1.984

Price (P) 0.254 0.037 0.259 7.326 0.000 0.685 2.012

Service quality (SQ) 0.059 0.046 0.103 10.623 0.002 0.581 1.863

Perceived usefulness & Sustainability (PS) 0.515 0.028 0.518 12.394 0.000 0.517 2.454

Brand (B) 0.200 0.058 0.146 3.113 0.000 0.608 1.811
Source: Author’s data processing.
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Reduced Wait Times: Optimize dispatch algorithms 
for high-demand areas (e.g., campuses).

Driver Training: Improve communication skills and 
vehicle cleanliness standards.

Real-Time Feedback Systems: Allow students to rate 
rides, fostering accountability.

(4) Amplify Sustainability Messaging
The study identifies perceived usefulness and sustain-

ability as the strongest predictors of adoption. Businesses 
should:

Transparently Report Emissions Savings: Display 
CO₂ reductions per ride (e.g., “This trip saved 2 kg of 
emissions”).

Invest in Green Technology: Accelerate R&D for 
battery efficiency and renewable energy integration.

(5) Strengthen Brand Trust
Brand recognition significantly influences usage in-

tent. Actions include:
Partnerships with Universities: Sponsor events or of-

fer campus pick-up zones.
Social Proof Campaigns: Feature testimonials from 

student users.
To dominate Hanoi’s student market, e-taxi providers 

must combine competitive pricing (e.g., subsidies, carpool-
ing), service excellence, and strategic branding—all while 
emphasizing the dual economic and environmental advan-
tages of e-mobility.

5.2. On the Government Side

The Government’s Role in Promoting Electric Taxi 
Adoption.

To accelerate the transition to electric taxis (e-taxis) 
and support sustainable urban mobility, the government 
should implement a multi-faceted strategy addressing fi-
nancial, infrastructural, and cultural barriers:

(1) Policy and Financial Incentives
Subsidies and Tax Breaks: Introduce targeted incen-

tives (e.g., reduced import taxes, VAT exemptions) to offset 
the high upfront cost of e-taxis, which remain 1.5–3 times 
more expensive than conventional vehicles.

Low-Interest Loans: Partner with financial institu-
tions to provide accessible credit for taxi operators, miti-
gating challenges posed by global inflation-driven interest 
rate hikes.

Fleet Transition Mandates: Set gradual targets for 
taxi companies to convert portions of their fleets to electric 
vehicles (EVs).

(2) Charging Infrastructure Development
Strategic Expansion: Prioritize high-capacity fast-

charging stations in urban hubs (e.g., near universities, 
transit terminals) to minimize downtime for e-taxis and 
prevent congestion.

Public-Private Partnerships: Collaborate with energy 
providers and businesses to scale infrastructure, ensuring 
parity with existing gasoline station coverage.

(3) Awareness and Behavioral Change
Education Campaigns: Integrate sustainability into 

school curricula and public messaging to cultivate pro-
environmental values among youth, emphasizing the link 
between e-taxis and cleaner air.

Demonstration Projects: Showcase e-taxi benefits 
through pilot programs (e.g., free campus shuttles) to build 
public trust.

(4) Addressing Systemic Barriers
Grid Modernization: Upgrade power grids to handle 

increased EV charging demand without destabilizing sup-
ply.

Regulatory Support: Streamline permitting processes 
for charging stations and incentivize renewable energy in-
tegration.

A coordinated approach—combining financial sup-
port, infrastructure investment, and cultural shifts—is es-
sential to position e-taxis as a viable, scalable alternative. 
By reducing economic hurdles for businesses and ensuring 
seamless operations through robust charging networks, the 
government can drive Hanoi’s transition to sustainable mo-
bility while aligning with global climate goals.

6. Conclusions

The research findings indicate that four key factors 
influence the intention of university students in Hanoi to 
use electric taxi services. These factors, ranked by their 
level of impact, are as follows: the perception of useful-
ness and sustainability (β = 0.518) has the highest influ-
ence, followed by price (β = 0.259), brand (β = 0.146), and 
service quality (β = 0.103).

These results provide valuable insights for business 
managers, helping them understand what drives students 
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to choose electric taxi services for their travel needs. It 
is essential to focus on enhancing service quality so that 
students can recognize the usefulness and sustainability of 
these services for the environment. Additionally, fostering 
a habit of using electric taxis among students is crucial.

Service providers must also invest in brand devel-
opment and improve service quality. This approach can 
encourage students in Hanoi, and Vietnamese students in 
general, to trust and choose electric taxi services, ultimate-
ly contributing to improved business efficiency.

Limitations of the Study.
This study has some limitations due to restricted re-

sources and time. First, the research concepts and survey 
samples could benefit from broader representation. It is 
advisable to incorporate the concept of “environmental 
knowledge” into the model, as this factor significantly in-
fluences green purchasing attitudes and behaviors. Moreo-
ver, the current student sample does not fully represent the 
demographic characteristics of young consumers.

Contextual influence: The study was conducted in 
Hanoi, a city characterized by severe pollution and heavy 
reliance on motorbikes. This unique urban context—
marked by congested traffic and poor air quality—likely 
shapes users’ perceptions and intentions toward e-taxi 
services. For instance, a heightened awareness of environ-
mental degradation may elevate the relative importance of 
“sustainability” compared to cities with cleaner air. How-
ever, the localized nature of these findings implies limited 
generalizability, and contextual confounders (e.g., infra-
structure challenges, and cultural norms) may not have 
been fully accounted for in the analysis.

Measurement error and data collection limitations: 
The use of self-reported questionnaires introduces po-
tential biases, including response bias (e.g., inconsistent 
interpretations of survey items) and social desirability bias 
(e.g., overstating pro-environmental attitudes). Variations 
in respondents’ understanding of key constructs—such as 
“sustainability”—could further skew results, compromis-
ing internal validity.

Omitted variables: While the model incorporates 
eight factors, critical variables like prior experience with 
ride-hailing apps, peer/family influence, or accessibility of 
alternative transport were excluded. These omissions may 
confound observed relationships; for example, students 

with pre-existing environmental knowledge might exhibit 
stronger preferences for e-taxis, independent of the studied 
factors.

Subjectivity of key Constructs: Perceptual measures 
(e.g., perceived usefulness, service quality, brand image) 
are inherently subjective and dynamic. Individual differ-
ences in interpretation or temporal shifts in user experience 
(e.g., after repeated e-taxi use) could significantly alter 
behavioral intentions, suggesting a need for longitudinal or 
mixed-methods approaches to capture these nuances.

Future research in this area can employ Structural 
Equation Modeling (SEM) to rigorously examine the 
complex and latent relationships among variables, as SEM 
enables simultaneous analysis of multiple pathways, meas-
urement error adjustment, and validation of theoretical 
frameworks through model fit indices.

Future research should expand the survey sample to 
ensure it is more representative of young Vietnamese con-
sumers and consider including different age segments to 
enhance the study’s applicability.
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