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Abstract

Against the backdrop of the accelerating global commercialization of autonomous driving, users’
continuance intention has become a critical determinant of whether enterprises can achieve
sustainable development. Although existing studies have examined the role of social media in this
domain, its psychological and behavioral impacts on users in the context of new technologies remain
insufficiently explored. To address this gap, we draw on the S-O-R theoretical framework to examine
how social media influences users’ continuance intentions. Specifically, we investigate how social
media shapes users’ attitude (experiential attitude and instrumental attitude), and self-efficacy,
which in turn drive their continuance intention to use autonomous taxis, as well as the moderating
role of pro-environmental self-identity. Based on a survey of 817 respondents in China, the results
reveal that social media exerts a positive influence on continuance intention, experiential attitude,
and instrumental attitude. Furthermore, experiential attitude, instrumental attitude, and self-efficacy
significantly enhance users’ continuance intention, with pro-environmental self-identity moderating
the relationship between experiential attitude and continuance intention. In addition to its theoretical
and modeling contributions, this study provides practical insights for firms and marketers in the
early stages of autonomous taxi deployment.

Keywords: social media; experiential attitude; instrumental attitude; self-efficacy; pro-environmental
self-identity; continuance intention

1. Introduction

In recent years, the accelerated advancement of autonomous driving technologies, coupled with
the widespread diffusion of the “Mobility as a Service” paradigm, has positioned driverless taxis as
a transformative innovation within the urban mobility landscape [1]. At present, many companies,
including Waymo, EasyMile, and Apollo, have launched pilot operations of autonomous taxi projects
in various locations worldwide, allowing users to experience autonomous taxis within designated
trial areas personally. For example, in Atlanta, Uber Technologies and Waymo introduced an
autonomous taxi service [2]. Amazon subsidiary Zoox has also initiated an autonomous taxi service
in Las Vegas, where users can hail rides through the Zoox app, with free trial rides offered [3].
Similarly, autonomous taxis in China have been piloted in major cities such as Beijing, Shanghai, and
Shenzhen, where public attention and acceptance of this emerging mode of mobility continue to
increase [4]. For example, Baidu Apollo Go currently operates more than 1,000 autonomous taxis
across 15 cities, completing 1.4 million rides in the first quarter of 2025 alone and achieving fully
driverless operations [5]. Meanwhile, autonomous taxis are expected to grow from $5.4 billion in 2025
to $47 billion in 2035 [6,7]. As part of a future smart mobility solution, autonomous vehicles will not
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only offer new commuting options, but will also improve the efficiency of freight transportation and
public services, thereby reshaping traditional transportation systems on the road [8,9]. Therefore, it
is essential to explore the underlying factors that influence users’ continued intention to use
autonomous taxis.

In recent years, autonomous taxis have gradually gained prominence in public discourse.
Previous studies have investigated the adoption of autonomous vehicles mainly from technical and
consumer perspectives [10-12]. Although the literature on public perceptions of autonomous taxis
has been growing, these studies often overlook environmental factors that influence users’
attitudes—particularly social media. Social media platforms such as WeChat, Weibo, TikTok,
Xiaohongshu, Twitter, and Instagram have become the primary channels through which users share
their opinions and experiences [13,14]. As of June 2025, China had 1.123 billion internet users, with
an internet penetration rate of 79.7% [15]. Social media provides users with a real, transparent, and
highly interactive information environment, which differs from the one-way communication of
traditional mass media; such interactivity can shape users’ perceptions and attitudes toward
emerging technologies [16]. In recent years, Chinese social media users’ attention to autonomous taxis
has continued to rise. A big data analysis based on Weibo revealed that public online discussions
about autonomous taxis increased steadily between 2015 and 2023, indicating that the topic has
gradually become a mainstream focus of public discourse [17]. However, to date, few studies have
thoroughly examined how social media influences users’ continued intention to use autonomous
taxis. In other words, although social media use can significantly affect users’ trust and attitudes,
whether social media influences users’ continued usage intention and through which factors this
influence occurs remains to be further explored.

Previous studies have demonstrated that users’ attitudes are crucial to the autonomous vehicles
acceptance and adoption [18]. Users with prior experience (e.g., test rides or trials) tend to develop
more positive attitudes [19,20]. Fishbein and Ajzen [21], as well as La Barbera and Ajzen [22], suggest
that such experience-based attitudes originate from individuals” subjective feelings and emotional
responses generated during direct interaction with a technology or service. On the other hand,
according to the Technology Acceptance Model (TAM), users may also form rational, evaluative
attitudes based on the perceived usefulness, ease of use, and functional outcomes of the technology
[23,24]. Therefore, we may assume that among both current and potential users of autonomous taxis,
a considerable proportion might recognize the convenience and benefits brought by autonomous
taxis. However, they may not have positive emotional responses toward engaging with this
technology or service. In such cases, experiential measurement of attitude may account for additional
variance in intention that cannot be explained by instrumental attitude alone. Based on the
recommendations of La Barbera and Ajzen [22] Kraft, et al. [25], McEachan, et al. [26], we distinguish
between experiential attitude and instrumental attitude to obtain a more comprehensive
understanding of users’ attitudes toward their continuance intention to use autonomous taxis.

Self-efficacy, derived from social cognitive theory, refers to an individual’s confidence and belief
in their ability to accomplish specific tasks or behaviors[27]. In the context of autonomous taxis, users’
beliefs in their capability to effectively operate such technology, as well as their perceptions of its
safety, play a crucial role in influencing their intention to use and their level of acceptance. To the
best of our knowledge, no study has examined the influence of social media on users’ continuance
intention to use autonomous taxis from the perspective of self-efficacy. Therefore, this study aims to
fill this research gap by integrating self-efficacy with the stimulus-organism-response (SOR)
framework to assess the effects of users” external environment and internal beliefs on their behavior.

Furthermore, we incorporate pro-environmental self-identity as a moderating variable into the
research model, since self-identity is a primary predictor of consumer behavior [28] and exerts a more
decisive influence than attitudes and values [29]. Pro-environmental self-identity refers to the extent
to which individuals perceive themselves as environmentally responsible persons [30]. As an
application of electric and intelligent vehicle development, autonomous taxis with environmental
characteristics can sustainably reduce carbon emissions associated with private driving [31,32]. This
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self-identity, as a form of environmental motivation, reflects users’ desire to demonstrate their
positive environmental attitudes through riding and using autonomous taxis [33]. Understanding
fundamental consumer dimensions, such as values, identity, and ethics, has been regarded as a key
prerequisite for achieving sustained engagement in pro-environmental behaviors [34]. Moreover,
compared with people living in developing countries, people living in developed countries tend to
exhibit more eco-protective consumption behaviors [35,36]. Previous studies, primarily focusing on
U.S. users, have examined the relationships among perceived importance, user experience,
technological trust, and behavioral intention in the context of autonomous mobility services [37,38].
However, the role of pro-environmental self-identity in promoting continued consumption intention
within China’s autonomous taxi market remains insufficiently understood. Therefore, our
contribution lies in introducing pro-environmental self-identity into the research framework and
strengthening this contribution by assessing its moderating effects on the relationships among
experiential attitude, instrumental attitude, self-efficacy, and continued intention.

This study focuses on autonomous taxis for the following reasons. First, as the frontier of
autonomous vehicle commercialization, autonomous taxis have already been piloted in several cities,
representing a significant trajectory in smart mobility. For example, in Guangzhou, autonomous taxi
fleets use vehicles from manufacturers such as Nissan, which are retrofitted by companies like
WeRide to achieve SAE (Society of Automotive Engineers) Level 4 automation. According to SAE
J3016, driving automation ranges from Level 1 (driver assistance), Level 2 (partial automation), Level
3 (conditional automation), Level 4 (high automation), to Level 5 (full automation with no human
involvement) [39]. Second, compared with private autonomous vehicles, autonomous taxis target
public users, thus better reflecting people’s acceptance and continuance intention toward new
technologies in real mobility services. Finally, autonomous taxis hold significant potential for
alleviating urban traffic congestion, promoting green mobility, and fostering sustainable
development. Therefore, the implications of this study can provide theoretical references and
practical insights for local authorities, mobility service providers, and automobile manufacturers in
the policy design, technological development, and market promotion of autonomous taxis.

This paper is structured as follows. The next section presents the theoretical framework. Section
3 provides the literature review and hypothesis development, reviewing theoretical and empirical
studies on social media and user psychology and behavior in the context of autonomous taxis. Section
4 introduces the research methodology and design, followed by Section 5, which reports the empirical
results. Section 6 discusses the empirical findings. Section 7 presents the study’s conclusions,
including the theoretical contributions and managerial implications, and —based on the identified
limitations —proposes directions for future research.

2. Theoretical Underpinning

2.1. Stimulus—Organism—Response (S—O-R) Theory

The stimulus-organism-response (S-O-R) framework offers a valuable theoretical lens for
analyzing user behavior. It explains how external environmental factors (i.e., stimuli) shape
individuals' internal states (i.e., organisms), which in turn drive approach or avoidance behaviors
(i.e., responses) [40]. Stimuli are understood as external influences that trigger individual reactions
[41]. Prior studies have examined diverse stimuli, such as live-streaming features on social media
[42]; multilingual service systems in autonomous taxis [43] and functionalities of smartwatches [44];
and the external characteristics of robots [45]. In this study, the stimulus is conceptualized as social
media content related to autonomous taxis.

These external stimuli are then internally interpreted and evaluated by users, shaping their
psychological states to facilitate decision-making. The organism will determine the response, which
is the externally detectable outcome [46]. These may include knowledge, beliefs, option evaluation,
and attitudes. Attitudes and self-efficacy are key predictors of environmentally sustainable usage
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intentions in the autonomous taxi market and are therefore central to the organismic factors in this
study.

Organisms lead to responses, which are externally observable outcomes [46]. Once stimuli shape
organisms, users respond by forming favorable or unfavorable intentions or behaviors [47]. A
favorable response to stimulus processing is usage intention or continuance usage intention.
Intention is an effective predictor of actual behavior [48]. In this context, continuance intention
represents a key long-term behavioral response. Consistent with this view, prior research has
frequently operationalized both initial usage intention [41,49] and continuance intention [45,50] as
the response variable in the S-O-R framework.

This study examines how social media (S) influence continuance intention (R) toward
autonomous taxis through attitudes and self-efficacy (O), under the moderating effect of pro-
environmental self-identity (PESI). Grounded in the S-O-R framework, this study constructs a
comprehensive research model that addresses the critical role of sustainability in consumer behavior.
Consequently, it offers valuable managerial implications for enterprises and policymakers in the
autonomous mobility sector. The study is empirically tested with large-scale cross-sectional data
collected in China, thereby enhancing the external validity and practical relevance of its findings.

3. Literature and Hypotheses Development

3.1. Social Media and Continuance Intention

This study defines social media (SM) as Web 2.0-based platforms (e.g., WeChat, TikTok, Sina
Weibo) that facilitate user-generated content and interactive communication [51]. These platforms
function as key channels for information dissemination, social interaction, and digital marketing.
These platforms are characterized by their ability to support communication between businesses and
consumers as well as among consumers themselves, brand marketing, and, most critically,
information dissemination. This role is crucial in shaping public acceptance of autonomous taxis,
especially in contexts where direct experience is limited. Media channels are primary sources of
information that significantly influence individual behavior and technology adoption decisions
[52,53]. In developing countries where direct user experience is limited, consumers primarily rely on
media channels to obtain information [54]. Hence, understanding how social media influences users'
continuance intention is of vital importance. Previous studies have not sufficiently explored this
relationship, particularly in the context of an emerging economy such as China. Social media
platforms, as channels for disseminating information about autonomous taxi technologies, safety
features, and real-world performance, enable experts, industry professionals, and organizations to
share updates, research findings, and practical outcomes related to autonomous taxis [54]. For
instance, social media operators analyze big data from social networking platforms to gain a more
precise understanding of users' preferences and needs [55]. Through transparent data and experience
sharing, users can be provided with knowledge of the operating principles, safety, and reliability of
autonomous taxis, thereby enhancing their continuance intention [3]. Ghasri and Vij [56], through a
study of residents in Sydney, Australia, demonstrated that social media has a significant impact on
90% of users' consideration of autonomous vehicles. Shankar, et al. [57] found that positive social
media, characterized by argument quality, engagement/emotional tendency, and consistency,
significantly enhances consumers' intention to use mobile banking services. Further, Du, et al. [58]
and colleagues revealed that both social and traditional media influence the adoption intention of
autonomous vehicles through perceived value, with the effect of social media being more
pronounced. In addition, Lee, Baig and Li [52] found that social media can affect users' adoption
intention of autonomous vehicles. Therefore, this study proposes the following hypothesis:

H1: Social media positively influences users’ continuance intention in using autonomous taxis.

3.2. Social Media and Experiential Attitude, Instrumental Attitude
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The proliferation of artificial intelligence (Al) has increased the visibility of autonomous taxis on
social media. The information disseminated through these media can substantially shape consumer
attitudes toward this emerging mobility service [56,59-61]. Attitude has long been conceptualized as
a multidimensional construct [62]. Prior studies commonly distinguish between affective
determinants of attitude (e.g., pleasant/unpleasant, good/bad, enjoyable/unenjoyable,
satisfying/unsatisfying) and cognitive determinants (e.g., harmful/beneficial, wise/foolish,
safe/unsafe) [63-65]. Attitudes are often operationalized by asking respondents to rate behaviors on

"o

evaluative items such as “good,” “wise,” “pleasant,” or “beneficial.” Batra and Ahtola [66] referred
to such affective reactions as the hedonic or experiential dimension of consumer attitudes. Beyond
this, Ajzen and Driver [67] argued that a utilitarian or instrumental dimension should also be
considered in attitude assessment, as attitudes are equally grounded in perceived functionality and
outcomes. In this view, utilitarian purposes represent another determinant of behavioral intention
[66], while Voss, Spangenberg and Grohmann [62] confirmed that instrumental attitudes stem from
the functions a product performs, whereby product utility shapes consumer evaluations [68].
Specifically, experiential attitude indicates whether the target behavior is enjoyable or pleasant, while
instrumental attitude indicates whether the target behavior is valuable and beneficial to the
individual [69,70]. Accordingly, this study defines experiential attitude as the affective reactions and
subjective experiences generated during interactions with a focal object, and instrumental attitude as
the rational evaluation of an object’s functionality, value, and utility.

Ajzen and Driver [67],Davies, et al. [71] emphasized the importance of distinguishing these two
dimensions when evaluating attitudes. They suggested that a favorable instrumental attitude may be
offset by adverse affective reactions, and vice versa [67]. Thus, treating attitude as a unidimensional
construct may obscure its actual representation [68]. Moreover, Davies, Foxall and Pallister [71] noted
that due to the distinct nature of experiential and instrumental attitudes, different measurement
scales and procedures may be required, and subsequent research has recommended that these
dimensions be measured as separate constructs [72].

Extending this distinction, Voss, Spangenberg and Grohmann [62] demonstrated that
distinguishing between experiential (affective) and instrumental (functional) attitudes allows for a
more nuanced evaluation of marketing strategy effectiveness. Lawton, et al. [73] further showed that
experiential attitudes exhibited stronger predictive validity than instrumental attitudes across 14
behavioral intentions and related self-reported behaviors. Similarly, La Barbera and Ajzen [22], in a
cross-national study of the United Kingdom and Germany, found that experiential attitudes were
closely associated with behavioral intentions. In the UK sample, experiential and instrumental
attitudes were only weakly correlated. Moreover, including experiential attitudes in regression
analysis increased the explained variance of intention from 0.71 to 0.79. These findings underscore
the necessity of explicitly distinguishing experiential from instrumental attitudes in empirical
research.

To the best of our knowledge, no prior study has examined how social media shapes users’
attitudes toward autonomous taxis from both experiential and instrumental perspectives.
Nevertheless, relevant evidence can be drawn from other domains. In tourism research, social media
marketing has been shown to enhance users’ affective perceptions of destinations, as images and
videos shared online foster emotional engagement and allow users to “virtually” experience a
product or service [74]. In the context of autonomous taxis, exposure to others’ ride experiences via
social media platforms may likewise foster positive experiential attitudes. At the same time, social
media also shapes instrumental attitudes, which are rooted in utilitarian evaluations. Prior studies
have shown that social media exposure can improve consumers’ perceptions of service quality and
functionality [75]. For instance, by highlighting autonomous taxis’ safety records, cost advantages,
and convenience, social media may encourage the formation of self-interest-oriented evaluations.
Based on this reasoning, we propose the following hypothesis:

H2: Social media positively influences users’ experiential attitude toward autonomous taxis.

H3: Social media positively influences users’ instrumental attitude toward autonomous taxis.
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3.3. Social Media and Self-Efficacy

According to social cognitive theory, self-efficacy is regarded as one of the most important
determinants of individual behavior [27,76]. Adopting a new technology is fundamentally a learning
process, wherein self-efficacy-defined as an individual's belief in their capability to successfully
perform a behavior-is critical [77,78]. We define self-efficacy as an individual's belief in their ability
to use and operate autonomous taxis.

Consumers frequently use social media to guide their purchasing decisions [79]. Prior research
has demonstrated that social media has a positive effect on self-efficacy. Du, et al. [80] showed that
the media positively influence users' self-efficacy regarding autonomous vehicles. Recent studies
have also confirmed that both social media and traditional media can enhance users' self-efficacy
toward autonomous vehicles [16,52,58]. Therefore, we propose the following hypothesis:

Ha4: Social media positively influences users’ self-efficacy in using autonomous taxis.

3.4. Experiential Attitude, Instrumental Attitude, and Continuance Intention

Attitude is an important predictor of continuance intention [81,82]. First, users’ experiential
attitude toward autonomous taxis may significantly influence their continuance intention. When
users obtain pleasant and positive experiences or feelings, they are more likely to continue using the
service. Acceptance studies of autonomous vehicles have shown that affective attitudes (e.g.,
perceived enjoyment/pleasure) exert a positive effect on behavioral intention [83]. Second, an
instrumental attitude represents users’ rational evaluation of the usefulness of autonomous taxis.
This relationship can be explained by the Technology Acceptance Model [23]. If individuals perceive
that using autonomous taxis is beneficial (e.g., saving time, enhancing safety), they are more inclined
to continue using the service. Huang [83],Luo, et al. [84] have shown that users’ attitudes and
perceived usefulness directly facilitate their intention to adopt autonomous vehicles. Users who
recognize the greater utilitarian benefits of autonomous vehicles tend to have stronger adoption
intentions, underscoring the importance of instrumental evaluations [85]. Similarly, Li and Zhao [86]
found that both experiential and instrumental attitudes exert significant positive effects on behavioral
intention. Therefore, we propose the following hypothesis:

HS5: Experiential attitude influences users’ continuance intention toward autonomous taxis.

Hé6: Instrumental attitude influences users’ continuance intention toward autonomous taxis.

3.5. Self-Efficacy and Continuance Intention

Unlike conventional taxis, autonomous taxis rely entirely on artificial intelligence systems for
decision-making and operations during travel, without requiring human drivers to provide real-time
services or decision support [87,88]. Even when system failures occur, there is no need for a human
driver to monitor the system or regain operational control [89]. Users only need to issue commands
and confirm them through the human-machine interface [51].Therefore, the extent to which users
believe they can readily understand and operate autonomous taxi systems, especially when making
special requests or adjusting travel plans in real time, is particularly critical. Accordingly, individuals'
belief in their capability to effectively use autonomous taxis, namely, self-efficacy regarding
autonomous taxis, remains an important predictor of users' continuance intention.

Prior studies have confirmed that self-efficacy reduces uncertainty and is a key predictor of
proactive behavior. Individuals with high self-efficacy are more willing to confront risks and pursue
opportunities rather than avoid problems [90]. Hsu and Chiu [91] demonstrated that self-efficacy can
enhance users' behavioral intentions. [52,80] further confirmed that self-efficacy positively predicts
the intention to adopt autonomous vehicles. In addition, the relationship between self-efficacy and
continuance intention has been successfully tested across different contexts [92-95]. Therefore, we
propose the following hypothesis:

H7: Self-efficacy influences users’ continuance intention toward autonomous taxis.
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Combining Hypotheses H1-H7, we propose the mediation hypothesis:

HS8: Experiential attitude could act as a mediator in the relationship between social media and
users’ continuance intention.

H9: Instrumental attitude could act as a mediator in the relationship between social media and
users’ continuance intention.

H10: Self-efficacy could act as a mediator in the relationship between social media and users’
continuance intention.

3.6. Pro-Environmental Self-Identity (PESI)

Understanding users' pro-environmental self-identity (PESI) is vital for marketers, as it offers
critical insights into the motivations driving sustainable consumer behavior [30,96]. Previous studies
on sustainable behavior have extensively explored the role of PESI, which refers to the extent to which
individuals perceive themselves as environmentally friendly [97-99]. We conceptualize PESI based
on identity theory [100-104]. Self-identity is generally defined as an individual's awareness of self-
labels, which includes the values of a particular identity, past experiences, and anticipated goals [105].
Self-identity involves the multiple roles a person plays and requires consistent actions to confirm
one's self-concept [97]. Therefore, we define PESI as the extent to which an individual self-identifies
as an environmentally responsible person. This self-perception motivates consistent engagement in
pro-environmental behaviors.

A critical distinction must be drawn between PESI and environmental identity. The latter has
been conceptualized as a sense of connection to nature that shapes one's perception of and
relationship with the world [106,107]. Environmental identity emphasizes considering the natural
environment as an important part of oneself, whereas PESI reflects the perception of oneself as a
person who engages in pro-environmental behaviors [30,108]. Although the two are related, they are
not the same. For example, a person may feel connected to the natural environment but, if lacking
awareness of or connection between environmental issues and personal behaviors, may not engage
in pro-environmental actions [109].

PESI is particularly important for understanding users' continuance intention toward
autonomous taxis, because it directly reflects their tendency to engage in such behaviors, rather than
merely treating the environment as part of their self-concept. PESI has become a key indicator that
helps to understand the motivations behind pro-environmental users' continuance intention and
provides insights for promoting sustainable behaviors [99,110,111].

In addition, identity theory argues that individuals committed to identity goals are motivated to
engage in behaviors that represent progress toward those goals, thereby reinforcing their self-concept
[112]. Self-identity is both content-oriented and socially oriented, with its core focusing on the
enduring and stable aspects of an individual's self-concept [108]. Given that continuance intention is
essentially a consistent and habitual behavior, rather than a one-time action taken to achieve a specific
identity goal, this study argues that incorporating PESI into the theoretical model as a moderating
variable is more consistent with the nature of continuance intention [102,108,113].

Research consistently shows that a stronger green self-identity leads consumers to place greater
importance on the ecological impact of their choices, thereby increasing their engagement in pro-
environmental behavior. For instance, Barbarossa, et al. [114] showed that the stronger the green self-
identity, the more consumers valued the environmental impact of car use. Skippon and Garwood
[115] found that consumers who were more sensitive to the environmental impact of consumption
were more inclined to purchase electric vehicles. Barbarossa, et al. [116] demonstrated that the higher
the users' green self-identity, the stronger their intention to adopt sustainable transportation
technologies. Recent research has also found that users' environmental attitudes are significant
predictors of PESI, and PESI is the strongest predictor of the intention to use autonomous vehicles
[117]. In addition, Qin, et al. [118] showed that individuals with higher self-efficacy are more likely
to engage in pro-environmental behaviors compared to those with lower self-efficacy. Li, Wang,
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Gong and Liu [31] demonstrated that an individual's pro-environmental self-identity is not merely a
form of value recognition but also a driving force for behavior. Users with a stronger PESI are more
inclined to translate their intrinsic values into actual actions, thereby enhancing their decision-
making in the adoption of electric vehicles. Currently, there is still little research on PESI in relation
to the continuance intention of Chinese users. As a result, this research will contribute uniquely to
the existing body of knowledge. Therefore, we posit the following.

H11: Pro-environmental self-identity moderates the relationships between (a) social media and
continuance intention, (b) experiential attitude and continuance intention, (c) instrumental
attitude and continuance intention, and (d) self-efficacy and continuance intention.

The theoretical model of this study is presented in Figure 1.

Continuance
Intention

H9
( Social Media H3 'Hﬁ
H10

Stimulus(S) Organism(O) Response(R)

Figure 1. Original research model.

4. Research Method

4.1. Measures

The measurement methods used in this study, namely social media, experiential attitude,
instrumental attitude, self-efficacy, pro-environmental self-identity, and continuance intention, were
all adapted from prior studies [25,29,105,110,119,120]. Specifically, experiential attitude was
measured by asking respondents to evaluate the statement: “In the next two weeks, my continuance
intention to use autonomous taxis would be:” on four five-point bipolar adjective scales (bad-good,
stressful-relaxed, unpleasant-pleasant, boring-interesting). Similarly, instrumental attitude was
assessed with four items on five-point scales (unwise-wise, harmful-beneficial, useless-useful,
wrong-right). All items are provided in Appendix A. The questionnaire also included questions about
respondents' demographic information. Prior to the primary survey, a pilot test was conducted at a
university in South Korea, where 50 questionnaires were distributed to faculty members and
students, and modifications to the wording were made based on their feedback.

4.2. Data Collection

We selected China as the research context for the following reasons. First, China is the world's
largest automobile market and has demonstrated strong ambitions in developing autonomous
vehicles (AVs) [121,122]. This is evidenced by the rapid growth of its autonomous driving sector; according
to an International Data Corporation (IDC) report, the market size for relevant platforms reached $81.12 million
in 2022, with a growth rate of 106% [123]. Second, Chinese consumers exhibit a relatively higher acceptance
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of autonomous taxis [124]. A survey conducted by the McKinsey Center for Future Mobility in December 2024
indicated that Chinese consumers show higher acceptance than Western consumers, display greater enthusiasm
toward autonomous driving functions, and are more willing to pay for such features [125]. Third, China has a
highly developed social media ecosystem with a vast user base. By early 2025, the number of social media users
numbered approximately 1.08 billion, accounting for 76.5% of the national population [126]. In terms of
platform usage, WeChat and TikTok have become mainstream applications [127].

We collected data through an online survey distributed via a data service platform. To ensure
that respondents had experience with autonomous taxis, we included a screening question at the
beginning of the questionnaire: “Have you ever taken an autonomous taxi?” If the response was
“No,” the questionnaire automatically ended. In total, 1,250 questionnaires were collected. After
excluding responses with missing values, completion times of less than 60 seconds, or uniform
answers, 817 valid responses remained, resulting in an effective response rate of 65.4%. Detailed
demographic information of the sample is presented in Table 1.

Table 1. Sample demographics (n = 817).

Demographics Items Frequency Percentage%
Male 428 524
Gender Female 389 47.6
Under25 125 15.3
26-35 117 14.3
Age 36-45 209 25.6
46-55 269 32.9
Over 55 97 11.9
High School or Below 52 6.4
Education Associate Degree 258 31.6
Bachelor's Degree 468 57.3
Master's Degree or Above 39 4.8
Government employee 36 4.4
. Private employee 287 35.1
Occupation Own business 261 31.9
Others 125 15.3
Below CNY ¥5000 144 17.6
CNY ¥5001-CNY ¥8000 265 32.4
Income status CNY ¥8001-CNY ¥11000 189 23.1
(monthly)
CNY ¥11001-CNY ¥14000 147 18
Above CNY ¥14001 72 8.8

5. Data Analysis

5.1. Common Method Variance

To mitigate the potential impact of common method bias on the research results, we anonymized
the data collection process and randomized the order of items during measurement. We employed
three approaches to assess the issue of common method bias. First, we conducted Harman's single-
factor test. The first factor accounted for 31.5% of the total variance, while the total explained variance
was 70.32%. This result meets the criterion that the variance explained by the first factor should be
less than the 50% threshold of the total explained variance [128], indicating that common method bias
was not a serious concern. Second, we constructed a single-factor model by loading all items onto
one factor. As shown in Table 2, the model fit was poor (x?/df = 22.790, IFI = 0.476, TLI = 0.433, CFI =
0.475, RMSEA =0.163, SRMR = 0.129) and significantly worse than that of the baseline model. Finally,
we adopted the common latent factor (CLF) approach [128], adding a common factor to the baseline
model to build the CLF model. Although the CLF model showed good fit (x?/df = 1.480, IFI = 0.990,
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TLI = 0.988, CFI = 0.990, RMSEA = 0.024, SRMR = 0.026), it did not significantly improve upon the
baseline model. In sum, common method bias did not exert a substantial influence on this study.

Table 2. The confirmatory factor analysis.

Model x?/df IFI TLI CFI RMSEA  SMRM
CLF factor 1.480 0.990 0.988 0.990 0.024 0.026
6 factor 1.561 0.988 0.985 0.988 0.026 0.029
5 factor 4.569 0.920 0.920 0.920 0.066 0.061
4 factor 8.709 0.823 0.800 0.822 0.097 0.078
3 factor 15.399 0.662 0.626 0.661 0.133 0.107
2 factor 21.332 0.516 0.471 0.515 0.158 0.126
1 factor 22.790 0.476 0.433 0.475 0.163 0.129

Acceptable Acceptable Acceptable Acceptable Acceptable Acceptable

L <5 >0.8 >0.8 >0.8 <0.08 <0.08
Criteria
Ideally
Ideally <3 Ideally >0.9 Ideally >0.9 0.9

5.2. Reliability and Validity

We measured the Kaiser-Meyer-Olkin (KMO) value of the overall questionnaire and conducted
Bartlett's test of sphericity to ensure sampling adequacy and structural validity. The results of the
KMO test (KMO = 0.882) and Bartlett's test (x?= 9021.311, p < 0.001) indicated that the sample data
were suitable for factor analysis [129]. Confirmatory factor analysis (CFA) was employed to examine
the model fit. The results showed that the measurement model fit the data well (x?/df =1.561, RMSEA
= 0.026, NFI = 0.967, CFI = 0.988, IFI = 0.988, RFI = 0.960, TLI = 0.985, SRMR = 0.029), meeting the
recommended thresholds proposed by [130]. We further assessed the reliability and validity of the
measurement model using composite reliability (CR), average variance extracted (AVE), and
Cronbach's alpha. As shown in Table 3, for all constructs, AVE exceeded the threshold of 0.5, while
CR and Cronbach's alpha were well above the critical value of 0.7 [131], thereby ensuring
measurement reliability. All factor loadings were greater than 0.6 and all AVE values were above 0.5,
confirming that the data demonstrated good reliability and convergent validity [132].

Table 3. Factor Loading, Composite reliability, Average variance extracted, and Cronbach's alpha.

Variables Items Loadings CR AVE Cronbach's alpha
) ) SM1 0.608
Social Media =g\ ) ™0.779 761 517 755
(SM)
SM3 0.758
. ‘ential EA1 0.667
xperientia
Attitude EA2 0787 .839 567 838
EA3 0.746
(EA)
EA4 0.804
Inst tal 1Al 0.872
nstrumenta
1A2 0.734
Atti . . .
itude A3 0.909 876 642 871
(IA)
1A4 0.666
SE1 0.727
Self-efficacy SE2 0.931
.873 .638 866
(SE) SE3 0.858
SE4 0.647

Pro-environmental PESI1 0.630
Self-identity PESI2 0.891

.873 .637 .867
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(PESI) PESI3 0.745

PESI4 0.895

Continuance CI1 0.754
Intention CI2 0.602 .786 .555 771

(CD) CI3 0.857

5.3. Discriminant Validity

The discriminant validity of each construct was supported by the Fornell-Larcker criterion, as
the square root of each construct's AVE exceeded the absolute values of its correlations with other
constructs. The correlations among constructs ranged from 0.052 to 0.580, indicating that the variables
selected in this study demonstrated good discriminant validity [131]. Furthermore, we computed the
heterotrait-monotrait ratio (HTMT). All values were well below the conservative threshold of 0.9,
providing further evidence of discriminant validity [132]. The results are presented in Table 4.

Table 4. The correlation matrix and discriminant validity tests.

Constructs SM EA 1A SE PESI CI
Social Media 0719 0358 0321  0.053 0.151 0.439

(SM)
Experiential Attitude o) (o5s 0582 0344 0.469 0.558

(EA)
InStmmeai; Attitade 19 0580 0801 0412 0.335 0.506
Self'(‘;fg)cacy 0052 0343 0410 0799 0258 0.382

Pro-environmental Self-

identity 0150 0467 0333 0256  0.798 0.306

(PESI)
Contmua?é‘;) Intention o 36 0554 0502 0379  0.303 0.745

Note: The lower left diagonal is the correlation. The diagonal elements in the bond are the square root of AVE.

The HTMT ratio is printed in the upper right diagonal in italic.

5.4. Hypotheses Testing

To understand the antecedents of users' continuance intention, we employed Hayes' PROCESS
macro in SPSS to run a single moderated mediation model [133]. Although both Model 14 and Model
15 provide the required paths for a moderated mediation model with SM as the exogenous variable,
Instrumental Attitude, Experiential Attitude, and Self-efficacy as mediating variables, and PESI as
the moderating variable, this study selected the model because it accounts for the potential
moderating role of PESI in the relationship between Social Media and Continuance Intention [134].

This study applied the bootstrap method to test the hypotheses, using 5,000 resamples with a
95% confidence interval. The results are shown in Table 5. SM exerted a positive influence on users'
Continuance Intention (f = 0.211, p < 0.001), Experiential Attitude (f = 0.303, p < 0.001), and
Instrumental Attitude (3 =0.286, p <0.001), but its effect on Self-efficacy was not significant (3 = 0.050,
p =0.170). Therefore, H1-3 were supported, whereas H4 was not supported. Experiential Attitude (3
=0.239, p < 0.001), Instrumental Attitude ($ =0.199, p <0.001), and Self-efficacy (3 = 0.148, p < 0.001)
all had significant positive effects on Continuance Intention. Accordingly, H5-7 were supported.

The indirect effect of social media on Continuance Intention through Experiential Attitude was
0.073, with a 95% confidence interval of [0.046, 0.103], and the interval did not include zero. Therefore,
the mediating effect of Experiential Attitude was significant, and H8 was supported. The indirect
effect of social media on Continuance Intention through Instrumental Attitude was 0.057, with a 95%
confidence interval of [0.034, 0.084], and the interval did not include zero. Therefore, the mediating
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effect of Instrumental Attitude was significant, and H9 was supported. The indirect effect of SM on
Continuance Intention through Self-efficacy was 0.007, with a 95% confidence interval of [-0.003,
0.019], and the interval included zero. Therefore, the mediating effect of Self-efficacy was not
significant, and H10 was not supported.

Regarding the moderating effects, PESI significantly moderated the relationship between
experiential attitude and continuance intention (3 = 0.134, p < 0.001). However, the interaction terms
for SM and Continuance Intention (3 = 0.008, p > 0.05), Instrumental Attitude and Continuance
Intention (3 =-0.027, p > 0.05), and Self-efficacy and Continuance Intention (3 = 0.005, p > 0.05) were
not significant. Therefore, H11b was supported, whereas H11a, H11c, and H11d were not supported.

To visualize the moderating effect, we divided the sample into high and low groups based on
one standard deviation above and below the mean of Pro-environmental Self-identity, and plotted
the moderating effect separately. Figure 2 shows that the higher the level of Pro-environmental Self-
identity, the stronger the effect of Instrumental Attitude on Continuance Intention. When Pro-
environmental Self-identity was high, Instrumental Attitude had a significant positive effect on
Continuance Intention, whereas this effect was weakened when Pro-environmental Self-identity was
low.

Table 6 presents the results of the moderated mediation effect test using the bootstrap method.
As shown in the table, the indirect effect of social media on users' Continuance Intention through
Instrumental Attitude was significant at both high (Coefficients = 0.114, 95% CI = [0.074, 0.160]) and
low (Coefficients = 0.031, 95% CI = [0.000, 0.064]) levels of Pro-environmental Self-identity. The index
of moderated mediation was 0.041, with a 95% confidence interval of [0.018, 0.067], which did not
include zero. The overall performance of the model is visualized in Figure 3.

Table 5. Results of the bootstrap analysis on indirect mediating effects.

95% 95%

Path Coefficients S.E. t p CILL CIUL Supported
Main effects
SM—CI 0.211 0.031 6.831 0.000 0.151 0.272 Yes
SM—EA 0.303 0.035 8.670 0.000 0.235 0.372 Yes
SM—IA 0.286 0.034 8265 0.000 0.218 0.354 Yes
SM—SE 0.050 0.036 1374 0.170 -0.021 0.122 NO
EA—CI 0.239 0.035 6.839 0.000 0.171 0.308 Yes
IA—CI 0.199 0.035 5.713 0.000 0.131 0.267 Yes
SE—~CI 0.148 0.031 4.866 0.000 0.089 0.208 Yes
Mediating effects
SM—~EA—CI 0.073 0.014 0.046  0.103 Yes
SM—IA—CI 0.057 0.013 0.034 0.084 Yes
SM—SE—~CI 0.007 0.006 -0.003  0.019 NO
Moderating effects

SM*PESI—CI 0.008 0.031 0.267 0.790 -0.052 0.069 NO
EA*PESI—CI 0.134 0.036 3.696 0.000 0.063 0.204 Yes
IA*PESI—CI -0.027 0.034 -0.782 0435 -0.093 0.040 NO
SE*PESI—CI 0.005 0.030 0.179 0.858 -0.054 0.065 NO

Notes: n=817; S.E. = standard error; CI = confidence interval; LL = lower limit; UL = upper limit.

Table 6. Results of the moderated mediating indirect effects test.

Coefficient Index of moderated
Mediator Clusters s S.E. 95% CILL 95% CIUL mediation
Index 95% CI

High PESI  0.114 0.022  0.074 0.160
Low PESI  0.031 0.016  0.000 0.064

EA 0.041 [0.018,0.067]
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Notes: n = 817; S.E. = standard error; CI = confidence interval; LL = lower limit; UL = upper limit.

Interaction Effect of EA and PESI on ClI

Moderator (PESI)
——— Low PESI (-1SD)
0.6 [ —— Mean PESI
—— High PESI (+1SD)
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Figure 2. The moderating effect of pro-environmental self-identity (PESI) on experiential attitude (EA) and

continuance intention (CI).
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Figure 3. Parameter estimation of the proposed model.

6. Discussion

Due to the intensification of environmental problems, sustainable development has become a
global consensus, and green travel has become more popular. In this study, we examine the influence
of social media on users' continuance intention to use autonomous taxis, as well as the factors that
contribute to users' continuance intention to use autonomous taxis.
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In the study, it was found that social media has a significant positive impact on users'
continuance intention to use autonomous taxis. Accordingly, this is consistent with Research Du, Du
and Wu [58],Hasan and Sohail [135], particularly since autonomous taxis have not yet been
commercialized on a large scale, and users' understanding of this technology is based primarily on
social media. Additionally, our study differs from Dwivedi, et al. [136],Loh, et al. [137],Mirbabaie, et
al. [138],Zhu, et al. [139]. There is a greater focus on negative information in social media in these
studies, since the authors believe that consumers will suffer negative effects from negative
information on social media. In our view, this difference in results is due to the fact that users are
more likely to be influenced by negative information when confronted with uncertain new
technologies [140]. In other words, when autonomous taxis are first introduced to the public, they
lack experience and knowledge, and negative information can have a greater impact on the public.
In the current phase of research, with the development of autonomous driving technology, users
already have a certain amount of experience and cognitive foundation. Therefore, positive
information on social media may have a greater impact than negative information [31]. Media-based
information cognition becomes an important and positive predictor of users' continuance intention
to use autonomous vehicles in the future.

According to the findings of this study, social media has a significant impact on users' experience
attitudes and tool attitudes. In previous studies, social media has been shown to enhance users'
perceptions of products and attitudes toward the quality of brands [58,74]. However, social media
does not have a significant impact on the self-efficacy of users. This study confirms the findings of
previous studies related to ride-sharing services [141]. It has been demonstrated in recent studies that
social media and mass media are not affecting the user's self-efficacy when it comes to self-driving
cars [51]. Both social media communication characteristics and psychological mechanisms can
explain this phenomenon. In the first place, social media is an environment in which users rely more
on others' experience sharing, comments, feedback, and emotional evaluations than on their own
knowledge and ability to form cognitive judgments. In other words, social media has a greater
influence on users' behavior than their internal beliefs about their efficacy. As a result, the effect of
self-efficacy is weakened by information from external social sources. Second, unlike traditional
media, social media's rapid information updates, fragmented content, and diverse sources of
information often lead to a sense of uncertainty and make it difficult for users to build a sense of self-
efficacy. In other words, without direct operational experience, it is impossible for users to assess
their own ability or control during use, so this relationship is not significant.

Furthermore, this study found that experiential attitude, instrumental attitude, and self-efficacy
all played a significant role in influencing the continuance intention to use autonomous taxis in the
future. The impact of experiential attitude is slightly greater than that of instrumental attitude and
self-efficacy. As Ajzen and Driver [67], Lawton, Conner and McEachan [73],Ajzen and Timko
[142],Lawton, et al. [143]'s research indicates, experiential attitude is more closely related to intention
and behavior than intention alone.

Below are the results of the moderating effect of PESI. First, we found that PESI did not
significantly moderate the effects of social media on continuance intentions in the autonomous taxi
scenario. It differs from the important role of identity in some green consumption contexts that has
been observed previously. [116] has shown that the greater the level of PESI, the more likely they are
to adopt sustainable transportation methods. Recent research suggests that PESI is the strongest
predictor of intention to use autonomous vehicles [117]. The findings of our study are therefore
inconsistent with those of previous studies. There are two inferences we can draw from this. On the
one hand, it can be argued that identity variables have a moderated effect. However, identification
boundary conditions (such as behavior type, visibility, and contextual fit) may weaken the influence
of identity variables. On the other hand, social media may, however, have a more indirect effect on
intention through social psychological mechanisms such as trust, subjective norms, and impression
management rather than directly amplified by PESI. For the reasons stated above, PESI does not
appear to have a moderating effect on the above relationship.
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Furthermore, we examined whether PESI can moderate the relationship between experiential
attitude, instrumental attitude, and self-efficacy as mediating variables and continuance intentions.
As a first finding, PESI was found to moderate the relationship between experiential attitude and
continuance intention positively. An increased PESI level enhances the effect of experiential attitude
on continuance intention. According to [144], users tend to develop actual behaviors that are
consistent with their self-perception of themselves as environmentally conscious individuals when
they view themselves as such. In accordance with the above studies, we have found similar results in
our study. The results indicate that users with a strong environmental self-identity are more likely to
convert positive experiences into continuance intention to use, whereas users with a weak self-
identity are less likely to increase their continuance intention to use even with a positive experience.
Additionally, PESI was not found to have a significant impact on the relationship between
instrumental attitude and self-efficacy. It's inconsistent with previous research. As Lee, Baig and Li
[52] has suggested, individual environmental motivation is more than just a measure of value
identification, it is also a driving force behind behavior. Users with strong environmental motivation
are more likely to translate their intrinsic value into actual action. However, it is surprising that PESI
did not modulate instrumental attitude in our study. When it comes to instrumental attitude, PESI
may be a primarily emotional and value-oriented identity variable, which can reinforce emotion-
related pathways rather than rational or skill-oriented pathways. In this regard, PESI did not
moderate instrumental attitudes. In other words, users with strong environmental self-identities may
rely more on emotional responses rather than rational cognitive processes when making ongoing
decisions. According to Carfora, et al. [145], PESI moderates the relationship between self-efficacy
and continuance intention, contrary to previous studies. Considering the result that PESI did not
significantly moderate the relationship between self-efficacy and continuance intention to use, we
can conclude that self-efficacy represents an individual's belief in their own capabilities. Despite both
self-efficacy and self-identity being internal psychological variables, the former reflects the cognitive
belief of "whether you can do it" whereas the latter reflects your value identity. There are fundamental
differences between the two. In general, PESI has no direct effect on skill perception or operational
confidence, but rather affects motivation at the level of value identification. Moreover, autonomous
taxis remain a cutting-edge technology that has not yet become widely adopted, so they are still
regarded as an innovative field with limited public awareness and experience. Due to these
limitations, PESI is not sufficient to alleviate users' perceptions of uncertainty and concerns about
emerging technologies' potential risks.

7. Conclusion

7.1. Theoretical Contributions

This study proposes a research model based on the SOR theoretical framework. In this study,
we examine how media-based perceptions influence users’ continuance intention to use autonomous
taxis in the future. It has been rare for previous studies to examine this perspective, especially in the
Chinese context. Therefore, this study provides useful insights and suggestions for improving the
continuance intention to use autonomous taxis. In addition, the present study distinguishes between
the effects of experiential attitude and instrumental attitude on the intention to continue using social
media by users. Thus, this study will contribute to the body of knowledge regarding autonomous
taxis and provide new insights for further exploration of continuance intention to use. Lastly, this
study incorporates environmental self-identity into the research model as a moderating variable,
something that has rarely been used in previous research to investigate autonomous taxi user
behavior, especially in societies like China where social norms possess a strong influence. Therefore,
this study offers a new perspective on the literature on autonomous taxis and sustainable
development.

7.2. Managerial Implications
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Increasing vehicle numbers has resulted in an increase in road fatalities, especially in a country
like China where rapid urbanization and motorization are combined with road safety concerns [146].
Additionally, in traditional taxis, insufficient driver training and safety management capabilities will
further complicate road safety issues, resulting in frequent accidents, posing a risk to public health
and safety, and affecting traffic development [54,147]. In general, however, regulators and research
institutions believe that highly automated autonomous taxis may, under certain conditions, reduce
accidents caused by human factors and may be able to identify threats more quickly and respond
more quickly, thus potentially reducing road safety issues and saving lives [148]. The findings of this
study will provide insights for the automotive industry, policymakers and regulators, researchers,
and self-driving taxi companies.

A social media platform is not only an open platform for disseminating information and
facilitating social interaction, but also a tool for enterprises and governments to understand public
opinion and guide public perceptions [149,150]. Users can easily obtain, share, and comment on
information related to autonomous taxis through social media. Therefore, it is important to use social
media platforms effectively to communicate and provide guidance. Social media platforms enable
companies to interact with their customers, increasing users' good impressions of their products as
well as their trust. An organization may, for instance, increase user retention by analyzing online
feedback and comments in order to better understand user expectations, thereby improving product
design, optimizing operational strategies, and increasing the likelihood that users will continue to
use the company's products in the future.

The first benefit that companies can gain from social media platforms is the opportunity to
interact with their customers, which in turn helps to enhance their goodwill and trust in their
products. Short videos may be utilized to explain the ride experience and the safety procedures
associated with smart travel. Expert or authoritative accounts can also be employed in order to
promote the intrinsic value of green travel, strengthening users' psychological identification and
enhancing their emotional experience. Additionally, companies should focus on the design of user
experiences and enhance the positive impact of experience attitudes. In the study, experiential
attitude affected continuance intention to use autonomous taxis more significantly than other factors.
Emotions and pleasant experiences are important factors contributing to users' continuance intention
to use. Interaction designers can, for instance, concentrate on the details of the design of autonomous
taxi services, such as the interface design, voice interaction, and ride comfort, thus improving the
user experience. Finally, Chinese consumers' environmental identity is largely influenced by social
norms and practical considerations [151]. Accordingly, we can conclude that while Chinese consumers are
becoming increasingly aware of environmental issues, when compared to other regions, they may not internalize
environmental values as part of their personal identity. For this reason, it may not suffice to rely solely upon
the existing environmental identity of the users in order to encourage the continued use and adoption of
autonomous taxis in the Chinese context. As an alternative, policymakers and service providers can actively
promote and communicate the environmental benefits of autonomous taxis through targeted campaigns that
emphasize their importance for reducing carbon emissions, improving energy efficiency, and encouraging
sustainable urban transportation, increasing the likelihood that users will continue to use them.

7.3. Research Limitations and Future Studies

Although this study has made significant contributions to the theoretical understanding and
practical application of sustainable user adoption of autonomous taxis, it still has certain limitations.
Firstly, this study is restricted to China, where driverless taxi technology is relatively mature. It is not
yet clear whether there is a difference in the influence of different development levels and cultural
backgrounds on the development of driverless taxi technology. It is therefore possible to combine
comparisons between countries and cultural backgrounds in the future in order to provide potential
users from different cultural backgrounds with a more comprehensive perspective [152].

Secondly, while this study examined the impact of social media on users' continuance intention
to use autonomous taxis before their widespread adoption, it did not examine the mechanisms by
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which negative information on social media platforms influences their continuance intention to use.
Several factors can influence public attitudes and behaviors, including negative media narratives
about security incidents, technological failures, and privacy risks. Thus, future research should
consider negative content on social media, such as public opinion and critical comments, to better
understand how social media information influences cognition and behavior.

Lastly, this study only considered the mediating effects of users' experiential attitudes,
instrumental attitudes, and self-efficacy, as well as the moderating effects of environmental self-
efficacy, but not other variables such as technology anxiety, social norms, or risk perception.
Therefore, future research may be able to incorporate additional variables to provide a deeper
understanding of how social media influences user behavior.
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TAM Technology Acceptance Model
SOR Stimulus-Organism—Response
Al Artificial Intelligence

AVs Autonomous Vehicles

IDC International Data Corporation
CLF Common Latent Factor

KMO Kaiser-Meyer-Olkin

CFA Confirmatory factor analysis
CR Composite Reliability

AVE Average Variance Extracted
SM Social Media

EA Experiential Attitude

1A Instrumental Attitude

SE Self-efficacy

PESI Pro-Environmental Self-Identity
CI Continuance Intention

HTMT Heterotrait-Monotrait
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Table A1. List of items by construct.

Construct Item Content Source
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I have encountered information about autonomous
SM1 taxis shared by individuals within my social media
. network.
Social I have read posts or reports recommending
Media ~ SM2 . . . [120]
(SM) autonomous taxis on social n.ledla Platforms.
I’ have come across news or discussions about
SM3  autonomous taxis on popular social media platforms
or forums.
In the next two weeks, my continuance intention to use
o autonomous taxis would be:
ElXper,ler(‘i“a EAl Bad - Good
A(,:lz; ¢ EA2 Stressful - Relaxing
EA3 Unpleasant - Pleasant 25]
EA4 Boring - Interesting
IA1 Unwise - Wise
I:{T;;iﬁ IA2 Harmful - Beneficial
(IA) IA3 Useless - Useful
IA4 Wrong - Right
SE1 I believe I am capable of mastering the skills required
to use an autonomous taxi.
Self- SE2 I believe I can effectively issue commands to an
. autonomous taxi according to system instructions.
efficacy - - - [110]
(SE) SE3 I believe I am able to successfully Cor.nplete a trip using
an autonomous taxi.
SE4 Overall, I believe I am capable of using an autonomous
taxi.
PESI1 I consider myself an environmentally friendly
consumer.
Pro- PESI2 I regard myself as someone who ‘is very concerned
. about environmental issues.
CRVIIonme I would feel uncomfortable if others considered me to
ntal Self- . . . [29,105]
identity PESI3  have an environmentally friendly lifestyle. (reverse-
(PESI) coded)
I would not want my family or friends to think of me
PESI4  as someone who cares about environmental issues.
(reverse-coded)
Iintend to continue using autonomous taxi services
. CI1 . .
Continuan rather than discontinue them.
ce . 1 I expect to frequently use autonomous taxi services in [119]
Intention the future.
(@) B3 If possible, I would prefer to regularly use
autonomous taxi services.
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