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HOW ELECTRONIC
WORD-OF-MOUTH INFLUENCES
INTENTION TO USE PARCEL
LOCKERS SERVICES: EVIDENCE
FROM AN INTEGRATED TAM-TPB
MODEL

Abstract

The rapid growth of online shopping, coupled with the increasing demand for flexible
parcel collection, has promoted parcel locker services (PLKS) as an effective last-mile
logistics solution. This study examines the extended role of electronic word-of-mouth
(eWOM) within an integrated TAM-TPB framework in explaining consumers’ in-
tention to use PLKS. A questionnaire survey was conducted primarily in Hanoi and
Ho Chi Minh City, Vietnam, between November and December 2025. The analysis
was based on 362 valid responses from online shoppers who had not previously used
PLKS. PLS-SEM was employed to test the proposed hypotheses. The findings reveal
that eWOM has a positive and statistically significant association with the core com-
ponents of TPB, particularly attitude (f = 0.569; p = 0.000) and perceived behavioral
control (B = 0.582; p = 0.000). Attitude was identified as the strongest predictor of
intention to use parcel locker services (f = 0.491; p = 0.000). Furthermore, eWOM
was positively associated with intention to use both directly and indirectly through the
statistically significant mediating roles of attitude (f = 0.28; p = 0.000) and Perceived
Behavioral Control (f = 0.083; p = 0.000). However, the results do not support the me-
diating role of subjective norms in the relationship between eWOM and intention to
use (B =0.024; p = 0.073). The findings offer managerial implications for locker service
providers, highlighting the importance of investing in digital communication strate-
gies, fostering positive customer reviews and feedback, and ensuring transparent and
accessible service information to strengthen consumers adoption intentions.

Keywords electronic word-of-mouth, consumer behavior, attitude,
parcel lockers service, last-mile logistics
JEL Classification M31, 187, D12

INTRODUCTION

The accelerated growth of e-commerce has profoundly changed
consumer behavior, leading to rapid increase in the volume of
goods requiring transportation. Vietnam is widely considered a
high-potential market in Southeast Asia, with an estimated mar-
ket size of up to US$ 200 billion by 2030 (Google, 2025). This trend
puts significant pressure on last-mile delivery operations, especial-
ly as consumer demand for speed and convenience continues to
grow. In this context, parcel locker services (PLKS) have emerged
as an innovative solution, contributing to improved efficiency and
flexibility in last-mile logistics. This service allows users to receive
goods 24/7, reduces operating costs, and limits negative environ-
mental impacts. At the same time, PLKS benefits multiple stake-
holders, including service providers, customers, and society (Kahr,
2022; Yuen et al., 2019).
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However, despite the proven benefits of PLKS, many customers still prefer traditional delivery meth-
ods, particularly in emerging markets like Vietnam, indicating a gap between the value the technology
brings and actual user acceptance behavior. This issue highlights the need for further research into fac-
tors influencing the intention to use PLKS in the Vietnamese market context, particularly the involve-
ment of eWOM. The research results are expected to support logistics businesses and service providers
in developing appropriate strategies to promote consumer acceptance of PLKS, thereby improving the

efficiency of last-mile logistics operations.

1. LITERATURE REVIEW

AND HYPOTHESES
DEVELOPMENT

PLKS are attracting increasing attention from
both practitioners and researchers due to their
potential to improve the efficiency and sustain-
ability of last-mile delivery. Existing studies have
examined various technological, behavioral, and
social factors influencing consumer adoption of
PLKS and other smart delivery solutions. This
section will review the literature related to PLKS
adoption and identify the research gap addressed
in this study.

The emergence of PLKS has introduced a novel so-
lution in last-mile logistics. Nevertheless, consum-
er acceptance and continued usage of this delivery
mode are influenced not only by its functional ad-
vantages but also by a range of psychological and
social determinants. Previous studies have identi-
fied numerous determinants influencing consum-
ers’ intention to adopt PLKS and other smart de-
livery solutions. Functional attributes such as con-
venience, privacy and security, reliability, service
flexibility, and perceived value are consistently
reported as key determinants of PLKS adoption
behavior (Chuong et al., 2024; Yuen et al., 2019).
Additionally, PLKS are also evaluated based on
expected performance, ease of use, and relevance
to consumers’ daily routines (Yusoff et al., 2023).
These findings suggest that both practical and per-
ceived user benefits play a significant role in shap-
ing adoption intentions. Some researchers empha-
size the role of “Attitude” as a mediator influencing
the intention to use PLKS (ElSemary et al., 2025;
Encarnacién & Amaya, 2025; Tsai & Tiwasing,
2021; Wang et al., 2018). However, among the fac-
tors discussed, research examining the role of
electronic word-of-mouth (eWOM) in the context
of PLKS adoption within frameworks grounded in
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the Technology Acceptance Model (TAM) and the
Theory of Planned Behavior (TPB) remains limit-
ed. In previous studies, eWOM has been proposed
within theoretical frameworks across various
fields and has been examined from the perspec-
tive of the TPB (Azhar et al., 2022; Goh et al., 2015;
Khan et al., 2024). In the context of PLKS, existing
studies have primarily relied on TPB, with limited
attention given to eWOM, and the role of subjec-
tive norms has not been fully validated (ElSemary
et al., 2025; Tsai & Tiwasing, 2021).

In the integrated TAM, “Attitude” is posited as a
pivotal construct influencing consumers’ inten-
tion. Attitude is an individual’s relatively stable
evaluation of a behavior, reflecting the degree of
favorability or unfavorability, and plays a crucial
role in shaping intention. Both the TAM and TPB
theoretical frameworks show that greatly influ-
ence technology use behavior. Attitudes are iden-
tified as playing a positive and significant role in
shaping intention (Liao & Fang, 2019). When users
form a positive attitude, they tend to be psycholog-
ically motivated to accept and use new technolo-
gies (Al-Maroof et al., 2023). In last-mile logistics,
this positive attitude contributes to an increased
intention to use technology-based solutions, typi-
cally PLKS (An et al., 2022; ElSemary et al., 2025;
Tsai & Tiwasing, 2021). In the TAM, Davis et al.
(1989) emphasized that Perceived Usefulness (PU)
and Perceived Ease of Use (PEOU) fundamental
factors shaping “Attitudes” and “Intention to Use”.
The existing literature on technology adoption
further substantiates this argument (Sasidharan
& Venkatakrishnan, 2024) In PLKS usage, the
cognitive factors PU and PEOU have been shown
to be pillars, positive and significantly influential
in determining customer attitudes and conversion
intentions (Yan et al., 2019). According to An et al.
(2022), users expect positive outcomes such as on-
time delivery. Wang et al. (2018) argue that when a
new technology does not significantly disrupt ex-
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isting habits but can integrate naturally into cur-
rent lifestyles, users tend to view it more positively
and are more willing to accept it. Technological
literacy can also become a barrier if using the
technology requires significant effort from users,
making them feel that learning or adapting to the
technology is time-consuming, affecting their at-
titudes and decisions, making users hesitant to ex-
plore and use it. When technology is easy to use,
users will have a positive perception of its useful-
ness (Won et al., 2022). Therefore, attitude plays a
crucial role in linking cognitive factors (PU and
PEOU) with customers’ intention to use PLKS.

In the integrated TPB, Ajzen (1991) argues that
individual behavior is not only determined by
“Attitudes” toward technology but also by Subjective

Norm (SN) and Perceived Behavioral Control
(PBC). With technology-based last-mile delivery
methods like PLKS, consumers tend to be willing
to switch when they see the new method offering
superior control, such as convenient geographi-
cal access, reduced risk of missed deliveries, and
less uncertainty compared to traditional delivery
methods (ElSemary et al., 2025). Perceptions and
resource limitations for performing individual be-
haviors will influence the evaluation of future be-
havior; behavioral control helps predict consumer
intentions to use PLKS (Tsai & Tiwasing, 2021). SN
is identified as a social influence factor in the re-
search of Venkatesh et al. (2003). The motivation
to conform to a behavior is thought to be directly
proportional to the level and importance of the so-
cial pressure that individuals perceive (Mathieson,
1991). Many previous studies have confirmed the
role of SN as an important antecedent of INT (Al-
Maroof et al., 2023; Taylor & Todd, 1995), and this
role has also been recognized in the context of
PLKS usage (Ngan et al., 2026; Zhou et al., 2020).
SN and control behavior have been identified as en-
gaging consumer behavior in the fields of tourism
(Azhar et al., 2022), accommodation booking (Goh
et al., 2015), shopping (Chang & Chou, 2018; Liao &
Fang, 2019), food delivery service usage (Hwang et
al., 2020); adoption of payment technologies (Cong
et al.,, 2024). Based on empirical evidence, these fac-
tors have been identified as important antecedents
shaping consumer INT regarding PLKS.

When faced with new technologies in last-mile de-
livery, consumers often lack direct experience to

http://dx.doi.org/10.21511/im.22(4).2026.01
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assess their usability. Therefore, word-of-mouth
(WOM) plays a crucial role as a social reference
mechanism (Jalilvand & Samiei, 2012a). According
to East et al. (2017), WOM is considered to have a
strong impact on purchasing decisions. The rap-
id development of the Internet has led WOM to
evolve into a less personal but more widespread
online form, known as eWOM. Today, eWOM is
considered an important marketing tool, affecting
sales customer value and loyalty (Al-Dmour et al.,
2021), brand value (Bambauer-Sachse & Mangold,
2011), promoting green consumer behavior (Khan
et al.,, 2024). eWOM reflects consumer opinions
and reviews about products or businesses that are
widely shared in online environments (O’Reilly et
al., 2016; Tugiman, 2022). Reviews from eWOM
can positively influence purchase decisions (Lai
Ying & Chung, 2007; Lépez & Sicilia, 2014). eWOM
is an important driver of TPB structures (Lee et
al,, 2021). eWOM influences individual inten-
tions by shaping attitudes, SN, and cognitive be-
havioral control (Baber et al., 2016; Iyer & Griffin,
2021; Khan et al., 2024). When significant others
encourage individuals to refer to eWOM before
making decisions, such standard pressure can
shape individual behavior; meanwhile, possessing
resources and access to eWOM allows consumers
to use this information effectively to make deci-
sions (Azhar et al.,, 2022). Through these factors,
eWOM is found to indirectly influence intentions
to select tourism destinations (Jalilvand & Samiei,
2012b) or to use technology for accommodation
booking through websites or mobile applications
(Goh et al., 2015).

This study is built on an integrated theoreti-
cal framework combining the TAM (Davis et al.,
1989) and the TPB (Ajzen, 1991) to comprehensive-
ly explain consumers’ intentions to use technology.
However, TAM is less comprehensive as it focuses
mainly on individual evaluations. Therefore, TPB
integrates SN and Perceived Behavioral Control
(PBC) to address the limitations of TAM. These
two factors have been shown in numerous stud-
ies to significantly influence the adoption of new
technologies and services, including PLKS (Azhar
et al,, 2022; Khan et al., 2024). In the integrated
TAM-TPB framework, attitude is considered the
central construct and the intersection point be-
tween the two theories. Perceived beliefs from
TAM contribute to shaping attitudes toward tech-
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nology use, while factors from TPB add social
influence and the likelihood of performing the
behavior. This integrated approach enhances the
model’s explanatory capability regarding technol-
ogy use intention compared to applying each the-
ory separately (Venkatesh et al., 2003). Therefore,
TAM-TPB as a unified and fixed theoretical frame-
work suitable for the current research objectives.
Simultaneously, it expands the model by further
exploring the role of the eWOM factor.

explaining the intention to accept PLKS based on
the integrated TAM-TPB theoretical framework,
and to clarify the mediating role of user attitudes
toward this service in the last-mile delivery.

The proposed research model is shown in Figure 1.

Based on inheriting research results in previous
fields, we propose the following hypotheses:

HI: PEOU is positively associated with PU.
Overall, previous studies have confirmed the role
of cognitive, social, and technological factors in H2a: PU is positively associated with ATT.
explaining the intention to use PLKS. However,
some notable research gaps remain, such as: lim- H2b: ATT mediates the relationship between PU
ited empirical evidence regarding Vietnam; al- and INT.
though eWOM has been shown to influence con-
sumer behavior in various sectors, its role in the H3a: PEOU is positively associated with ATT.
context of PLKS use has not been fully studied;
previous studies have mainly applied TAM or TPB  H3b: ATT mediates the relationship between
individually, while studies on PLKS that integrate PEOU and INT.
cognitive, social, and eWOM factors into a single
model are still quite rare. H4a: eWOM is positively associated with ATT.
The aim of this study is to explore the influence of H4b: ATT mediates the relationship between
eWOM along with social and cognitive factors in eWOM and INT.
Perceived Ease H1 N Perceived
of Use " Usefulness
H3a H2a
Attitude Toward
Hda Using L
H2b, H3b, H4b
Electronic H5a H5c
Word- of- > Subjective Norm > Intentions to Use
Mouth
H5b
Hé6a Héc
Perceived
Behavioral
Control
H6b H7

Figure 1. Research framework

http://dx.doi.org/10.21511/im.22(4).2026.01



Hb5a: eWOM is positively associated with SN.

H5b: SN mediates the relationship between eWOM
and INT.

Hb5c: SN is positively associated with INT.

Hé6a: eWOM is positively associated with PBC.

H6b: PBC mediates the relationship between
eWOM and INT.

Hé6c: PBC is positively associated with INT.

H7: eWOM is positively associated with INT.

HS8: ATT is positively associated with INT.

PEOU - Perceived Ease of Use; PU — Perceived
Usefulness; ATT — Attitude; INT — Intentions to
Use; eWOM - electronic Word-of-Mouth; SN -
Subjective Norm; PBC - Perceived Behavioral
Control.

2. METHOD

Before participating in the survey, respondents
were provided with full information about the
research objectives, survey content, and their
rights. Participation was entirely voluntary and
proceeded only after respondents provided their
informed consent. All responses were collected
anonymously, kept confidential, and used solely
for academic research purposes. Respondents had
the right to refuse or withdraw from the survey
at any time without any consequences. The survey
began with a brief introduction to parcel lockers
was presented at the beginning of the survey form.
Participants were informed of the study’s eligibil-
ity criteria, including being at least 18 years old
and having experience with online shopping in
Vietnam. After providing their consent to partici-
pate, respondents answered a screening question:
“Have you ever used a parcel locker service?” Only
those who selected “Never used” were allowed to
proceed with the questionnaire and were includ-
ed in the final sample. Respondents who selected
“Have used” were excluded because the study fo-
cused on the intention to use parcel locker services
among individuals with no prior experience us-
ing such services. The survey was conducted via a

http://dx.doi.org/10.21511/im.22(4).2026.01
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Google Forms link, using a convenience sampling
method among consumers with online shopping
experience, primarily concentrated in Vietnam’s
two major cities, Hanoi and Ho Chi Minh City,
where PLKS have been deployed and consumers
are more likely to be aware of or familiar with this
delivery option. This ensures that respondents
have real-world experiences directly related to
the research area. Furthermore, the convenience
sampling method is consistent with the PLS-SEM
method used by the authors to analyze the data
for the current study, contributing to the feasibil-
ity and academic value of the research.

To calculate the minimum required sample size,
the study used G*Power software. The results
showed that with 5 independent variables, the
minimum required sample size was 138 at a 5%
significance level, with a moderate effect size (f*
= 0.15) and a statistical power of 0.95. Thus, 362
valid responses after screening indicate that the
sample size is adequate for the analysis.

The scales in this study were constructed based on
and adapted from previous studies, and were de-
veloped to suit the context of last-mile logistics. A
total of 21 survey questions were used to measure
the observed variables in the research model. The
questionnaire was developed by adapting previous-
ly validated measurement scales from prior stud-
ies. Specifically, the measurement items for PU and
PEOU were adapted from An etal. (2022) and Dayal
etal. (2025); ATT from Wang et al. (2018), Tsai and
Tiwasing (2021), and An et al. (2022); SN and PBC
from Zhou et al. (2020); eWOM from Jalilvand
and Samiei (2012b) and Goh et al. (2015); and us-
age intention from Tsai and Tiwasing (2021). The
wording of the items was slightly modified to fit the
Vietnamese parcel locker context while preserving
the original meaning of the scales. Details of the
measurement items and their sources are provided
in Appendix. All scales used a 5-point Likert scale,
from 1 = “strongly disagree” to 5 = “strongly agree”.

Afterbeing compiled and cleaned, the research data
were analyzed using SmartPLS 4.0 software, based
on the Partial Least Squares Structural Equation
Modeling (PLS-SEM) method. Following the ap-
proach of Anderson and Gerbing (1988), the mea-
surement model is assessed before the structural
model.
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Parcel lockers are commonly located in areas such
as office building lobbies, apartment complexes,
universities, and hospitals (Encarnaciéon & Amaya,
2025; Wang et al., 2018). Therefore, most respon-
dents were approached in or around these loca-
tions. The selection of these survey locations was
intentional, aiming to target consumers likely to
engage with the parcel locker system in real life,
thereby enhancing the relevance of the sample to
the research context.

Table 1. Characteristics of survey respondents

Categories . Frequency : Percent (%)
Gender
Male f 124 343
Female o B3B8
Prefer not to say 1 0.2
Residential area
Ho Chi Minh city 127 35.1
N S
Occupation
Office worker 97 26.8
e e
Monthly income (VND)
<5 million : 241 : .
Stolomilion 38 .15
10 to 20 million 56 .
g
Shopping frequency

Almost every day : 33 : 9.1
Latmesiweek 70 ..193
13tmes/month 207 572

Less than once/month : 52 14.4

Parcel weight (kg)
1-3 kg 98 27.1
BKE e A5 AL
>5 kg : 2
Average order value (VND)

200000-500000 i 176 i ...A486
500.000 - 1.000.000 26 7.2
R

From the data presented in Table 1, of 362 valid re-
sponses, the majority of participants were female
(65.5%). This trend can be attributed to consumer
behavior characteristics that have been highlight-
ed in previous studies, which indicate that women
generally engage more in online shopping and are
more attuned to service-related factors compared
to men (Garbarino & Strahilevitz, 2004; Hasan,

6

2010). The survey primarily focused on urban ar-
eas with high population density and significant
delivery needs, specifically targeting Hanoi and
Ho Chi Minh City. This focus arises from the fact
that consumers in densely populated urban re-
gions tend to prefer self-service delivery solutions,
such as parcel lockers, and have easier access to
them. Additionally, approximately 69.6% of the
respondents were university students. This de-
mographic is particularly relevant to the research
context due to their frequent online shopping hab-
its, high acceptance of technology, and regular use
of modern delivery services.

Nearly 30% of respondents reported high shop-
ping frequency, while approximately 50% report-
ed average shopping frequency. Packages weigh-
ing less than 1 kg accounted for 68.2%, and items
valued under 200,000 VND accounted for 43.1%,
while those valued between 200,000 and 500,000
VND accounted for 48.6%.

3. RESULTS

This section presents the results of data analysis
and model testing. Potential bias in estimating
the relationships among variables may arise when
data are collected from the same source, at the
same time, or using the same measurement meth-
od (Jakobsen & Jensen, 2015). In order to detect
Common Method Bias (CMB), the full collinear-
ity test was utilized. The test results showed that
all variables had VIF coefficients below the thresh-
old of 3.3 (Kock & Lynn, 2012). Therefore, the data
were not significantly affected by CMB and the
data are acceptable for further analysis.

The study analyzed the criteria of the measure-
ment model in Table 2.

As shown in Table 2, the composite reliability of
the constructs ranged from 0.831 to 0.937, and the
Cronbach’s Alpha ranged from 0.702 to 0.899, all
greater than 0.7, exceeding the minimum thresh-
old recommended for exploratory research (Hair
et al., 2017).

Convergent validity was confirmed when the AVE
(Average Variance Extracted) values ranged from
0.622 to 0.832, exceeding the minimum threshold
of 0.50, as suggested by Ramayah et al. (2018).

http://dx.doi.org/10.21511/im.22(4).2026.01
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Construct Code

Factor loading Cronbach’s Alpha

Composite

reliability AVE

Table 3. Heterotrait-monotrait ratio (HTMT) — Matrix

ATT eWOM INT PBC PEOU PU SN
ATT .
EWOM 0.853
W H
PBC 0.743 0.716 0.738 )
PEQU 0.633 0.741 0.567 0.669
b 0.605 0524 0.567 0.883 6.407 ,‘
SN 0.411 0.417 0.472 0.666 0.453 0.521
Table 4. Fornell-Larcker criterion
ATT eWOM INT PBC PEOU PU SN
ATT 0.896
ewor H
INT 0.755 0.682 0.892
“paC 0.557 0582 0591 0783 ,‘
_PEOU 0.562 0.642 0.505 0.540 0.847 )
PU 0.538 0.466 0.502 0.678 0.370 0.912
SN 0.328 0331 0.370 0.473 0.351 0416 0.794

To assess discriminant validity, the study used
both the Fornell-Larcker criterion, cross-loading,
and HTMT.

The discriminant validity (HTMT) values of all
pairs of variables in Table 3 are less than the pro-
posed threshold of 0.9. The overall discriminant
value of the model is considered satisfactory, espe-
cially when considered in the context of behavioral

http://dx.doi.org/10.21511/im.22(4).2026.01

research (Henseler et al., 2015). The Fornell-Larcker
test results in Table 4 show that the square root of
the AVE of each concept is greater than the cor-
relation coefficient between that concept and oth-
er concepts, further confirming the discriminant
nature of the model. The cross-loading criterion
shows that all indicators have the highest load fac-
tor on their respective latent variables and signifi-
cantly lower load factors on the remaining variables.
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Using the Variance Inflation Factor (VIF) to as-
sess multicollinearity, the results showed that the
highest VIF value in the model was 2.892, lower
than the recommended threshold of 5.0 by Hair et
al. (2017), so the model did not experience signifi-
cant multicollinearity.

The coefficient of determination (R?) was used to
assess the explanatory power of the independent
variables, mediating variables, and the main de-
pendent variable INT in the model (Hair et al,
2017). The model explained 62.3% of the variance
of INT and 61.3% of the variance of ATT, both in-
dicating high explanatory power, especially in be-
havioral studies.

To evaluate the predictive power of the model,
the Q? index was calculated using the blindfold-
ing process. The Q? value of INT reached 0.467,
and ATT reached 0.561, both exceeding the zero
threshold, demonstrating the model’s strong pre-
dictive power (Shmueli et al., 2019).

The structural model was designed in two parts,
used to test hypotheses about the impact of factors
in the TAM model on INT and to extend EWOM in
the TPB model and the impact of EWOM on INT.
Table 5 presents the results of the structural model.

In this study, hypotheses H1, H2a, H3a, H5c, and
Hé6c were all accepted. The results reflect that fac-
tors PU and PEOU have a positive and statistically
significant influence on ATT. SN and PBC both

have a positive and statistically significant influ-
ence on INT, but the influence of SN on INT is
negligible, while the influence of PBC on INT has
af=0.142,p < 0.01,.

The mediating role of ATT is also confirmed with
a path coefficient p = 0.491, p < 0.01, showing a
strong statistically significant positive relationship
between ATT and INT. Thus, hypothesis 8 is ac-
cepted - attitude positively influences the inten-
tion to use PLKS.

Considering the direct and indirect effects of
eWOM, it shows that eWOM has a positive, statis-
tically significant effect on all factors in the TPB
model (hypotheses H4a, H5a, H6a are accepted);
the direct effect of eWOM on ATT and PBC is the
largest with f* values of 0.441 and 0.512, respec-
tively, both being large effects (Cohen, 2013). The
direct impact of EWOM on INT is also positive
and statistically significant, so hypothesis H7 is
accepted. Regarding the indirect impact of eWOM
on INT through ATT, SN, and PBC, two hypoth-
eses, H4b and Héc, are accepted. The indirect im-
pact of eWOM through SN on INT is not statisti-
cally significant, so hypothesis H5b is rejected.

4. DISCUSSION

The research findings generally indicate that be-
havioral factors play a significant role in shaping
the intention to use PLKS. The PLKS in urban ar-
eas of Vietnam was launched in 2021 to address

Table 5. Direct and indirect effects on intention to use

Hypothesis Path Coefficient t-value p-value Supported
H2a PU > ATT 5.551 0.000 Yes
L2bPUSATIOINT L 0MT L ASS8 0000 o Yes .
H3a PEOU - ATT 0.018 Yes
T N v
Ao CEWOMSATT 05697 . ALS2T 0000 o Yes .
H4b EWOM = ATT - INT . . Yes
LHSaEWOMSSN 0336056 e
LHEb EWOM >SN 2 INT & No
H5c SN = INT Yes
LMo EWOMoPBC . 0582 M861 e
H6b EWOM = PBC = INT Yes
R N R
M7 EWOMSINT e
H8 FATT - INT Yes

Note: p < 0.10%; p < 0.05**; p < 0.01***

http://dx.doi.org/10.21511/im.22(4).2026.01



the risk of COVID-19 transmission through con-
tact. However, it was not widely implemented in
major cities until the end of 2024.

The research results show that PU and PEOU are
positively associated with ATT, consistent with
the research results of An et al. (2022) and Dayal
et al. (2025). Therefore, logistics companies need
to simplify the practical experience to minimize
the effort required, ensuring users can easily learn
how to use and operate the lockers, thereby en-
hancing their satisfaction with online shopping.
Locker service providers can also place instruction
boards or visual instructional videos at stations to
help customers overcome any perceived complex-
ity. SN and PBC both have a positive impact on the
INT, in line with the findings of Tsai and Tiwasing
(2021). ATT was positively and significantly asso-
ciated with INT, indicating that consumers with
more favorable attitudes toward PLKS also report-
ed stronger intentions to use the service. This find-
ing is consistent with those reported by Tsai and
Tiwasing (2021), Wang et al. (2018), and An et al.
(2022), and further highlights the important role of
attitude in explaining consumers’ intention to use
PLKS within the TPB framework. Simultaneously,
the study also confirms the mediating role of ATT
in the relationship between PEOU, PU, eWOM,
and INT. This suggests that businesses providing
the PLKS should prioritize improving the useful-
ness and ease of use of the locker system through
optimizing the interface, simplifying the receiv-
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ing process, diversifying locker sizes, and provid-
ing clear usage instructions to foster positive atti-
tudes and promote customer INT the service.

The findings also indicate that eWOM is positive-
ly associated with ATT, SN, PBC, and INT, con-
sistent with the studies of Azhar et al. (2022) and
Khan et al. (2024). This can be explained by the
fact that in the digital environment, online re-
views and feedback mainly influence consumers’
personal perceptions and evaluations rather than
creating social pressure. For PLKS - relatively
new service in Vietnam, eWOM plays a role as a
reliable source of information that helps reduce
uncertainty, increase trust, and enhance the feel-
ing of control when using the service (Jalilvand
& Samiei, 2012b). Therefore, businesses provid-
ing the PLKS need to invest in digital communi-
cation strategies, encourage customers to share
positive experiences, and build a transparent re-
view system on online platforms. Furthermore, e-
commerce platforms such as Shopee, TikTok Shop,
Lazada, and Tiki can collaborate with locker ser-
vice providers to implement incentive programs
based on customer shopping data. These could in-
clude waiving or reducing usage fees for frequent
shoppers and offering loyalty points or discounts
based on usage for regular customers. These so-
lutions not only increase service accessibility but
also accelerate the transition from door-to-door
delivery to self-pickup at lockers, thereby improv-
ing the efficiency of last-mile logistics.

CONCLUSION

This study aimed to investigate the factors influencing consumers’ intention to use PLKS by simultane-
ously examining technological, behavioral, and eWOM factors. The findings showed that eWOM was
positively associated with attitudes, subjective norms, perceived behavioral control, and intention to use
PLKS. Besides, attitudes, subjective norms, and perceived behavioral control were positively associated
with intention to use, while eWOM also demonstrated an indirect relationship with intention through
attitudes and perceived behavioral control. These findings suggest that strengthening positive online
communication while enhancing consumers’ perceptions and attitudes may help foster their intention
to use parcel locker services. This study makes several important theoretical contributions by adding
eWOM as an exogenous factor to the integrated TAM-TPB model to examine both direct and indirect
relationships with the intention to use PLKS in the context of last-mile logistics. Simultaneously, the re-
search clarifies the role of individual cognitive factors, social factors, and behavioral control perceptions
in shaping the intention to use new technologies such as PLKS for delivery and pickup.

Despite these contributions, several limitations should be acknowledged. Significant limitation of this
study lies in its sampling method. The study uses a non-probability sampling method, combining con-
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venience sampling and purposive sampling. In the collected survey sample, high proportion of respon-
dents were students, female, and lower-income individuals, which may limit the generalizability of the
research findings. Accordingly, caution should be exercised when interpreting and generalizing the
findings to the broader population of Vietnamese consumers. To overcome this, future studies should
adopt probabilistic or stratified sampling to ensure demographic balance, thereby enhancing the rep-
resentativeness and practical validity of the model. The current model primarily focuses on the direct
and indirect relationships of eWOM. Future studies could extend the theoretical framework by incor-
porating additional constructs, such as trust and perceived risk, while considering income, purchase
frequency, and geographic location as control variables to improve the comprehensiveness and explana-
tory power of the model.
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IXA

Table Al. Construct, measurement items and sources

Code Constructs, measurement items and sources
Perceived Usefulness — PU (source: An et al., 2022; Dayal et al., 2025)
PU1 ; Using a PLKS will make it easier for me to receive my packages
PU2 Using a PLKS improves my online shopping process
PU3 : Overall, using a PLKS is beneficial
Perceived Ease Of Use — PEOU (source: An et al., 2022; Dayal et al., 2025)
__pEOULI i Using the PLKS will not require much effort from me
_peOU2 Learning how to use the PLKS will be easy for me
PEOU3 i1 find the PLKS easy to use
Attitude — ATT (source: Wang et al., 2018; Tsai & Tiwasing, 2021)
ATT1 {1 find using the PLKS enjoyable
........... ATTZ | feel positive about using the PLKS
........... ATT3 Using the PLKS is a good idea
Subjective Norms — SN (source: Zhou et al., 2020)
............ SN1 The people who are important to me think I should use a PLKS
............ SN2 My family and friends will support my use of a PLKS
SN3 : People who influence my behavior think that | should use a PLKS

Perceived Behavioral Control — PBC (source: Zhou et al., 2020)

'5 | feel confident that | will be able to use PLKS

| can decide whether to use PLKS

i | have knowledge necessary to use PLKS

Electronic Word-Of-Mouth — eWOM (source: Jalilvand & Samiei, 2012a; Goh et al., 2015)

i1 often search for and read online reviews before deciding whether to use PLKS

| believe that online reviews from other users help me visualize the experience of using a PLKS

: Positive online reviews make me feel more confident about using PLKS

Behavioral Intention — INT (source: Tsai & Tiwasing, 2021)

i1 plan to use the delivery PLKS in the future

I am willing to use the PLKS in the future

i | expect to use the PLKS in the future
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