
 
 

 
  

Author：Zhihong,Wang 
                Haomin,Li 
 
Supervisor:  James Sallis 

Master’s Thesis 15 credits 
Department of Business Studies 
Uppsala University 
Spring Semester of 2016 
 

Date of Submission:  2016-06-01 

Factors Influencing Usage of 
Third Party Mobile Payment 
Services in China: 
An Empirical Study 



 
 

Abstract 
 
Background: With the high-speed development of technology, third party mobile 

payment services have become very popular in China. Previous research has studied 

factors influencing usage of third party mobile payment services in China, but not based 

on Perceived Value Theory and Value-based Adoption Model (VAM). 

 

Purpose: The purpose of this research is to contribute to the Perceived Value Theory and 

Value-based Adoption Model, including some potential influencing factors to identify 

how factors influence usage of third party mobile payment services in China. 

 

Method: This research adopts a mixed methods approach. Firstly we conducted focus 

group interviews to find some potential factors in line with Perceived Value Theory and 

Value-based Adoption Model. Based on these factors, we proposed several hypotheses, 

which were tested using quantitative data collected from survey questionnaires. 

 

Findings: We found that Perceived Interest (PI), Financial Costs (FC) and Perceived 

Deals (PD) have a positive impact on Customer Perceived Value (CPV) of third party 

mobile payment services. Customer Perceived Value (CPV) and Perceived Deals (PD) 

have a positive impact on Using Intention (UI) of third party mobile payment services.  

 

Key Words: Third party mobile payment, Perceived Value Theory, Value-based 

Adoption Model, Customer Perceived Value, Perceived Usefulness, Ease of Use, 

Perceived Interest, Financial Costs, Perceived Risk, Using Intention, Perceived Deals 
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1. Introduction 
 

According to statistics from the Ministry of Industry and Information Technology in 2015, 

market of third party mobile payment services is growing very fast and reaching tens of 

billions of users in China. A greater number of people are using third party mobile 

payment services for doing shopping, buying tickets, taking the public transportation, 

paying utilities, and watching movies. Before, they had to bring cash or credit card to go 

out to buy stuff; now they can go out only with a phone or an IPAD device. Using third 

party mobile payment services has become kind of a lifestyle; all the signs show that the 

usage of third party mobile payment services is reaching a climax. The third party mobile 

payment services are convenient and have totally changed the traditional mode of 

payments. Due to the fast technological development of smart phones, people are 

gradually getting rid of their desktops and laptops. Instead, they do more consumption, 

trading and payments using the third party mobile payment services, either using the 

Alipay from Alibaba which is an online shopping company similar to Amazon, or the 

WeChat payment from Tencent which is a social media company similar to Facebook. 

Also it’s obvious that there are great development prospects for the third party mobile 

payment services in China. 
 

In the Chinese context, people are extremely conservative and careful when there is an 

issue of financial security or danger of a potential fraud. Therefore, many people were 

very careful to use the third party mobile payment services. Thus, due to these security 

concerns, it was a very limited market if we compare how it is now with third party 

mobile payment services. The change in the consumption of third party mobile services 

consumption came in the beginning of 2007, when the third party mobile payment 

services started to provide their users a lot of convenience. Alipay was the first third party 

payment platform in China; initially it was based on PC, but now it has extended to third 

party mobile payments. From the second quarter of 2014, it became the largest third party 

mobile payment service provider in the world. In addition, WeChat payment was added 

to the social application WeChat which was previously used for mainly making calls and 

sending online message. It is gaining popularity due to its interesting interactive games 

like catch ‘Red bag’.  
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1.1 Research Problem 
 

During the Chinese Spring Festival in 2015, there was a big war between WeChat ‘Red 

bag’ and Alipay ‘Red bag’. In addition, there is heavy competition between taxi third 

party mobile service applications like ‘Didi’ and ‘Kuaidi’. Baidu pay is also trying to find 

ways to attract more users to use multiple applications. These third party mobile service 

providers are all competing with each other to capture a share in this burgeoning market. 

Furthermore, the third part mobile services enables users to perform a range of different 

activities, such as money transfer, paying invoices, shopping, dining, entertainment, 

paying for utilities, etc. Overall, it brings a lot of benefits and convenience for a person’s 

education, life and daily work.  

Despite this, age and location of users have been previously identified as key factors that 

determine the usage of these third party mobile services. Old people are general not 

receptive to new technology and hence it takes more time for them to understand these 

changes in technology. On the other hand, young people are more open to use new 

technology like the third party mobile services (e.g., Francisco, 2014). In addition, the 

people living in big cities of China like Shanghai, Beijing, or Shenzhen, are likely to face 

a lot of inconvenience during their daily life if they do not use these third party mobile 

payment services. For instance, the Liberation Daily posted an interesting story about a 

person living in Shanghai who had to face problems using a taxi as she did not use these 

third party mobile payment services: “One day around 21:00 PM, my friends and I 

walked around the street and tried to take a taxi. Although it was not rush hour, we 

waited for more than 30 minutes, there were a lot of empty taxies passing by us, we 

waved, but they didn’t take us ,The problem was that all of them were booked by other 

customers via Apps ‘Didi’ or ‘Kuaidi’. We felt so helpless at last we took the bus and 

went home.” (2013) 

In the future, as mobile internet services become more mature; we believe that third party 

mobile payment services will increasingly penetrate into every aspect of the daily lives of 

Chinese people. There is an increasing consumption of smart phones and rapid expansion 

of 4G/ WIFI network in China. The mobile Internet market in China has witnessed a 

rapid development; the amount of China's smart phone users was 619 million in 

December 2015, witnessing an increase of 11.1 percent as compared to 2014. 

Consequently, we believe that it is an ideal time to conduct a study about what factors 
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determine the usage of third party mobile payment services for managers working in 

these third party mobile services companies in order to reap maximum benefits by being 

present in this fast growing but complex market and for researchers to understand the 

consumption behavior patterns of users in this industry; comparing the factors that 

motivate consumers to use third party mobile services instead of the conventional ones.  

1.2 Research Purpose 

Previous studies provide preliminary evidence that the third party mobile payment usage 

intentions are determined by different factors. Therefore, purpose of this research is to 

identify potential driving factors which may influence the usage of third party mobile 

payment services in China based on Value-based Adoption (VAM) Model. 

1.3 Research Question 
 
What are the factors or reasons motivating Chinese consumers to use the third party 

mobile payment services instead of traditional modes of payment?  

1.4 Outline of Thesis 
 
This research will propose Value-based Adoption theoretical model that presents a 

comprehensive understanding of the Chinese consumer behavior in the given context. 

The study then presents the research method, results, and discussion. Finally, it concludes 

with the managerial implications, limitations of this study, and suggestions for future 

research. 
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2. Theoretical Framework 
 
This chapter explains the concepts following: the third party payment; the third party 

mobile payment, and the consumer characteristics. Also it describes our research model 

which consists of the Perceived Value Theory together with the Value-based Adoption 

Model (VAM). In addition, the hypotheses are presented in order to create the theoretical 

foundation for the study. 

2.1 The Third Party Payment 
 
Third party payment involves some independent third party transaction support platform 

which has signed a contract with a bank, which provides credible safeguards. In the third 

party payment platform, after purchasing goods, the buyers make the payment through 

the platform provided by a third party payment company. Then the third party payment 

company notifies the sellers that the buyers made the payment and ask the sellers to make 

the delivery. After buyers get the goods, the buyers will notify the third party payment 

company to transfer the money to the sellers. This approach differs from traditional direct 

payments to the sellers as it uses the third party payment platform as an intermediary. 

2.2 The Third Party Mobile Payment 
 
The third party mobile payment allows consumers to use their mobile devices (usually 

smart phones) to make payments for their consumption of goods or services. 

Organizations or individuals through mobile devices, the Internet or near field sensors 

send payment instructions directly or indirectly and generate transaction payment or 

transfer funds to banking and financial institutions, in order to achieve mobile payment 

functionality. The third party mobile payment service integrate terminal equipment, 

Internet, application providers and financial institutions and provide users with monetary 

payment service and other financial services.  

2.3 Consumer Characteristics 
 
Several researches (e.g., Gong, 2012) have identified that consumer characteristics have 

an important influence on the usage of third party mobile payment services. It can help 

the third party platforms to target specific consumer segments, grasp them and gain deep 
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insights about their behavior (Hasslinger et al., 2007). Previous studies have established 

that consumer characteristics need to be considered as significant external factors. Thus, 

consumer characteristics play a significant role in the application of any technological 

innovation in a wide variety of fields including: information systems, production and 

marketing (Zumd, 1979; Wang et al., 2003). 
 

Mobile payment behavior is mainly impacted by the following consumer characteristics: 

age, gender, salary, job, hobby, education and life style (Kotler and Keller, 2006). Many 

studies have found that salary, age and education are the most significant factors that 

impact consumer behavior. Since young and highly educated people with a high salary 

are more likely to use the third party mobile payment services (e.g., Lassar et al., 2005). 

Moreover, several studies have pointed out that gender is another important factor that 

impacts consumer behavior regarding the third party mobile payment services. Male 

consumers have the same or a more perception of the third party mobile payment, 

although female normally have less tolerance for risk (e.g., Gong, 2012). So, the third 

party mobile payment services providers can also aim at particular consumer groups 

(Hasslinger et al., 2007). Therefore, in this study, we will include demographic 

background questions in the first part of the questionnaire. 
  

2.4 Perceived Value Theory 

2.4.1 Value-based Adoption Model (VAM) 
 
Theory of reasoned action and the technology acceptance theory can’t explain all the 

main factors of the third party mobile payment services consumption intentions. The 

customers use the third party mobile payment services not only in order to improve 

efficiency; they also pay more attention to the experience during the consumption process. 

Therefore, we believe the perceived value theory can explain the consumption of third 

party mobile payment services better. 

 

Hee-Woong, Kim and Hock (2001) proposed the Value-based Adoption Model (VAM) 

based on Perceived Value Theory, and they conducted user acceptance empirical research 

of the mobile Internet-related businesses. Prior to this, technology acceptance model was 

used to explain the behavior of users of traditional technologies. The results showed that 
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the Customer Perceived Value has significant impact on Internet users’ satisfaction and 

behavioral intentions. Slade, Williams and Dwivedi (2013) found that the perceived value 

model can explain the behavior of mobile Internet users in their study of using 

willingness model too. The third party mobile payment services are provided by mobile 

Internet service providers. So, we believe that using Value-based Adoption Model is a 

better choice to analyze their customer's behavioral intentions, compared to technology 

acceptance model (TAM). Thus, the results which we analyzed with help of the VAM 

model better explains how users actually use the third party mobile payment services. 

(Figure of VAM) 

 

2.4.2 Customer Perceived Value 
 
Many scholars agree with the customer perceived value perspective. Many years ago 

Drucker (1954) pointed out that a customer purchase and consumption is not by means of 

the actual product, but by its intrinsic value (e.g. we do not buy a drill, we buy a hole). 
  
Several authors consider that “Companies” should be customer-oriented from inception. 

In addition make the customer’s value perception as a deciding factor when they want to 

design, create and deliver value to the customers (Racald & Gronroos, 1996 & 

Christopher, 1997 & Parasuraman, 1997, 2000). 
  
Porter (1985) defined customer value (same as Customer Perceived Value) by being the 

trade-off between buyer perceived performance and purchase costs. Besides, Thaler 

(1985) defined customer perceived value, as the difference between the utility of the 

consumer in order to obtain a particular product or service obtained utility and Trade. He 

further explains that the value which is created by a firm should be perceived by 

customer though the particular product or service, if they want to achieve corporate 
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profits. Therefore, the thinking of Customer Perceived Value has started becoming more 

prominent. Later after that time, many experts and scholars have defined consumer 

perceived value, according to their own understanding (Thaler, 1985). 
  
Zeithaml (1988) defined the customer perceived value as an overall evaluation for the 

particular product or service by customer. Monroe (1990) proposed customer perceived 

benefits include tangible and intangible properties of the customer perception of a 

particular product or service. Woodruff (1997) defined customer perceived value as the 

preference of product attributes and their assessment of usage benefit / results. In addition, 

Wu.Y and Fan.X (2004) defined the customer perceived value as the overall perception 

and subjective experience which is the utility provided from overall market and the cost 

paid by customer under certain circumstances. 
  
Although different scholars have different definitions of Customer Perceived Value 

(CPV), but most scholars agree on the core features of customer perceived value features. 

First, Customer Perceived Value is value provided by the company, not the value 

perceived by customer. Second, Customer Perceived Value is determined by the 

customer, not decided by the company, but the company will impact on the Customer 

Perceived Value significantly. Third, Customer Perceived Value is achieved by the 

product or service which is provided by the company. Finally, Customer Perceived Value 

is the result of trade-offs made by customers, which is the trade-off between the 

perception of gains and losses. It is now commonly viewed that the Customer Perceived 

Value will affect consumer behavior intention. 

2.4.3 Customer Perceived Benefit 
 
Customer Perceived Benefit is the perceived revenue gained in the actual transaction or 

consumption; it includes material and spiritual benefits. Therefore, customer perceived 

benefit is not only a subjective experience, but also is a comprehensive evaluation of the 

amount afterwards. For the same customer, the drivers of Customer Perceived Benefit 

should be the same intention as the drivers of customer value.  
 

It reflects the comprehensive customer satisfaction for the product or service, such as 

quality, variety, price, service, reputation and speed. Thus, the dimensions of Customer 

Perceived Benefit include product value, service value, personnel value and image value. 
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So, if the companies can provide good service after consumption, the customer perceived 

benefit will be improved (Chen.Q, 2015). 

2.4.4 Customer Perceived Cost 
 
Customer Perceived Cost is the perceived expenditure in the actual customer 

consumption process.  It is the sum of costs including time, money, physical strength, 

energy, psychology and other costs for the customers in the consumption process of the 

products or services. Customer perceived cost refers to product or service price which the 

customer actually paid. 

2.4.5 Behavioral Intention 
 
The concept of behavioral intention first appeared in the theory of reasoned action (TRA). 

It shows that behavioral intention is decided by subjective norms and attitude (Fishbein & 

Ajzen 1975, 1980). Meanwhile, behavioral intention leads to behavior indication. 

Behavioral intention refers to individuals making subjective determination when he or 

she needs to take a particular behavior. It reflects the willingness of the individual 

conducting a particular behavior.  
 

Also, there is strong positive correlation between the behavior intention and actual 

behavior (Ajzen, 1985). Behavioral intention is a necessary prerequisite for the behavior 

indication; it’s also the decision-making before the behavior performance (Ajzen & 

Driver, 199l). Therefore, in this study we will use the behavioral intention instead of the 

actual behavior to measure possibility of the actual behavior. 

2.5 Customer Perceived Deals 
 
In order to get opinions and thoughts from the third party mobile payment user, we 

conducted a focus group interview for this research. More details about this focus group 

interview are presented in the methodology part. There are a few people who do not 

know about the third party mobile payment or haven’t used it. Most interviewees felt that 

the third party mobile payments bring a lot of convenience to their life. Compared the 

traditional payment methods, it significantly reduces the complexity of payment. 

Meanwhile, the security of the third party mobile payments is the main concern for the 

interviewees. The perceived risk from the third party mobile payments significantly 



9 
 

affected the consumer’s usage intentions. 

 

Through the focus group interview, we also found a potential factor - perceived deals. 

Currently, the majority of Chinese consumers are still very sensitive to the price. Hence 

the perceived deals have a significant impact on the perceived value of the third party 

mobile payment services in China. 
     

The perceived deals are the sum of all favors that consumers perceive during the process 

of making decision whether to consume the products and services, compared to normal 

consumption process.  
 

Moreover, promotion is the main method that lets users to perceive the deals. Currently 

there are three main forms of promotion being used: promotion with discounts, 

promotion with gifts and a mix of both. In the case of promotion with discounts it’s often 

perceived by consumers as a reduction in payment. The promotion with gifts is often 

perceived by consumers as an increase in gain. Sinha (2000) did a comparative study for 

the both forms of promotions. The results show that consumers are more inclined to 

accept the increase in gain (Sinha, 2000). Meanwhile, consumers have a more positive 

assessment and a higher preference to those promotions which can immediately and 

directly offer promotional benefits to consumers (Astous & Jacbo, 2002). 

2.6 Research Model 
 
Based on the above discussion, our research model is based on the perceived value theory 

and VAM model, perceived value consists of two dimensions which are perceived benefit 

and perceived cost. For the perceived benefit dimension, we select the perceived 

usefulness, ease of use and perceived interest as the three factors. For the perceived cost 

dimension, we select financial cost and perceived risk as the two factors. In addition, 

since most Chinese consumers are highly sensitive to promotional offers. We added 

perceived deals as another factor in our research. The research model is presented in 

Figure 2 below. 
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 Figure 2: Research model 

2.7 Hypothesis 
 
After the cash and credit card payments, mobile payment based on smart phones is a new 

method of payment. Short transaction time and high transaction efficiency is its notable 

features. Hee-Woong et al. found that customers perceived usefulness positively affects 

the customer’s perceived value in the case of mobile Internet users. We make the first 

hypothesis. 

H1: Perceived Usefulness will have a positive impact on Perceived Value for The Third 

Party Mobile Payment Service 
  
In general, a good user experience can improve user satisfaction. For third party mobile 

payment services, convenience and ease of use are clearly its significant advantages. Also, 

Byoungsoo (2011) and Yong and Tingyan (2014) found that customers perceived ease of 

use positively affects customer perceived value for the mobile Internet users. We propose 

the second hypothesis. 

H2: Ease of Use will have a positive impact on Perceived Value of The Third Party 

Mobile Payment Service 
  
Third party mobile payment behavior is a social behavior, the third party payment 

services must enable people to socialize with other users. At the same time, some simple 
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games are also included in these third party mobile payment platforms. These social 

functions and games give the customer’s fun, a sense of joy and an accomplishment at 

different levels. We make the third hypothesis. 

H3: Perceived Interest will have a positive impact on Perceived Value of  The Third 

Party Mobile Payment Service 
  
The financial cost for the customers to use the third party mobile payments is mainly 

reflected in data costs, business charge fees, and/or other value-added service charge fees. 

When the cost of using third party mobile payment is too high, users will tend to use it 

less or skip it. We make the fourth hypothesis. 

H4: Financial Costs will have a negative impact on Perceived Value of The Third Party 

Mobile Payment Service 
  
The essence of the third party mobile payments is that it’s based on electronic money. 

Compared with cash and credit cards, electronic money reflects the virtual image. It 

increases more risk perception to users due to its mobile features and smartphone-based 

open platform. (Burer, 1960) Studies show that perceived risk can significantly affect the 

perceived value of assessment and behavioral intentions for the customers (Kogan & 

Wallach, 1964, 1979, Wehrung, 1986). We make the fifth hypothesis. 

H5: Perceived Risk will have a negative impact on Perceived Value of The Third Party 

Mobile Payment Service 
  

Perceived value theory and VAM theory show that the customer perceived value is based 

upon their perceived benefits and risk. The customer’s perceived value has the most 

direct impact on usage intention. If the customer’s perceived value is higher, then the 

usage intention is also higher (Flint Blocker Boutin, 2011). So we propose the sixth 

hypothesis. 

H6: Customer Perceived Value will have a positive impact on Usage Intention of  The 

Third Party Mobile Payment Service 
  

Several researches have shown that perceived deals not only affect consumer’s perceived 

value, but also sometimes affects customer’s behavioral intention directly. In the marking 

battle between ‘Didi’ and ‘Kuaidi’, a large number of promotions are used. Customers 

perceive a lot of benefits. It attracts a huge amount of customers to use these applications. 
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So, we believe that perceived deals is a significant factor that influence consumption 

behavior intentions of Chinese mobile internet users (Feng.J., Mu.W., Fu.Z., 2006). So 

we propose the seventh and eighth hypotheses. 

H7: Customer Perceived Deals will have a positive impact on Customer Perceived Value 

of The Third Party Mobile Payment Service 

H8: Customer Perceived Deals will have a positive impact on Usage Intention of The 

Third Party Mobile Payment Service 
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3. Methodology 
This chapter started by introducing research design, and then showed a two-step process 

including qualitative and quantitative research. Qualitative research section constitutes 

the focus group interview method, sampling and the data collection procedure. For the 

quantitative research section, firstly we introduced the sampling and data collection 

techniques. Afterwards, we outlined the questionnaire, and clarified the 

operationalization of all the factors. In the end we talked about the statistical tests we 

conducted in this research.  

3.1 Research Design 
 
This research used both qualitative analysis and quantitative analysis. 

3.2 Step 1: Qualitative Research 
 
Qualitative research focuses more on detailed descriptions than quantitative research in 

the collection and analysis of data (Bryman & Bell, 2007). It is an inductive approach to 

the relationship between theory and research (Bryman & Bell, 2007). There are mainly 

three methods: interviews, documents and observations. The focus group interview is a 

good method that can support investigators to research a specific subject deeply (Bryman 

& Bell, 2007). We think it’s more reliable if we can combine together the opinions and 

thoughts from more people to find interesting and relevant factors, so we conducted the 

focus group interview research. Then, the factors and hypotheses were proposed based on 

the focus group interview findings. 

3.2.1 Sampling and Data Collection Procedure 
 
Among ten people in the focus group interview, eight people have more experience with 

using the third party mobile payment services and two people have seldom experience of 

it. Currently WeChat is very popular in China and all of the ten people are using it. So we 

checked everyone’s availability and arranged an online discussion group on WeChat 

where we can talk freely. 
  
Based on the current phenomenon of third party mobile payment services in China 

combined with our theory, we prepared six questions which can be found in Appendix1. 
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First, we told them the purpose of this focus group interview and then we introduced the 

six questions separately. Throughout the discussion, we inspired all of them to discuss 

these six questions deeply and in detail. Eight interviewees shared their feeling and 

thoughts freely regarding their third party mobile payment experiences. The other 

interviewees talked a lot about the difficulties they face when use it and their expectations 

in details. The discussion took almost two hours. In the whole discussion, we wrote down 

all their opinions and suggestions in a MS word document. After the focus group 

interview was done, we briefed their sharing and let them to double confirm the accuracy 

and validity of our written contents. Then, we identified the factors and proposed the 

hypotheses which are outlined in the theoretical part based on the findings from the focus 

group interview. 
  

After we identified the factors and proposed the hypotheses, it still required us to collect a 

large volume of data to verify the factors and hypotheses. Hence, the research continued 

with quantitative research, which is done by conducting a survey questionnaire. 

3.3 Step 2: Quantitative Research 
 
Quantitative research is a deductive approach to the relationship between theory and 

research (Bryman & Bell, 2007). We used a survey questionnaire to understand whether 

our findings from the small focus group would be supported in a larger group. So, we 

built our questionnaires on the sojump website and sent the online survey to our families, 

classmates, friends and old colleagues to get their thoughts. 

3.3.1 Sampling 
 
Snowball sampling was applied in this study in order to amplify the sample. Through this 

method, at the beginning the survey can consist of a small amount of participant who 

comprehend this study subject, and then let this small amount of participant to ask more 

people to join in this survey questionnaire. By using this technique, the whole sample is 

getting larger and larger, similar with rolling a snowball (Denscombe, 2007). In this study, 

we sent the questionnaire online hyperlink to our families, classmates, friends and old 

colleague through the Internet. Then, the initial small amount of samples passed the 

questionnaire online hyperlinks on to their families, classmates, friends and old colleague 

and the rolling snowball would get larger and larger.  
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There might be some limitations of the snowball method. The first limitation was 

participant characteristics and background. As most of the respondents had similar 

characteristics and backgrounds, so it might cause a bias in the findings. The second was 

that inviters probably impact the invitees' answer. Most participants got the questionnaire 

survey online hyperlinks via their families, classmates, friends and old colleague, and 

they probably check or refer to the inviter’s answers. Therefore, their thoughts or replies 

probable were similar to their inviters. Therefore the findings probable were a little 

biased. 

3.3.2 Measurements 
 
In the theoretical part, factors and hypotheses were proposed based on the findings from 

the focus group interview combined with our theory and model. Our questionnaire 

included eight constructs. We can find the construct definitions for extended VAM model 

in Table 1. All measurements for the questionnaire used the seven Likert scales, where 

1="strongly disagree" and 7 = "strongly agree" for all the questions (Bryman and Bell, 

2007). 

  

Customer Perceived Value: We designed four measurement items (CPV1-CPV4) based 

on the established measurement scale from Minna (2008), Bourdeau et al. (2002), 

Parasurman (2000), Sweeney (2001) and other scholars, in the context of the third party 

mobile payment service features. 

  

Perceived Usefulness: We designed four measurement items (PU1-PU4) based on the 

established measurement scale from Davis (1989), Tayler & Todd (1995), Steenkamp 

(1990), Byoungsoo Kim (2011) and other scholars, in the context of the third party 

mobile payment service features. 

  

Ease of Use: We designed five measurement items (EU1-EU5) based on the established 

measurement scale from Davis (1989) Tayler & Todd (1995) Hee-Woong Kim & Hock 

Chuan Chan (2007) and other scholars, in the context of the third party mobile payment 

service features. 

  

Perceived Interest: We designed two measurement items (PI1-PI2) based on the 
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established measurement scale from Moon & Kim (2001), Martocchoi & Webster (1992) 

and other scholars, in the context of the third party mobile payment service features. 

  

Financial Costs: We designed three measurement items (FC1-FC3) based on the 

established measurement scale from Hsu (2011), Shuiqing Yang (2011) and other 

scholars, in the context of the third party mobile payment service features. 

  

Perceived Risk: We designed four measurement items (PR1-PR4) based on the 

established measurement scale from Jocaby & Kaplan (1972), Lee (2005), Parasuraman 

(2005) and other scholars, in the context of the third party mobile payment service 

features.  

  

Using Intention: We designed four measurement items (UI1-UI4) based on the 

established measurement scale from Petrick & Dubinsky (2003), Gefen (2003), 

Venkatesh & Davis (2000), Tayler & Todd(1995) and other scholars, in the context of the 

third party mobile payment service features.  

  

Perceived Deals: We designed three measurement items (PD1-PD3) based on findings 

from the focus group interview, in the context of the third party mobile payment service 

features.  
 

Table 1: The Constructs of Extended VAM with relevant studies 

Constructs   Questionnaire Reference 
Number 

of 
Items 

Customer 
Perceived 

Value 

CPV1 Using the third party mobile payment 
service can improve self-image. Parasurman(2000)   4 

CPV2 
Using the third party mobile payment 
service can help to get recognized from 
friends. 

Sweeney(2001)  

CPV3 Using the third party mobile payment 
service makes me feel happy. Minna(2008)  

CPV4 Using the third party mobile payment 
services is very valuable for me. 

Bourdeau et 
al.(2002)   

Perceived 
Usefulness PU1 

Using the third party mobile payment 
service can get the deal done very fast 
and saves a lot of time. 

Davis（1989）                          4 
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PU2 
Using the third party mobile payment 
service can skip the limitation of time 
and location. 

Steenkamp(1990)  

PU3 
Using the third party mobile payment 
service is very convenient for 
transferring money. 

Tayler & Todd
（1995）  

PU4 Using the third party mobile payment 
service is very useful for me. 

Byoungsoo 
Kim(2011)   

Ease of Use  

EU1 It’s easy to learn and install the App of 
the third party mobile payment services. Davis（1989） 5 

EU2 
It takes less energy for me to learn how 
to use the third party mobile payment 
service. 

Tayler & Todd
（1995）  

EU3 The interface screen of the third party 
mobile payment service is very clear. 

Hee-Woong Kim 
& Hock Chuan 
Chan( 2007)  

EU4 It’s easy and simple to use the third 
party mobile payment service.   

EU5 
It’s easier to use the third party mobile 
payment service than using the cash or 
credit card. 

    

Perceived 
Interest 

PI1 
It’s very interesting to play the games of 
the third party mobile payment service 
like catch the ‘Red bag’ 

Martocchoi & 
Webster (1992) 2 

PI2 
Using the third party mobile payment 
service brings some fun when I interact 
with others. 

Moon & Kim 
(2001)  

Financial 
Costs 

FC1 It costs more data fee when we use the 
third party mobile payment service. Hsu (2011) 3 

FC2 

It will charge me more money when we 
withdraw cash or transfer money 
through the third party mobile payment 
service. 

Shuiqing 
Yang(2011) 

 

FC3 The price is higher to use the third party 
mobile payment service than cash.     

Perceived 
Risk 

PR1 
I fear that using the third party mobile 
payment service will reveal my personal 
privacy information. 

Jocaby & Kaplan 
(1972)    4 

PR2 
I fear that using the third party mobile 
payment service will reveal my account 
information, resulting in property loss. 

Lee (2005)    
 

PR3 

I fear that we can’t get the 
corresponding compensation when we 
make some mistakes using the third 
party mobile payment service. 

Parasuraman  et  
al. (2005)  
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PR4 
I fear that there is some risk as the 
transaction information is transmitted 
through the wireless network. 

    

Using 
Intention 

UI1 I will use the third party mobile payment 
service whenever possible. 

Venkatesh & 
Davis(2000) 4 

UI2 
I prefer to use the third party mobile 
payment service, compared with cash 
and credit card. 

Gefen  et  
al.(2003)             

UI3 
I would recommend my family and 
friends to use the third party mobile 
payment service. 

Petrick & 
Dubinsky(2003)  

UI4 I prefer the merchant which provide the 
third party mobile payment service. 

Tayler & 
Todd(1995)   

Perceived 
Deal 

PD1 I can get more discounts to use the third 
party mobile payment service. 

From the focus 
group interview 3 

PD2 I can use coupons when using the third 
party mobile payment service.   

PD3 
I can get more credit and gifts when 
using the third party mobile payment 
service. 

    

  

3.3.3 Data Collection 
 
There were two reasons that we chose the online survey questionnaire in our research. 

One was that an online questionnaire survey is a flexible and effective technique to gather 

a large amount of data without time differences and geographical limitations. Another 

reason was that after the respondents submitted their answers, the online survey website 

saves the results automatically. It can avoid the human error so that we can assume that 

using an online questionnaire survey can improve the accuracy of the results (Denscombe, 

2007). 
  

We initially prepared the questionnaire for our study in English, however since we 

planned to send the questionnaire to participants in China. We translated it into Mandarin 

Chinese, and then translated it into English again (see Appendix 2 and Appendix 3). The 

questionnaire translated in Mandarin Chinese is easier and more comfortable for Chinese 

participants to understand the questions accurately. Before distributing the survey web 

link to all our families, classmates, friends and old colleague, we conducted a pretest. For 

the pretest we sent the survey to 20 participants. The reason was that we needed to 

confirm that whether these participants had any concerns about the survey. Fortunately, 
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all of the 20 participants had no concerns and understood the questions correctly, after 

that we continued with our online questionnaire survey collection for the whole sample.   

 

3.4 Choice of Statistical Tests 
 
We used SPSS to do the analysis based on the data from the survey: 

1. We analyzed the consumer characteristics based on the distribution of demographic 

data. 

2. We conducted the factor analysis using SPSS to check the validity of all the factors. 

3. We conducted reliability analysis using SPSS to check efficient level of internal 

consistency reliability of all the factors. 

4. We worked on the regression analysis using SPSS to test all the hypotheses we 

proposed in the theoretical part. 
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4. Empirical Finding and Analysis 
 
In this chapter firstly we will present the respondents’ characteristics. Then we will 

present the factor analysis results to check the validity of our measures. Later on we will 

discuss the reliability analysis test to check efficient level of internal consistency 

reliability of all the factors. Finally we will outline the regression analysis results to test 

the hypotheses which were proposed in the theoretical part. 

Our online survey took eight days from 29 Apr, 2016 to 6 May 2016. In this survey, at 

the beginning we only had 36 respondents size which composed of 19 male and 17 

female participants. After that, the 36 initial respondents forwarded the online survey to 

their families, classmates, friends, old colleagues and relatives. In total, we received 214 

respondents from the online survey website. We removed 23 respondents due to different 

reasons. For example, providing similar answers for all the questions or the answer-time 

is not enough for understanding each question. Hence, we got 191 respondents as valid 

responses. 

4.1 Analysis of Respondents’ Characteristics 
 
We present the respondents’ characteristics in table 2. We will conduct the analysis for 

each item deeply in this sub-section. 

 

Table 2: Demographics details of the respondents 

Table 2-1: Demographics details of the respondents (PART ONE) (n=191) 

Measure Items Frequency Percentage (%) 

Gender 
Female 98 51.3% 
Male 93 48.7% 

Age 

Under 18 0 0.0% 
18-25 14 7.3% 
26-30 27 14.1% 
31-40 128 67.0% 
41-50 10 5.2% 
51-60 6 3.1% 

Above 60 6 3.1% 

Education 
Junior School 4 2.1% 
Senior School 13 6.8% 

Bachelor 57 29.8% 
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Master 105 55.0% 
PHD 3 1.6% 
Other 9 4.7% 

Income (Yuan/Month) 

<2K 11 5.8% 
2K-5K 45 23.6% 
5K-10K 58 30.4% 
10K-20K 53 27.7% 
20K-50K 21 11.0% 
50K-100K 0 0.0% 

>100K 3 1.6% 

     
Table 2-2: Demographics details of the respondents (PART TWO)  

Measure Items Frequency Percentage (%) 
Awareness of Third Party 
Mobile Payment (n=191) 

Know 176 92.1% 
Unknown 15 7.9% 

Usage of Third Party Mobile 
Payment (n=176) 

Used 141 80.1% 
Unused 35 19.9% 

Wish of Third Party Mobile 
Payment who do not know or 

never use it (n=50) 

Want to use 35 70.0% 

Not want to use 15 30.0% 

 
    

Table 2-3: Demographics details of the respondents (PART THREE) (n=141) 
Measure Items Frequency Percentage (%) 

Frequency of Third Party 
Mobile Payment usage within 

one week 

<3 times 44 31.2% 
4-10 times 68 48.2% 
11-20 times 19 13.5% 
21-50 times 7 5.0% 
>51 times 3 2.1% 

The Maximum Transaction 
Amount of Third Party 

Mobile Payment (Yuan) 

<100 9 6.4% 
100-200 11 7.8% 
201-500 27 19.1% 
501-1000 17 12.1% 
1001-2000 14 9.9% 
2001-5000 23 16.3% 

>5000 40 28.4% 

Frequent Use of Third Party 
Mobile Payment in which of 
the following areas in China 
(Multiple choices which max 

three choices) 

Yangtze River Delta 95 67.4% 
Pearl River Delta 25 17.7% 

Beijing, Tianjin and Hebei 23 16.3% 
North-East Region 4 2.8% 

Central Region 17 12.1% 
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South-West Region 2 1.4% 
Xinjiang and Tibet 0 0.0% 

Other 18 12.8% 
 

Gender 

Among the 191 total valid respondents, we found that there were 93 male and 98 female 

respondents. We can say that there is a balanced percentage of respondents according to 

their gender. 
 

Age 

From the results, it shows that most respondents are in the range of 26 to 30 and 31 to 40 

years old, which account for 81.2% of the total data. Although the survey was conducted 

based for all age ranges, but we have 0% for below 18, 7.3% for 18-25, 5.2% for 41-50, 

3.1% for 51-60 and 3.1% for over 60 years old. The survey indicates that there is not a 

balanced percentage of respondents according to their age. However we can still consider 

the results to be reliable, as the target market of the third party mobile payment services 

is the Chinese young generations. 
  
Education 

Regarding the education dimension, the most respondents with a bachelor’s degree  is 

29.8%, and a master degree’s is 55.0%. While there are 2.1% in the range of junior 

school, 6.8% in the range of senior school, 1.6% in the range of doctoral education and 

4.7% for others.  
 

Salary (Yuan/Month) 

Among all of the respondents, the majority of the respondents lie in the salary range of 

2,000-5,000 which is 23.6%, 5,000-10,000 is 30.4% and 10,000-20,000 is 27.7%. 

However there are 5.8% in the range of below 2,000, 11.0% in the range of 20,000-

50,000, 0% in the range of 50,000-100,000 and 1.6% for above 100,000. The data shows 

that most of respondents who use the third party mobile payment services are in the 

middle level salary group in China. 
  
Knowledge  

From the results, it shows that most of the respondents, i.e. 92.1% already know about the 

third party mobile payment service while there are only 7.9% of the respondents that 



23 
 

didn’t know it. From the data we can see that very few people don’t know about it in 

China. 
 

Usage 

Among the 176 respondents who know the third party mobile payment services, there are 

80.1% of them that have already used it, and there are 19.9% of the respondents whom 

haven’t used it. The result show that most people started to use it after they knew about it.  
 

Desire to try 

Among the 50 respondents who didn’t know about the third party mobile payment 

services or haven’t used it, 70% say they want to try it, and 30% state that they still don’t 

want to try it. We can say that most people are willing to use it.  
 

Frequency  

Regarding the frequency, the majority of the respondents lie in range of 4-10 times which 

is 48.2%, While 31.2% are in the range of below 3 times, 13.5% in the range of 11-20 

times, 5.0% in the range of 21-50 times, and 2.1% for above 50 times. It shows that most 

people don’t use the third party mobile payment service too many times in a week.  
 

Maximum amount payed 

 About the maximum amount, the majority of the respondents lie in range of above 5000 

which is 28.4%, While there are 6.4% in the range of below 100, 7.8% in the range of 

100-200, 19.1% in the range of 201-500, 12.1% for 501-1000, 9.9% for 1001-2000 and 

16.3% for 2001-5000. 

From the results we can see that many people used the third party mobile payment 

service to pay large amounts. 
 

Location 

From the results, it shows that most respondents used the third party mobile payment 

services in the location of Yangtze River Delta which account for 67.4% of the total data. 

The rest remaining respondents are distributed in Pearl River Delta with 17.7%, Beijing, 

Tianjin and Hebei with 16.3%, North-East Region with 2.8%, Central Region with 12.1%, 

South-West Region with 1.4%, Xinjiang and Tibet with 0% and others with 12.8%. The 

survey indicates that there is not a balanced percentage of respondents according to their 
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location. However, we can still consider the results to be reliable, as Yangtze River Delta 

is the economy center in China. 
 

4.2 Factor Analysis 
 
Factor analysis examines a large group of variables and finds a way in which the data 

may be "reduced" or "summarized" to a smaller group of factors. It is used to detect 

groups using intercorrelation of a set of components or items (Pallant, 2010:181). Table 4 

below the results of factor analysis based on our survey data. 
 

Table 3: The Results of Factor Analysis  

Factors/Variable Items/Indicators Mean SD Factor Loading 

Perceived Usefulness                     
 (PU) 

PU1 6.55 0.858 0.810 

PU2 6.42 1.029 0.840 

PU3 6.40 1.035 0.800 

PU4 6.23 1.163 0.795 

Ease of Use                                                              
     (EU) 

EU1 5.83 1.282 0.674 

EU2 6.23 0.974 0.727 

EU3 6.09 1.088 0.654 

EU4 6.31 0.965 0.737 

EU5 6.17 1.242 0.652 

Perceived Interest                            
 (PI) 

PI1 4.96 1.764 0.951 

PI2 4.79 1.739 0.670 

Financial Costs                         
 (FC) 

FC1 3.50 1.726 0.672 

FC2 3.40 1.711 0.894 

FC3 3.04 1.861 0.695 

Perceived Risk                         
 (PR) 

PR1 5.66 1.567 0.952 

PR2 5.69 1.559 0.947 

PR3 5.30 1.812 0.656 

PR4 5.06 1.749 0.696 
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Customer Perceived Value           
 (CPV) 

CPV1 4.15 1.744 0.876 

CPV2 4.06 1.743 0.920 

CPV3 4.84 1.486 0.476 

CPV4 5.23 1.359 0.350 

Using Intention                             
 (UI) 

UI1 5.50 1.452 0.576 

UI2 5.38 1.557 0.680 

UI3 5.28 1.582 0.733 

UI4 5.45 1.446 0.683 

Perceived Deals                         
 (PD) 

PD1 5.26 1.333 0.661 

PD2 5.09 1.427 0.867 

PD3 4.92 1.559 0.857 

 
In order to examine construct validity, we conducted principle components analysis using 

varimax rotation. The value of KMO and Bartlett's test of sphericity is 0.823 which we 

can say that this is a good sample data for our research. 
 

For the principle components analysis, we conducted a factor analysis for each factor and 

item, we can find the detailed results in table 4. From the results we can see that all the 

values of Factor Loading are above 0.5 except CPV3 which is 0.476 and CPV4 which is 

0.350. This result suggests that all Items can adequately represent their respective factors 

except CPV3 and CPV4. Thus, we removed these two items (CPV3 and CPV4) in order 

to make the items that better explain CPV.  

4.3 Reliability Analysis 
 
Reliability is "the degree to which the items that make up the scale are all measuring the 

same underlying attribute"(Pallant, 2010:97), we must pay attention to the internal 

consistency which is a significant issue. 

In SPSS normally we use Cronbach' coefficient alpha to examine the reliability of 

internal consistency, the value of Cronbach' coefficient alpha is between 0 and 1 where 0 

represents "0% internal consistency reliability" and 1 represents "100% internal 

consistency reliability"(Bryman and Bell, 2007:164), In order to have an efficient level of 
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internal consistency reliability, Cronbach' coefficient alpha at least should be equal or 

bigger than 0.7, if it is bigger than 0.8, it will be better and we can say that it’s very good 

internal consistency reliability(Pallant, 2010:100). The table 3 shows the reliability test 

results. 

 
Table 4: The Results of the Reliability Test 

Internal Reliability 
Construct Items Corrected Item-total correlation Cronbach' alpha 

Perceived Usefulness                         
(PU) 

PU1 0.801 

0.910 PU2 0.834 
PU3 0.795 
PU4 0.782 

Ease of Use                                      
(EU)  

EU1 0.649 

0.889 
EU2 0.803 
EU3 0.764 
EU4 0.816 
EU5 0.680 

Perceived Interest                                
(PI) 

PI1 0.763 
0.865 

Pi2 0.763 

Financial Costs                             
(FC) 

FC1 0.619 
0.812 FC2 0.760 

FC3 0.616 

Perceived Risk                             
(PR) 

PR1 0.846 

0.892 
PR2 0.858 
PR3 0.667 
PR4 0.702 

Customer Perceived 
Value (CPV) 

CPV1 0.762 

0.862 
CPV2 0.753 
CPV3 0.730 
CPV4 0.661 

Using Intention                                 
(UI) 

UI1 0.734 

0.888 
UI2 0.797 
UI3 0.755 
UI4 0.733 

Perceived Deals                             
(PD) 

PD1 0.699 
0.887 PD2 0.844 

PD3 0.808 
 

From the results of reliability test in table 4, we can see that all corrected item-total 

correlation values are positive and more than 0.6. Regarding the value of Cronbach' 
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coefficient alpha, we can see that all of the values are bigger than 0.8, so we can say that 

it’s an efficient level of internal consistency reliability in this survey data. 

4.4 Hypotheses Testing 
 
We use the linear regression to test the hypotheses which we proposed in theory section. 

We can find the relationship between independent and dependent variables from the 

standardized path coefficient. A higher coefficient of the independent variable means that 

the effect on the dependent variable is bigger (Pallant, 2010). If the absolute t-value is 

higher than 1.645 at 95% confidential interval (95%CI), it means that the independent 

variable has a statistically significant effect on the dependent variable (Pallant, 2010). 

While, if the p-value is lower than 0.05 at 95% confidential interval (95% CI), which 

indicates that the independent variable has a statistically significant effect on dependent 

variable (Studenmund, 2006: 129). 

4.4.1 Linear Simple Regression 
Linear simple regression is used to test the relationship between one dependent variable 

and one independent variable. Based on our model, we proposed several hypotheses, of 

which H6 and H8 are required to be examined using linear simple regression. (H6: 

Customer Perceived Value will have a positive impact on Using Intention at The Third 

Party Mobile Payment Service, H8: Customer Perceived Deals will have a positive 

impact on Using Intention at The Third Party Mobile Payment Service). Table 5 shows 

the results of linear simple regression of H6 and Table 6 shows the results of linear 

simple regression for H8. 

 
Table 5: The Result of Linear Simple Regression Analysis 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 17.088 1.082  15.800 .000 

CPV .550 .122 .358 4.515 .000 

a. Dependent Variable: UI 

 
Regarding table 5, it shows that dependent variable is Using Intention (UI) and 
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independent variable is Customer Perceived Value (CPV). The results shows that 

Customer Perceived Value (CPV) is positively and significantly related to Using 

Intention (UI) (Beta=.550, │t-value│=4.515>1.645, p-value=.000<0.05), H6 is 

supported. 

 

Table 6: The Result of Linear Simple Regression Analysis 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 10.979 1.525  7.198 .000 

PD .696 .097 .521 7.188 .000 

a. Dependent Variable: UI 

 
Regarding table 6, it shows that dependent variable is Using Intention (UI) and 

independent variable is Perceived Deals (PD). The results shows that Perceived Deals 

(PD) is positively and significantly related to Using Intention (UI) (Beta=.696, │t-

value│=7.188>1.645, p-value=.000<0.05), H8 is supported. 
 

4.4.2 Linear Multiple Regression 
 
Linear multiple regression is used to examine the relationship between one dependent 

variable and a set of independent variables. It shows us "how well a set of independent 

variables or predictors can predict a particular outcome" (Pallant, 2010: 148). 

Furthermore, linear multiple regression resents us the whole model and show evidence of 

all the important independent variables that build the research model (Pallant, 2010:148). 

Based on our research model, linear multiple regression was used to examine the 

relationship between the dependent variable Customer Perceived Value (CPV) and six 

independent variables which include H1, H2 and H3 based on perceived benefit and 

customer perceived value, H4 and H5 based on perceived cost and customer perceived 

value, and H7 based on perceived deals and customer perceived value. The results will 

provide standardized coefficient, t-value and p-value of each hypothesis. It will help us to 

analyze each independent variable that contributes to our research model. 
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Before we conducted linear multiple regression, we did the correlations analysis based on 

each independent variable. Table 7 shows the results.  

 
Table 7: The Result of Correlations of each independent variable 

Correlations 

  PU EU PI FC PR PD 

PU Pearson Correlation 1 .756** .305** -.150* .106 .347** 

Sig. (1-tailed)  .000 .000 .038 .104 .000 

N 141 141 141 141 141 141 

EU Pearson Correlation .756** 1 .266** -.102 .161* .361** 

Sig. (1-tailed) .000  .001 .113 .029 .000 

N 141 141 141 141 141 141 

PI Pearson Correlation .305** .266** 1 .062 .025 .344** 

Sig. (1-tailed) .000 .001  .233 .383 .000 

N 141 141 141 141 141 141 

FC Pearson Correlation -.150* -.102 .062 1 .308** -.154* 

Sig. (1-tailed) .038 .113 .233  .000 .034 

N 141 141 141 141 141 141 

PR Pearson Correlation .106 .161* .025 .308** 1 -.111 

Sig. (1-tailed) .104 .029 .383 .000  .096 

N 141 141 141 141 141 141 

PD Pearson Correlation .347** .361** .344** -.154* -.111 1 

Sig. (1-tailed) .000 .000 .000 .034 .096  

N 141 141 141 141 141 141 

**. Correlation is significant at the 0.01 level (1-tailed). 

*. Correlation is significant at the 0.05 level (1-tailed). 

 
From the results of table 7, the correlation of each independent variable is very low 

except PU (Perceived Usefulness) and EU (Ease of Use) which shows a little high 

correlation.  It indicates that when we conduct linear multiple regression, the cross-

impact of each independent variable is very low. Anyways, when we do the analysis, we 

should pay more attention the cross-impact of PU (Perceived Usefulness) and EU (Ease 

of Use). 

 

We did linear multiple regression based on Customer Perceived Value (CPV) as the 
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dependent variable and six independent variables including Perceived Usefulness (PU), 

Ease of Use (EU), Perceived Interest (PI), Financial Costs (FC), Perceived Risk (PR) and 

Perceived Deals (PD). Table 9 shows the results of linear multiple regression.  

 

The results of the linear multiple regressions provided one important value. This value is 

ANOVA F-value. It shows the statistical significance of the model (Pallant, 2010: 161). 

The results indicate that ANOVA F-value is 7.267 (Sig. = .000), showing that our 

research model is statistically significant. 

Table 8: The Results of Linear Multiple Regression Analysis 

Coefficientsa 

Model 

Unstandardized Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.741 2.161  .806 .422 

PU .001 .109 .001 .011 .992 

EU -.038 .086 -.052 -.439 .661 

PI .386 .085 .374 4.525 .000 

FC .140 .061 .186 2.288 .024 

PR -.005 .048 -.009 -.108 .914 

PD .167 .075 .192 2.234 .027 

a. Dependent Variable: CPV 

 
H1 is that Perceived Usefulness (PU) will have a positive impact on Customer Perceived 

Value (CPV) of the third party mobile payment service. The results demonstrate that even 

though PU’s Beta = 0.001 > 0, it seems that Perceived Usefulness (PU) has a positive 

relationship with Customer Perceived Value (CPV), but the absolute t-value of PU is 0.11 

which is lower than 1.645 and p-value is 0.992 which is higher than 0.05. It implies that 

Perceived Usefulness (PU) does not have a significant influence on Customer Perceived 

Value (CPV) of the third party mobile payment service. So H1 has not been supported. 

H2 is that Ease of Use (EU) will have a positive impact on Customer Perceived Value 

(CPV) of the third party mobile payment service. The results demonstrate that even 

though  EU’s Beta = -0.052 < 0, it seems that Perceived Usefulness (PU) has a negative 

relationship with Customer Perceived Value (CPV), but the absolute t-value of PU is 
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0.439 which is lower than 1.645 and p-value is 0.661 which is higher than 0.05. It implies 

that Perceived Usefulness (PU) does not have a significant influence on Customer 

Perceived Value (CPV) for the third party mobile payment service. So H2 has not been 

supported. 

H3 is that Perceived Interest (PI) will have a positive impact on Customer Perceived 

Value (CPV) for the third party mobile payment service. The results demonstrates that 

PI’s Beta = 0.374 > 0, and the absolute t-value of PI is 4.525 which is higher than 1.645 

and p-value is 0.000 which is lower than 0.05. It means that Perceived Interest (PI) has a 

positive and significant relationship with Customer Perceived Value (CPV) of the third 

party mobile payment service. So H3 has been supported. 

H4 is that Financial Cost (FC) will have a negative impact on Customer Perceived Value 

(CPV) of the third party mobile payment services. The results demonstrate that FC’s Beta 

= 0.186 > 0, it seems that Financial Cost (FC) has a positive relationship with Customer 

Perceived Value (CPV), and the absolute t-value of FC is 2.288 which is higher than 

1.645 and p-value is 0.024 which is lower than 0.05. It means that Financial Cost (FC) 

has a positive and significant relationship with Customer Perceived Value (CPV) of the 

third party mobile payment service. So H3 has been opposite supported. 

H5 is that Perceived Risk (PR) will have a negative impact on Customer Perceived Value 

(CPV) of the third party mobile payment service. The results demonstrate that even 

though PR’s Beta = -0.009 < 0, it seems that Perceived Usefulness (PU) has a negative 

relationship with Customer Perceived Value (CPV), but the absolute t-value of PR is 

0.108 which is lower than 1.645 and p-value is 0.914 which is higher than 0.05. It implies 

that Perceived Usefulness (PU) does not have a significant influence on Customer 

Perceived Value (CPV) of the third party mobile payment service. So H5 has not been 

supported. 

H7 is that Perceived Deals (PD) will have a positive impact on Customer Perceived 

Value (CPV) of the third party mobile payment services. The results demonstrate that 

PD’s Beta = 0.192 > 0, the absolute t-value of PD is 2.234 which is higher than 1.645 and 

p-value is 0.027 which is lower than 0.05. It means that Perceived Deals (PD) have a 

positive and significant relationship with Customer Perceived Value (CPV) of the third 

party mobile payment service. So H7 has been supported. 
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The summary results of hypotheses are showed by Table 9. 

Table 9: The result summary of hypotheses 

Hypotheses 
Standardiz

ed path 
coefficient 

t-value P-
value Result 

H1:Perceived Usefulness -> Customer 
Perceived Value 0.001 0.011 0.992 Not 

Supported 

H2:Ease of Use -> Customer Perceived Value -0.052 -0.439 0.661 Not 
Supported 

H3:Perceived Interest -> Customer Perceived 
Value 0.374 4.525 0.000 Supported 

H4:Financial Costs -> Customer Perceived 
Value 0.186 2.288 0.024 Opposite 

Supported 
H5:Perceived Risk -> Customer Perceived 

Value -0.009 -0.108 0.914 Not 
Supported 

H6:Customer Perceived Value -> Using 
Intention 0.358 4.515 0.000 Supported 

H7:Perceived Deals -> Customer Perceived 
Value 0.192 2.234 0.027 Supported 

H8:Perceived Deals -> Using Intention 0.521 7.188 0.000 Supported 
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5. Discussion 
 
In this chapter, we will discuss the findings from the analysis, the focusing on focus 

group interviews and the literature framework together with the hypotheses to answer the 

formulated research question. 

According to the classical perception mindset, the perceived usefulness and perceived 

ease of use from a product or service positively impact customer perceived value. 

However, in our research, the perceived usefulness and perceived ease of use were not 

significantly related to the customer perceived value in the context of third party mobile 

payment services. There is some difference from our initial hypothesis. So, we re-

analyzed the data collected by survey and interviewed some respondents. Again based on 

it, we still believe that users are still very concerned about the perceived usefulness and 

perceived ease of use from the third party mobile payment services. This is also the 

primary consideration when a consumer is using the third party mobile payment services. 

With the development of mobile Internet technology, the third party mobile payment 

services have become increasingly easy to learn and use: the consumer’s perceived ease 

of use has been significantly improved. In addition with two-dimensional code scanning 

and transfer accounts, it did not require the users to bring a bank card and increased their 

perceived usefulness. Currently the vast majority of users are very satisfied with the ease 

of use from the third party mobile payment services. It can be confirmed from the 

feedback based on our survey. Due to these reasons, customer perceived value was not 

initially significantly related to their perceived usefulness and perceived ease of use.  At 

the same time, many users gave us feedback that contactless mobile payment services 

(such as Apple Pay) will increase their perceived value. 

Based on the results from the linear multiple regression, we conclude that perceived 

interest has a positive impact on customer perceived value of the third party mobile 

payment services. It indicates that if there is more fun stuff like games in the third party 

mobile payment service platforms, it will significantly increase the customer perceived 

value. Actually it does match our previous hypotheses. After deeply analyzing the survey 

and studying related theories, we think the reason for this phenomenon is that currently 

there is still large room for the third party mobile payment services to improve its 

perceived interest. Most users are very concerned about the perceived interest, so the 

perceived interest becomes an important factor to increase the customer perception value. 

app:ds:transfer%20accounts
app:ds:phenomenon
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Through the focus group interview, we observed that most Chinese internet users rely on 

the social functions, so an appropriate increase in the social functions of the third party 

mobile payment services will substantially enhance the customer perceived value. 

From the results of the linear multiple regression, we also conclude that financial costs 

have a positive impact on customer perceived value of the third party mobile payment 

service. However, it doesn’t match our previous hypotheses. In general, if the cost that 

the customer pays is higher, then the perceived value should be lower. But the results of 

our research study do not comply with this. We think this is a very interesting 

phenomenon. Through in-depth analysis of the survey data, we found that the survey 

responses for this factor are distributed evenly, not normally. Through targeted interviews 

with users who responded to our survey. We found that most users are not sensitive to the 

cost of using the third party mobile payment service. Most users feel that the cost of 

using the third party mobile payment services is very limited. The data fee and the charge 

fee of transfer money are very low. Some users said that, if it can improve the user 

experience and provide better support services of the third party mobile payments, an 

appropriate increase of the charge fee is acceptable. 

By analyzing the results of the linear multiple regressions, we conclude that perceived 

risk is not significantly related to the customer perceived value. It can’t verify our 

previous hypotheses. Normally, the risks inherent in the product or service will have 

negative impact on its perceived value. Through in-depth study we found firstly most 

users of the third party mobile payment services have higher education and they are 

relatively young. This means that most users can clearly identify and prevent the potential 

risks. They tend to believe that the potential risk is inherent in the third party mobile 

payment services, and it is not significantly associated with perceived value. Secondly, 

since the third party mobile payment services were designed to improve financial security, 

there is very small probability for a financial loss. At the same time, if any unexpected 

loss occurs, the third party mobile payment service providers will also resolve this 

problem for the customers in a timely and thoughtful manner. Hence, it can explain that 

the customer perceived value and perceived risk are not significantly related in our 

survey data.     

According to the results from the linear multiple regression, we conclude perceived deals 

has a positive impact on customer perceived value of the third party mobile payment 
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service. Actually it does match our previous hypotheses. The factors of perceived deals 

were obtained from the focus group interview. Data analysis showed that most users of 

the third party mobile payment services are still very sensitive to perceived deals. Special 

discounts and additional incentives can significantly improve customer perceived value. 

We also get that perceived deals has a positive impact on using intention of the third 

party mobile payment service. This indicates that perceived deals not only increase the 

perceived value, but also directly influence the customer's using intention.  

By analyzing the results the of linear simple regression, we conclude that the customer 

perceived value has a positive impact on using intention of the third party mobile 

payment services. Actually, it does match our previous hypothesis. This hypothesis is a 

classic relationship in the marketing theory framework. Through this research, we can see 

that it is also applicable to the third party mobile payment services context. 
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6. Conclusion 
 
This chapter firstly we will present a summary of this research based on the theoretical 

background, focus group interview and the online survey results. We will also discuss 

managerial implications, the limitations of this research, and provide some suggestions 

for future research. 

6.1 Summary 
This study identified some factors that influence usage of third party mobile payment 

services in China. This was done using perceived value theory together with the value-

based adoption model as our theoretical framework. After empirical analysis we make the 

following conclusions: 1) Perceived Interest (PI), Financial Costs (FC), and Perceived 

Deals (PD) have a positive impact on Customer Perceived Value (CPV) of the third party 

mobile payment service, and 2) Customer Perceived Value (CPV), and Perceived Deals 

(PD) have a positive impact on Using Intention (UI) of the third party mobile payment 

service.  

6.2 Limitations 
We found several limitations of this study. Firstly, due to limited research time, we didn’t 

conduct the online survey for a long period; this means that we didn’t collect enough data 

for our research. Secondly, the market of the third party mobile payment service in China 

is very huge. Different cities have different types of consumers and different economic 

levels, Due to our limited social circle, the participants from the focus group interview 

and respondents from online survey don’t represent the whole spectrum of the third party 

mobile payment services in China. Thirdly, the third party mobile payment services are 

still developing and haven’t yet become mature in China, some Chinese users are in the 

process of experiencing and accepting it, so there may be some other potential factors 

that influence usage of the third party mobile payment services in China. More studies 

are required in this field.  

6.3 Suggestions for Future Research 
We have several suggestions for the future studies about the third party mobile payment 

services. Firstly, in this research, we only used focus group interview and online survey 

to collect research data. For future researches, it’s better to use other research methods to 
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collect more detailed and accurate information from the users. Secondly, from the value 

of R square based on linear multiple regressions, it indicates that our data does not 

explain 75.5 percent of the variance in our model. So we can assume that there may be 

some other potential factors that influence usage of the third party mobile payment 

services in China. Therefore, future researchers can continue to add some other potential 

factors to improve this model.  
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Appendix1 Focus Group Interview Questions 
Focus Group Interview Questions 

1. Have you used the third party mobile payment services? If yes, which is the most 

important factor for you? If not, what’s the reason you didn’t use it? 

2. When you use the third party mobile payment services, what’s your concern about the 

risk? 

3. Do you think it’s easy or difficult to use the third party mobile payment services? 

4. What are the factors that influence your usage of the third party mobile payment 

services? 

5. What are the changes in your life after you began using the third party mobile payment 

services? 

6. What’s your expectation and suggestions based on the third party mobile payment 

services? 
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Appendix2 Questionnaire (English) 
Questionnaire for Chinese using the third party mobile payment service 

  
Dear ladies and gentlemen.  Thanks a lot for your help on this questionnaire. This 

questionnaire is designed to study the potential factors influencing Chinese using the 

third party mobile payment service. This is only for academic research, no privacy and 

any commercial purposes, so there is no standard answer for each question. Please fill the 

questionnaire according to your actual feeling. Thank you for your support and 

cooperation. 
 
The third party mobile payment service is to allow users to use their mobile devices 

(smart phones or PAD) to make payment for their consumption of goods or services.  

 
1． Gender？ 

      ○Male 

      ○Female 

2． Age？ 

    ○Below 18 

    ○18~25 

    ○26~30  

    ○31~40 

    ○41~50  

    ○51~60 

    ○Above 60 

3．Education level？ 

      ○ Junior School 

      ○ Senior School 

      ○ Bachelor Degree 

      ○ Master Degree 

      ○ PhD 

      ○ Others 
 
4.  Salary? (YUAN/Month)  

      ○<2000 

      ○2000~5000  
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      ○5000~10000 

      ○10000~20000 

      ○20000~50000 

      ○50000~100000 

      ○>100000 

 

5.  Do you know the third party mobile payment service? 

      ○Yes 

      ○No 

 

6． Have you used the third party mobile payment service？ 

      ○Yes 

      ○No 

 

7． Do you want to try the third party mobile payment service？ 

      ○Yes 

      ○No 

 

8.  How many times you used the third party mobile payment service in one week？ 

      ○<3 times 

      ○4~10 times 

      ○10~20 times 

      ○20~50 times 

      ○>50 times 

 

9.  What’s the maximum amount you payed using the third mobile payment service? 

(YUAN) 

      ○<100 

      ○100~200 

      ○200~500 

      ○500~1000 

      ○1000~2000 

      ○2000~5000 
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      ○>5000 

 

10. Which locations you often used the third party mobile payment service? (Maximum 3 

choices） 

       □ Yangtze River Delta 

       □ Pearl River Delta 

       □ Beijing, Tianjin and Hebei 

       □ North-East Region 

       □ Central Region 

       □ South-West Region 

       □ Xinjiang and Tibet 

       □ Others 
 

11．For the Perceived Usefulness, there are seven options for each question from 1 to 7. 

1= strongly disagree and 7= strongly agree. Please choose the option when you answer 

the questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

Using the third party mobile payment service can get the deal  

done very fast and saves a lot of time.                                         ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment service can skip the  

limitation of time and location.                                                    ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment service is very  

convenient for transferring money.                                              ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment service is very useful  

for me.                                             ○ ○ ○ ○ ○ ○ ○ 

 

12．For the Ease of Use, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

It’s easy to learn and install the App of the third party mobile  
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payment services.                                                                       ○ ○ ○ ○ ○ ○ ○ 

It takes less energy for me to learn how to use the third party  

mobile payment service.                                                             ○ ○ ○ ○ ○ ○ ○ 

The interface screen of the third party mobile payment  

service is very clear.                                                                   ○ ○ ○ ○ ○ ○ ○ 

It’s easy and simple to use the third party mobile  

payment service.                                    ○ ○ ○ ○ ○ ○ ○ 

It’s easier to use the third party mobile payment service  

than cash or credit card                                                              ○ ○ ○ ○ ○ ○ ○ 

 

13．For the Perceived Interest, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

It’s very interesting to play the games of the third party mobile  

payment services like catch the ‘Red bag’.                                    ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment service brings some  

fun when I interact with others.                                                    ○ ○ ○ ○ ○ ○ ○ 

 

14．For the Financial Costs, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

It costs more data fee when we use the third party  

mobile payment service.                                                               ○ ○ ○ ○ ○ ○ ○ 

It will charge me more money when we withdraw cash or transfer  

money through the third party mobile payment service.              ○ ○ ○ ○ ○ ○ ○ 

The price is higher to use the third party mobile  

payment service than cash.                                                           ○ ○ ○ ○ ○ ○ ○ 
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15．For the Perceived Risk, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

I fear that using the third party mobile payment service  

will reveal my personal privacy information.                              ○ ○ ○ ○ ○ ○ ○ 

I fear that using the third party mobile payment service will  

reveal my account information, resulting in property loss.         ○ ○ ○ ○ ○ ○ ○ 

I fear that we can’t get the corresponding compensation when we make  

some mistakes using the third party mobile payment service.    ○ ○ ○ ○ ○ ○ ○ 

I fear that there is some risk as the transaction information  

is transmitted through the wireless network.               ○ ○ ○ ○ ○ ○ ○ 

 

16．For the Customer Perceived Value, there are seven options for each question from 1 

to 7. 1= strongly disagree and 7= strongly agree. Please choose the option when you 

answer the questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

Using the third party mobile payment service can  

improve self-image.                                                                      ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment service can help  

to get recognized from friends.                                                    ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment service makes  

me feel happy.                                                                             ○ ○ ○ ○ ○ ○ ○ 

Using the third party mobile payment services is  

very valuable for me.                                 ○ ○ ○ ○ ○ ○ ○ 

 

17．For the Using Intention, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  
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I will use the third party mobile payment service  

Whenever possible.                                                                      ○ ○ ○ ○ ○ ○ ○ 

I prefer to use the third party mobile payment service,  

compared with cash and credit card.                                           ○ ○ ○ ○ ○ ○ ○ 

I would recommend my family and friends to use  

the third party mobile payment service.                                      ○ ○ ○ ○ ○ ○ ○ 

I prefer the merchant which provide  

the third party mobile payment service..                   ○ ○ ○ ○ ○ ○ ○ 

 

18．For the Perceived Deals, there are seven options for each question from 1 to 7. 1= 

strongly disagree and 7= strongly agree. Please choose the option when you answer the 

questions. 

                                                                                     Strongly disagree    Strongly agree 

                                                                                                       1    2   3   4   5   6   7  

I can get more discounts to use the third party mobile  

payment service.                                                                          ○ ○ ○ ○ ○ ○ ○ 

I can use coupons when using the third party mobile  

payment service.                                                                          ○ ○ ○ ○ ○ ○ ○ 

I can get more credit and gifts when using the third party mobile  

payment service.                                                                          ○ ○ ○ ○ ○ ○ ○ 
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Appendix3 Questionnaire (Chinese) 
移动支付使用意愿及影响因素调查 

 
尊敬的先生女士，您好。非常感谢您在百忙之中抽空填写这次问卷调查。本问卷调查消费者使用移

动支付意愿及其影响因素。这是一份学术研究问卷，不涉及个人隐私，不涉及任何商业用途，所以

问题没有标准答案，请您根据您的实际感受填写。感谢您的支持和配合。 
 
移动支付是指应用移动终端（职能手机或PAD）对消费的商品或服务进行账务支付的一种服务方式。 
 
1． 您的性别？ 

      ○男 

○女 
 

2． 您的年龄？ 

    ○18岁以下 

    ○18~25岁 

    ○26~30岁  

    ○31~40岁 

    ○41~50岁  

    ○51~60岁 

    ○60岁以上 
 
3． 您正在攻读或者已经取得的最高学位？ 

      ○初中 

      ○高中 

      ○大学本科 

      ○硕士研究生 

      ○博士研究生 

      ○其他 
 
4． 您目前的可支配收入（每月）？ 

      ○<2K 
      ○2K~5K  
      ○5K~10K 
      ○10K~20K 
      ○20K~50K 
      ○50K~100K 
      ○>100K 
 
5.  您是否知道移动支付（手机支付）？ 

      ○知道 

      ○不知道 
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6． 您是否使用过移动支付（手机支付）？ 

      ○使用过 

      ○没有使用过 
 
7． 您是否愿意尝试了解使用移动支付服务？ 

      ○是的。我希望尝试 

      ○我不愿意使用 
 
8． 您每周使用移动支付的次数为多少？ 

      ○<3次 

      ○4~10次 

      ○10~20次 

      ○20~50次 

      ○>50次 
 
9． 您移动支付的最大交易金额是多少？ 

      ○<100元 

      ○100~200元 

      ○200~500元 

      ○500~1000元 

      ○1000~2000元 

      ○2000~5000元 

      ○>5000元 
 
10． 您经常在下列哪些地区使用移动支付服务？（最多三项） 

       □长江三角洲 

       □珠江三角洲 

       □京津冀 

       □东北地区 

       □中部地区 

       □西南地区 

       □新疆西藏 

       □其他 
 
11． 关于移动支付的感知有用性，请根据您的实际感受选择最符合的项1->7表示“非常不赞同”      
->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

使用移动支付服务可以快速完成交易，节约时间      ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务可以使支付不受时间地点的制约    ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务进行转账操作很实用            ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务对于我来说非常有用            ○    ○ ○ ○ ○ ○   ○ 
 
12． 关于移动支付的感知易用性，请请根据您的实际感受选择最符合的项1->7表示“非常不赞
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同”->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

开通移动支付功能的步骤简单                   ○    ○ ○ ○ ○ ○   ○ 
学习使用移动支付软件很容易                   ○    ○ ○ ○ ○ ○   ○ 
移动支付软件界面清晰明了                     ○    ○ ○ ○ ○ ○   ○ 
移动支付服务使用过程简单快捷                 ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务比使用现金或信用卡更容易       ○    ○ ○ ○ ○ ○   ○ 
 
13． 关于移动支付的感知趣味性，请请根据您的实际感受选择最符合的项1->7表示“非常不赞

同”->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

移动支付软件中抢红包等游戏很有趣              ○    ○ ○ ○ ○ ○   ○ 
移动支付软件增添了我和他人互动的乐趣           ○    ○ ○ ○ ○ ○   ○ 
 
14． 关于移动支付的成本付出，请请根据您的实际感受选择最符合的项1->7表示“非常不赞同”

->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

使用移动支付会花费较高的数据流量              ○    ○ ○ ○ ○ ○   ○ 
使用移动支付会花费更高的提现或转账手续费       ○    ○ ○ ○ ○ ○   ○ 
使用移动支付消费的价格比使用现金更高          ○    ○ ○ ○ ○ ○   ○ 
 
15． 关于移动支付的感知风险，请请根据您的实际感受选择最符合的项1->7表示“非常不赞同”

->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

我担心使用移动支付会泄露我的个人隐私信息        ○    ○ ○ ○ ○ ○   ○ 
我担心使用移动支付会泄露我的银行账户信息        ○    ○ ○ ○ ○ ○   ○ 
我担心使用移动支付会反正交易差错得不到相应的赔偿 ○    ○ ○ ○ ○ ○   ○ 
我担心交易信息通过无线网络传递的信息存在风险我觉得○    ○ ○ ○ ○ ○   ○ 
移动支付是一种比较不安全的支付方式 
 
16． 关于移动支付的感知价值，请请根据您的实际感受选择最符合的项1->7表示“非常不赞同”

->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

使用移动支付服务能提升自我形象                ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务让我得到朋友认可              ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务让我感到快乐                 ○    ○ ○ ○ ○ ○   ○ 
使用移动支付服务是非常有价值的               ○    ○ ○ ○ ○ ○   ○ 
 
17． 关于移动支付的使用意愿，请请根据您的实际感受选择最符合的项1->7表示“非常不赞同”

->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 

一旦有机会我就会使用移动支付服务              ○    ○ ○ ○ ○ ○   ○ 
我更加愿意使用移动支付服务，相比较现金和信用卡  ○    ○ ○ ○ ○ ○   ○ 
我愿意向身边的亲朋好友推荐使用移动支付服务     ○    ○ ○ ○ ○ ○   ○ 
我更愿意在提供移动支付服务的商家消费          ○    ○ ○ ○ ○ ○   ○ 
 
18． 关于移动支付的感知优惠，请请根据您的实际感受选择最符合的项1->7表示“非常不赞同”

->“非常赞同“ 
                                    1-非常不赞同 2  3  4  5  6  7-非常赞同 
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移动支付可以获得直接的折扣价格                ○    ○ ○ ○ ○ ○   ○ 
移动支付可以使用更多的优惠券                  ○    ○ ○ ○ ○ ○   ○ 
移动支付可以获得更多的积分和赠品              ○    ○ ○ ○ ○ ○   ○ 
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