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ABSTRACT 

 
Electronic payment is a payment method that has been adopted in China in recent 
years. The rapid development of electronic commerce in China has promoted the 
development of electronic payment. In the electronic transaction, users can use 
mobile phones to quickly complete the payment process through the network. 
Electronic payment is very popular among Chinese people because of its simple 
operation and high efficiency. This paper studies the factors affecting the continued 
use of electronic payment by Chinese users. In this study, TAM model is cited and a 
research framework is established. Five hypotheses are put forward for the factors 
affecting users' continuous use of electronic payment. In addition, this study uses 
quantitative research methods to investigate and analyze the use of electronic 
payment. Then SPSS 25 is used for data analysis to conduct reliability, correlation 
analysis and test hypothesis. The results show that security, convenience, perceived 
usefulness, perceived ease of use and attitude are all related to users' adoption of 
electronic payment. These five factors are the factors that affect users' continued use 
of electronic payment. Therefore, these research results provide practical and 
theoretical guidance for operators of electronic payment platforms and subsequent 
related research. 
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(technology acceptance model) 
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ABSTRAK 

 
Pembayaran elektronik adalah kaedah pembayaran yang telah diterima pakai di 
China pada tahun-tahun kebelakangan ini. Pembangunan pesat perdagangan 
elektronik di China telah mempromosikan perkembangan pembayaran elektronik. 
Dalam transaksi, pengguna boleh menggunakan telefon bimbit untuk menyelesaikan 
proses pembayaran dengan cepat melalui jaringan Pembayaran elektronik adalah 
sangat popular di kalangan orang-orang Cina kerana operasi mudah dan kecekapan 
yang tinggi.Kertas ini mengkaji faktor-faktor yang mempengaruhi penggunaan 
elektronik secara terus menerus oleh pengguna China.Dalam kajian ini, model TAM 
dikutip dan rangka kerja penyelidikan ditubuhkan. Selain itu, kajian ini 
menggunakan kaedah penyelidikan kuantitatif untuk menyiasat dan menganalisis 
penggunaan pembayaran elektronik. Kemudian SPSS 25 digunakan sebagai 
teknologi analisis data untuk menilai kebolehpercayaan ujian, korelasi Dan hipotesis 
penyelidikan. Hasilnya menunjukkan bahawa keselamatan, kemudahan, kegunaan 
yang dirasakan, dirasakan mudah e penggunaan dan sikap semua berkaitan dengan 
pengguna'penggunaan pembayaran elektronik. Lima faktor ini adalah faktor yang 
mempengaruhi penggunaan berterusan pengguna pembayaran elektronik. 
Penyelidikan yang berkaitan. 
 
 
Kata kunci: Pembayaran elektronik, faktor mempengaruhi, TAM (model 

penerimaan teknologi) 
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CHAPTER ONE 

INTRODUCTION 

1.1 Background of the Study 

Nowadays, science and technology are developing rapidly. The advancement of 

science and technology enriches peoples material life and greatly changes peoples 

way of life. More and more scientific and technological products have improved 

peoples quality of life (Agarwal, & Tripsas, 2019). The technology products we often 

use in our life are mobile phones and computers. However, it is not their computing 

functions that people use most in their lives. Instead, it is compatible with the software 

and carrying capacity are more important for users (Ono and Zavodny, 2008). 

 

In our contemporary society, the door to the era of electronic information has been 

opened, and peoples working methods have undergone qualitative changes, from the 

original book office to the current computer office. The computer has entered every 

household. In early January of 2018, the China Internet Information Center (CNNIC) 

issued a report in Beijing called the 41st Statistical Report on Internet Development in 

China. By the end of 2017, there were 0.772 Billion Internet users in China. 

 

According to the Pew Research Center report in 2018, Chinas mobile phone usage 

rate is the highest in the world, far exceeding the world average. On the other hand, 

Chinas population is nearly 1.4 billion (Worldometers, 2019). With such high mobile 

phone coverage this proves that the development prospect of Chinas mobile phone 



 2 

and application market is very broad. And many reports in China show that both young 

people and older people have the habit of using mobile phones for a long hours 

(Xinhuawang, 2015). With the increasing use of mobile phones and the development 

of smart phones, more and more people begin to use electronic payment. Thus, this 

further expand the consumer groups of electronic payment products. 

 

With the rapid development of e-commerce in China, payment methods of electronic 

payment are needed in many occasions, and more and more platforms of electronic 

payment are needed. The original way of physical trading is gradually replaced by 

online exchanges. Forms such as bank transfers have become the way to transfer 

money online. It greatly saves peoples time and cost. One of the important reasons for 

the development of electronic payment is that the development of e-commerce has 

greatly promoted the development of e-commerce. 

 

E-commerce play a vital role in the contemporary marketing environment (Alkailani 

and Kumar, 2011). There are many factors that promote users to choose online 

transactions. More choices of goods and services bring users a good experience. 

Previous studies have mentioned that users have better quality of service through 

online transactions, and users  personal privacy can be protected. Electronic payment 

is a part of network transaction. Electronic payment will inevitably develop with 

electronic commerce. 

  

At present, Chinas online shopping and door -to-door express delivery industry has 
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been ranked first in the world (Joshua, 2018). There are two main reasons. One is that 

Chinas GDP is growing very fast. Chinas economic development has promoted the 

development of e-commerce. On the other hand, the economic development has 

promoted the improvement of peoples living standards. Peoples pursuit of a better life 

is inseparable from the demand for materials and products, so the demand for goods is 

increasing. 

 

 

Figure 1.1 Source: Research, PBOC, PCAC, Bernstein Analysis 

 

In China, not only does the E-commerce industry use electronic payments, but other  

industries have gradually transformed into portable electronic payments. 

 
 

1.2 Problem Statement 

Chinas electronic payment industry is developing very fast, and more and more 

electronic payment platforms are available. On the one hand, the development of 
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Chinas electronic payment industry has ranked first in the world, with an astonishing 

speed of development (McKinsey Global Institute, 2017). However, Chinas electronic 

payment industry is still in constant change where almost every year will be changes 

in the electronic payment industry (China’s Digital Economy , 2017). Third-party 

payment software is gradually replacing banks. From Figure 1.2, it is clear that from 

2011 to 2016, Chinas cash utilization rate dropped from 63% to 33%. The 

development of third-party electronic payment is very rapid. In retail-related 

consumption, the amount of bank card spending is only a small increase, but the 

payment of third-party payment software is greatly increased every year. 

 

 
Figure 1.2 Source: National Bureau of Statistics of China, United Nation based 

Better Than Cash Alliance 

 

Of course, third-party payment software has certain risks and security risks. These 

risks and security risks include risks of information theft and hacking on the Internet. 

If people use a public Wi-Fi network, it may cause the received information to be stolen 
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by hackers. And the hacker will read the information of the bank card. In certain cases, 

users of third-party payment software may cause loss of property. If the third-party 

payment software is not well managed, the companys firewall of the payment software  

could be hacked and cause the transfer of assets. 

 

Groß (2015, p. 222) shows that both online shopping and electronic payments are at a 

booming stage. However, online shopping has developed a scale and electronic 

payment is only in the initial stage of development. Electronic payments are beneficial, 

and this has been proven in many areas. Raina (2014) research shows that more and 

more literature portrays electronic payments as a very good project for governments, 

customers, businesses and other practitioners. 

 

Nonetheless, there are still deficiencies in the field of electronic payments (Arvidsson, 

2014). This is due to the lack of an overview of potential losses and risks and 

vulnerabilities in electronic payments. Studies have shown that the field of electronic 

payments is not without security and without risk. However, the understanding of this 

aspect is still in a fragmented phase (Dahlberg et al., 2008). Its historical data shows 

that Targets 40,000 credit card and debit card data leaked in 2003. The specific loss 

amounted to $148 million. At the same time, the personal data of 70 million users was 

leaked. Therefore, security is ranked as a very important part of the online payment 

field (Raina, 2014; Vrechopoulos et al., 2003). 

 

However, in China, it turns out that there is no sign of a decline in the field of electronic 
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payments. It is a flourishing development. To some extent, this study examines the 

impetus of the rapid development of electronic payment in China. 

 

 

Figure 1.3 Technology Acceptance Model (TAM) development by Davis 

(1989) 

 

TAM is an older technology application model. This article examines whether TAM is 

still applicable to todays society. based on this, it can be improved according to the 

characteristics of the electronic payment industry. 

 

1.3 Research Questions 

The research questions in this study are as follows: 

 

a) Does the security influence the behavioural continual intention of online 

payment? 

b) Does the convenience influence the behavioural continual intention of online 

payment? 

c) Does the Perceived usefulness influence the users’ attitude of online payment? 
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d) Does the Perceived ease of use influence the users’ attitude of online payment? 

e) Does the attitude influence the behavioral intention of online payment? 

1.4 Research Objectives 

After defining the research questions of this study, five research objectives have been 

formulated here. The research objectives are as follows: 

a) To examine whether the influence of security on the behavioural to continue 

using intention of online payment. 

b) To examine whether the influence of convenience, influence the behavioural 

continual intention of online payment. 

c) To examine whether the influence of perceived usefulness influence the users’ 

attitude of online payment. 

d) To examine whether the influence of perceived ease of use security influence 

the users’ attitude of online payment. 

e) To examine whether the influence of attitude, influence the behavioural 

continual intention of online payment. 

1.5 Significance of the Study 

The variables of the study were introduced in relevant literature, and the data were 

analyzed. The independent variables of the study are perceived usefulness, perceived 

ease of use, convenience and security. At the same time, it determines whether 

perceived usefulness and perceived ease of use affect user attitudes. Determine 

whether safety, convenience, and attitudinal factors affect behavioral intentions. 
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Determining whether these factors play an important role in the use of electronic 

payment. 

For consumers, the study helps to identify the advantages and disadvantages of 

electronic payments. Help consumers with different risk tolerances choose the right 

payment method. 

Electronic payment is an emerging payment method. It is currently booming in China. 

However, it has not been widely adopted in other countries of the world. This study 

examines the existing literature on electronic payments in China and will help more 

people in China or abroad understand the impact and benefits of electronic payments. 

1.6 Scope of the Study 

The purpose of this study is to understand the factors that affect users’ continuous use 

of electronic payment. Of course, reuse can be attributed to the embodiment of 

behavioural intention. Thus, this is the reason for the study of behavioural intention of 

online payment. This research has set a certain research direction such as perceived 

usefulness, perceived ease of use, convenience, and security. This research explores 

whether these factors affect behavioural continual intention and the extent of impact. 

The impact of these factors on behavioural continual intention will be identified from 

both literature review and data analysis. 

The location studied in this research is a city in China. The name of the city is called 

JINZHONG. The total population of Jinzhong is 3249000. The research methods and 
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theories used in this research are based on the basic principles of quantitative approach. 

The survey method used in this paper is non-probability sampling. 

1.7 Organization of Chapters 

In this study, the research paper is divided into five chapters. The summary of each 

chapter is as follows: 

The above was the content of the first chapter. The literature related to this study has 

been reviewed in the next chapter. The third chapter was to establish research research 

hypotheses and explained the research methods of this study. The forth chapter 

analyzed the collected research data. The last chapter has discussed and concluded the 

research results, and proposed recommendations for future research. 
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CHAPTER TWO 

LITERATURE REVIEW 

2.1 Introduction 

The main content of the second chapter is a systematic review of the research questions 

and the literature involved in the purpose. A review of historical literature is used to 

determine whether the assumptions are met. If the assumptions are met, the research 

direction of this study is feasible. The implementation proves that the research 

direction of this research is feasible. In addition, systematic analysis and research on 

the TAM model involved in this study. The purpose is to verify whether the TAM 

model is applicable to this study. 

 

2.2 Technology Acceptance Model 

The development of technology is very fast. Due to rapid development, it is difficult 

for some people to keep up with the scholars. Therefore, some software and equipment 

that are higher than the usual operational difficulty in peoples lives are difficult to 

meet the public population (Davis, 1989). 

 

Therefore, people have further verified the products with scientific content. To ensure 

that such products are in line with the mass consumer group (Davis, 1989). So, the 

TAM model was born. 

 

In fact, in the field of electronic information, many literatures have shown that the 
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application of technology is successful (Liu et al. 2009; Liu et al. 2010; Pavlou 2003; 

Yoon 2009; Wu and Wang 2005; Casalò et al. 2010) , Chang and Caneday 2011; Kim 

et al. 2008; Kim et al. 2009). This includes the field of electronic payment; online 

shopping; tourism management and online learning. Theory of Reasoned Action (TRA) 

is the earliest theoretical framework (Fishbein and Ajzen 1975). Davis (1989) created 

the TAM framework based on this theoretical framework. 

 

The initial application of the theoretical framework refers to verifying the relationship 

between attitudes and behavioral intent through measurements of perceived usability 

and perceived ease of use. The area it faces is the direction of the Internet. The specific 

explanation for perceived usefulness is that consumers can feel the efficiency gains in 

the process of use (Kim et al. 2008; Lee et al. 2005). Perceived ease of use refers to 

the processes and steps that consumers can learn to make through a small effort (Kim 

et al. 2008). The attitude represents the degree of consumer acceptance of technology. 

In other words, it represents consumers evaluation of products (Lee et al. 2005). The 

consumers behavioral intentions represent the consumers enforcement of certain 

behaviors. 

 

TAM did not stop developing in this regard. At the same time as the development of 

science and technology, the TAM model has also been updated. But the TAM update 

is not just done by Davis. Other scholars in the field of literature are also included 

(Venkatesh et al. 2003; Venkatesh et al. 2012). 
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Figure 2.1, Technology Acceptance Model (TAM) developed by Davis (1989) 

 
 

2.3 Security 

The first definition of security is a complete system or program. Its purpose is to ensure 

the integrity of the information and good privacy of consumers. Of course, in a 

networked environment, there is a set of validation and processing schemes for both 

legitimate and illegal (virus) information (Tsiakis and Sthephanides, 2005). 

 

In the field of electronic payments, security has three main directions: system security, 

transaction security, and legal security. In a 2004 study, Baddeley stated that electronic 

transactions are considered to be of good privacy and security only when all stages of 

the transaction process and transactions meet consumer expectations (security 

expectations, process expectations). 

 

In the Internet, security is defined as the storage of information is secure and the 

transmission of information cannot be stolen (Lim et al., 2006). Its technical aspects 

refer to the three aspects of information integrity, confidentiality, identity verification 

and identification (Flavian and Guinaliu, 2006). 
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Sathye (1999) finds security as one of the biggest barriers to product use in the areas 

of e-banking and e-payment. This is because it involves financial issues. Although 

consumers have high confidence in the bank. But they are sceptical about the safety of 

technology products. Users tend to control and master every detail in the transaction 

(Kobsa, 2001, 2002). Therefore, the importance of security is self-evident. It has 

become the biggest obstacle for users to use electronic payments (Abrazhevich, 2004). 

Conversely, if security issues can be resolved very well. Then security will be one of 

the driving forces behind the use of electronic payments.  

 

In fact, the scope of security issues is very broad. It doesnt just contain the actual 

problems but also the problems that people excepted. For example, perceived security 

and perceived risk. Studies have shown that perceived security risks in electronic 

payments are one of the key factors in peoples use of electronic payments (Lee 2009; 

Tanakinjal et al. 2010). The key point is that the operational flow of the new technology 

and the specific information transfer process are not transparent. Consumers cannot 

make reasonable controls. Therefore, the vulnerability will increase greatly. These 

potential problems prevent consumer behavior (Lee 2009). 

 

At present, the electronic payment methods used by 95% of users in China are Alipay 

and WeChat payment (iResearch, 2018). These two payment methods have become 

the mainstream of Chinese payment, and these two payment methods are highly 

secured safe. And Alipays use agreement clearly indicates that if the property stolen 
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due to Alipays own problems, Alipay will compensate for all losses (Alipay, 2019). 

Security and perceived security can greatly advance the development and use of 

electronic payments (Schierz et al. 2010).  

 

2.4 Convenience 

There are many definitions of convenience. In this research is the convenience of 

trading. A complete definition of convenience in a transaction is "the time and effort 

that consumers think affects the transaction" (Berry et al., 2002, p. 7). 

 

Eastin (2002) found that there is a relationship between convenience and the activities 

involved in e-commerce. This relationship is positive correlated. Electronic payment 

is one of the products of technological development (Zhang and Jasimdin, 2012). With 

the increasing popularity of smartphones and the constant updating and innovation of 

mobile and computer software, there will be more things in life that will be transferred 

to mobile phones and computers. This is convenient for people to use and find. 

Electronic payments are designed to benefit consumers, primarily in terms of 

convenience and reduced transaction costs (Wendy et al., 2013). 

 

The reason for the convenience of electronic payment is that people can save the 

queuing time and change of payment. China has nearly one-fifth of the worlds 

population. The specific number is about 1.4 billion (Worldometers, 2019). Most of 

the population is concentrated in the southeast coastal areas. Therefore, China is a 
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country with uneven population distribution and relatively large population density. 

Therefore, shopping and payment in China involve long waiting time and long queue 

to pay for the products purchased (Tech Faq,2008). The emergence of electronic 

payments has greatly reduced the time spent on payments. At the same time, the 

mechanism for waiting in line is eliminated. Therefore, electronic payment is 

convenient, especially in China. Convenience in the purchase process is one of the 

important factors in attracting customers (Sundstrom, 2007). Hayashi (2012) 

discovered that the overall convenience and ease of use are the main motivation of 

using a particular payment instrument. 

 

2.5 Perceived ease of use 

The definition of perceived ease of use is relatively complete. In the field of technology, 

perceived ease of use is defined as technology and equipment that are easy to operate. 

This technique can be considered more useful when the technology is easier to use 

(Legris et al., 2003; Venkatesh and Davis, 2000; Wang and Li, 2011). 

 

In the field of e-finance, the ease of use of smartphones and computer software is very 

important because it helps to increase the level of trust (Flavian and Guinaliu, 2006). 

The main reason is that simple operations reduce the frequency of errors. The financial 

industry involves financial issues, so the error rate is one of the most critical factors. 

 

In the field of electronic payments, usability also reduces peoples search costs (Bakos, 
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1997). Consumers have access to a complete expense record with little time and effort. 

This study was also confirmed in the study by Guriting and Ndubisi (2006). Ease of 

use has a very important position in Chinas electronic payment.  

 

When people use electronic payments, people do not need to carry cash, which greatly 

reduces the possibility of cash loss and theft. On the other hand, this has created great 

convenience for peoples daily life. Similarly, the difficulty of electronic payment 

operations is very low. At present, in China, some older people have mastered the 

technical essentials of electronic payment.  

Perceived ease of use is not only reflected in the simplicity of a single operation, but 

the bundle of electronic payment software also helps people to use it more conveniently. 

For example, the exchange rate conversion function/loan calculation function is a 

bundled software for electronic payment. These softwires make it easy for people to 

live. At the same time, people can find and use this software more easily (Gerrard and 

Cunningham, 2003). 

 

2.6 Perceived usefulness 

Electronic payment is a new type of payment, and electronic payment is based on the 

payment method of mobile applications. Therefore, electronic payment belongs to a 

new type of payment with scientific and technological content and new technology. 

The widespread promotion of such applications has important drawbacks. A large 

number of studies have shown that Perceived usefulness and Perceived ease of use are 
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important reference factors for users to accept new technologies (Wang et al., 2012; 

Wu et al., 2013). 

 

According to Davis (1989), “perceived usefulness” is defined as the degree to which a 

person thinks that using a particular system can improve their performance. According 

to a survey in China, the development of electronic payments has risen from 37% in 

2011 to 77% in 2016 (The Peoples Bank of China, 2017). The widespread use of 

electronic payments heralds an increasing acceptance of electronic payments. The 

reason for widespread use is that Chinese consumers realize that the benefits of 

electronic payments are very large. This development and trend means that people are 

more willing to accept electronic payments instead of the original cash payments. 

 

The response time of electronic payment interactions is also a key factor affecting the 

use of electronic payments. Many times, the response time of electronic payments is 

too slow, causing consumers and stores to be uncertain about whether the transaction 

is complete (Jun and Cai, 2001). This greatly reduces the efficiency of electronic 

payment. With the improvement of the Internet infrastructure. This defect has been 

greatly improved. 

 

2.7 Attitude 

In the consumer trading relationship in the financial sector, attitudes have a positive 

and negative impact. These effects primarily refer to consumer acceptance of products 
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(Mitchell and Olson, 1981). Brown and Stayman (1992) point out those negative 

attitudes have a negative impact on consumer buying behaviour and purchase 

intentions. The negative attitude makes the consumers trust in the product lower and 

the consumers desire to purchase the product is also reduced. In this regard, negative 

attitudes have a certain impact on customer loyalty. 

 

Reducing the negative effects of negative attitudes requires greater costs. These costs 

reduce the companys profita bility, so negative attitudes have a very large impact on 

the company and its sales (Mitchell and Olson, 1981). 

 

Conversely, there are many benefits from a positive attitude. When a positive attitude 

is discovered, consumers acceptance of products and tol erance will be greatly 

enhanced. Consumers will have a heart of trust in products and companies. In terms of 

behaviour, consumers will have greater purchasing tendencies and higher purchasing 

intentions (Aaker and Jacobson, 2001). 

 

All in all, positive attitudes and negative attitudes have an impact on consumers 

buying behaviour and purchasing intentions. Therefore, a good consumer attitude is 

one of the conditions that electronic payment software needs to meet. 

 

2.8 Behavioural continual intention 

Behavioural continual intentions are one of the drivers of behaviour, so the importance 
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of behavioural continual intentions is self-evident (Gollwitzer and Sheeran, 2006). 

Among them, personal attitudes play a very important role in behavioural continual 

intentions. It is defined as the willingness to participate in certain behaviour 

(Gollwitzer and Sheeran, 2006). Chennamaneni et al pointed out that attitude is the 

driving factor of behavioural intentions. The final decision depends on the execution 

of the behaviour. 

 

In the field of electronic payment, security/convenience is also one of the key factors 

affecting consumers intentions of electronic payment behaviour. Peoples views on 

convenience are especially important. Because convenient payment methods are one 

of the important reference factors (Wendy et al., 2013). In the past, insecurity was an 

important factor in preventing people from making electronic payments. Today, the 

birth of a safer electronic payment platform has also contributed to the development 

of the electronic payment industry. Peoples behavioural continual intentions result in 

the electronic payment industry continues to increase (Lim et al., 2006). 

 

2.9 Conceptual Framework of the Study 

This study is conducted to analyze the impact the users continue to use electronic 

payment according to the TAM model, put forward the framework of this study, the 

convenience, the security, perceived usefulness, perceived ease of use, attitude that 

several variables affect behavioral continual intention. The framework of this study is 

shown in figure 2.2.  
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Figure 2.2 Conceptual Framework of the Study 
 

 

2.10 RESEARCH HYPOTHESES  

According to problem statement and literature review in chapter one and two, the 

following hypotheses are derived for this study in order to answer the research 

questions. 

H1: There is a significant influence of security on the behavioural continual 

intention of online payment. 

H2: There is a significant influence of convenience on the behavioural continual 

intention of online payment. 

H3: There is a significant influence of perceived usefulness on the customer attitude 

of online payment. 

H4: There is a significant influence of perceived ease of use on the customer attitude 

of online payment. 

H5: There is a significant influence of attitude on the behavioural continual 

intention of online payment. 
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2.11 Summary 

The continuous improvement of electronic information technology, as well as the 

intelligence and technology of digital products, are not just higher feeling. Creating 

more convenient conditions for users is the main purpose of the development of these 

products. In this research, the TAM model is used to verify that the products of this 

increasingly advanced technology era are in line with consumer demand. And review 

the literature on electronic payments in terms of perceived usability, perceived ease of 

use, convenience, and security. Then the hypothesis of this study is presented. A clearer 

understanding of whether these factors will affect the users mobile payment intention.   
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CHAPTER THREE 

RESEARCH METHODOLOGY 

3.1 Introduction 

The content of this chapter is to explain the research methods used in this study. The 

following sections will focus on descriptions of research and sampling designs. In 

addition, the measurements used are also explained. Next, the method for data 

collection including the procedures for the data collection is mentioned. Lastly, the 

statistical analysis which was conducted on the data gathered.  

 

3.2 Research Design 

Cooper and Schindler (2006) point out that research design helps researchers to 

develop a scheme for the purpose of collection of data, measurement, and also data 

analysis. Hence, the appropriate research design is essential to make sure the correct 

methodologies are set up. This study is carried out by using quantitative research 

methods. This study uses quantitative analysis to collect and analyse data. 

 

3.3 Sampling  

Sekaran (2003) recommends researchers to design their sampling correctly as it will 

determine whether the research identify the correct object or individual for this 

research. Furthermore, Saunders (2009) pointed out that researchers determined that 

the amount of data collected should match the sample size of the tested sample. The 

size of the test sample determines the amount of data to be collected. This suggests 
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that sampling helps the researchers to collect data efficiently rather that collecting data 

from the entire population. In addition, the time and cost can also be cut by applying 

the appropriate sampling design (Babin, Anderson & Tatham, 2006). 

 

In order to determine the sampling size which helps the researcher to identify the 

number of useable components to be included in the study (Malhotra, 2005), this study 

uses the sampling size suggested by Krejchie and Morgan (1970). Therefore, this study 

uses the number of students at JIN ZHONG Collage with a total number of 15,000 

students as the population of the research. This college is a public college located in 

Shanxi province in the north-central China. 

 

Krejcie and Morgan (1970) suggested that the suitable sample size is 375 of samples. 

Therefore, 375 questionnaires must be distributed for this study. However, to ensure 

the research will obtain a good number of responses, the researcher decided to 

distribute 400 of questionnaires. This is because Cresswell (2005) mentions larger 

samples helps researcher to reduce probable error due to the difference in the 

population. Therefore, by distributing more questionnaires to a larger number of 

samples, this research able to reduce error in sampling and obtain more accurate data 

compared to data collected in smaller sampling size.  
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3.4 Measurement of Variable 

The study collected data by issuing questionnaires. A survey is conducted in the 

JINZHONG University. The questionnaire was divided into Part A and Part B, a total 

of 31 items. Part A measures the variables of this study mainly in the form of projects. 

This section contains 28 items. From Section A to Section E, the independent variable 

is measured. It measures security, convenience, perceived usefulness, perceived ease 

of use and attitude in turn. Section F measures the dependent variable, Behavioural 

continual intention. The exact number of items for each variable is shown in Table 3.1. 

Part B is mainly the demographic data of this study. The purpose is to understand the 

personal data of the respondents. Part B requires respondents to fill in three items, 

namely, gender, age and frequency of electronic payment. 

 

Table 3.1 
Number of Items  
Variable No. of Items 
security 4 
convenience 5 
perceived usefulness 4 
perceived ease of use 5 
attitude 5 
behavioural continual 
intention 

5 

 

All of the items are adopted from the past researchers and the sources are as tabulated 

in Table 3.2. 
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Table 3.2 
 Sources of Measurement of Variables 

 

According to Zikmund (2003) scale is " The alignment of a series of items can be 

progressively aligned according to the quantifiable value of the item. ". The examples 

of scale are ratio scale, nominal sale, interval scale, and ordinal scale. For this study, 

Part A, five points Liker scale is applied to measure the statement how the statements 

closely related to the respondents as shown in Table 3.3. Next, for Part B uses nominal 

scale to measure and code the data collected. The questions are self-developed by the 

researcher.  

Variable Original Item 

security Li Ran, (2016), An Analysis of Consumers' Willingness to Use 
Mobile Electronic Payment, Modernization of management. 

convenience Li lujing, zheng tiantian, (2015) mobile payment influencing 
factors and behavior analysis of college students. 

perceived 
usefulness 

Davis, F.D (1989), “Perceived usefulness, perceived ease of use, 
and customer acceptance of information technology,” MIS 
Quarterly, Vol. 13 No. 3. 
Cai Huibin (2018), Empirical Analysis of the Influencing 
Factors of Mobile Payment Use: Based on TAM Theory and 
Exchange Theory. 

perceived ease 
of use 

Cai Huibin (2018), Empirical Analysis of the Influencing 
Factors of Mobile Payment Use: Based on TAM Theory and 
Exchange Theory. 

attitude Hiram Ting (2016) Intention to Use Mobile Payment System: 
A Case of Developing Market by Ethnicity . Procedia- Social 
and Behavioral Sciences. 
Wang Yihan,(2015), Research on Influencing Factors of User 
Use of Electronic Payment. 

behavioural 
continual 
intention 

Li Xiangtao (2016), Mobile Payment Consumer Willingness 
Model and Empirical Research, Management Science. 
Chen Xiaoying, Qiu Guodong (2017), Research on User 
Willingness of Third Party Mobile Payment: From the 
Perspective of System Characteristics and Social Impact . 
Modernization of Management. 
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Table 3.3   
Likert Scale Rating 

Level of variable Description 
1.00 Strongly Disagree 
2.00 Disagree 
3.00 Neutral 
4.00 Agree 
5.00 Strongly Agree 

 

3.5 Data Collection Procedures 

This research use survey for the primary data collection method. The survey was 

conducted using cross sectional method whereby the survey only will be conducted 

once only throughout the data collection period. The study was using online 

Questionnaire. Respondents can fill out the questionnaire at a reasonable time and 

place through an online survey. The questionnaires were distributed using social media 

platform such as Sena Weibo, Tencent QQ, and WeChat. The three platforms were 

chosen as the platform for distributing questionnaires because they are the most used 

social media sites for the Chinese people. Besides, by using online survey, the secrecy 

of the respondents’ identity will be protected. 

 

Chinese people mainly use Chinese language in their daily life. In order to make it 

easier for the respondents to understand the questions in the questionnaire and ensure 

the quality of the answers, the study decided to distribute the questionnaire in Chinese. 

Since the questionnaire for this study has been distributed to the Chinese, this study 
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invited two English-Chinese translators to translate and examine the questionnaire. 

After correctly translating the two translation confirmation questionnaires, the 

research questionnaire was distributed. 

 

When administering the survey, first of all, the researcher gives a short explanation to 

the respondents about the purpose of the survey. Next, if the respondents agreed to 

participate in the survey, a link which will lead the respondents to the survey website 

will be given. The respondents are also informed that the responses given by the 

respondents will be used for academic purposes only. Therefore, they need not to 

worry if their personal responses will be exposed to any third party. 

 

In the survey, the respondents are asked to click on the scale which best explains their 

feeling, behaviour or opinion. Finally, at the bottom of the survey page, the  

respondents need to click the "Submit" button to submit their answers. Then, a short 

notification will be given to the respondents as a confirmation that their responses have 

been collected saved by the system.  

 

3.6 Techniques of Data Analysis 

Several statistical analyses were conducted on the responses obtained from the 

respondents. The data analysis of this study includes descriptive analysis, reliability 

analysis and correlation analysis. This study will use IBM Social Science Statistics 

Package (SPSS) version 25 to run the analysis mentioned above. 
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3.6.1 Descriptive Analysis 

Descriptive analysis is the preliminary collation and induction of a large amount of 

data collected. Descriptive analysis is based on the demographic profile of the 

respondents. The results of descriptive analysis generate the average, standard 

deviation, frequency and percentage of the collected data. In this study, we will be able 

to see the percentages of people of different ages ， genders and frequencies 

participating in this study. 

 

3.6.2 Reliability Test 

According to Zikmund (2003), researcher can make sure that the measures used in the 

study are free of error and consistent for further analysis using reliability test. This is 

also to confirm that the measurement are stable and consistent to be used as 

measurement for the variable. the higher the reliability coefficient is, the more 

consistent, stable and reliable the test results are. The reliability of the data are assess 

based on the Cronbach’s alpha indicator. A low Cronbach's alpha value signifies that 

the measurement used has low reliability. The level of acceptance for reliability test 

will indicator of acceptance as shown in Table 3.4. 

Table 3.4 

Level of Acceptability of the Measurement Adopted 
Alpha Coefficient  Reliability level 

< 0.6 bad 
0.6 < 0.7 medium 
0.7 < 0.8 Good 
0.8 < 0.9 Very good 

> 0.9 Excellent 
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3.6.3 Correlation Analysis 

Only those variables that passed reliability test will be used in correlation analysis. 

Correlation analysis is a statistical analysis method to study the correlation between 

two or more random variables with equal status. In this study, the correlation between 

independent variables and dependent variables was analysed. Through correlation 

analysis, we can understand the direction of the relationship between variables and the 

correlation between the two variables. According to Malhotra (2005), the relationships 

between the variables are sorted into three levels; strong, moderate, and weak. 

 

3.7 Summary  

Chapter 3 is about the research methods used in this study. The research methods of 

this paper are elaborated in detail. This chapter focuses on research design, sampling 

design, and measurement of variables. In addition, the method for data collection and 

the procedure that must be going through for the data collection purpose are also stress 

on. Then the data analysis method is introduced. Finally, the statistical analyses which 

will be conducted on the data collected are briefed for the data analysis purpose in the 

following Chapter 4.  
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CHAPTER FOUR 

DATA ANALYSIS AND FINDINGS 

 

4.1 Introduction 

Chapter 4 of this study is a report on data analysis. The chapter begins with the 

description of the demographic profiles of the respondents. Next, the result for the 

descriptive analysis, correlation analysis. This chapter uses SPSS version 25 for data 

analysis. 

 

4.2 Respondents’ Profile 

By using descriptive statistics method, the frequency and percentages of the 

demographic characteristics of the respondents are analysed. The result is as in tables 

below. The following sub-sections will provide the detail descriptions regarding the 

demographic characteristics of the respondents of this research.  

 

4.2.1 Nationality 

The study was conducted by Chinese students at JIN ZHONG University. In this study, 

375 questionnaires were distributed online, and 322 questionnaires were collected 

from respondents. The respondents were all Chinese citizens. Based on the descriptive 

statistics analysis conducted and tabulated in Table 4.1, it was found that there are 322 

respondents from JIN ZHONG college, Shan Xi province, China. 
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Table 4.1 
Nationality of the Respondents 
Nationality Frequency Percentages (%) 
Chinese 322 100 

 

4.2.2 Gender  

Table 4.2 demonstrates the gender of the respondents of this research. It shows that for 

respondents from Male, 179 (55.6 %). On the other hand, 143 (44.4%) of the female 

respondents. 

 

Table 4.2 
Gender of the Respondents 
Gender Frequency Percentages (%) 
Male 179 55.6 
Female 143 44.4 
Total 322 100 

 

4.2.3 Age 

Table 4.3 highlights the age JIN ZHONG college respondents involved in this study. 

As can be seen, the majority of respondents aged between 21 and 25 showed 158 

(49.1%). 93 respondents with age less than 20 years represent 28.9 % of the 

respondents. Next, 12.4 % of the respondents are age between 26 to 30 years old. 

Finally, the remaining, 9.6 % are respondents with age more than 30 years old. 
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Table 4.3 
Age of the Respondents from JIN ZHONG college students 
Age Frequency Percentages 

(%) 
 

Less than 20 93 28.9   

21-25 158 49.1  

26-30 40 12.4  

More than 30 31 9.6  

Total  322 100  

 

4.3 Descriptive Analysis of Respondents E-payment Behaviour 

The following shows the use of electronic payments by respondents. According to the 

survey, the overall frequency of use of respondents is very high. Among them, the 

proportion of people who use electronic payment every week is the largest. Its value 

reached 170 (52.8%). Second is the crowd who use electronic payment software every 

day. Its value is 82 (25.5%). The remaining population only accounted for 21.7%. 

 
Table 4.4 
Respondents’ E-payment Behaviour 
E-payment Behaviour Frequency Percentages (%) 
No. of Visits Daily 82 25.5 

Weekly 170 52.8 

Monthly 40 12.4 

Occasionally 30 9.3 

Total  322 100.0 
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4.4 Descriptive Statistics of the Variables 

Table 4.5 shows descriptive statistics of variables in this study. The average data 

value is in a very high state. And the values of all variables are very close to the. 

Mean value range of 3.773-3.804. The standard deviation is an indicator of the 

degree of data dispersion. The interval of the SD value is 1.0596-1.1031. The SD is 

small, which means that the data is relatively stable, and there is little difference 

between individuals. In line with the normal distribution chart rule. 

 
Table 4.5 
Descriptive Statistics of the Variables 
Variables 
(N=481) 

Respondents 
Mean (M) Standard Deviation (SD 

Security 3.773 1.0838 

Convenience 3.775 1.0715 

Perceived 
usefulness 

3.779 1.0596 

Perceived ease 
of use 

3.784 1.1031 

attitude 3.793 1.0800 

Behavioural 
intention 

3.804 1.0780 

 

4.5 Reliability of Data 

Reliability testing refers to the degree of consistency of repeated measurement results 

of the same object under the same use method. As shown in table 4.6, the different 

reliability coefficients represent the different test results. The higher the reliability 

coefficients are, the more reliable the test results are. Table 4.7 shows the reliability 
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test for the data for variables. The reliability of the data are assess based on the 

Cronbach’s alpha indicator. 

 

According to Table 4.7, the reliability of the total questionnaire is analyzed, and the 

result coefficient is 0.984. The sample data is very ideal. Then the reliability analysis 

of each scale showed that the safety scale alpha was 0.907, the convenience scale alpha 

was 0.917, the perceived usefulness scale alpha was 0.891, the perceived ease of use 

scale alpha was 0.918, the attitude scale alpha was 0.917, and the continuous use 

intention scale alpha was 0.920. The Cronbachs alpha values of the variables in this 

study were all greater than 0.9. Therefore, the reliability of the sample data is Excellent. 

 

Table 4.6 

Level of Acceptability of the Measurement Adopted 
Alpha Coefficient Range Strength of Association 

< 0.6 Poor 
0.6 < 0.7 Moderate 
0.7 < 0.8 Good 
0.8 < 0.9 Very good 

> 0.9 Excellent 
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Table 4.7  
Result of Reliability Test 
Variable   No. of Items   Cronbach’s Alpha    

Security 4   .907   

.984 

Convenience 5  .917  
Perceived 
usefulness 

4 
 

.891 
 

Perceived ease of 
use 

5 
 

.918 
 

Attitude 5  .917  
Behavioural 
intention 5   

.920 
  

 
 

4.6 Correlation Analysis 

Pearson correlation analysis is used to test the hypothesis proposed in this study. 

The results are described in the following sections. 

4.6.1 Relationship Between “Security” and “Behavioural continual intention” 

Table 4.8 shows the findings of correlation analysis between Security and 

Behavioural continual intention. The result shows that Security (r=0.909, 

p<0.01) and appear to have a significant positive relationship with 

Behavioural continual intention. Regarding the first hypothesis (H1), 

which predicts that there is a relationship between Security and 

Behavioural continual intention, the hypothesis is well supported.  
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Table 4.8 

Correlation Analysis between “Security” and “Behavioural continual 
intention” 

 Security Behavioral 
continual 
intention 

Security 

Pearson Correlation 1 .909** 

Sig. (2-tailed)  .000 

N 322 322 

Behavioral intention 

Pearson Correlation .909** 1 

Sig. (2-tailed) .000  

N 322 322 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.5.2 Relationship Between “Convenience” and “Behavioral continual intention” 

Table 4.9 shows the result of correlation analysis between Convenience and 

Behavioural continual intention. The result shows that Convenience significantly has 

a positive relationship with behavioural continual intention in respondents (r=0.919, 

p<0.01). Regarding the second hypothesis (H2) which predicts that there is a 

relationship between Convenience and Behavioural continual intention, the hypothesis 

is supported. 
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Table 4.9 

Correlation Analysis Between “Convenience” and “Behavioural continual 
intention” 

 Behavioral 
continual 
intention 

Convenience 

Behavioral 
intention 

Pearson Correlation 1 .919** 

Sig. (2-tailed)  .000 

N 322 322 

Convenience 

Pearson Correlation .919** 1 

Sig. (2-tailed) .000  

N 322 322 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.5.3 Relationship Between “Perceived usefulness” and “Attitude” 

Table 4.10 is the result of correlation analysis between perceived usefulness and 

attitude. It can be seen that there is a significant positive correlation between attitude 

and perceived usefulness.  Regarding to the third hypothesis (H3), which postulates 

that there is a relationship between Perceived usefulness and Attitude, this hypothesis 

is supported. The results showed that perceived usefulness was significantly correlated 

with attitude (r = 0.906, P < 0.01). 
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Table 4.10 

Correlation Analysis Between “Perceived usefulness” and “Attitude” 

 Perceived usefulness attitude 

Perceived usefulness 

Pearson Correlation 1 .906** 

Sig. (2-tailed)  .000 

N 322 322 

attitude 

Pearson Correlation .906** 1 

Sig. (2-tailed) .000  

N 322 322 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.5.4 Relationship Between “Perceived ease of use” and “Attitude” 

Table 4.11 is an analysis of the correlation between perceived ease of use and attitude. 

We can see that there is a significant positive correlation between attitude and 

perceived ease of use. Regarding the third hypothesis (H4), which postulates that there 

is a relationship between Perceived ease of use and Attitude, this hypothesis is 

supported. The results showed that perceived ease of use was significantly correlated 

with attitude (r = 0.916, P < 0.01). 
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Table 4.11 

Correlation Analysis Between “Perceived easy to use” and “attitude” 

 attitude Perceived ease of use 

attitude 

Pearson Correlation 1 .916** 

Sig. (2-tailed)  .000 

N 322 322 

Perceived ease of use 

Pearson Correlation .916** 1 

Sig. (2-tailed) .000  

N 322 322 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

4.5.5 Relationship Between “Behavioral continual intention” and “Attitude” 

Table 4.12 is the result of correlation analysis between behavioural continual intention 

and attitude. The results show that there is a significant positive correlation between 

attitude and behavioural continual intention.  Regarding the third hypothesis (H5), 

which postulates that there is a relationship between Behavioral intention and Attitude, 

this hypothesis is supported. The results showed that there was a significant 

relationship between behavioral intention and attitude (r = 0.917, P < 0.01). 
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Table 4.12 

Correlation Analysis Between “Attitude” and “Behavioral continual intention” 

 attitude Behavioral continual 
intention 

attitude 

Pearson Correlation 1 .917** 

Sig. (2-tailed)  .000 

N 322 322 

Behavioral intention 

Pearson Correlation .917** 1 

Sig. (2-tailed) .000  

N 322 322 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

It can be seen that the previously described correlation analysis supports the 

assumptions in the prediction in this study. A summary of hypothesis tests is given in 

Table 4.13. 

 

Table 4.13 
 

Summary of Hypothesis Testing 
 

Hypothesis Result 
H1 There is a significant influence of Security on 

Behavioural continual intention. 
Supported 

H2 There is a significant influence of convenience on 
behavioural continual intention. 

Supported 

H3 There is a significant influence of Perceived usefulness 
on Attitude. 

Supported 

H4 There is a significant influence of Perceived easy to use 
on Attitude. 

Supported 

H5 There is a significant influence of Attitude on 
Behavioral continual intention. 

Supported 
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4.7 Summary 

 

This chapter analyses the factors affecting the continued use of electronic payments 

by users in Jinzhong City, China. A variety of analyses were performed on the 

collected data using SPSS25. This chapter analyses data with five research questions 

and five research objectives, including security, convenience, perceived ease of use, 

perceived usefulness and attitude. 

 

This chapter explains the demographic data of the respondents. A total of 322 

respondents received a full feedback. This includes the nationality, gender, age of the 

respondent and the frequency of use of electronic payments. Reliability analysis is 

conducted in this chapter. The variable alpha of Cronbach of all variables is greater 

than 0.9, and the reliability of sample data is excellent. This chapter provides a 

descriptive analysis of the collected data and a correlation analysis between the 

variables. The results of the analysis are gratifying. Mean value range of 3.773-3.804. 

The interval of the SD value is 1.0596-1.1031. Pearson Correlation range of .906-.919. 

Sig. (2-tailed) all shows .000. The results support the hypothesis of this study. 
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CHAPTER FIVE 

DISCUSSION AND CONCLUSION 

 

5.1 INTRODUCTION 

 

This section summarizes the previous four chapters. This chapter focuses on the 

research questions and research objectives presented in the first chapter. Then the 

research implication, and practical use of this research are further elaborated. Of course, 

this study has flawed. This section provides an overview of the actual pitfalls of the 

study. Then it puts forward some suggestions on the direction of future research and 

improvement methods. 

 

5.2 DISCUSSION 

 

These questions relate to the impact of safety, convenience, and attitude on behavioral 

intentions. The attitude includes two factors: perceived usefulness and perceived ease 

of use. Then in the second chapter, this study reviews the literature on these issues. To 

determine whether the problem exists in the field of research. The literature is then 

further investigated and studied according to the purpose of the study. The result is 

gratifying. In the literature field, the results of the study are shown in table 5.1. First 

of all, before table 5.1, research question and research objective will be showed below: 
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5.2.1 Research question: 

   The research questions in this study are as follows: 

a) Does the security influence the behavioural continual intention of online 

payment? 

b) Does the convenience influence the behavioural continual intention of online 

payment? 

c) Does the Perceived usefulness influence the users attitude of online payment? 

d) Does the Perceived ease of use influence the users attitude of online payment? 

e) Does the attitude influence the behavioral intention of online payment? 

 

5.2.2 Research objective: 

a) To examine whether the influence of security influence the behavioural to 

continual using intention of online payment. 

b) To examine whether the influence of convenience, influence the behavioural 

continual intention of online payment. 

c) To examine whether the influence of perceived usefulness influence the users 

attitude of online payment. 

d) To examine whether the influence of perceived ease of use security influence 

the users attitude of online payment. 

e) To examine whether the influence of attitude, influence the behavioural 

continual intention of online payment. 
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5.2.3 Security and Behavioural continual Intention 

A total of 322 questionnaires were systematically analyzed. Correlation Analysis 

between Security and Behavioural continual intention shows .909** of the Pearson 

Correlation. Sig. (2-tailed) shows .000. It is obvious. The data shows a positive impact 

between the two. 

 

The results presented by the data are similar to those of Li Wei (2016). Security will 

have a positive impact on consumers' behavioral continual intentions. Safe products 

will be appreciated by consumers. Thereby increasing the consumer's intention to use. 

Its purpose is to encourage more consumers to use electronic payments. 

 

H1: There is a significant influence of the factor Security on the behavioural 

continual intention of online payment. 

 

5.2.4 Convenience Factor and Behavioural continual Intention 

A total of 322 questionnaires were systematically analyzed. Correlation Analysis 

between Convenience and Behavioural continual intention shows .919** of the 

Pearson Correlation. Sig. (2-tailed) shows .000. It is obvious. The data shows a positive 

impact between the two. 

 

The results presented by the data are similar to those of Li Lujing（2015）. Convenience 

will have a positive impact on consumers' behavioral continual intentions. The 
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convenience of living products is the pursuit of current consumers. Because in China, 

the pace of life is very fast. And people's lives are accompanied by very large social 

pressures. In this regard, convenient electronic payments will reduce the amount of 

time consumers wait for payment. At the same time, it is convenient to help consumers 

manage the daily consumption amount. 

 

H2: There is a significant influence of the factor Convenience on the behavioural 

continual intention of online payment. 

 

5.2.5 Perceived Usefulness Factor and Attitude 

A total of 322 questionnaires were systematically analyzed. Correlation Analysis 

between Perceived Usefulness and Behavioural intention shows .906** of the Pearson 

Correlation. Sig. (2-tailed) shows .000. It is obvious. The data shows a positive impact 

between the two. 

The results presented by the data are similar to those of Cai Huibin (2018). Perceived 

Usefulness have a positive impact on consumers' behavioral intentions. According to 

the survey, electronic payment has been well used and highly praised in China. 

Consumers believe that electronic payments can improve their efficiency. And reduce 

the time cost of doing things. 

 

H3: There is a significant influence of the factor Perceived usefulness on the 

customer attitude of online payment. 
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5.2.6 Perceived Easy to Use Factor and Attitude 

A total of 322 questionnaires were systematically analyzed. Correlation Analysis 

between Perceived Easy to Use and Behavioural intention shows .916** of the Pearson 

Correlation. Sig. (2-tailed) shows .000. It is obvious. The data shows a positive impact 

between the two. 

 

The results presented by the data are similar to those of Cai Huibin (2018). Perceived 

Easy to Use have a positive impact on consumers' behavioral intentions. Due to 

advances in technology, many people have difficulty in adapting and using existing 

technologies, but these problems are easily overcome in the field of electronic payment, 

as found in electronic payment research. Electronic payments are easy to learn and 

easy to operate. 

H4: There is a significant influence of the factor Perceived ease of use security on 

the customer attitude of online payment. 

 

5.2.7 Attitude Factor and Behavioural continual Intention 

A total of 322 questionnaires were systematically analyzed. Correlation Analysis 

between Attitude and Behavioural continual intention shows .917** of the Pearson 

Correlation. Sig. (2-tailed) shows .000. It is obvious. The data shows a positive impact 

between the two. 

 



 47 

The results presented by the data are similar to those of Li Xiangtao (2016). Attitude 

have a positive impact on consumers' behavioral intentions. Li Xiangtao (2016) stated 

that attitude is a prerequisite for behavioral intentions. In electronic payment, when 

people generate interest in electronic payment and an attitude of recognition, 

consumers will consider whether to include electronic payment in normal payment 

behavior. 

 

H5: There is a significant influence of the factor attitude on the customer 

behavioural continual intention of online payment. 

 
Table 5.1 

 
Summary of Hypothesis Testing 

 
Hypothesis Result 
H1 There is a significant influence of Security on 

Behavioural intention. 
Supported 

H2 There is a significant influence of convenience on 
behavioural intention. 

Supported 

H3 There is a significant influence of Perceived usefulness 
on Attitude. 

Supported 

H4 There is a significant influence of Perceived easy to use 
on Attitude. 

Supported 

H5 There is a significant influence of Attitude on 
Behavioral intention. 

Supported 

 

5.3 Research Implication 

This article explores the TAM model in the field of electronic payments. The results 

of the study are gratifying. In the field of electronic payment, the applicability of the 

TAM model is very high. It mainly includes five main factors: perceived usefulness, 
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perceived ease of use, convenience, security, and attitude. Among them, perceived 

usability and perceived ease of use and attitude are the most commonly used in the 

TAM model. Safety and convenience are the highlights of this study. In addition, this 

study analyzed the Chinese market. In this regard, the applicability of the TAM model 

in the Chinese market has been improved. 

 

Electronic payment is an emerging payment method. It is currently booming in China, 

But it has not been widely adopted in other countries of the world.The excellent 

experience of electronic payment methods has changed the daily life of users and is 

worthy of continuous use by users.This study examines the existing literature on 

electronic payments in China. This research will help more people in China or abroad 

understand the impact and benefits of electronic payments. 

 

This study provides the future direction of electronic payment. In this study, the key 

to electronic payment was perceived usability/perceive ease of use/convenience and 

security. Electronic payment service platform can achieve the goal of attracting 

consumers by improving these directions in the field of electronic payments. 

 

5.4 Limitation of the Study and Recommendation for Future Research 

First, the scope of the study is only one university in one region of China. This limits 

the applicability of the article to other regions. In the future research, the scope of the 

population will be improved. 
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In addition, the article uses the cross sectional method. This approach limits the study 

of the article on the development of electronic payments. So this is a limitation. Future 

time studies will measure multiple time points. 

 

In addition, the article uses a total of five variables. In fact, other variables can also be 

variables in this study. Future research will use more variables. 

 

Research methods also need to be improved. The method used in this study is non-

probability sampling, and the accuracy of non-probability sampling needs to be 

improved compared to probability sampling. Future research will select probabilistic 

sampling for testing. 

 

5.5 Conclusion 

The purpose of this study was to understand the motivation of users to reuse electronic 

payments. This study is the reason for the study of behavioural intention of online 

payment. This paper has set a certain research direction. Such as perceived availability, 

perceived ease of use, convenience, and security. This study explores whether these 

factors affect behavioural intention and the extent of impact. In conclusions and 

research hypotheses have been consistent. These factors have a positive impact on the 

behavioral intentions of electronic payments. 
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APPENDIX A  
QUESTIONNAIRE 

 
 

 
 
 

Factors Influence Users Adoption of  Electronic  Payment In 

JinZhong City, China 

影响晋中市用户采用电子支付的因素 

 
 

Dear respondents, 
The general purpose of this study was to examine factors that might affect the intention 
of mobile payments.  
Your response will be kept as strictly confidential and for the purpose of academic 
research only; the data from this research will be coded and reported only in the 
aggregate. Your cooperation and generosity in completing the attached questionnaire 
is very much welcomed in advance. Please do not hesitate to contact if you have 
queries about the questionnaire to 1403731359qq@sina.com 
Thank you for your time and kind cooperation. 
 
Cordially, 
Ren Haodong 
University Utara Malaysia, Sintok, Kedah 
 
尊敬的受访者， 

这项研究的一般目的是检查可能影响移动支付意向的因素。 
您的回复将保持严格保密，仅用于学术研究；本研究的数据将被编码和汇总。

对于您的配合慷慨填写问卷提前做出感谢。如果您有任何需要询问关于问卷地
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Section A: Security (安全) 
 

The following statement seeks to understand a number of aspects of mobile payment 
security. Please rate each of the following items to indicate the extent to which you 
agree or disagree with each statement. Use a response scale in. 1=strongly disagree, 
2=disagree, 3=neutral, 4=agree, 5=strongly agree. 
以下声明旨在了解移动支付安全的一些方面。请对以下每个项目进行评分，以

表明您同意或不同意每个陈述的程度。使用响应等级.1=非常不同意，2=不同意

，3 =中立，4 =同意，5 =非常同意。 
 

To what extend you agree or disagree that…… 
你多大程度同意或者不同意 

Strongly disagree                         

Strongly agree 

A1.I will pay online if the payment method is 
assured using a web assurance seal 
我会使用安全的网络进行电子支付。 

1     2      3      4      5 

A2.If the payment is safe, I prefer to use electronic 
payment. 
如果支付是安全的，我更倾向于使用电子支付 

1     2      3      4      5 

A3. China’s electronic payment has a high safety 
factor. 
中国的电子支付安全系数很高 

1     2      3      4      5 

A4.My history e-payment record is very successful 
在我的以往支付中，没有或者很少有不安全现

象发生。 
1     2      3      4      5 

 
 
 

Section B: convenience (方便) 
 
The following statement seeks to understand a number of aspects of mobile payment 
convenience. Please rate each of the following items to indicate the extent to which you 
agree or disagree with each statement. Use a response scale in. 1=strongly disagree, 
2=disagree, 3=neutral, 4=agree, 5=strongly agree. 
以下声明旨在了解移动支付方便性的一些方面。请对以下每个项目进行评分，

以表明您同意或不同意每个陈述的程度。使用响应等级.1=非常不同意，2=不同

意，3 =中立，4 =同意，5 =非常同意。 
 
In your experience with mobile payment to what 
extend do you agree that…… 
在你在使用移动支付的体验中，你多大程度同

意...... 

Strongly disagree                        
Strongly agree 

B1. Mobile payment is very convenient 
移动支付方便了我们的生活 1     2      3      4      5 
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B2. In some cases, Mobile payments do not require 
face-to-face transactions 
一些情况下，移动支付使我们不必面对面交易 

1     2      3      4      5 

B3. We can transfer money at any time 
我们可以在任何时间进行转账 1     2      3      4      5 

B4. We can transfer money in any place with 
internet 
我们可以在任何有网的地方进行转账 

1     2      3      4      5 

B5. Mobile payments have reduced the problems I 
encountered in collecting and paying (give changes, 
banknotes, waiting for payment, no cash, etc.) 
移动支付减少了我在收付款当中所遇到的问题

（找零，验钞，等待支付，未携带现金等） 

1     2      3      4      5 

 
 
 
Section C: Perceived usefulness (感知有用性)  
 
The following statement seeks to understand a number of aspects of mobile payment 
Perceived usefulness. Please rate each of the following items to indicate the extent to 
which you agree or disagree with each statement. Use a response scale in. 1=strongly 
disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree. 
以下声明旨在了解移动支付感知有用性的一些方面。请对以下每个项目进行评

分，以表明您同意或不同意每个陈述的程度。 使用响应等级.1 =非常不同意，2 
=不同意，3 =中立，4 =同意，5 =非常同意。 
 

To what extend you agree or disagree that…… 
你多大程度同意或者不同意.....    

Strongly disagree                       

Strongly agree 

C1. It saves my time and cost for using an e-
payment system 
使用电子支付节省了我的时间和成本 

1      2      3      4      5 

C2. The billing and transaction process are 
accurately handled 
电子支付在处理计费和显示交易流程当中是精

准的 

1      2      3      4      5 

C3. Speed of e-payment system flow is faster than 
traditional payment system 
电子支付系统相比于传统支付具有更高的效率 

1      2      3      4      5 

C4. I find that it is easier to conduct my financial 
transaction 
电子支付可以使我更容易的进行金融交易 

1      2      3      4      5 
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Section D: Perceived ease of use （感知易用性） 

 
The following statement seeks to understand a number of aspects of mobile payment 
Perceived ease of use. Please rate each of the following items to indicate the extent to 
which you agree or disagree with each statement. Use a response scale in. 1=strongly 
disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree. 
以下声明旨在了解移动支付感知易用性的一些方面。请对以下每个项目进行评

分，以表明您同意或不同意每个陈述的程度。 使用响应等级.1 =非常不同意，2 
=不同意，3 =中立，4 =同意，5 =非常同意。 
 

To what extend you agree or disagree that…… 
你多大程度同意或者不同意.....  

Strongly disagree                       

Strongly agree 

D1. The structure and contents of the mobile 
payment APP are easy to understand 
移动支付软件的界面和内容是清晰易懂的。 

1    2      3      4      5 

D2. Learning to use an e-payment is easy 
移动支付软件是易于学习的。 1    2      3      4      5 

D3. Most smartphones can support mobile payment 
apps 
大多数智能手机都可以支持移动支付APP 

1    2      3      4      5 

D4. The use of mobile payment app make it easy to 
check if payment has been completed 
电子支付APP可以轻松查阅是否已完成支付 

1    2      3      4      5 

D5. The use of mobile payment app make it easy to 
check the transfer amount 
电子支付APP可以轻松查阅转账金额 

1    2      3      4      5 

 
 

 
Section E: Attitude（态度） 
 
The following statement is intended to understand some aspects of the users attitude 
towards using mobile payments. Please rate each of the following items to indicate the 
extent to which you agree or disagree with each statement. Use a response scale in. 
1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree. 
以下声明旨在了解用户使用移动支付态度的一些方面。请对以下每个项目进行

评分，以表明您同意或不同意每个陈述的程度。使用响应等级.1=非常不同意，

2 =不同意，3 =中立，4 =同意，5 =非常同意。 
 
To what extend you agree or disagree that…… 
你多大程度同意或者不同意..... 

Strongly disagree                         

Strongly agree 

E1. An e-payment system is better than traditional 
payment channels 
电子支付的方式相比较传统支付更适用于现代

1    2      3      4      5 
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社会的需求 
E2. E-payment system is much more efficient than 
traditional payment channels 
电子支付相比如传统支付拥有更高的效率 

1    2      3      4      5 

E3. I will choose the trusted e-payment system to 
make transaction 
我会选择值得信赖的支付软件进行支付 

1    2      3      4      5 

E4. I feel that a user-friendly e-payment system will 
influence me to adopt the system 
我觉得一个人性化的电子支付系统会影响我采

用这个系统 

1    2      3      4      5 

E5. The comments of other people will influence my 
intention to use an e-payment system 
其他人的评论将会影响我对电子支付软件的意

向。 

1    2      3      4      5 

 
 
Section F: Behavioral continual intention 
 
The following statement is intended to understand some aspects of the users continued 
use of mobile payment intent. Please rate each of the following items to indicate the 
extent to which you agree or disagree with each statement. Use a response scale in. 
1=strongly disagree, 2=disagree, 3=neutral, 4=agree, 5=strongly agree. 
以下声明旨在了解用户持续使用移动支付意图的一些方面。请对以下每个项目

进行评分，以表明您同意或不同意每个陈述的程度。使用响应等级.1=非常不同

意，2 =不同意，3 =中立，4 =同意，5 =非常同意。 
 

To what extend you agree or disagree that…… 
你多大程度同意或者不同意..... 

Strongly disagree                         

Strongly agree 

F1. In general, it is useful to use electronic payment 
to purchase goods or services 
总体来说， 使用电子支付购买商品或服务， 很
有用 

1     2      3      4      5 

F2. The experience with electronic payments was 
better than I expected 
使用电子支付后的感受比我预期的要好 

1     2      3      4      5 

F3. The level of service provided by electronic 
payments was better than I expected 
电子支付提供的服务水平比我预期的要好 

1     2      3      4      5 

F4. I expect electronic payments to be able to do it. 
In general, electronic  payments have been done. 

1     2      3      4      5 
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我预期电子支付应该能做到的，总体上电子支付

都做到了 
F5. I am very satisfied with electronic payment.  
使用电子支付后， 我感到很满意 1     2      3      4      5 

 
 
 
 

Section G: Demographic information (个人背景资料) 
 
G1. Gender (性别) : 
 
Male (男性)             Female (女性) 
 
G2. Age (年龄): 
 
Below 20 years  (小于20岁)               21-25 years (21-25岁)                 
 
26-30 years (26-30岁)                   Above 31 years (大于31岁)          
 
G3. How often do you use mobile payment? (您使用移动支付的频率是？) 
 
Daily (每天)                   Weekly (每周)                    
 
Monthly(每月)                   Occasionally (偶尔) 
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