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The use of e-payment by young urban Chinese has grown exponentially in recent years. The purpose of 
this study is to investigate factors affecting individual usage of e-payments in a government-controlled 
market economy. The proposed research model was based on the technology acceptance model and was 
tested using regression analysis based on 325 college students in China. Results suggest that perceived 
benefit, self-efficacy, perceived quality, age and gender are significant predictors of e-payment usage and 
the percent of respondents’ personal monthly spend. The result provides practical implications for firms 
for promoting e-payment services in developed markets. 
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INTRODUCTION 

During the last two decades there has been an exponential growth in the use of the internet and online 
business transactions, otherwise known as e-commerce. This growth has had a profound impact on the 
way business is done around the world (Herhausen et al., 2015) and has in turn created the need for new 
financial payment platforms through which monies can be transferred electronically (Teoh et al, 2013). 
These platforms, collectively known as e-payment, enable users to transfer funds and personal 
information in a safe and secure manner thereby enabling users to complete transactions when and where 
they want (Sumanjeet, 2009).   

The widespread availability of the Internet and the digitalization of payment processes has also led to 
the development of a variety of e-payment options such as credit and debit cards, digital and mobile 
wallets, electronic cash, contactless payment methods which are necessary for e-commerce to exist. 
Consequently, the importance of e-payment cannot be overstated as demonstrated by a recent Juniper 
Research Report (2018) which suggests that online sales of physical goods will account for $3.8 trillion or 
13% of global retail sales by 2020.  This report was supported by a 2015 Statista study which forecasted 
the value of global mobile payment in 2017 to be about $721 billion. The availability of e-payment and 
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mobile payment systems have benefitted consumers and merchants alike due to their convenience and 
speed (Pham and Ho, 2015; Teo et al., 2015; Oliveira et al., 2016).   

The growth of e-payment has been largely driven by two technological advances.  The first and most 
important is the ability to securely digitize online transactions so that business can be safely conducted in 
countries that may lack strong legal infrastructures (Aslam et al, 2017).  The second technological 
advancement that has driven the growth of e-payment is the increased popularity and use of mobile 
computing devices such as smart phones and tablets which enable customers to conduct business when 
and where it is convenient for them (Arif, et al 2016).  

A review of the extant literature reveals a significant body of research in this area.  Some of the more 
commonly studied aspects of e-payment include but are not limited to: customer adoption of e-payment 
(Lorenzo-Romero et al., 2011; Ozkan et al., 2010), customers’ intention to use (Chin and Ahmad 2015; 
He et al., 2006; Wang et al., 2003), customer perceptions of e-payment in general (Liao et al., 2012), 
customer convenience (Azmi et al., 2016; Chin and Ahmad, 2015) in addition to actual and intended 
usage behavior (Chan and Lu, 2004).   

Other studies have focused on the factors which are believed to influence the adoption of e-payment 
systems.  Some of the determinants which are believed to influence the adoption of e-payment include: 
the perceived benefits of e-payment (Teoh et al., 2013), ease of use (Chin and Ahmad, 2015; Teoh et al., 
2013; Lin and Nguyen, 2011), perceived quality (Davis, 1989), perceived system security (Chaudhry et 
al., 2016; Tella and Abdulmumin 2015; Antoniou and Batten, 2011), user trust in e-payment systems 
(Teoh et al., 2013; Antoniou and Batten, 2011; Ozkan et al., 2010; Travica et al., 2007); and to a lesser 
degree perceptions of self-efficacy (Teoh et al., 2013).  Overall, these studies appear to suggest that 
customer perceptions of the benefit that they receive, perceived ease of use on the e-payment systems, the 
customers’ perception on trust and the security of the system, the customers’ self-efficacy, and the 
perceived quality of the e-payment system are important factors influencing the adoption, use and usage 
rate of e-payment.   

Unfortunately, few studies, to date, have attempted to study these factors in a single setting outside 
the United States (Haque et al., 2009; Ozkan et al., 2010; Teoh et al., 2013). The authors extend this 
research to include subjective norms and relate them to usage of e-payment. Specifically, whether 
consumers use e-payment systems, how frequently they use e-payment, how much money the respondent 
spends each month using e-payment platforms and the percent of their monthly spend using e-payment 
were selected as dependent variables while controlling for age, education, gender and the respondents’ 
working status.  Data for this study was collected via a convenience sample of college students in urban 
China.  This sample population was selected because it is both important and interesting to study these 
factors in a controlled market country like China due to its sheer size and economic power.  College 
students were chosen in the belief that they would be more technologically savvy than older respondents 
and because they represent the potential for future usage rather than past. 

The rest of the paper is organized as follows.  In the next section the literature review contains a 
definition of e-payment, a historical review of the theoretical foundation of the study based on the 
evolution of the technology acceptance model (TAM), a review of study constructs and the hypotheses 
that will be tested.  The study methodology along with study results are then presented.  The paper 
concludes with managerial implications, study limitations, implications for future research and 
conclusions.  This paper contributes to the literature by being one of a limited number that study e-
payment usage in present day urban China.   
 
LITERATURE REVIEW 
 
E-payment Defined 

The origins of e-payment or mobile payment can be traced to the late 1950s in the United States 
where an increasingly mobile society found the need to pay for goods or services in ways that did not rely 
on the use of cash or checks (Wróbel-Konior, 2017).  As technology improved this process evolved into 
e-payment or commerce as we know it and involves the sale of goods and services via electronic devices, 
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without time or space limitations (Kim et al., 2010; Au and Kauffman, 2008; Mallat, 2007).  The ultimate 
premise of e-payment systems is to link customers, merchants, banks or financial institutions, payment 
service providers, security and authentication providers and internet providers electronically in a single 
unified secure network (Dahlberg et al., 2008; Jeffus et al., 2015).   

Definitions for e-payment have changed greatly since its inception.  For example, Shon and Swatman 
(1998) broadly defined e-payment as the exchange of funds transmitted via an electronic communication 
channel as part of the exchange process. Gans and Scheelings (1999) defined e-payment more narrowly as 
payments made through electronic signals linked directly to deposit or credit accounts.  Later, Hord 
(2005) suggested that e-payment represents any kind of non-cash payment that does not involve cash or a 
paper check.  Other authors such as Au and Kauffman (2008) focus on the transaction process and define 
it as an electronic device utilized to initiate, authorize, and confirm a commercial transaction.  Hayashi 
(2015) defines e-payment as a payment system which is the set of functions, processes, rules, devices, 
technologies, and standards that enables its users to make a payment.  Based on these definitions this 
study adopts a broader definition of e-payment as the transfer of funds electronically from a payer to 
payee through an e-payment platform which enables customers to remotely access and manage their 
financial transactions through an electronic network (Sumanjett, 2009; Teoh et al., 2013). 
 
Theoretical Background 

E-payment research has historically drawn on the factors believed to influence user acceptance 
(Zmijewska et al., 2004; Dahlberg et al., 2015).  The theoretical foundation of e-payment research is 
therefore largely based on the work of Fishbein and Ajzen (1975) who proposed the Theory of Reasoned 
Action (TRA).  The Theory of Reasoned Action is based on the progression of beliefs-attitudes-intension-
behavior.  In TRA, the attitude towards a given behavior and the consumer’s subjective norm (consumers’ 
perceptions associated with the impact that others have on their decision process) are two important 
explanatory variables for intention (Ajzen and Fishbein 1980; Liébana-Cabanillas et al., 2014).  Later 
Ajzen (1991) extended TRA and proposed the Theory of Planned Behavior (TPB) which posits that 
specific beliefs impact behavioral perceptions and actual behaviors (Liébana-Cabanillas et al., 2014). 

The theory of planned behavior was itself revised and became the Technology Acceptance Model 
(TAM) (Davis et al., 1989; Davis, 1989).  The Technology Acceptance Model is both trusted and widely 
accepted as the theoretical foundation necessary for studies involving technology acceptance behavior 
(Davis et al., 1989; Davis, 1989; Lymperopoulos and Chaniotakis, 2005).  TAM and its various revisions 
(TAM 2 and TAM 3) provide important theoretical support for studies on technology and innovation 
acceptance (Venkatesh and Davis, 2000; Venkatesh and Bala, 2008; and Renaud and Biljon, 2008).  
Therefore, this study adopts the Technology Acceptance Model as its theoretical foundation.  The 
following section draws on the Technology Acceptance Model in order to provide support for the 
research hypotheses.   
 
Hypothesis Development 
Perceived Benefit 

In developing the research hypotheses this work draws upon the extant literature. For example, Davis 
(1989) reported that a user’s overall attitude toward a specific information technology (IT) and its 
application is a major factor determining whether an individual uses that system.  Later Özkan et al., 
(2010) found that factors such as Benefit, Ease of Use, Perceived Quality, Security, Self-Efficacy and 
Trust are important predictors technology adoption.  Teoh et al., (2013) proposed a five construct model 
(Benefits, Trust, Self-Efficacy, Ease of Use, and Security) of consumers’ perceptions towards e-payment.  
Teoh’s model differed from past research by replacing the widely accepted perceived usefulness construct 
with perceived benefit.  This change was made because e-payment systems benefit consumers through 
their convenience and lower transaction costs.  This change was supported by Chou et al., (2004) and 
Eastin (2002) who identified perceived benefit as a significant driver of e-payment system adoption.  
More specifically, Gerrard and Cunningham (2003) found perceived economic benefits, i.e., of fixed costs 
and transaction costs, were crucial in adopting e-payment.  If users and merchants can enjoy a low cost to 
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their transactions, they are more likely to use e-payment system (Gerrard and Cunningham 2003; Sonia 
San-Martin et al., 2012; San-Martin and Lopez-Calalan, 2013).  
 
H1a: Perceived Benefit is positively related to whether a respondent uses the e-payment. 
 
H1b: Perceived Benefit is positively related to how much money an individual spends each month via e-
payment. 
 
H1c: Perceived Benefit is positively related to how frequently an individual uses e-payment. 
 
H1d: Perceived Benefit is positively related to higher percentages of monthly spend using e-payment. 
 
Ease of Use 

Perceived ease of use (PEOU) can be defined as “the degree to which a person believes that using a 
particular system would be free of effort” (Davis, 1989).  Flavian et al., (2006) argue that if consumers 
believe that a computer system is easy to use they are more likely to use it do to the reduced likelihood of 
errors.  Other researchers such as Bakos (1997) reported that customers perceive a reduction in search 
costs if the system is easy to use.  Consequently, perceived ease of use has been repeatedly tested and 
found to be statistically significant in many e-payment, e-banking and e-commerce adoption studies (Su 
et al., 2012; Schierz et al., 2010; Kim, 2010; Pikkarainen et al., 2004). Thus, the following research 
hypotheses are proposed. 
 
H2a: Perceived Ease of Use is positively related to whether a respondent uses the e-payment. 
 
H2b: Perceived Ease of Use is positively related to how much money an individual spends each month 
via e-payment. 
 
H2c: Perceived Ease of Use is positively related to how frequently an individual uses e-payment. 
 
H2d: Perceived Ease of Use is positively related to higher percentages of monthly spend using e-
payment. 
 
Perceived Quality 

Perceived quality has been variously defined as the degree to which a person believes that using a 
particular system will require little effort on their part and that it will enable them to complete their 
intended task more effectively (Dastan and Gurler, 2016; Chin and Ahmad, 2015.  Consequently, 
perceptions of the e-payment system quality has been identified one of the important constructs that affect 
usage of e-payment and e-banking systems (Pikkarainen, et al., 2004; Ives et al., 1983).  Past research has 
also found that when users perceive an e-payment system to be easy to learn, operate and manage they are 
also more likely to perceive it to be of better quality.  Increased perceptions of quality have also been 
linked to increased satisfaction and perceptions of reductions in the risk associated with mobile 
transactions mobile transactions as perceptions of quality increase (Liao et al., 2012; Zhou, 2011; 
Lorenzo-Romero et al., 2011). Thus, the following hypotheses are provided. 
 
H3a: Perceived Quality is positively related to whether an individual uses e-payment. 
 
H3b: Perceived Quality is positively related to how much money an individual spends each month via e-
payment. 
 
H3c: Perceived Quality is positively related to how frequently an individual uses e-payment. 
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H3d: Perceived Quality is positively related to higher percentages of monthly spend using e-payment. 
 
Security 

Using e-payment requires the ability to use digital devices and access to reliable Internet access (Teoh 
et al, 2013).  However, some consumers (e.g. older and less educated) are reluctant to use e-payment 
systems due to security and privacy concerns (Raja, 2008).  The purpose of online security is to guarantee 
the integrity and privacy of personal and financial information through a set of procedures and programs 
(Tsiakis and Sthephanides, 2005).  In e-payment or Internet context, security refers to perceptions of 
secure payment means and mechanisms and the storage and transmission of said information (Lim et al., 
2006).  Kobsa, (2001 and 2002) found that users are increasingly demanding that the data collected and 
processed by e-payment systems are secure.  Substantial research in the field of e-payment and e-banking 
also suggests that online security is a significant factor which affects whether consumers adoption these 
technologies (Kobsa, 2001, 2002; Abrazhevich, 2004). 
 
H4a: Perceived Security is positively related to whether an individual uses e-payment. 
 
H4b: Perceived Security is positively related to how much money an individual spends each month via e-
payment. 
 
H4c: Perceived Security is positively related to how frequently an individual uses e-payment. 
 
H4d: Perceived Security is positively related to higher percentages of monthly spend using e-payment. 
 
Self-efficacy 

Self-efficacy has been variously defined as the belief in one’s ability to successfully perform a given 
task based on their perceived level of skill (Eastin, 2002; Davis, 1989).  For the purpose of this study self-
efficacy refers to one’s belief in their personal mastery of a technology (Bandura, 1986).  Past research 
suggests that personal beliefs of self-efficacy are based on four criteria: past experience (failure vs. 
success), verbal persuasion (from significant others), vicarious experience (observations of others 
successes and failures) and the individual’s affective or emotional state (anxiety, excitement, etc.) (Teoh 
et al., 2013; Wang et al., 2003).  As a result, those who possess or perceive that they have higher levels of 
self-efficacy, in regards to technology, are more likely to adopt e-payment systems (Chan et al., 2004; 
Wang and Li, 2011).  Thus, based on the empirical and theoretical research the following hypotheses are 
offered. 
 
H5a: Perceptions of self-efficacy (SE) are positively related to how much money an individual spends 
each month via e-payment. 
 
H5b: Perceptions of self-efficacy (SE) are positively related to whether an individual uses e-payment. 
 
H5c: Perceptions of self-efficacy (SE) are positively related to how frequently an individual uses e-
payment. 
 
H5d: Perceptions of self-efficacy (SE) are positively related to higher percentages of monthly spend using 
e-payment. 
 
Trust 

For the purpose of this study trust is seen as an important catalyst in consumers’ perceptions of the 
degree of risk (personal, financial, transactional, etc.) involved in online financial transactions, with lower 
perceptions of risk being positively related toward the intention to adopt e-payment systems (Xin et al., 
2015; Teoh et al, 2013; Wang et al., 2003).  Past research has found trust to be an important predictor of 
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consumers’ willingness to adopt e-commerce transactions or engage in online exchanges (Friedman et al., 
2000; Jarvenpaa et al., 2000, Gefen, 2000, 2003; Hoffman et al., 1999; Wang et al., 2003).  Consequently, 
customers’ trust in and willingness to adopt and use e-payment is predicated on the perceived level of 
security of the system which prevents online transaction participants from acting in an opportunistic 
manner (Sahin and Kitapci, 2013; Geffen, 2000).  Based on this discussion the following hypothesis are 
presented. 
 
H6a: Perceptions of trust are positively related to how much money an individual spends each month via 
e-payment. 
 
H6b: Perceptions of trust are positively related to whether an individual uses e-payment. 
 
H6c: Perceptions of trust are positively related to how frequently an individual uses e-payment. 
 
H6d: Perceptions of trust are positively related to higher percentages of monthly spend using e-payment. 
 
RESEARCH METHODOLOGY 
 
Survey Instrument 

This study targeted 315 respondents from urban China.  Respondents were selected based on a 
convenience sample and asked to fill out the online survey which was hosted on Qualtrics. The constructs 
and scales used in this were selected based on a review of the literature.  All of the selected scales 
possessed adequate reliability and validity and were translated from English to Chinese using the standard 
translation back translation process by native speaking college students and professors.  The results of this 
study were confirmed by two native speaking Chinese professors that had not participated in the 
translation process.  This process demonstrated that only minor revisions were required prior to pretesting 
the survey instrument.  The survey instrument was then pretested with another group of native speaking 
college students.  This process indicated that no additional changes were required. 

The survey instrument was comprised of three sections.  Section 1 contained the constructs of interest 
which are generally based on the work of Teoh et al, (2013).  Some minor changes to wording were 
deemed necessary to enhance clarity.  The most significant departure from the Teoh et al, (2013) study is 
that ours was based on a 5-point Likert scale rather than the 4-point scale that they used.  Section I 
contained a total of 19 items.  Section II contained questions related to whether the respondent used e-
payment and the amount of money that the respondents typically spend each month using e-payment.  
Section III contained questions related to the respondents’ demographics (e.g., age, gender, education 
level and employment status). 
 
Respondent Demographics 

Table 1 shows the demographic profiles of study respondents.  The split between male and female 
respondents was 197 to 118 with an additional 11 missing responses which were dropped from the 
survey.  This finding was consistent with expectation due to the current ratio of males to females in this 
age group.  Study results also indicated that 87% were under the age of 25.  These findings were 
reasonably consistent with expectation as younger people are more likely to utilize technology than older 
people. 
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TABLE 1 
Descriptive STATISTICS FOR DEMOGRAPHIC VARIABLES 

 
Variables Frequencies Percentage Mean* S.D. 

Gender   .37 .48 
  Male 197 62.5%   

  Female 118 37.5%   
  Total 315 100.0%   

     
Age   20.32 4.03 

  19 and under 158 50.2%   
  20-24 116 36.8%   
  25-29 30 9.5%   
  30-39 11 3.5%   
  Total 315 100.0%   

*Gender was coded as Female= 1 and Male= 0; Age was originally coded by a continuous number.  
 
Scale Validity and Reliability  

Construct validity was assessed based on the Bartlett test of sphericity.  This portion of the analysis 
indicated that the results were significant at the .000 level with the Chi Square of 2292.63 and 325 
degrees of freedom even though the Kaiser-Meyer-Olkin measure of sampling adequacy was .821 which 
is slightly above the desired  .60.  The results of this portion of the analysis indicate that the data are 
suitable for factor analysis.  A factor analysis was then conducted.  The results of this analysis indicated 
the presence of only four of the six proposed factors.  However, total variance explained was found to be 
53.239.   

The scale’s reliabilities were then assessed based on Cronbach’s Alphas.  This portion of the analysis 
indicated that four of the six scales exceeded the .70 minimum cutoff recommended by Nunnally (1978).  
The two offending constructs (Benefit and Security) were therefore dropped from the study.  Based on 
these combined analyses the survey instrument was deemed to be both valid and reliable.   
 

TABLE 2 
CRONBACH ALPHAS, MEANS, AND STANDARD DEVIATIONS 

FOR INDEPENDENT VARIABLES 
 

 Number of Items Cronbach’s Alpha Mean Standard 
Deviation 

Ease of Use 5 .71 4.24 .80 
Perceived Quality 4 .70 3.89 .95 
Self-efficacy 5 .76 3.60 1.05 
Trust 4 .72 2.92 1.13 
Benefit 3 .66 4.59 .75 
Security 5 .52 3.84 .81 

 
Table 2, contains other important findings.  For example, ease of use was found to have the highest 

mean score 4.24 (in a Liker-scale of 1-5) among the four remaining constructs.  The second important 
construct is perceived quality (3.89).  This finding would therefore appear to imply that in China it is very 
important that e-payment systems have good quality and are easy to use so users perceive that they are of 
greater benefit to them. Interestingly, self-assessed self-efficacy was found to have relatively moderate 
mean of 3.60 while the mean of trust was found to be slightly below the 3.0 median score with a mean of 
2.92 which was inconsistent with past research. 
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In terms of how much money respondents spend each month using an e-payment platform, this study 
found that 96.3 percent of respondents spend between 100 and 3000 yuan each month with six missing 
respondents.  The second dependent variable is whether you use an e-payment system.  The respondents 
would choose between 1 (yes) or 0 (no). It is found that 97.9 percent of respondents answered yes. This 
finding would then appear to indicate that the use of e-payment is well established among college students 
in China.   
 
Multicollinearity 

Multicollinearity was assessed using the correlation matrix based on the recommendations set forth 
by Hair et al., (1998).  This portion of the analysis indicates that while there are significant positive 
relationships between the independent variables none of the coefficients exceed the .90 recommended 
cutoff indicating that the effects of multi-collinearity have been minimized.   
 

TABLE 3 
MEAN, STANDARD DEVIATION, AND PEARSON CORRELATION METRICS (N=308) 

 
 Mean S.D. 1 2 3 4 5 6 7 8 9 

1. Gender .37 0.49 1.00         
2. Age 20.32 4.05 -.145* 1.00        
3. EU 4.24 0.80 -0.08 .190** 1.00       
4. PQ 3.88 0.95 0.09 0.03 .450** 1.00      
5. SE 3.55 1.07 0.09 -0.10 .233** .309** 1.00     
6. Trust 2.89 1.13 .129* -0.09 .260** .387** .295** 1.00    
7. Ever_Use 0.98 0.13 0.06 -0.09 -0.10 0.01 -0.07 -.156** 1.00   
8. Freq_W 8.29 12.16 0.06 0.00 0.10 .131* 0.07 0.03 .173** 1.00  
9. Expen_M 2.00 0.86 0.02 .247** 0.07 0.04 0.02 0.05 0.00 .371** 1.00 
10. %_Usage 48.39 28.56 -.189** .209** 0.09 -0.05 -.129* -0.08 -0.07 .337** .512** 
Note: * and **: Levels of significance at 0.05 and 0.01, respectively (two-tailed) 
 

According to the correlation matrix, it is found that respondents were typically younger males who 
trust e-payment systems more (significant at the .05 level).  Younger males were also found to find e-
payment systems easier to use and consequently tended to use them more both in terms of monthly 
expenditure and percent usage.  Ease of use was found to be significantly related to higher perceptions of 
perceived quality, trust and self-efficacy at the .01 level.  This finding met with expectation as systems 
that are easier to use are generally perceived to be of higher quality, they lead to higher levels of trust 
because users are comfortable with them and because the user feels good about their ability to master the 
system easily.  Perceptions of quality were not surprisingly then found to correlate with increased levels 
of trust, self-efficacy and frequency of use.  The final finding of interest that met with expectation is that 
increased frequency of use was correlated with increased total expenditure and percent of monthly 
expenditure at that .01 level. Interestingly, the majority (3/24) of the research hypotheses yielded results 
that were contrary to expectation.  A summary of the hypotheses tests are provided in table 4. 
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TABLE 4 
THE SUMMARY TABLE OF HYPOTHESIS TESTING 

EU PQ SE Trust 
Ever_Use N.S. N.S. N.S. Sig. at 0.01 
Freq_W N.S. Sig. at 0.05 N.S. N.S. 
Expen_M N.S. N.S. N.S. N.S. 
%_Usage N.S. N.S. Sig at 0.05 N.S. 

Regression Analysis 
In the following section, results of multiple regression are presented (see Table 5).  The model for 

Ever Use was statistically significant at the .01 level and had an R2 of .062.  Trust was most significant in 
this model as indicated by the t value of 3.292**.  The model for Total Monthly Expenditure was also 
found to be statistically non-significant although age was found to be an important contributor to this 
model as indicated by the significant t value of 2.159*.  The model for percent of monthly expenditures 
paid using e-payment was found to be significant at the .000 level.  This model also indicated that 
younger males are the heaviest users of e-payment systems as indicated by their significant t values (-
2.544 and 2.642 respectively). 

TABLE 5 
REGRESSION ANALYSIS 

Ever Use Freq_W Expen_M %_Usage 
B t B t B t B t 

(Constant) 0.849 14.561** -1.238 -0.234 -1294.234 -1.328 31.598 2.609** 
Gender -0.023 -1.462 1.666 1.147 393.523 1.466 -8.472 -2.54**
Age 0.002 1.216 -0.003 -0.015 69.772 2.159* 1.067 2.642** 
EU 0.018 1.655 0.899 0.895 -76.115 -0.413 4.046 1.767 
PQ -0.015 -1.621 1.176 1.359 110.826 0.701 -1.593 -0.805
SE 0.001 0.141 0.454 0.647 131.136 1.025 -2.925 -1.818
Trust 0.024 3.292** -0.355 -0.526 160.831 1.290 -0.784 -0.500

R-SQ 0.062 0.023 0.038 0.089 
F 3.364 1.212 2.024 4.950 
Sig  0.003 0.300 0.062 0.000 

Note: * Level of significance at 0.05 and ** at 0.01 

DISCUSSION 

Overall, this study achieved its stated objectives through the use of a valid and reliable survey 
instrument which utilized subjective norms. Unfortunately, most of the stated hypotheses between 
subjective norms and e-payment activities were not supported.  These contrary to expected findings 
suggest that e-payment users in China are motivated largely by factors other than those identified in the 
literature.  Study results do provide important insights into the overall e-payment construct as it is 
currently used in mainland China. 

One very interesting finding stemming from this study is the fact that 97.9 percent of respondents 
reported using e-payment and that many were younger males.  While this finding was significant at the 
.01 level and trust was significant based on its .3292 t value, the low R2 (.062) was rather nonetheless 
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surprising.  The second research model based on the frequency of e-payment use produced non-
significant results in every regard contrary to past research and expectation.  The research model using 
total monthly expenditure was also found to produce non-significant results contrary to expectation and 
the fact that the t value for age was significant 2.159.  Interestingly, study findings regarding percent of 
monthly expenditure met with expectation and was significant at the .000 level with younger males being 
the heaviest users of e-payment systems.   

Overall the results of this study were contrary to expectation with only 3 of the 24 hypotheses being 
supported despite the use of multiple methods of analysis.  This finding was not expected given the 
support for the use of these constructs in the e-payment literature.  Consequently, these findings suggest 
that there have been profound changes in China which are currently driving the increased use of e-
payment such as government support for e-payment as a potential means of reducing corruption.  
 
CONCLUSIONS AND IMPLICATIONS 
 

This study examines the subjective norms which influence Chinese consumers’ perceptions and use 
of e-payment.  Study results indicate that while 97.9 percent of respondents report using e-payment, the 
heaviest are younger males.   One of the key findings that came as a surprise to the authors was that 
neither benefit nor security were significant and had to be dropped from the research analysis.  The lack 
of significance of the research findings also suggest that other measures of e-payment should be 
considered in future studies.   
 
Theoretical Implications 

This study provides a step in addressing the lack of e-payment research that addresses subjective 
norms, i.e., perceptions of ease of use, perceived quality, trust in e-payment systems and self-efficacy.  
Study findings support the need for ongoing research in this area given the differences that were found 
between Teoh et al’s, (2013) study of technology adoption theory in Malaysia and ours which are 
culturally more closely related than either of these two countries are to the United States or Europe.  
These differences would then appear to indicate the need to expand the theoretical basis to consider 
cultural differences or the country’s level of economic development as suggested by Nadler (2002). 
 
Managerial Implications 

This study provides two important implications for managers seeking to do business in China.  First, 
particular attention needs to be paid to making sure that online platforms are easy to use and that they are 
perceived to be of high quality so that users are able to develop trust in the system. The second 
implication of managerial note is that managers need to focus their efforts on younger males who are 
currently the predominant users of e-payment in China.  Together these finding provide important 
guidance to managers seeking to do business in countries with strict government controls such as China. 
 
Limitations and Future Research 

This study like all others suffers from two primary limitations.  These limitations include the use of a 
convenience sample in an urban area and its snapshot approach.  The heavy use of sample data obtained 
from an urban setting makes generalizability to rural areas questionable but given the sheer mass of the 
population in urban areas compared to rural areas this shortcoming was not deemed overly critical.  The 
second shortcoming underlying this study, the snapshot approach, suggests the need for additional 
research in this area given the unexpected research findings produced by this study. 

The results of this study also provide important implications for future research.  These potential 
research topics include but are not limited to the need to study the use of e-payment systems while 
controlling for variables such as national culture and the level of economic development.  A second 
potential research stream will ideally look at how this study’s findings change based on the country’s 
political structure and how its relationships with trading partners impact the use of e-payment systems. 
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Finally, study findings suggest the need for future research to identify other constructs which may have an 
even greater impact on customers’ willingness to adopt e-payment systems. 
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