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Abstract 
As it is impossible for consumers to conduct a face-to-face transaction in online shopping, both buyers and 
sellers would mistrust each other and lack a sense of security. To address this problem, people have gradually 
paid heed to the third-party payment. Targeting at the third-party payment, this study probed into the effects of 
consumers’ perceived risk and benefit of the third-party payment system, social impact and personal 
involvement in the Internet on the attitude towards the third-party payment system, perceived value and use 
intention. Moreover, a relational model was established, and the differences between those who had used the 
third-party payment and those who hadn’t were explored. In this study, the convenience sampling was adopted to 
retrieve 761 valid questionnaire copies. The respondents were divided into two groups according to the 
experience in using the third-party payment: one had used the third-party payment and the other hadn’t. Then, 
the two groups were compared. The findings showed that there was significant difference between the two 
groups in three relational paths: (1) for the online shoppers who had used the third-party payment, perceived 
benefit had stronger influence on use attitude; (2) for the online shoppers who had never used the third-party 
payment, attitude had greater impact on the use intention of the third-party payment; (3) for the online shoppers 
who had used the third-party payment, perceived value had more significant effect on the use intention of the 
third-party payment. The research results also demonstrated that there was some difference in behavioral model 
between the two groups. These findings can be taken as reference information for the third-party payment 
enterprises to make strategies. 
Keywords: Third-Party Payment, perceived risk, perceived benefit, social influence, network involvement, 
perceived value, attitude, use intention 
1. Introduction 
In recent years, the Internet has been continually and rapidly developed, as Naisbit (1984) put it, computer 
technology is to the information era what mechanization is to the industrial revolution. Thanks to the convenient 
access to the Internet, most of the Taiwanese population has become Internet users. The way people receive 
information has becoming increasingly diverse and faster, and the combination of technological advancement 
and delivery service has contributed to the prevalence of electronic business. These factors have changed 
consumer behaviors. There was a great year-by-year growth in the Taiwanese online shopping market. According 
to the Market Intelligence & Consulting Institute survey on the mobile shopping among Taiwanese people, the 
online shopping rate in Taiwan has exceeded 85% (Market Intelligence & Consulting Institute, 2016) as a whole. 
Therefore, online shopping has been popular among consumers for long. 
Due to the development of the Internet and scientific technologies, there has been a trend of cooperation between 
the financial service industry and the technological industry in recent years. The integration of finance and 
technology has led to the coined word – Fintech, which is the best example of industrial reform. The most 
dramatic change is the brand-new operation model and the innovative payment. Such change has also 
accelerated the development of electronic and mobile business. The most frequently-used payment methods for 
online shopping include the payment on delivery, the ATM transfer, the payment and pickup in supermarket, and 
the credit card. In addition, there is another payment model – the third-party payment, which emerged in 
response to the heated wave of online shopping and serves as an option for consumers. The transaction models 



ijbm.ccsenet.org International Journal of Business and Management Vol. 13, No. 7; 2018 

108 
 

featuring the third-party payment have been used in Europe, the US and Mainland China for long. In contrast, 
the Taiwanese consumers didn’t become aware of the third-party payment system until the rising of Taobao and 
the emergence of the third-party payment in many online shopping websites in Taiwan in recent years. Before 
that, such payment was not well received because it was considered as underdeveloped and thought to cause 
legal problems (Financial Supervisory Commission, 2016). The so-called third-party payment is often used for 
online shopping. With its cash flow controlled by an impartial and trustworthy third-party platform, it serves as 
an online service transaction platform which provides safe and fast payment services for both buyers and sellers 
and reflects the application of Fintech (Kettler, 2017). In an online transaction, buyers would not directly give 
money to sellers but to the middleman – the third-party payment system, so that buyers would pay for goods and 
sellers sell goods without worries (Cao, Huang, & Chai, 2017). Compared with credit card payment and 
bank-based transfer, the third-party payment is a more convenient transaction model with guarantee. It has been 
applied to electronic business and mobile payment (Institute for Information Industry, 2015). 
The third-party payment is value because it can fill the trust gap between buyers and sellers and facilitate 
transaction. Such service becomes even more valuable when the risk of transaction between the two is high. 
Today, the Internet has been frequently utilized, but a survey on the use of wireless network in Taiwan showed 
that people were highly worried about the privacy of surfing the Internet with mobile devices. One has to offer 
basic personal information and the information about credit card to use the third-party payment, and it is obvious 
that consumers are still hesitant to accept the payment (TWNIC, 2016). Privacy, financial safety and trust are all 
related to consumers’ intention of using a third-party payment system. Hence, the effect of network security on 
the third-party payment is more worthy of discussion. 
Lieberman and Stashevsky (2002) believed that consumers would be influenced by benefit and risk in online 
shopping. Bauer (1960) argued that any consumer behavior might lead to uncertain or unexpected results, so 
consumers often had to decide which payment was the least risky to reduce uncertainties. Consumers worry that 
their personal information may be leaked and their financial information may be stolen. According to Luo (2002), 
enhancing consumers’ trust in the Internet could effectively reduce consumers’ worry about the leakage of 
personal information and might strengthen their intention of online shopping. So and Sculli (2002) also noticed 
that stronger trust could curtail consumers’ doubt. Apart from risk, online shoppers also attach importance to 
benefits. Time saving and convenient use are among the most important benefits (Rohm & Swaminathan, 2004). 
It can be seen that consumers are still worried about the hidden risks in the third-party payment and that benefit 
also influences their use intention. These are the two issues that must be analyzed. 
On top of risk and benefit, social influence and network involvement are also the factors that cannot be ignored. 
Social influence can be divided into two types – normative influence and informational influence. The former 
means that one would not confirm the accuracy of information and then accept all the information that is 
presented, so as to meet others’ expectation and win other’s acceptance. The latter indicates that one believes that 
the information provided by others is accurate and then accepts it (Deutsch & Gerard, 1995). Zaichkowsky (1985) 
pointed it out that involvement indicated that different personal views would lead to different degrees of 
emphasis on products and that different understanding of products would influence use intention. For that reason, 
consumers’ involvement in products would influence their use motivation. Therefore, social influence and 
network involvement are also essential for the intention and behavior of using the third-party payment. These are 
also the issues to be discussed in this study. 
According to what has been mentioned above, perceived risk, perceived benefit, social influence and network 
involvement are the issues that must be explored to understand the intention of using the third-party payment. 
However, most of the existing academic papers on the third-party payment focus on perceived risk which 
includes security, trust, convenience and privacy. Despite that many studies have been directed at perceived 
usability and perceived ease of use in recent years, few studies have been done on such factors as social 
influence, network involvement and perceived benefit. Hence, this study aims to find out if the above four 
factors have any effect on the intention of using the third-party payment. Taking the perceived risk, perceived 
benefit, social influence and consumers’ network involvement of the third-party payment as the independent 
variables, this study probed into consumers’ intention of using the third-party payment, with the hope of 
providing reference information for relevant enterprises to plan the strategies for the third-party payment. 
To find out if consumers had the intention of using a new kind of payment, this study compared the group which 
had used the third-party payment with that which hadn’t, so as to figure out consumers’ attitudes towards the 
payment system and different groups’ intention of using third-party payment system. 
First, this study collected relevant academic papers and theories as the basis of the research structure. Then, the 
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questionnaire analysis was conducted to explore the effects of perceived risk, perceived benefit, social influence 
and network involvement on the perceived value, attitude, intention and actual use of the third-party payment. 
The population of sampling was the consumers aged over 15 who had experienced online shopping in Taiwan. 
2. Literature Review 
2.1 Perceived Risk 
The concept of perceived risk was first proposed in the studies on psychology, and it represents a sense of 
psychological uncertainty. Bauer (1960) pointed it out that consumers would perceive an unexpected sense of 
uncertainty; hence, their behaviors might lead to displeasure caused by dissatisfaction. It is impossible for 
consumers to predict results in the purchase of products or services. In face of an uncertain situation, they would 
feel the so-called perceived risk. Therefore, the risk felt by consumers was not the actual risk perception in the 
purchase (Biswas, Biswas & Das, 2006). It symbolizes a sense of uncertainty or the subjective judgment 
consumers make in risk evaluation and in face of uncertainty (McColl-Kennedy & Fetter Jr, 2001). Bauer (1960) 
introduced the concept of perceived risk to the field of marketing management, being the first one to explore 
consumer behavior from the perspective of perceived risk. Featherman & Pavlou (2003) argued that perceived 
risk was the possible loss consumers encountered in the pursuit of their expected results. Jacoby and Kaplan 
(1972) believed that consumers would feel different perceived risks due to different products, including 
functional risk, physical risk, financial risk, social risk and psychological risk. Murray & Schlacter (1990) 
divided perceived risks into six kinds, such as functional risk, performance risk, physical risk, psychological risk, 
social risk and convenience risk. For online shoppers, the biggest worry is privacy security problem, which refers 
to the risk caused by leakage of personal information. Therefore, privacy risk has great effect on online shoppers 
(Swaminathan et al., 1999; Jarvenpaa et al., 1999; Mooney, 2000). 
This study summarized the viewpoints of the above scholars and the perceived risk related to the third-party 
payment and divided perceived risk into five types, namely, financial risk, functional risk, convenience risk, 
privacy risk and psychological risk. 
2.2 Perceived Benefit 
In the purchase or use of products, consumers would not only make comments but also consider if products 
would meet their needs and if the services would generate psychological or functional benefits, or perceived 
benefits (Eccles, Mort & Previte, 2006). Park et al. (1986) divided perceived benefit into three kinds: functional 
benefit means that consumer could obtain benefits; experience benefit indicates delivering self-image and 
receiving respect from others; symbolic benefit refers to consumers’ feeling after consumption or use. Sweeney 
& Soutar (2001) also divided benefit into three types, namely, functional benefit, emotional benefit and social 
benefit. Functional benefit refers to the practical functions of products; emotional benefit focuses on 
entertainment and experience; social benefit means that products have improved their social images. Maria & 
Loureiro (2013) argued that consumers intended to base their use of the third-party payment on the benefits 
brought by online shopping. Therefore, consumers’ perceived benefit of the third-party payment also influenced 
their use of the third-party payment. 
This study summarized the theories about perceived benefit proposed by Park et al. (1986), Sweeney & Soutar 
(2001) and designed four benefit dimensions to measure the third-party payment, including functional benefit, 
experience benefit, symbolic benefit and social benefit. 
2.3 Social Influence  
Social influence refers to one’s feeling, indicating that one’s physiological state, motivation and emotion, 
cognition, values, attitude and behavior may be influenced by other factors (Latane, 1981). Interpersonal 
communication may lead to different thoughts and behavioral intentions (Kelman, 1961; Davis et al, 1989). 
Personal behavior and decision-making are often influenced by social context (Ajzen & Fishbein, 1980; Ajzen, 
1991). Deutsch & Gerard (1955) divided social influence into two kinds: (1) normative influence means that one 
always receive external information to meet others’ expectation, win acceptance from others or avoid 
punishment; (2) informational influence indicates that one receives most information from others when he/she 
faces uncertainties and must search certainty; aside from reducing his/her fear of uncertainty with the 
information from others, he/she bases decisions on the information. 
In this study, the two social influences – normative influence and informational influence by Deutsch & Gerard 
(1955) were taken as the items to measure the social influence of the third-party payment. 
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2.4 Network Involvement 
Zaichkowsky (1985) regarded involvement as “the degree to which one is related to an object according his/her 
need, values and preference”. Barki and Hartwick (1989) believed that involvement represented one’s feeling 
and reflects the importance and correlation of people or events. Laaksonen (1996) defined involvement as one’s 
perception of the importance of an object. In summary, involvement means that one attaches different degrees of 
importance to different objects. According to the definitions of network and involvement, network involvement 
can be seen as “the correlation between consumers’ adhesion to network and demand for network and the 
importance of network”. Therefore, this study took the consumers’ frequency of surfing the Internet and network 
adhesion as the network involvement indexes of the third-party payment. 
2.5 Perceived Value 
Perceived value is consumers’ overall evaluation of benefits and costs (Sirdeshmukh et al., 2002; Robins, 2003). 
Albrecht (1992) pointed it out that the most important thing in a brand-new environment was to provide 
consumers with new values. Making consumers perceive different values is the decisive factor which influences 
the use of a new product or system. Sometimes, consumers’ perceived value is more essential than actual 
benefits (Rizvi, Nazish, & Sadia, 2011). If the different between benefits and costs is not proportional, it 
indicates a lower level of perceived value; otherwise, it implies a higher level. In other words, consumers have 
perceived the value of a product before using it, which would influence their use of the product. Hence, 
perceived value has a major impact on consumers. If consumers don’t have any access to a product, they would 
develop a feeling about it (Rust & Oliver, 1993; Sweeney & Soutar, 2001). Sweeney and Soutar (2001) proposed 
to measure perceived value from four dimensions – quality value, emotional value, social value and price value. 
In this study, these four dimensions were adopted to measure the perceived value of the third-party payment. 
2.6 Attitude 
Attitude has always been an important part of psychology, but different people define it in different ways. 
Thurstone and Thurstone (1941) argued that attitude was one’s feeling about and understanding of people, events 
and objects. Fishbein and Ajzen (1975) defined attitude as one’s preference or disgust for something which was 
based on personal experience. Attitude is also seen as the degree to which one likes or dislikes certain behavior 
(Ajzen, 1991) as well as one of indispensable factors which influence consumers in their acceptance of a new 
information system and use system (Taylor & Todd, 1995; Szajna, 1996). According to the Theory of Reasoned 
Action (TRA) by Fishbein and Ajzen (1975), attitude would be influenced by external factors, and these factors 
mainly target at consumers’ thought on specific behavior, or “faith”. Meanwhile, faith includes cognition and 
emotion. In other words, consumers’ cognitive and emotional preference would influence their use intention and 
behaviors (Ledbetter, 2009b). Bhattacherjee & Premkumar (2004) also pointed it out that attitude had significant 
impact on the intention of using technological systems. Hsu et al. (2007) found in their study that consumers’ 
attitude towards first use would have positive effect on their intention of continual use. 
This study summarized the views of above scholars and measured consumers’ attitude towards a third-party 
payment system through the overall evaluation of faith, emotion and cognition and preference. 
2.7 Use Intention 
Intention is the subjective probability for a person to show certain behavior. Use intention can be defined as the 
probability of consumers’ intention of using a product; also, use intention can also be taken as the approximate 
value of actual use (Kimery & McCord, 2002; Fishbein & Ajzen, 1975). Howard (1989) said that users would 
have different understanding of and attitudes towards products and that the satisfaction, confidence and attitude 
after using a product would influence their use intention. 
According to the technology acceptance model (TAM) proposed by Davis (1986), consumer attitude would have 
direct impact on their use intention of technology. In order to understand consumers’ use of a new thing, one 
must figure out the intention of the behavior because the follow-up execution is dependent on intention. 
According to the definition of use intention in the TAM, the intention of using the third-party payment forms 
when users feel risk, benefit and value of the payment system after online shopping. 
In this study, use intention indicated that consumers evaluated the overall benefit, risk and price provided by the 
third-party payment system in their use of the system and assessed the possibility and probability of using the 
system according to personal cognition. 
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3. Research Hypotheses 
3.1 Relationship between Perceived Risk and Consumer Attitude and Perceived Value 
Perceived risk means that consumers may encounter something unexpected in the purchase of products. 
Therefore, it is highly likely that consumers would have a negative feeling and attitude when they sense an 
uncertainty that cannot be predicted (Bauer, 1960). Jacoby & Kaplan (1972) and Murphy & Enis (1986) put 
forward five risk dimensions – financial risk, psychological risk, social risk, functional risk and physical risk. In 
their studies, Stone and Gronhaung (1993) added the sixth one – temporal risk. Zeithaml, Parasurman and 
Malhotra (2005) considered the privacy risk in the study on network. For the perceived risk of online shopping, 
the confidentiality and security of personal information is a highly important issue (Langford, 1996). Lim & 
Ding (2014) pointed it out in their study that perceived risk was an issue that consumers were highly concerned 
about. It referred to the risk and sacrifice consumers would feel before taking any action and would affect their 
attitude; hence, perceived risk had negative impact on attitude. In their study on online shopping, Swaminathan, 
Elzbieta and Rao (1999) argued that consumers paid the greatest heed to “security of transaction and privacy”; if 
consumers felt a lower degree of transaction security, their perceived risk would be greater and they would have 
a weaker use intention. The research results showed that perceived risk had significant negative impact on 
consumers’ attitude towards online services. Therefore, this study made the following hypothesis: 
H1a: Consumers’ perceived risk of the third-party payment has significant negative effect on their use attitude. 
Loh and Ong (1998) pointed it out that information security played a key role in consumers’ acceptance of a new 
system and influenced consumers’ evaluation of overall values. Gronroos (2000) believed that perceived value 
derived from the ratio between the benefits and risks felt by consumers. Tsai, Wu, and Li (2004) also argued that 
perceived risk was a spiritual cost for consumers and was tantamount to invisible sacrifice and would have 
negative impact on perceived value. It can be deducted that perceived risk has significant negative effect on 
consumers’ perceived value. Hence, the following hypothesis was proposed: 
H1b: Consumers’ perceived risk of the third-party payment has significant negative effect on their perceived 
value. 
3.2 Relationship between Perceived Benefit and Consumer Attitude and Perceived Value 
Lutz (1991) argued that consumers would show their attitudes towards brands according to the benefits brought 
by products or services. The more benefits consumers obtain from brands, products and even services, the more 
they are likely to have a positive attitude. In addition, Bauer et al. (2008) found in their study on the fans of 
German professional football teams that the more the fans became aware of the benefits they obtained, the more 
positive attitude they would show towards the teams they supported. Ranganathan and Ganapathy (2002) pointed 
it out that if a service made online shoppers aware of its benefits, they would have a more positive attitude 
towards the service. According to this, this study proposed the following hypothesis: 
H2a: Consumers’ perceived benefit of the third-party payment has significant positive effect on their use 
attitude. 
Lovelock and Wirz (2004) advocated that perceived benefit influenced perceived value. Chen and Dubinsky 
(2003) found that consumers could achieve benefits from products or services and generate perceived value. The 
more benefits they acquire, the higher value they will perceive. Therefore, if costs remain unchanged, providing 
more benefits for consumers will enhance consumers’ perceived value (Monroe, 2003). Perceived benefit is the 
positive feeling of consumers. Moreover, the feeling is not only about the actual functions of products or services 
but also involves consumers’ psychological state. If they perceive more benefits, they would have higher 
perceived value. Hence, perceived benefit is highly correlated with perceived value. This demonstrates that 
perceived benefit has positive effect on perceived value. For that reason, this study made the following 
hypothesis: 
H2b: Consumers’ perceived benefit of the third-party payment has significant positive effect on their perceived 
value. 
3.3 Relationship between Social Influence and Consumer Attitude and Perceived Value  
Lascu and Zinkhan (1999) believed that one would grow under different effects in different social circumstances, 
such as the effects of parents, friends and even cultures and customs. Consumers tend to make decisions that 
meet public expectation according to social circumstance, which would further influence their attitudes and 
behaviors. Latane (1981) also argued that one would develop different attitudes because of different social 
circumstances or others’ influence. Society is an essential factor which influences users’ attitude. Hou et al. 
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(2010) also believed that consumers might change their attitudes due to the influence of others or social 
circumstances in the use of new products or services. Therefore, this study made the following hypothesis: 
H3a: Social influence has significant positive effect on consumers’ attitude towards the third-party payment. 
Vigneron and Johnson (1999) pointed it out that consumers would have different perceived values due to the 
influence of surroundings or others’ views and behaviors in the purchase of products. According to research 
investigation, if consumers find that their views are different from that of majority, they would change their 
views and follow others and have a perceived value different from the previous one (Stafford, 1966). If 
consumers feel social influence and receive the new information from others, they would change their original 
perceived value and comment (Eccles, 1983). Chiu and Wang (2008) also said that social influence had impact 
on consumers’ behaviors, choices and values. Therefore, this study proposed the following hypothesis: 
H3b: Social influence has significant positive effect on consumers’ perceived value of the third-party payment. 
3.4 Relationship between Network Involvement and Consumers’ Attitude and Perceive Value 
MacInnis and Park (1991) found in their study that different degrees of involvement led to different attitudes 
towards products or services and different effects. Also, different extents of involvement would result in 
different degrees of use, attitudes, personal preferences and even searches and purchases. Swanson (1974) 
proposed that involvement would influence one’s positive attitude towards a network system and increase its use 
frequency. Ives and Olson (1984) found that a higher degree of involvement would lead to a more positive 
attitude towards a network system and a stronger willingness to use the system or service and the tendency of 
continual use of the system. Therefore, the following hypothesis was proposed: 
H4a: Consumers’ network involvement has significant positive effect on consumers’ attitude towards the 
third-party payment. 
According to the Study on the Operation of Travel Agencies and Different Lines of Sightseeing Trains, 
passengers’ involvement in commodities had significant effects on perceived value. The analysis of the 
involvement scale and the perceived value scale showed that involvement had positive effect on perceived value. 
With consumption-oriented electronic products, Hu (2011) explored the relationship among involvement, brand 
right and interest, perceived risk and customer loyalty and found that involvement and perceived risk had 
positive effect on customer loyalty and that consumer involvement had significant positive effect on perceived 
value. Different degrees of network involvement of consumers would lead to different perceived demands, 
values and objectives in the use of new products or services. Stronger correlation would also contribute to a 
higher degree of involvement and have positive effect on self-perceived value. According to the above theories, 
the following hypothesis was proposed: 
H4b: Consumers’ network involvement has significant positive effect on consumers’ perceived value of the 
third-party payment. 
3.5 Relationship between Consumers’ Perceived Value and Their Attitude 
According to Dodds and Monroe (1985), perceived value means that customers would measure the gap between 
benefits and costs in the purchase of products or services, and a higher perceived value would lead to a stronger 
attitude and intention of customers. Zeithaml (1988) pointed it out that perceived value depended on the type of 
product and service as well as personal trait. Dodd, Monore and Grewa (1991) argued that perceived value was 
the combination of perceived obtained value and transaction value and that the maximum of the combination 
would enhance consumers’ perceived value and positive attitude. Sirdeshmukh et al. (2002) and Robbins (2003) 
also believed that perceived value was the balance between consumers’ obtained benefits and costs. According 
to the Theory of Planned Behavior (TPB) of Ajzen (1991) and Kimetal (2011), the cognition of perceived value 
would influence personal emotion and consumer attitude. It was also found in the study by Kwon, Trail and 
James (2007) that a higher perceived value of consumers would contribute to a more positive attitude towards 
products or services. Ruiz-Molina and Gil-Saura (2008) also pointed it out that consumers would show a more 
positive attitude towards suppliers if they had a higher perceived value. Therefore, this study made the following 
hypothesis: 
H5: Consumers’ perceived value of the third-party payment has significant positive effect on their attitude 
towards the third-party payment. 
3.6 Relationship between Consumers’ Attitude and Their Use Intention 
Fishbein and Ajzen (1975) believed that attitude was a person’s overall evaluation of specific people, events, 
objects and phenomena. Expressed through words, facial expressions and behaviors, attitude is a behavioral 
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intention reaction to people, events, institutions and concepts. Davis (1989) defined the attitude towards 
technological products as a person’s positive or negative feeling about the products and argued that use attitude 
would generate use intention. According to the study on consumers’ intention of using the cloud computing 
service, use attitude had significant positive effect on use intention. This means that users would show a more 
positive attitude and a stronger use intention when they perceive that the benefits brought by the cloud 
computing service outweigh costs. It is obvious that a positive use attitude would enhance consumers’ use 
intention. Therefore, the following hypothesis was proposed: 
H6: Consumers’ attitude towards the third-party payment has significant positive effect on their use intention. 
3.7 Relationship between Consumers’ Perceived Value and Their Use Intention 
As products and services become more diversified, consumers have had more choices. Whether consumers are 
willing to use a new product or service mainly depends on their perceived value of the product or service. If 
consumers want to use a product or service, they would evaluate it and predict the value it would bring, which 
would influence their use intention. According to previous studies, if the value of a product or service was closer 
to the value expected by consumers, the perceived value of the product or service will be higher and consumers 
would have a stronger intention of using it (Dodds, Monroe, & Grewal, 1991). Leppaniemi et al. (2004) and 
Scharl et al. (2005) probed into consumers’ intention of receiving information and how to provide consumers 
with the most expected information. It was found that consumers would have a higher intention of receiving 
information if they felt that the information was valuable. For that reason, the following hypothesis was 
proposed: 
H7: Consumers’ perceived value of the third-party payment has significant positive effect on their use intention. 
3.8 Effect of the Experience in Using the Third-Party Payment on Payment Model 
Backman and Crompton (1991) and Dick and Basu (1994) argued that loyalty could be divided into two 
dimensions – behavioral and psychological: behavioral dimension refers to consumers’ participation in activities, 
facilities and frequency of acceptance, showing the consistence and intention of several times of participation; 
psychological dimension indicates emotional preference. Therefore, if an online shopper has used the third-party 
payment and is familiar with the payment system, he/she would have a stronger use intention and be more 
willing to accept it. Conversely, if an online shopper has never used any third-party payment system and is 
unfamiliar with the payment, he/she would show a weaker use intention. Modahl (2000) also pointed it out that 
those who had shopped online might have a stronger intention of online shopping. Hence, the online shoppers 
who had used a third-party payment system may show a stronger use intention. Therefore, the effect of the 
experience in using the third-party payment on the relationship among such dimensions as consumers’ perceived 
risk, perceived benefit, social influence, network involvement, attitude, perceived value and use intention is the 
focus of this study. Based on this, the following hypothesis was proposed:  
H8: There is significant difference in the influence intensity of different paths between those who have used the 
third-party payment and those who haven’t. 
4. Research Design  
4.1 Research Framework  
For the first step, relevant academic papers and theories were collected as the basis of the research framework of 
this study. Then, the questionnaire analysis was conducted to explore the effect of perceived risk, perceived 
benefit, social influence and network involvement on the perceived value of, attitude towards and intention of 
using the third-party payment. Moreover, a relevance model was established to analyze the influence of the 
experience in using the third-party payment on the relational intensity of the model, as is shown in Figure 1. 
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transaction based on the third-party payment system has not been popular yet”) didn’t meet the evaluate rule, so 
it was removed. Then, the factor analysis was conducted again, and the results showed that the factor loads of the 
variables in each factor dimension were higher than 0.5 and the cumulative explained variation was over 50%. It 
is obvious that the questionnaire had high convergent validity. Then, important sub-dimensions were extracted 
and renamed. 
(1) The two factors of perceived risk were named as “factor of psychological risk” and “factor of functional 
risk” respectively according to the characteristics of the item. 
(2) The two factors of perceived benefit were named as “functional benefit” and “social and economic benefit” 
respectively according to the characteristics of the item. 
(3) The two factors of social influence were named as “informative influence” and “normative influence” 
respectively according to the characteristics of the item. 
(4) The two factors of network involvement were named as “dependence” and “adhesion” respectively 
according to the characteristics of the item. 
Additionally, the two indexes – potential variable composite reliability (CR) and the average variance extracted 
(AVE) were used to evaluate the reliability and validity in this study. That CR needed to be higher than 0.6 and 
AVE must be over 0.5, which was proposed by Fornell & Larcker (1981), was taken as the evaluation criterion. 
According to the research results, the CRs of the factors ranged from 0.8421 to 0.9713, all being higher than 0.6. 
Hence, the internal consistency of the factor dimensions of this study was high. The AVEs ranged from 0.5906 
to 0.8496, all being above 0.5. This means that the convergent validity of this study was high. 
 
Table 1. Analysis of the reliability and validity of the official questionnaire 

Factor and item Mean 
Item-to-total 
correlation 
coefficient 

Factor 
loading 

Eigenvalue
Cumulative 
Explained 
Variation (%) 

Cronbach 
α value 

Component 
reliability 
(CR) 

Average
variance
extracted
(AVE) 

Perceived risk (psychological risk) 
Personal transaction 
information may be 
leaked in the use of a 
third-party payment 
system. 

5.1840 0.834 0.918 5.861 65.124 0.929 0.9068 0.6234 

Personal transaction 
information may be 
stolen in the use of a 
third-party payment 
system. 

5.2313 0.805 0.903 

Financial information 
may be leaked in the 
use of a third-party 
payment system. 

4.7727 0.801 0.811 

I feel unsecure to use a 
third-party payment 
system. 

4.6032 0.821 0.753 

There is the risk of 
financial loss in the use 
of a third-party 
payment system. 

4.4757 0.770 0.713 

I feel pressure to use a 
third-party payment 
system. 

4.1853 0.720 0.591 

Perceived risk (functional risk) 
It is not easy to use a 
third-party payment 

3.7963 0.884 0.902 1.317 79.755 0.925 0.9159 0.7841 
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system. 
It is inconvenient to 
use a third-party 
payment system. 

3.5493 0.812 0.891 

The operation of a 
third-party payment 
system is too 
complicated. 

4.0039 0.847 0.863 

Perceived benefit (functional benefit) 
A third-party payment 
system can facilitate 
transaction. 

5.2523 0.833 0.928 5.012 62.649 0.917 0.8951 0.6353 

A third-party payment 
system can save time. 

5.3574 0.789 0.912 

The functions of a 
third-party payment 
system are practical. 

5.1078 0.799 0.751 

It is a current trend to 
use a third-party 
payment system. 

5.3627 0.758 0.716 

The model of a 
third-party payment 
system is highly 
consistent with the 
demand. 

4.9961 0.751 0.638 

Perceived benefit (social and economic benefit) 
The third-party payment is 
reliable. 

4.3929 0.641 0.848 1.090 76.271 0.781 0.8093 0.5906 

The third-party payment can 
enhance my community 
interaction. 

4.3456 0.621 0.825

It is easy to use a third-party 
payment system. 

4.9855 0.593 0.610

Social influence (informative influence) 
A third-party system 
facilitates my information 
exchange with friends. 

4.1248 0.767 0.863 3.613 60.298 0.888 0.9013 0.6956 

There is adequate information 
about a third-party payment 
system. 

4.4376 0.767 0.846

My close friends suggest that 
I should use a third-party 
payment system. 

4.2313 0.724 0.818

A third-party payment system 
features complete content. 

4.4888 0.755 0.808

Social influence (normative influence) 
I believe that more people 
will use a third-party payment 
system in the future.  

5.4166 0.643 0.887 1.027 77.421 0.783 0.8673 0.7658 

It is fashionable to use the 
third-party payment. 

5.2957 0.643 0.863

Network involvement (dependence)  
I believe that network is 
closely related to my life. 

5.9251 0.838 0.918 3.388 56.460 0.877 0.9012 0.6973 

I use the Internet on a 
regular basis. 

5.8594 0.788 0.896 



ijbm.ccsenet.org International Journal of Business and Management Vol. 13, No. 7; 2018 

117 
 

There is adequate 
information about a 
third-party system. 

5.6597 0.739 0.805 

The quality of a website 
has effect on the time I 
spend on the Internet. 

5.7398 0.580 0.704 

Network involvement (adhesion) 
I think I spend much time 
on online shopping.  

4.0289 0.535 0.878 1.118 75.091 0.697 0.8421 0.7274 

Because of surfing the 
Internet, I spend less time 
on other things. 

4.6413 0.535 0.827 

Perceived value         
The functions of a third-party 
payment system meet my 
needs. 

5.0762 0.820 0.870 5.535 69.194 0.936 0.9473 0.6920 

Using the third-party payment 
for shopping can save time 
and energy. 

5.3574 0.798 0.852 

A third-party payment system 
can help me with a 
transaction. 

5.2983 0.776 0.837 

A third-party payment system 
is an innovative technological 
lifestyle. 

5.3141 0.771 0.829 

The effort made for using a 
third-party system is 
worthwhile. 

4.8463 0.771 0.826 

It is interesting to use a 
third-party payment system. 

4.7135 0.767 0.823 

It is economical to use a 
third-party payment system 
for shopping. 

4.8988 0.754 0.813 

It is a sign of fashion to use a 
third-party payment system. 

4.9172 0.743 0.803 

Attitude         
A third-party payment system 
is rather useful.   

5.1406 0.888 0.924 4.905 81.744 0.955 0.9641 0.8175 

It is reasonable to use a 
third-party payment system in 
online shopping. 

5.1524 0.882 0.921 

A third-party payment system 
is an effective payment in 
online shopping. 

5.1905 0.868 0.911 

The convenience of a 
third-party payment system 
fascinates me. 

5.1721 0.865 0.908 

I believe a third-party 
payment system is extremely 
useful for online shopping.  

5.1682 0.861 0.906 

I think using a third-party 
payment system for online 
shopping makes me feel good.  

4.8200 0.793 0.853 

Use intention         
I am willing to use a third-party 
payment system in the future. 

5.0959 0.907 0.938 5.099 84.978 0.965 0.9713 0.8496 
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I have a strong intention of using the 
third-party payment for online 
shopping.  

4.8292 0.896 0.928 

I would think of using a third-party 
payment system when shopping 
online.  

4.8068 0.896 0.928 

I would recommend others to use a 
third-party payment system. 

4.8515 0.884 0.921 

If necessary, I am willing to use a 
third-party payment system. 

5.1919 0.869 0.910 

A third-party payment system would 
strengthen my transaction intention.  

4.7779 0.864 0.905 

 
4.5 Confirmatory Factor Analysis  
To demonstrate the effectiveness of the dimensions, this study adopted AMOS to the confirmatory factor 
analysis (CFA) of the measurement model consisting of seven dimensions, namely, the perceived risk and 
perceived benefit of third-party payment system, social influence, the network involvement of consumers, and 
consumers’ perceived value, attitude and intention of using the third-party payment. Carmines and MacIver 
(1981); Hu and Bentler (1999) suggested that the fit index of the model must meet the ideal standard that the 
ratio of Chi-square value to the degree of freedom was no higher than 3 and that GFI, AGFI, NFI and CFI must 
be higher than 0.9, and RMR and RMSEA must be lower than 0.05. Bagozzi and Yi (1988) and Jarvenpaa, S.L., 
et al. (1999) also suggested that the ratio of 2/d.f. must be lower than 5 and that GFI and AGFI must be over 0.8. 
McDonald and Ho (2002), however, believed that an acceptable model fit threshold was that RMR and RMSEA 
were lower than 0.08. According to the research results, the fit indexes of the overall measurement model were 
as follows: 2/d.f. was 3.328; GFI; 0.904; AGFI, 0.864; NFI, 0.957; RFI, 0.943; CFI, 0.970; RMSEA, 0.055; 
RMR, 0.069. It can be seen that the fit of the measurement model was acceptable. Therefore, the fit of the 
measurement model of this study was good, which means that the measurement indexes had the construction 
validity and measurement effectiveness. 
4.6 Comparative Analysis of Multi-Group Competing Model 
The 761 valid questionnaire copied were divided into two groups according to the experience in using the 
third-party payment. The number of those who had used the third-party payment was 417, while that of those 
who hadn’t was 344. 
AMOS was adopted for the intergroup model comparison between the two groups to find out if the experience of 
using the third-party payment had significant effect on the relationship among the dimensions. The fit indexes of 
the competition model were as follows: 2/d.f. was 2.669; GFI, 0.867; AGFI, 0.813; NFI, 0.924; RFI, 0.901; CFI, 
0.951; RMSEA, 0.047. This shows that the fit of competition model of this study is high; hence, the model could 
be accepted. The results and explanations of the analysis are as follows: (e.g., Table 2): 
1) There was no significant difference (t=-1.32) in the effect of perceived risk on attitude (H1a) between the 
two groups. For both groups, the effect on the path was significantly negative; therefore, the perceived risk of the 
third-party payment would have significant negative effect on the use attitude of online consumers. As far as the 
influence coefficient is concerned, the perceived risk of the third-party payment of the online shoppers of the two 
groups had influence on use attitude. This indicates that a lower risk would equip consumers with a positive 
attitude towards the payment system. 
2) There was no significant difference (t= -0.343) in the effect of perceived risk on perceived value (H1b) 
between the two groups. The effect of the online shoppers who had used the third-party payment on this path 
was insignificant, while that of those who hadn’t was significantly negative. For the online shoppers who hadn’t 
used the payment, a lower risk of the third-party payment would enhance perceived value and bring positive 
comments and responses. 
3) There was significant difference (t= 2.049) in the effect of perceived benefit on attitude (H2a) between the 
two groups. The effect of both groups on this path was positive, and the influence coefficient of the group who 
had used the third-party payment was higher. This indicates that more benefits would motivate online shoppers 
to develop a more positive attitude towards the third-party payment. 
4) There was no significant difference (t= 1.18) in the effect of perceived benefit on perceived value (H2b) 
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between the two groups. In term of influence coefficient, both groups showed positive influence. This means that 
more benefits would enhance consumers’ perceived value of the third-party payment. 
5) There was no significant difference (t= -1.208) in the effect of social influence on attitude (H3a) between 
the two groups. The effect of both groups on this path was significantly positive, which indicates that online 
shoppers would develop different attitudes towards the payment system because of their circumstances or their 
friends who were using the third-party payment.    
6) There was no significant difference (t= -0.925) in the effect of social influence on perceived value (H3b) 
between the two groups. The effect of both groups on this path was significantly positive, which means that 
online shoppers would have positive perceived value of the system because it would bring them authority and 
status. 
7) There was no significant difference (t= 0.143) in the effect of network involvement on perceived value 
(H4a) between the two groups. The effect of both groups on this path was significantly positive, which indicates 
that the more frequently online shoppers use the network or the more they rely on the network, the more positive 
attitude they would develop towards the third-party payment. 
8) There was no significant difference (t= -0.026) in the effect of network involvement on perceived value 
(H4b) between the two groups. The effect of both groups on this path was significantly positive, which means 
that the more frequently online shoppers use the network or the more they rely on the network, the more 
perceived value they would have. 
9) There was no significant difference (t= 0.373) in the effect of perceived value on attitude (H5) between the 
two groups. The effect of the online shoppers who had used the third-party payment on this path was 
insignificant, while that of those who hadn’t was significantly positive. This shows that the online shoppers who 
have never used the third-party payment would have a more positive attitude if they perceive higher value. 
10) There was significant difference (t= -3.829) in the effect of attitude on use intention (H6) between the two 
groups. The effect of the online shoppers who had used the third-party payment on this path was insignificant, 
while that of those who hadn’t was significantly positive. This demonstrates that the online shoppers who have 
never used the third-party payment would have a stronger use intention if they have a more positive attitude 
towards the third-party payment. 
11) There was significant difference (t= 3.355) in the effect of perceived value on use intention (H7) between 
the two groups. The effect of the online shoppers who had used the third-party payment on this path was 
significantly greater than that of those who hadn’t. This means that the online shoppers who have used the 
third-party payment would have a higher perceived value of the payment; hence, they would have a stronger 
intention of using the payment and would be even willing to continue to use it in the future. 
According to what has been mentioned above, there was significant difference in three items of the path intensity 
among the dimensions for the two online shopper groups. This indicates that different consumers’ experience in 
using the third-party payment would lead to significant difference in the relational intensity of some paths. 
Therefore, H8 is partially supportive. The conclusion is that the experience in using the third-party payment 
indeed causes the difference in relational structure. This is an important finding of this study. 
 
Table 2. Comparative analysis of the multi-group competing model 

Path 
Evaluation value of standard parameters 

Comparative results of 
the T test 

Group who have used the 
third-party payment 

Group who haven’t used 
the third-party payment 

used vs. haven’t used 

H1a：Perceived risk of the third-party payment → 
Attitude. 

-0.135*** -0.145*** -1.32 

H1b：Perceived risk of the third-party payment → 
Perceived value 

-0.013 -0.067* -0.343 

H2a：Perceived benefit of the third-party payment 
→ Attitude 

0.104 0.003 2.049** 

H2b：Perceived benefit of the third-party payment 
→Perceived value. 

0.095 0.040 1.18 

H3a：Social influence → Attitude 0.482* 0.381** -1.208 
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H3b：Social influence → Perceived value 0.814*** 0.810*** -0.925 
H4a：Network involvement → Attitude 0.238** 0.208** 0.143 
H4b：Network involvement→ Perceived value 0.353*** 0.393*** -0.026 
H5：Perceived value → Attitude 0.300 0.458** 0.373 
H6：Attitude → Use intention 0.094 0.531*** -3.829*** 
H7：Perceived value → Use intention 0.799*** 0.302*** 3.355*** 
H8：There is significant difference in the 
influence intensity of different paths between 
those who have used the third-party payment 
and those who haven’t. 

partially supported 

Indicators of Model Fitness 
2 d.f. P values 2/d.f. RMR GFI AGFI NFI RFI CFI RMSEA 

1542.745 578 0.000 2.669 0.169 0.867 0.813 0.924 0.901 0.951 0.047 
Note. *：P<0.1，**：P<0.05，***：P<0.01 ，****：P<0.001. 

 
5. Conclusion and Suggestions 
5.1 Conclusion  
According to the views of the consumers who had shopped online and relevant empirical studies, this study 
explored the effect of consumers’ perceived risk, perceived benefit, social influence and network involvement of 
the third-party payment on use attitude and perceived value and the effect of perceived value and use attitude on 
the use intention of the third-party payment. Moreover, a relational model was established to compare the group 
who had used the payment with that who hadn’t. The following conclusions have been drawn: 
1) For “the online shoppers who have used the third-party payment”, social influence had the greatest effect 
on the perceived value of the third-party payment. This indicates that online shoppers pay attention to their 
friends’ views or feel that using the payment system is fashionable in the social context. Therefore, social 
influence would effectively enhance online shoppers’ perceived value of the third-party payment. The second 
greatest effect was that of perceived value on use intention. For the online shoppers who had use the payment, if 
they have higher value in the use of the payment, they would have a stronger use intention. Hence, perceived 
value is indispensable for the online shoppers who have used the third-party payment. 
2) For “the online shoppers who have never used the third-party payment”, social influence had the greatest 
effect on the perceived value of the third-party payment. This is the same with that of those who had used the 
third-party payment. Hence, the more online shoppers feel social influence, the more they would develop the 
perceived value of the third-party payment. The second greatest effect was that of attitude on use intention. This 
is different from that of the group who had used the payment. For the group that hadn’t used the payment, if a 
third-party payment system equipped them with a more positive attitude, they would have a stronger use 
intention and attempt to use it. 
3) For both groups, the effect of perceived risk on attitude was significantly negative. This shows that if online 
shoppers had perceived risk of the third-party payment, they would develop a negative attitude toward the 
payment system. 
4) For both groups, the effect of network involvement on perceived value was significantly positive. This 
indicates that online consumers would have a more positive value concept of the third-party payment if they used 
the network on a more regular basis. Both function and information would effectively motivate the positive 
cognition of online shoppers. 
5) For both groups, the effect of perceived value on use intention was significantly positive, especially the 
group who had used the payment. This means that if the third-party payment system brought online shoppers 
greater value perception, it would effectively motivate online shoppers’ intention of using the third-party 
payment. 
5.2 Significance in Management 
According to the linear structure model of this study, there were both similarities and differences between the 
group who had used the third-party payment and who hadn’t. Therefore, the following suggestions on 
management were proposed: 
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The online shoppers who have used the third-party payment would pay more attention to perceived value. In this 
aspect, enterprises need to make online shoppers feel it worthwhile to use the third-party payment. Apart from 
making consumers feel that they are fashionable, enterprises can establish an encryption system to protect the 
personal information of consumers in a more effective way. Also, they can enhance the privacy of the payment 
system to reduce consumers’ anxiety and effectively strengthen their positive attitude towards the third-party 
payment and then enhance consumers’ perceived value, increasing consumers’ trust in the third-party payment. 
Moreover, consumers would keep using the payment. 
Probably due to the less access to the information about the third-party payment, the online shoppers who have 
never used the third-party payment show a conservative attitude towards the payment. Hence, the enterprises 
managing the third-party payment need to provide more information so that consumers will become more 
conscious of the advantages of the payment system and have a basic understanding of the system. If consumers 
are led to use the payment system and are offered the Q&A service, they would have a more positive attitude 
towards the third-party payment and a higher perceived value. 
For the two groups, the effect of perceived value on use intention was very significant. This shows that if 
consumers feel a higher value, they will have a stronger use intention. Therefore, enterprises should manage to 
provide more value. For instance, they can popularize the payment system featuring diverse functions and 
stability, so that consumers would have a higher perceived value and then have a stronger intention of using the 
third-party payment. 
5.3 Research Limitations and Suggestions 
In recent years, the third-party payment has been gradually popularized in Taiwan. But the payment system has 
been well developed and popularized in some countries. Therefore, it is suggested that future studies should 
expand the research scope and discuss the post-operation satisfaction. Also, the in-depth interview can be 
adopted to interview the consumers who have used the payment system, so as to further explore the issues about 
the third-party payment. 
With the increasing technological innovation and diversification, there may be difference in the understanding of 
and attention to a new payment among consumers. Hence, it is suggested that more payment systems should be 
added for comparative analysis. Also, different consumer groups can be compared to further diversify the 
application of the relational model of this study and enhance research value. 
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