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Abstract  
Most business transactions are utilising mobile payments for the 

convenience of their consumers. This evolution encourages more mobile 

payment providers to emerge in China. As such, China’s own payment 

provider such as Alipay is facing stiff competition from its competitors. This 

prompts the question of whether its consumers are satisfied with the current 

services offered. Therefore, the purpose of this study was to test the 

consumer satisfaction for Alipay in China using the revised Technology 

Acceptance Model (TAM). A total of 552 questionnaires were collected and 

analysed using Structural Equation Modelling (SEM). Several variables in 

the revised TAM such as perceived trust, perceived ease of use, and 

perceived service quality were used to measure consumer satisfaction for 

Alipay. The specified variables were found to be relevant in measuring their 

satisfaction for Alipay services. The findings from this research paper will 

help to enhance Alipay’s competitiveness by exploring further into areas of 

improvement and maintaining its status as the market leader. 

 

Keywords: customer satisfaction, mobile payment, service quality, 
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1.0 Introduction 

The consumerism landscape has changed tremendously over 
the years. New technologies and the growth of mobile phone adoption 
among consumers have opened up new opportunities for innovations 
in payment methods. The evolution of alternative payment methods 
from e-payment to mobile payment has been widely accepted by both 
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retailers and consumers (Alkis, 2017). The rapid growth of mobile 
payment in China is a particular result of the fast penetration of 
smartphones and mobile internet. China was reportedly one of the 
global leaders in mobile payment as it recorded 731 million internet 
users at the end of 2017 and 95.1 per cent of them were using mobile 
phones compared to computers (60 per cent) (The Straits Times, 
2018). 

As the leading country for mobile payment, many cities in China 
are moving closer towards a cashless economy. It is the norm for 
consumers in the national to pay for products and services using their 
smartphones. Mobile payment volume in the country is expected to 
grow, which is driven by the vast number of consumers nationwide 
who are looking beyond credit cards and for more convenient and 
cashless systems. Two of the major mobile payment providers in 
China are Alipay and WeChat / TenPay. WeChat or TenPay is 
operated by Tencent Holdings, whereas Alipay is the online payment 
platform of Alibaba Group Holding as an affiliate of Ant Financial 
Services. In contrast, popular payment systems such as Apple Pay 
and PayPal are far lagging behind in China. In 2017, Alipay recorded 
870 million active users around the world, whereby 552 million users 
were from China itself (CNBC, 2018). Nonetheless, this only accounts 
for 37 per cent of the total population in China. Therefore, Alipay and 
WeChat are poised for further growth as more consumers including 
those in the rural areas of China go cashless (South China Morning 
Post, 2018).  These consumers prefer mobile payment as it is more 
convenient and offers many other functions, such as investment in 
shares and peer-to-peer transfer. 

Li Junling, the vice-president of Alibaba Group has commented 
that Alipay is still the preferred mobile payment provider in China as 
its consumers trust the system due to it being safe and easy to use. 
However, Norton Cybercrime Report (2012) has stated that the risks 
of mobile payment have increased by 20-fold in just four years and 
the Chinese government has estimated the financial losses for fraud 
cases to be more than US$11 billion. In response to such challenges, 
China’s central bank has come out with new regulations to set a daily 
cap on QR-code transactions, limit merchant subsidies, and other 
similar monitoring-based rules. Such regulations are meant to 
promote a greater visibility of mobile payment services regarding their 
consumer data and spending patterns. 
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2.0 Literature Review 

According to Anderson (2013), mobile payment is defined as 
the use of a mobile device to conduct a payment transaction in which 
money or funds are transferred from a payer to a receiver either 
through an intermediary or directly without the intermediary. Its 
definition differs from mobile banking services as there is a distinction 
made between the two concepts (Taylor, 2015). Mobile banking 
services are based on a bank’s own legacy systems, which are only 
meant for their own consumers. Mobile payments, on the other hand, 
are offered as a new payment service to a retail market and involve 
competing providers, such as banks and telecommunication 
operators. Mobile payment involves standardisation and compatibility 
of different payment systems to suit the convenience of different 
adopters. Therefore, such circumstances increase the complexity of 
measuring consumer satisfaction across the mobile payment 
environment (Dahlberg & Mallat, 2010). In addition, the complexity 
and problems associated with its usability have contributed to low 
satisfaction for a variety of payment systems (Lariver & Joosten, 
2015). Despite the negativity surrounding mobile payment, Kleijnen 
and Ruyter (2014) are of the opinion that it provides the consumers 
with ubiquitous purchase possibilities, timely access to financial 
assets, and an alternative to cash payments in order to meet their 
needs and convenience.  

Besides, Lauterborn (1990) has argued that companies should 
view the concept of consumer satisfaction from the consumer’s 
perspective itself. Therefore, instead of being company-focused, it 
should be more consumer-centric. Accordingly, previous researchers 
have found that consumer satisfaction can help the brands to build 
long-term and profitable relationships with their consumers (Eshghi, 
Haughton, & Topi, 2007). This may influence the company's return on 
continuous investment (ROI), whereby the quality of service provided 
is the key to sustainable investment. On the contrary, poor consumer 
satisfaction will bring negative returns (Brockhaus et al., 2017). In 
numerous publications, satisfaction has been treated as the 
necessary premise for consumer retention, thus it is moved to the 
forefront of relational marketing approaches (Rust & Zahorik, 1993). 
Overall, consumer satisfaction should be a more fundamental 
indicator of firm performance due to its links to behavioural and 
economic consequences that are beneficial to the firms. It is a 
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common phenomenon wherein the quality of services and the price 
being charged actually determine the level of satisfaction among 
consumers in comparison with any other measures (Turel et al., 
2006). In fact, Kim, Park, and Jeong (2004) have argued that a service 
provider should provide consumer-oriented services in order to 
heighten their satisfaction.  

Moreover, Lu et al. (2013) have stated that several 
uncertainties arise from mobile payments due to the unknown factors 
faced in using such application. In particular, building consumer trust 
is a vital element in order to maintain consumer adaptation and 
continuous use of mobile payment. Therefore, Jijelava and Vanclay 
(2017) have specified that trust and performance are crucial in 
affecting consumer satisfaction. Thus, companies need to establish 
the consumers’ trust in their products/services before looking at the 
different ways to improve their satisfaction. In addition, Liébana-
Cabanillas, Muñoz-Leiva, and Sánchez-Fernández (2018) have 
established the decisive factors of gender, age, and experience 
level aside from integrating trust and perceived risk into TAM in 
determining the usage of mobile payment.  

In recent years, e-quality has been established to measure 
business performance due to a significant connection found between 
service quality and business performances of e-commerce. 
Accordingly, e-quality is defined by Zeithaml (2016) as “the extent to 
which a website facilitates efficient and effective shopping, 
purchasing, and delivery”. Furthermore, it is relevant to measure 
consumer perception of quality as it signifies a consumer’s judgment 
regarding the excellence or superiority of a product. As mobile 
payments represent a new system being introduced to the market, the 
ability to reach an adequately satisfied consumer base made up of 
consumers and merchants alike is considered as a critical factor of 
success for Alipay. The rapid growth of online shopping in China 
further underscores the importance of focusing on consumer 
satisfaction issues. In the past few years, many researchers have 
attempted to understand consumer satisfaction and the difficulties that 
hinder online shopping. However, fewer studies have been found to 
explore the influence of trust, ease of use, and service quality towards 
the satisfaction of using Alipay mobile payment services. 
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3.0 Methodology 

Mobile payment requires specific skills and knowledge in 
utilising the internet and systems, thereby rendering the ability of 
Alipay consumers to use it to impact their satisfaction. Therefore, this 
study used the Technology Acceptance Model (TAM) proposed by 
Davies et al. (1989) as the basis to explain consumer satisfaction in 
using mobile payment. Furthermore, some variables of the 
SERVQUAL model proposed by Parasuraman, Ziethaml, and Berry 
(1988) were added to further explore the level of satisfaction towards 
mobile payment. The adopted TAM model (Fig. 1) hypothesises four 
conceptually independent determinants of consumer satisfaction 
towards Alipay, which are: 
 
H1:  
 

Perceived Quality (PESQ) will positively influence consumer 
satisfaction (PS) towards Alipay 
 

H2:  
 

Perceived Trust (PT) will positively influence consumer 
satisfaction (PS) towards Alipay 
 

H3:  
 

Perceived Ease of Use (PEOU) will positively influence 
consumer satisfaction (PS) towards Alipay 
 

H4:  
 

Perceived Usefulness (PU) will positively influence consumer 
satisfaction (PS) towards Alipay 

 
 

Independent Variables    Dependent Variable 

 

 

 

 

Figure 4 : Conceptual Framework of TAM Towards  

Consumer Satisfaction on Alipay 

Source: Adapted model from Davies et al. (1989)  
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This study was interested in examining the factors influencing 
consumer satisfaction with Alipay, namely its users in China. 
Judgmental sampling was used, whereby prospective respondents 
were approached randomly in the shopping malls in Ningxia and 
Shanghai. A total of 552 questionnaires were collected and analysed 
using Analysis of Moment Structures (AMOS) that is available in 
Statistical Package for Social Sciences (SPSS). The items utilised to 
measure the variables incorporated the 5-point Likert scale ranging 
from 1=Strongly Disagree to 5=Strongly Agree.  

Structural equation modelling (SEM) was used to analyse the 
interrelationships among the different variables such as perceived 
quality, perceived trust, perceived ease of use, and perceived 
usefulness towards consumer satisfaction. Therefore, this study 
upheld a two-step approach of a measurement model and a structural 
model as proposed by Anderson and Gerbing (1988). Confirmatory 
factor analysis was then used for assessing the contributions of each 
variable and the adequacy of the proposed model. Several types of 
assessments such as the unidimensionality, convergent validity, 
discriminant validity, construct reliability (CR), internal reliability 
(Cronbach’s alpha), and average variance extracted (AVE) 
assessments were undertaken to ensure the validity and reliability of 
the data and information collected. 

The significance and size of each structural parameter were 
projected as they were relevant in inaugurating the model fit. A series 
of the goodness-of-fit indexes was required to reflect the fitness of the 
model to the data in SEM. The fitness of model was thus categorised 
into either absolute fit, incremental fit, or parsimonious fit accordingly. 
Moreover, Hair et al. (2010) have suggested that at least three fit 
indexes are required, whereby at least one index from each category 
of model fit needs to be included. As such, the structural model that 
best fitted the data was identified before proceeding with hypotheses 
testing. 

 
4.0 Findings 

The Cronbach’s alpha value obtained was 0.886, thereby 
verifying this model as suitable for the study. This was done by 
measuring the consistency among the TAM items, such as perceived 
trust, perceived ease of use, perceived service quality, and 
satisfaction.  
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Descriptive analysis was then used to describe the socio-
demographic profile, such as gender, age, education level, and 
income level of the respondents. TABLE 1 shows the socio-
demographic profile accordingly. The results revealed that 42.9 per 
cent were males, whereas the majority of 57.1 per cent were females. 
A majority of the respondents were between 26 to 33 years old (40.4 
per cent), followed by 18 to 25 years old (34.6 per cent), 34 to 42 years 
old (16.1 per cent), 43 to 51 years old (4.9 per cent), and 51 years old 
and above (4.0 per cent). With regards to their education level, most 
of them (48.9 per cent) had at least a bachelor’s degree, while 19.7 
per cent graduated with a Master’s degree, 19 per cent graduated 
from junior college, 10.9 per cent graduated from high school or less, 
and only 1.4 per cent were PhD holders. In terms of income 
distribution, 58.1 per cent of the respondents earned less than 3,000 
RMB, while 29.3 per cent earned between 3,000 and 5,000 RMB, 6 
per cent earned more than 20,000 RMB, and a smaller percentage 
(1.6 per cent) had a monthly income between 10,001 to 20,000 RMB.  

 
Table 19 : Socio-demographic Profile of Respondents (n=552) 

Demographic 
Variables 

Description Frequency Percentage (%) 

Gender Male 237 42.9 
 Female 315 57.1 
Age 18 to 25 191 34.6 
 26 to 33 223 40.4 
 34 to 42 89 16.1 
 43 to 51 27 4.9 
 51 and above 22 4.0 
Education level High School or Less 60 10.9 
 Junior College 105 19.0 
 Undergraduate 270 48.9 
 Master 109 19.7 
 PhD 8 1.4 
Income 3,000 RMB and below 321 58.1 
 3,001 to 5,000 RMB 162 29.3 
 5,001 to 10,000 RMB 27 4.9 
 10,001 to 20,000 RMB 9 1.6 
 20,000 RMB and above 33 6.0 
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To ensure the unidimensionality of the measurement model, 
the factor loading for each item in this study was found to be greater 
than 0.5 (Hair et al., 2010). Convergent validity is shown in Table 2, 
whereby the magnitudes of the standardised parameter estimations 
are higher than 0.6 and statistically significant between the latent and 
measured variables. Thus, the results proved that the construct was 
unidimensional and convergent validity was attained in this study. 

The results of CR and AVE is shown in TABLE 2. The CR of 
the measures included in the model ranged from 0.669 to 0.948, while 
the output of AVE values was reported to range from 0.554 to 0.643 
and within an acceptable range (AVE>0.50). Thus, it could be 
concluded that all measures had strong and adequate reliability. One 
unpredictable occurrence observed was that perceived usefulness 
was to be removed from the construct despite being empirically 
significant as its standard regression weight was less than 0.5. In 
addition, its CR value was less than 0.5 and AVE value was less than 
0.4. As such, the hypothesis for perceived usefulness was not 
supported and the notion that it is positively related to consumer 
satisfaction was thus challenged. Similarly, the motivation for 
perceived usefulness is not related to effectiveness and efficiency 
only; it is requires one to consider availability, sociability, reassurance, 
and instrumentality (Nysveen, 2005). 

 
Table 20 : Summary of Measurement Model 

Item Code Statement Standardised 
Regression 

Weight 

CR AVE 

Satisfaction  0.813 0.588 
PS1 In general, I am happy with the 

overall service experience of 
Alipay. 

0.571   

PS2 I intend to continue using Alipay’s 
service. 

0.562   

PS3 I will recommend Alipay to my 
friends. 

0.632   

Perceived Ease of Use  0.669 0.554 
PEOU2 It is easy to navigate the Alipay 

system. 
0.532   

PEOU5 Using Alipay for my purchases on 
the internet makes my life easier. 

0.571   
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Perceived Trust  0.917 0.557 
PT1 Compared to other payment 

systems, I trust Alipay more. 
0.530   

PT2 The information provided by 
Alipay can be trusted. 

0.599   

PT3 I trust that Alipay does not misuse 
my personal information. 

0.578   

PT4 I feel safe using Alipay to make 
payment. 

0.519   

Perceived Service Quality  0.948 0.643 
PESQ1 The Alipay system does not crash. 0.600   
PESQ2 Alipay promptly responds to my 

requests within 24 hours. 
0.680   

PESQ3 Alipay is able to solve my 
complaints quickly. 

0.655   

PESQ4 Alipay’s online help centre 
provides fast ratifications for 
transactions requested. 

0.665   

PESQ5 Alipay’s system loads quickly. 0.613   
 
Table 3 shows a summary of the model fit index for the 

structural model of Alipay in this study. For the absolute fit measure, 
the Goodness-of-Fit Indices (GFI) obtained was 0.953, whereas the 
Adjusted Goodness-of-Fit Indices (AGFI) was 0.930, Root Mean 
Square Error of Approximation (RMSEA) value was 0.053, and 
Standardised Root Mean Square Residual (SRMR) value was 0.0435. 
Therefore, it could be concluded that the required level of construct 
validity for the absolute fit measure was achieved. For the incremental 
fit measure, the results revaled the Comparative Fit Index (CFI) value 
of 0.94, Normed Fit Index (NFI) value of 0.905, Tucker Lewis Index 
(TLI) value of 0.923, and Incremental Fit Index (IFI) value of 0.940. 
meanwhile, the parsimonious fit measure yielded the Chisq/df value 
of 2.528, parsimony goodness fit index (PGFI) value of 0.644, and 
Parsimony Normed Fit Index (PNFI) value of 0.70. The results shown 
in Table 3 demonstrate that the model yields good fit index since the 
RMSEA, SRMR, and Incremental Fit Measure values are below 0.10, 
below 0.05, and higher than the cutoff point 0.90, respectively. 
Similarly, the X2/df value was less than 3 and the PGFI and PNFI 
values were both above 0.5. Therefore, it could be conclude that the 
model fit very well in this study. 
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Table 21 : Model Fit Index on the Structure Model 

 Name of Category Name of Index Index 
Value 

1. Absolute Fit Measure Root Mean Square Error of Approximation 
(RMSEA) 

0.053 

 Standardised Root Mean Square Residual 
(SRMR) 

0.044 

  Goodness of Fit Indices (GFI) 0.553 
  Adjusted Goodness of Fit Indices (AGFI) 0.930 

2. Incremental Fit Measure Comparative Fit Index (CFI) 0.94 
 Incremental Fit Index (IFI) 0.94 
  Normed Fit Index (NFI) 0.905 
  Tucker Lewis Index (TLI) 0.923 

3. Parsimonious Fit 
Measure 

Chi-Square/ Degree of Freedom 
(Chisq/df) 

2.528 

 Parsimony Goodness Fit Index (PGFI) 0.644 
 Parsimonious Normed-Fit Index (PNFI) 0.706 

 
In this study, SEM was utilised to examine the relationships 

between perceived service quality (PESQ), perceived trust (PT), 
perceived ease of use (PEOU), and satisfaction (PS). TABLE 4 shows 
the results of hypothesis testing, while Fig. 2 reveals a diagram of the 
structural model for consumer satisfaction towards Alipay in China. 
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Figure 5 : Structural Model of Consumer Satisfaction Towards Alipay 

Notes: 
PESQ  = Perceived Service Quality 
PT  = Perceived Trust  
PEOU  = Perceived Ease of Use 
PS  = Satisfaction 

 
An examination of the TAM model in terms of Alipay-based 

satisfaction showed that the perceived service quality, perceived trust, 
and perceived ease of use each had a significantly positive impact on 
consumer satisfaction towards Alipay in China (Table 4).  

For hypothesis H1, the probability of getting a critical ratio as 
large as 5.122 in absolute value was less than 0.001. In other words, 
the regression weight for the perceived service quality in predicting 
consumer satisfaction was significantly different from zero at the 0.001 
level in a two-tailed test. Therefore, the research hypothesis was 
supported (β=0.306, p<0.001); when perceived service quality went 
up by 1, consumer satisfaction also rose by 0.306. This showed that 
consumer perception towards the services provided by Alipay 
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significantly influenced consumer satisfaction towards the provider. 
Past research have further confirmed that third-party payment service 
quality enables convenient access for its users, useful content 
retaining interest on the sites, and the waiting time for a service is 
adequate and indicates good responsiveness (Choi & Jin, 2015; 
Rangan & Adner, 2001; Choi & Gao, 2014). 

In the case of hypothesis H2, the probability of getting a critical 
ratio as large as 6.254 in absolute value was less than 0.001. In other 
words, the regression weight for perceived trust in predicting 
consumer satisfaction was significantly different from zero at the 0.001 
level in a two-tailed test. Therefore, the research hypothesis was 
supported (β=0.524, p< 0.001); when perceived trust went up by 1, 
consumer satisfaction also rose by 0.524. The result indicated that if 
the consumers were confident in using Alipay as their payment 
method of choice, they would be more likely to have higher 
satisfaction. This result is consistent with some past studies in which 
consumer satisfaction and intention are determined by their trust and 
perceived usefulness of use in Alipay (Mu & Lee, 2017; Choi & Sun, 
2016). 

Next, hypothesis H3 showed that the probability of getting a 
critical ratio as large as 3.946 in absolute value was less than 0.001. 
In other words, the regression weight for perceived ease of use in the 
prediction of consumer satisfaction was significantly different from 
zero at the 0.001 level with a two-tailed test. The research hypothesis 
was thus supported (β=0.408, p< 0.001); when perceived ease of use 
went up by 1, consumer satisfaction also rose by 0.408. According to 
Wang and Li (2016), consumer perceived ease of use has a positive 
impact on consumer perceived value of third-party mobile payment 
services.  

 
Table 22 : Result of Hypothesis Testing 

Hypothesis  β Standard 
Error 
(S.E) 

Critical 
Ratio (C.R) 

p- value Decision 

H1 PS←PESQ 0.306 0.060 5.122 *** Reject H0 
H2 PS←PT 0.524 0.084 6.254 *** Reject H0 
H3 PS←PEOU 0.408 0.103 3.946 *** Reject H0 
***Significant at 0.001 
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5.0 Conclusion and Recommendations 

Alipay is the most preferred online payment service in China, 
offering a wide user base and user-friendly services. It particularly 
excels in online commerce, financial services, online wholesale, 
online retail, public transportation, public services, entertainment, and 
other related businesses. Gradually, it is integrated into the 
population’s daily lives in China and serves as a big convenience 
factor for better living through easy payment for goods and services. 
Indeed, Alipay motivates the growth of e-commerce economy in terms 
of convenient payment method in the country, thus becoming the key 
engine of internet-based economy and accelerates China’s total 
Gross Dosmestic Product (GDP) growth. 

Alipay has started its empire by providing a standardised 
payment process utilisable in the trade. Here, its payment method is 
in the form of an escrow service, which is the facilitator of trust and 
thus created the commerce aspect. Without Alipay, Chinese e-
commerce would not have experienced such boom. As it has 
integrated multiple functions on its platform, it has transformed from 
being merely a payment method into a one-stop payment portal, 
thereby making Alipay essential for the people in China. With several 
financial and wealth managing functions, it allows those unable to 
participate in the traditional banking system with a chance to partake 
in commerce. 

However, these efforts should be evaluated more precisely and 
systematically to ensure sustainable management, specifically by 
understanding consumer satisfaction. To create a basic value of 
network management among all stakeholders, the benefits of third-
party mobile payment and sustainable trust in terms of consumer 
satisfaction are critical to ensure Alipay’s sustainable performance. 
Thus, this research empirically tested consumer satisfaction towards 
the sustainable features of its service quality, trust, and ease of use. 
In particular, consumer satisfaction is the key to building consumer 
relationship management and highly crucial for a sustainable 
performance. Accordingly, all three determinants worked well for 
consumer satisfaction, which explained Alipay’s current success in the 
market.  

To increase the level of consumer trust on mobile payment, a 
reliable protection system needs to be embedded, offering advanced 
encryption, transmission, and anti-attack techniques in order to 
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protect user privacy, account safety, and assets and transaction 
completeness for its consumers. The key driver towards ensuring 
such payment security leads to the act of formulating a set of strict 
transaction rules and regulations under the Consumer Protection 
Laws for the purpose of creating a fair transaction environment. 
Moreover, service quality can be ascertained simply as Alipay needs 
to train its employees in forming a strong awareness of mutual 
supervision, creating a strong connection with the stakeholders, and 
upholding risk detection in their daily work.  

Although this research successfully reached its objectives, 
several unavoidable limitations should be noted. Firstly, the third-party 
mobile payment market in China is dominated by two payment 
services, which are Alipay and WeChat Pay. However, this study only 
focused on Alipay and did not assess any difference in its role 
compared to Wechat Pay regarding the changing nature of commerce 
in China. Secondly, an investigation of the sustainable issues and 
multi-channel services is necessary, looking into the most outstanding 
feature of third-party online payment. In general, it is a type of escrow 
guarantee system designed for online transactions in Alibaba between 
the sellers and consumers. Finally, the future study should consider 
adopting Kokuryo’s theory in order to examine Alipay’s roles in 
facilitating commerce in China. 
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