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Research on factors influencing consumers’ mobile payment:
an empirical study based on the data of students and
office workers of Jiangsu Zhejiang and Shanghai

LUO Dongva  ZHANG Xiang-qun
( School of Business Ningbo University Ningbo 315211 China)

Abstract: The development of network technology allows more and more consumers to use mobile payment in “inter—
net plus”age. Based on the previous studies this paper analyzes 5 factors that affect the consumer’ s mobile pay—
ment through questionnaire investigation with students and office workers of Jiangsu Zhejiang and Shanghai as the
research objects the research is done by means of questionnaire and tested through the Structural Equation Model-
ing. Tt reveals the perceived risk which doesn’ t influence on mobile payment usage intention and the following
factors that have positive influences on mobile payment usage intention: perceived usefulness perceived ease of
use subjective norm consumer innovation. In addition the author analyzes the impact of consumer scenarios on
mobile payments. Based on the results of the research suggestions are proposed on the promotion of mobile payment
services.
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