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Research Paper 

Abstract: This study aims to identify factors influencing individuals’ willingness to use 
mobile payment applications in China. Stimulus–organism–response (SOR) theory 
served as the foundational framework. Quantitative data were collected from 462 valid 
questionnaire addressing people’s use of mobile payment platforms in various regions of 
China. Structural Equation Modeling (SEM) results that perceived usefulness and ease of 
use significantly increase user satisfaction and perceived value. In the same vein, service 
quality and social influence also positively and significantly influence to satisfaction. In 
other words, cost has negative and significant impact on perceived value. Perceived value 
has positive and significant impact on satisfaction. Perceived value and satisfaction have 
positive and significant impact on willingness to use. The current study with significant 
findings contributed to fill the gap in the context of China region because only a few 
studies leveraged the SOR theory to explore mobile payment. The findings also 
contributed to enrich knowledge of mobile payment applications and provide actionable 
guidance to help mobile payment operators make strategic decisions. These results could 
also increase the understanding of mobile payment which paint a more vivid picture of 
this phenomenon and can enable mobile payment operators to make better strategic 
choices. 
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1. Introduction 

Advances in the payment industry continue to affect businesses and consumers 
with new technologies which are altering people’s transaction habits (Qi et al., 2024). 
Emerging options afford enterprises more chances to engage in electronic commerce 
(Chaveesuk et al., 2022). China’s business digital payment method has developed 
rapidly with traditional cash payment being partly replaced by non-cash options (Wu 
et al., 2023). Mobile payment is a digital payment service that uses mobile devices and 
wireless communication technology to conduct financial transactions (Ye et al., 2023). 
Mobile payment requires devices supporting mobile payment technology, such as 
smartphones, smooth and secure networks, etc (Sleiman et al., 2023). Mobile payment 
is an online digital payment method that allows users to complete transactions more 
conveniently and quickly without carrying any physical card or cash (Yang et al., 
2023). Public health emergencies over the past few years have further inspired people 
to use this payment mode (Abegao Neto & Figueiredo, 2023; Tounekti et al., 2022). 
This option makes people’s lives more convenient and fosters growth in the 
commercial economy (Behera et al., 2023; Darko et al., 2023). The status of mobile 
payment can even reflect a region’s degree of economic development (Elsotouhy et al., 
2023). This industry’s rich business prospects have led many firms to explore 
potential opportunities, with mobile payment–related companies expected to 
continue forming (Dang et al., 2023; Mukhopadhyay & Upadhyay, 2022). People’s 
choices are anticipated to expand alongside new mobile payment methods. Industry 
competition is apt to intensify as well (Chen et al., 2023; Khan et al., 2023). 

As mobile banking becomes an integral concern in the current competitive 
environment. Therefore, different factors which influence to individuals’ application 
choices are of prime interest to mobile payment operators. It is accordingly essential 
to investigate the aspects that affect customers’ willingness to use mobile payment. 
Author’s in the extant literature argued that satisfaction plays a crucial role in 
increasing willingness to use a product or service by reinforcing positive experiences 
and meeting expectations effectively (Soliman et al., 2024). When the users of mobile 
banking find out their needs consistently then they are more likely to choose and 
continue using that product or service. This cycle of satisfaction increase loyalty and 
encourages further engagement, ultimately enhancing willingness to use (Soliman et 
al., 2024). Equally, various stimulus factors namely perceived usefulness, ease of use, 
and social influence collectively enhance satisfaction by meeting functional needs, 
minimizing effort, and validating choices through social norms and recommendations 
(Nuryakin et al., 2023). When users find a product useful, easy to use, and endorsed 
by others, their satisfaction grows, bolstering their willingness to continue using and 
advocating for it (Azzahra & Kusumawati, 2023). In seeking significance of previous 
relationship, study mainly focused on improving willingness to use to increase 
customer satisfaction. This research intends to bridge this knowledge gap.  

Empirically, different studies have been addressed mobile payment and offered 
insightful gaps. Extant studies have mainly focused of perceived usefulness, ease of 
use, and social influence on intention to use (Gani et al., 2024; Liesa-Orús et al., 2023; 
Palamidovska-Sterjadovska et al., 2024; Soliman et al., 2024) while have limited 
attention on willingness to use. Also previous studies has limited attention on China 
region which also increase the focus of the study to conduct in Chinese region. In other 
context, scarce academic work on mobile payment has featured stimulus–organism–
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response (SOR) theory (Azzahra & Kusumawati, 2023; Nuryakin et al., 2023; Soliman 
et al., 2024). This theory is useful for uncovering the processes that underlie people’s 
behavior, such as their willingness to use mobile payment (Palamidovska-
Sterjadovska et al., 2024). Some scholars have acknowledged SOR theory’s 
applicability to mobile payment and employed it to study people’s willingness to use 
this technology (Lee & Chen, 2022). Therefore, this research constructs a model based 
on SOR theory to investigate factors affecting Chinese individuals’ willingness to use 
this technology.  

The study with this unique model, findings contributed from theoretical and 
practical perspectives. Theoretically, research implications is to focus on the 
advancing understanding of mobile payment adoption through the lens of the 
Stimulus-Organism-Response (SOR) theory, which provides a structured framework 
to explore how perceived stimuli (usefulness, ease of use, social influence) influence 
psychological and emotional states (organism), ultimately shaping behavioral 
responses (willingness to use). Through recognizing the gaps in the extant studies 
with limited attention on willingness to use mobile payment in China and the 
underutilization of SOR theory in this context, this study contributes by enhancing 
theoretical models that explain consumer behavior in technology adoption contexts. 
In other context, study emphasized the significance of perceived usefulness, ease of 
use, and social influence in driving willingness to adopt mobile payment technologies 
among Chinese consumers. Insights derived from the study can inform businesses and 
policymakers about the factors critical for enhancing user satisfaction and promoting 
widespread adoption of mobile payment systems. By leveraging SOR theory, which 
provides a holistic perspective on the factors influencing behavioral intentions, 
practitioners can develop targeted strategies to improve china mobile payment 
technologies. The rest of paper divided into further four chapters, literature review 
where empirical and theoretical studies, research methods where discuss research 
design, data analysis where discussed the analysis of the study, and discussion part 
interpreted the results and supported with relevant studies.  

2. Review of Literature and Development of Hypothesis 

This section provides an overview of relevant literature and proposes 11 
hypotheses intended to clarify customers’ willingness to use mobile payment options 
in China. 

2.1 Mobile Payment and Willingness to Use This Technology 

Mobile payment becomes an important tool to facilitate the people on the national 
and international level for their easiest payment. It was described by Karnouskos 
(2004) that mobile payment is worked as a using mobile devices to pay merchants and 
to provide other data required to complete a transaction. The concept of ‘willingness 
to use’ refers to whether consumers wish to purchase or use a product or service. 
Mobile payment has changed how customers and merchants interact by making 
transactions simpler and faster (Daragmeh et al., 2021). Scholars have been 
scrutinizing this payment mode since the early 2000. (Dahlberg et al., 2015)further 
contended that adapting more theories to mobile payment studies is vital for 
improving investigations’ rigor. Researchers have been applying SOR theory to mobile 
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payment since 2018, but efforts remain limited as noted earlier. This study therefore 
builds a model rooted in SOR theory to illuminate the facets influencing Chinese 
customers’ willingness to use mobile payment applications. 

2.2  Stimulus–Organism–Response Theory 

In brief, SOR theory (Fig1.) asserts that external stimuli elicit psychological 
reactions and subsequent behavioral responses (e.g., purchase or adoption 
intentions). A stimulus (“S”) naturally affects a person; external stimulation can arise 
from objects (e.g., products) or the social environment (e.g., recommendations from 
friends). The organism (“O”) refers to one’s psychological activities after encountering 
external stimuli. A response (“R”) is a consequent action (e.g., purchase behavior) 
following from these psychological outcomes (Chen et al., 2023; Mehrabian, 1974). 

 
Figure 1: SOR Theoretical Model (Mehrabian, 1974) 

On the other hand, SOR theory is often used to evaluate consumer behavior, 
especially intention, and is popular in disciplines such as retailing and tourism. The 
theory explains how external stimuli, consumer psychology, and behavioral responses 
mutually operate. Concerning mobile payment, Li (2018) and Jiang (2021) used the 
framework to discern Chinese individuals’ willingness to use this technology. Such 
willingness appears related to stimuli including product-related factors (e.g., 
usefulness, ease of use, service quality), the environment, and an organism’s 
psychological reactions. Jiang (2021) took service quality, cost, and social influence as 
external stimuli; Li (2018) considered usefulness, ease of use, service quality, and 
social influence. Li (2018) further found that perceived value and satisfaction affect 
people’s willingness to use Chinese mobile payment options. In their case, perceived 
value and satisfaction constituted the organism, whereas willingness to use 
represented the response. SOR theory was thus deemed appropriate for the present 
study. 

Usefulness is crucially tied to one’s satisfaction with and willingness to use an 
information system (Bhattacherjee et al., 2008). (Ashraf et al., 2020) pinpointed 
usefulness as a major predictor of satisfaction and a key element in ones willingness 
to use a technology. Ferreira et al. (2023) remarked that usefulness is a prerequisite 
for, and positively related to, satisfaction. Other studies have identified usefulness as 
integral to satisfaction as well (Shin et al., 2010; Weng et al., 2017). Regarding the 
digital era, usefulness is a decisive component of satisfaction with respect to the 
Internet and a mobile technology environment (Wang, 2022). For instance, Yang et al. 
(2023) ongoing research on massive open online courses indicated that usefulness 
positively influenced students’ satisfaction. Liébana Cabanillas et al. (2020) more 
generally reported that individuals favor useful technologies. Similarly, Khlaif et al. 
(2023) reported that people are predisposed to accept a new technology that is useful 
to them. Other studies have reached the same conclusion (An et al., 2023). Wu (2015) 
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empirically demonstrated that usefulness promotes satisfaction and perceived value. 
Given these outcomes, the following hypotheses are put forth. 

H1: The usefulness (U) of mobile payment positively affects application users’ 
satisfaction (S). 
H2: The usefulness (U) of mobile payment positively affects application users’ perceived 
value (PV). 

Ease of use captures one’s sense of whether an information system is simple to 
operate. This notion can shape one’s identity and satisfaction with user information 
systems. Liébana Cabanillas et al. (2020) determined that people prefer easy-to-use 
technology. Pai et al. (2023), ease of use is a primary factor in mobile payment, such 
that an application must be simple to use for people to accept it. Flavián et al. (2020) 
subsequently reaffirmed ease of use as paramount for mobile payment. Whereas 
complex mobile payment requires deliberate user effort Rahardja et al. (2023), people 
typically select options that are easy to learn about and deploy (An et al., 2023; 
Rahardja et al., 2023). Easy-to-operate technology has indeed been found to satisfy 
customers (Ferreira et al., 2023). On the other hand, further contented that ease of use 
have positive impact on satisfaction (Hong et al., 2006). Thus, based on previous 
discussion, hypothesized that, 

H3: The ease of use (EU) of mobile payment positively affects application users’ 
satisfaction (S) 
H4: The ease of use (EU) of mobile payment positively affects application users’ perceived 
value (PV) 

In this study’s context, service quality embodies one’s perceived quality of a mobile 
payment application. Fetra and Pradiani (2023) emphasized the importance of 
excellent service quality and its role in user satisfaction. High-quality service can 
evoke strong customer satisfaction (Jiang, 2021). Service quality conveys providers’ 
capabilities such as timeliness, comprehensiveness, and professionalism (Zhou, 
2013). Many consumers will be deterred if service providers cannot deliver efficient, 
thorough, and high-quality service (Fetra & Pradiani, 2023; Zhong & Chen, 2023). 
Service quality is also essential in mobile payment (Rahardja et al., 2023). For instance, 
better-quality service in the Internet technology environment can enhance user 
satisfaction (Ferreira et al., 2023). Stated formally: 

H5: Service quality (SQ) positively affects mobile payment application users’ satisfaction 
(S). 

Social influence can engender personal behavioral changes due to external factors. 
People occupy social networks, such that others often shape individuals’ lifestyles and 
decisions. Wais and Clemons (2008) stated that social influence encourages 
satisfaction. Jiang (2021) and Li (2018) both found this influence to promote 
perceived value. Hameed et al. (2024) specifically mentioned that social influence is 
critical in mobile payment contexts. Fan et al. (2005) and Mun et al. (2017) noticed 
that consumers regularly seek input on mobile payment from their relatives, friends, 
and colleagues. In the same vein, if a person’s loved ones heartily recommend using 
this type of technology, then one’s satisfaction with and perceived value of mobile 
payment should increase (Kurnia & Smith, 2006; Li, 2018) as postulated: 



Shulan Chen, Singha Chaveesuk, Wornchanok Chaiyasoonthorn/ Oper. Res. Eng. Sci. Theor. 
Appl. 7(2)2024 59-84 

64 

H6: Social influence (SI) positively affects mobile payment application users’ satisfaction 
(S). 
H7: Social influence (SI) positively affects mobile payment application users’ perceived 
value (PV). 

Cost is a main consideration when using mobile payment (Yu et al., 2017; Zhong & 
Chen, 2023), such as to purchase a smartphone. Buyers usually take transaction-
related costs into consideration. Payment systems that come with high costs yield 
lower perceived value for users (Lu et al., 2011; Verkijika & Neneh, 2021). Put simply, 
costs detract from perceived value (Hsiao, 2011; Jiang, 2021)—including of mobile 
payment (Lu et al., 2011; Yu et al., 2017). If operators can manage to reduce these 
costs, then they will likely attract more customers. The following hypothesis is 
formulated as a result: 

H8: The cost (C) of mobile payment negatively affects application users’ perceived value 
(PV). 

Perceived value involves one’s appraisal of a product or service, which in turn 
affects one’s willingness to use it. Value can be determined via transactions or actual 
use (Figueira et al., 2016). Perceived value is inherently subjective Zeithaml (1988) 
and has been identified as a determinant of user satisfaction (Cai, 2017; Zhong & Chen, 
2023). In addition to satisfaction, it positively influences one’s willingness to use an 
offering (Li, 2018); Roy, 2016). This type of value further functions as a tool with which 
companies can acquire customers. The following hypotheses are hence developed: 

H9: The perceived value (PV) of mobile payment positively affects application users’ 
satisfaction (S). 
H10: The perceived value (PV) of mobile payment positively affects application users’ 
willingness to use (WU) this technology. 

Figure 2: The Conceptual Framework 
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Satisfaction is a feeling of pleasure that manifests from external factors (e.g., when 
an experience surpasses one’s expectations). This element is integral to one’s 
willingness to use a product or service (Ashraf et al., 2020). Ferreira et al. (2023) 
reported that satisfaction directly affects such willingness, with other scholars (Hong 
& Slevitch, 2018; Jiang, 2021) finding that satisfaction amplifies willingness to use an 
item. Zhong and Chen (2023) believed that satisfaction is important in mobile 
payment; in essence, people should be more inclined to use a mobile payment 
application if it is satisfying. In terms of the Internet and mobile technology 
environment, satisfaction molds consumers’ willingness to use relevant options. 
Therefore: 

H11: Satisfaction (S) positively affects mobile payment application users’ willingness to 
use (WU) this technology. 

Based on previous studies' relationship ship, overall, eight latent variables were 
considered in this study based on the preceding literature review and SOR theory. The 
following five variables were taken as external stimuli: usefulness, ease of use, service 
quality, cost, and social influence. The organism comprised satisfaction and perceived 
value, with willingness to use representing the response. Figure 2 depicts the 
proposed conceptual framework on people’s willingness to use Chinese mobile 
payment.  

3. Method 

This study aims to identify factors influencing individuals’ willingness to use 
mobile payment applications in China. To achieve this objective, a quantitative 
research approach was employed that is considered good when collecting data 
through survey instruments (Elliott, 2005). On the other hand, the cross-sectional 
research design was employed where data in the one-time frame. Different authors 
recommended that it is a more effective design compared to longitudinal when 
collecting data in one phase or one-time frame (Hassett & Paavilainen-Mäntymäki, 
2013). Therefore, the cross-sectional research design was effective for the current 
study.  

3.1 Measures 

The hypothesized relationships were tested via a structured questionnaire 
developed from the literature. The first section solicited respondents’ demographic 
information. The second section addressed eight latent variables. All items about these 
variables were scored on a 7-point Likert scale (1 = strongly disagree, 7 = strongly 
agree), consistent with other mobile payment research featuring SOR theory (Kim et 
al., 2019). Questionnaire data were gathered via random sampling between December 
2023 and January 2024; 500 mobile payment users in China were randomly selected. 
Thirty-eight questionnaires were invalid and excluded from analysis, resulting in a 
sample of 462 surveys. Respondents hailed from nearly every region of mainland 
China. SPSS has been deemed suitable for statistical analysis as part of mobile payment 
research, and AMOS is appropriate for assessing potential relationships between 
variables using SEM (Chaveesuk et al., 2022; Li, 2018). 
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3.2 Respondent characteristics 

Table 1 presents a profile of the study participants. Less than half of the 
respondents (39.8%) were women; 60.2% were men. People aged 26–35 (30.5%) 
constituted the largest proportion of the sample, followed by those aged 36–45 
(27.3%), 46–60 (23.8%), 18–25 (14.9%), and above 60 (3.5%). As for occupation, 
most respondents were in private enterprises (41.1%). Others were either employed 
by an individual business (18.2%), were students (17.3%), or worked for government 
agencies/institutions (7.4%) and state-owned enterprises (6.9%); all other 
occupations constituted 9.1% of the sample. More than one-third of respondents 
(39.2%) earned 3,000–5,000 yuan per month. About one-quarter (24.0%) earned a 
monthly income of less 2,000 yuan. Others earned 2,000–3,000 yuan (19.3%), 5,000–
8,000 yuan (12.6%), or more than 8,000 yuan (5.0%). The majority of respondents 
(91.8%) used Alipay, and 90% also used WeChat Pay. Among mobile payment tools, 
about half of respondents (49.6%) used Alipay, followed by WeChat Pay (45.2%), a 
digital RMB app (1.9%), Cloud Quick Pass (1.5%), and Yi Pay (0.9%); other apps 
accounted for 0.9%. 

Table 1: Respondent characteristics 
Category  Frequency Percent (%) 

Gender Male 278 60.2 

Female 184 39.8 

Age range 18 to 25 69 14.9 

26 to 35 141 30.5 

36 to 45 126 27.3 

46 to 60 110 23.8 

Above 60 16 3.5 

Education level Below High School 75 16.2 

Below Graduation 129 27.9 

Under graduation 187 40.5 

Masters or above 71 15.4 

Occupation Student 80 17.3 

Government agency/institution 34 7.4 

State-owned  firm 32 6.9 

Private 190 41.1 

Individual 84 18.2 

Others 42 9.1 

Monthly income Below 2000 CNY 111 24 

2000–3000 CNY 89 19.3 

3000–5000 CNY 181 39.2 

5000–8000 CNY 58 12.6 

8000+ CNY 23 5 

Mobile payment 
application(s) used 

Alipay 424 91.80% 

Tenpay (WeChat Pay) 416 90.00% 

Digital RMB app 48 10.40% 

Cloud Quick Pass 174 37.70% 

Yi pay 120 26.00% 

Other 37 8.00% 
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4. Inferential Results 

4.1 Reliability and Validity Analyses 

Scale reliability was assessed based on two criteria convergent and discriminant 
validity. The convergent validity was assessed from “alpha, composite reliability (CR), 
loadings, and average variance extracted (AVE)” which are presented in Table 2. The 
range of alpha is 0 to 1 (Cronbach, 1951) and is considered acceptable when it is 
greater than 0.7. The CR value is also acceptable when above 0.7; the AVE is deemed 
acceptable when over 0.5 (Fornell & Larcker, 1981). 

The CR, AVE, and α values were greater than 0.7, 0.5, and 0.7, respectively. The CR 
and AVE values met (Fornell & Larcker, 1981) recommended thresholds, and α met 
the threshold suggested by (Cronbach, 1951). The scale constructs’ reliability and 
validity were thus confirmed. Confirmatory factor analysis was next used to evaluate 
the measurement model. Validity was assessed based on the “comparative fit index 
(CFI), goodness-of-fit index (GFI), normed fit index (NFI), root mean square error of 
approximation (RMSEA), and relative Chi-square (χ 2/df)”. Below is Appendix Table 3 
shows that each item’s factor loading coefficient exceeded 0.5; as such, all items were 
reasonable. The data fit the model well overall: CFI = 0.977 (≥ 0.9), GFI = 0.902 (≥ 0.9), 
NFI = 0.923, RMSEA = 0.029 (≤ 0.05), χ 2/df = 1.387 (≤ 2) (Bentler & Bonnet, 1980). 

4.2 Hypothesis Testing 

Scholars have recognized that Structural Equation Modeling (SEM) is widely used 
in the fields of economy, finance, consumer behavior, business management, etc. The 
advantage of SEM is that it can be used to verify the relationship between variables 
when conducting empirical research (Jiang, 2021).   The structural model results 
shown that usefulness positively influenced respondents’ satisfaction with the mobile 
payment application (estimate = 0.238, p < 0.001), causing H1 to be supported. 
Usefulness also had a positive impact on respondents’ perceived value of the app 
(estimate = 0.285, p < 0.001). H2 was hence supported. Ease of use promoted users’ 
satisfaction with the app (estimate = 0.25, p < 0.001) as well as the app’s perceived 
value (estimate = 0.274, p < 0.001), lending support to H3 and H4. Service quality (SQ) 
positively affected users’ satisfaction with the mobile payment app (estimate = 0.295, 
p < 0.001), as did social influence (estimate = 0.26, p < 0.001). H5 and H6 were 
therefore accepted. Social influence also promoted users’ perceived value of the app 
(estimate = 0.29, p < 0.001), whereas cost (C) negatively affected this aspect (estimate 
= -0.339, p < 0.001). Thus, H7 and H8 were accepted. Perceived value had a positive 
effect on users’ satisfaction with the mobile payment app (estimate = 0.136, p < 0.05) 
and on their willingness to use the app (estimate = 0.418, p < 0.001). H9 and H10 were 
hence supported. Satisfaction also positively influenced respondents’ willingness to 
use the app (estimate = 0.243, p < 0.001). H11 was accordingly supported. The data fit 
the model well overall: CFI = 0.972 (≥ 0.9), GFI = 0.896 (≥ 0.9), NFI = 0.918, RMSEA = 
0.032 (≤ 0.05), χ 2/df = 1.466 (≤ 2; (Bentler & Bonett, 1980).  
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Table 2: Convergent reliability (CR) and average variance extracted (AVE) 
 U EU SQ SI C S PV WU AVE CR Α 

U 0.806        0.651 0.881 0.881 
EU 0.286 0.782       0.611 0.824 0.816 

SQ 0.21 0.161 0.811      0.657 0.852 0.851 

SI 0.229 0.103 0.201 0.817     0.668 0.934 0.934 

C -0.231 -0.171 -0.096 -0.132 0.805    0.648 0.902 0.901 

S 0.505 0.455 0.464 0.461 -0.124 0.812   0.661 0.921 0.922 

PV 0.512 0.445 0.184 0.433 -0.489 0.537 0.814  0.675 0.936 0.935 

WU 0.182 0.204 0.181 0.137 -0.182 0.482 0.564 0.822 0.663 0.932 0.932 

Note. U = usefulness; EU = ease of use; SQ = service quality; SI = social influence; C = cost; S = satisfaction; PV = perceived value; WU = willingness to use. 
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The research hypotheses were tested via SEM. The outcomes are illustrated in 
Figure 3 and summarized in Table 3. 

 
Figure 3: Results of SEM analysis 

Table 3: Hypothesis testing results 
Hypothesis Estimate S.E. C.R. (t value) p value Result 

H1: U→S 0.238 0.045 5.136 *** Supported 

H2: U→PV 0.285 0.043 6.639 *** Supported 

H3: EU→S 0.25 0.051 5.384 *** Supported 

H4: EU→PV 0.274 0.049 6.357 *** Supported 

H5: SQ→S 0.295 0.043 6.932 *** Supported 

H6: SI→S 0.26 0.041 6.009 *** Supported 

H7: SI→PV 0.29 0.038 7.32 *** Supported 

H8: C→PV -0.339 0.044 -8.128 *** Supported 

H9: PV→S 0.136 0.05 2.638 0.008 Supported 

H10: PV→WU 0.418 0.054 7.687 *** Supported 
H11: S→WU 0.243 0.053 4.659 *** Supported 

Note. U = usefulness; EU = ease of use; SQ = service quality; SI = social influence; C = cost; S = 
satisfaction; PV = perceived value; WU = willingness to use; ***p < 0.001. 

5. Discussion 

This study aimed to identify factors influencing individuals’ willingness to use 
mobile payment applications in China. To achieve this objective, a quantitative 
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research approach and cross sectional research design were employed.  The structural 
Equation Modeling (SEM) results shown that usefulness has positively and 
significantly influence to satisfaction. This finding emphasized the critical role of 
perceived usefulness which is significantly increasing the user’s satisfaction of mobile 
banking services in China region. This finding is consistent with SAR, which posits that 
perceived usefulness is a primary determinant of user satisfaction (Shah et al., 2022; 
Waheed & Jam, 2010). Users who find mobile banking features beneficial and relevant 
are more likely to report higher levels of satisfaction. The results is also consistent 
with the empirical study (Jiang, 2021; Khalil et al., 2023; Li, 2018)  which is also shown 
that perceived usefulness significantly enhances user satisfaction in various 
technological contexts. These finding shown that mobile banking providers in China 
are prioritizing on the development of features that address users' practical needs and 
enhance functionality could lead to improved satisfaction outcomes. In other words, 
perceived usefulness also positively and significantly influence to the perceived value. 
The results supported that when perceived usefulness increased then users perceived 
value also increased which supported with the SAR (Davis et al., 1989). The results is 
further aligned with different empirical findings (Faqih, 2016; Seligman, 2001; Wang 
& Sahid, 2024), where they also found that  perception of value is often influenced by 
the extent to which a service meets users' needs and enhances their experience. 
Therefore, these finding in the context of China internet banking users emphasizing 
the practical benefits and advantages of their services can enhance users' perceived 
value that could lead to banking sector sustainability. 

The further results shown that ease of use also significantly influence to the 
satisfaction of any individual for using mobile banking in China. This results 
highlighted the highlighted the significant of user-friendly interfaces in mobile 
banking. This finding in consistent with the following studies which suggested that 
ease of use is a critical factor influencing user satisfaction with technology (Azzahra & 
Kusumawati, 2023; Wilson et al., 2021). Users who find mobile banking applications 
easy to navigate are more likely to experience higher satisfaction levels. In other 
words, complex mobile payment can call for intentional effort. Ease of use is thus 
salient for mobile payment (Liébana Cabanillas et al., 2020; Mun et al., 2017). 
Consumers often highly value usefulness and ease of use when assessing product 
performance (Arham et al., 2022; Hong & Slevitch, 2018; Wiese & Humbani, 2020). 
Therefore, these findings shown that internet banking users in China should design 
intuitive and accessible interfaces which is crucial for enhancing user satisfaction 
which can increase the sustainability of china banking sectors.  

In addition, perceived ease of use also positively and significantly influence to 
perceived value which indicated that that users who find mobile banking services easy 
to use also perceive them as more valuable. The results supported the notion with 
following studies (Luo et al., 2024; Sudaryanto et al., 2023) where they also found the  
user-friendly design which can enhance users' perceptions of value because when 
users can easily interact with mobile banking services, they are more likely to perceive 
these services as offering greater value. These findings enforced that mobile banking 
providers in China should focus on simplifying the user experience to improve users' 
perceived value and satisfaction. Service quality and satisfaction result also positively 
and significantly affected on mobile banking users of china. This result indicated the 
significance of high service quality in mobile banking. The research results are 
supported with following studies (Rashid & Rasheed, 2024; Venkatakrishnan et al., 
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2023), where they also found that service quality is a key determinant of customer 
satisfaction. This users perceptions findings shown that mobile banking, factors such 
as reliability, responsiveness, and assurance are crucial for ensuring user satisfaction. 
This results suggested that mobile banking’s providers in china should prioritized on 
maintaining high service standard to increase user satisfaction and build long-term 
customer relationships with their customers.  

On the other hand, social influence also positively and significantly influence to the 
satisfaction which highlighted the role of peer opinions and social factors in shaping 
user satisfaction. The results supported with relevant studies (Bhukya & Paul, 2023; 
Pai et al., 2023) which also suggested that user perceptions and behaviors are often 
shaped by social interactions and recommendations. They also further concluded that 
users who receive positive feedback and endorsements from their social networks are 
more likely to be satisfied with mobile banking services. These empirical findings 
indorsed that in China leveraging social influence through positive user testimonials 
and recommendations could be an effective strategy to enhance user satisfaction that 
could increase banks sustainability. Social influence also positively and significantly 
influence to the perceived values which indicated that users who are influenced by 
their social networks perceive mobile banking services as more valuable. This results 
is further supported with following studies (Rasoolimanesh et al., 2023; Shah & 
Asghar, 2023) where they also enforced that social factors are playing a significant 
role in shaping users' perceptions of value. Social proof and community endorsements 
could increase the perceived value of mobile banking services. Therefore, mobile 
banking providers in China should consider incorporating social influence elements 
into their marketing strategies to increase perceived value which could increase the 
customer attraction in banking sector. 

In other sense, cost and perceived values relationship positively and significantly 
affect which advocated that higher costs reduce users' perceptions of value. The 
results is consistent with following studies (Ruelas, 2022; Tannady & Dewi, 2024; 
Zhong & Chen, 2023), where they also conducted research on price sensitivity and 
perceived value, which indicates that users are less likely to perceive high-cost 
services as valuable (Wang, 2022; Zeithaml, 1988).  This results enforced that mobile 
banking providers in China which is offering cost-effective solutions and transparent 
pricing that could improve users' perceptions of value and enhance their competitive 
advantage in market. The perceived values also significantly influence to satisfaction 
of China internet banking users. These findings shown that in China higher perceived 
value contributes to greater user satisfaction. These findings shown that when users 
believe that they are receiving good value from mobile banking services, their 
satisfaction levels tend to increase. The result is supported the notion with following 
studies (Cankül et al., 2024; Chang et al., 2024) where they also found that perceived 
value is a key driver of satisfaction in various service contexts.  These findings shown 
that mobile banking providers in China should focus on enhancing the perceived value 
of their services to improve overall user satisfaction.  

Perceived values and willingness relationship positively and significantly 
influenced ant this relationship underlined that users who perceive higher value in 
mobile banking services are more willing to continue using them. This result 
supported with following empirical studies (Baidoun & Salem, 2024; Alemany et al., 
2023; Ciu & Wijayanti, 2024). These studies enforced that perceived value is a strong 
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predictor of user engagement and continued usage. Therefore, China banking sector 
should prioritize on the enhancement of perceived value which is crucial for 
increasing users' willingness to use and ensuring long-term engagement with their 
services. Satisfaction also has positive and significant influence on willingness to use 
which is emphasizing the importance of user satisfaction in driving continued use of 
mobile banking services. The result is consistent with following studies (Adu-Gyamfi 
et al., 2024; Amfo et al., 2024) which shown that satisfied users are more likely to 
remain loyal and continue using a service (Oliver, 1980).  This results shown that 
mobile banking users in china should prioritize on user satisfaction which is essential 
for increasing ongoing user engagement and maintaining a competitive position in the 
market. The above findings shown that all indicators are important to increase the 
willingness to use.  

6. Implications 

The study with significant findings holds theoretical and practical implications. 
Theoretically, study have several implications.  At first, study on mobile payment 
conceptual framework proposed on SOSR model theory. Various external stimulus 
(i.e., usefulness, ease of use, service quality, cost, social influence) were treated as 
antecedents of the organism’s psychological reactions (i.e., perceived value, 
satisfaction), which mediated responses (i.e., willingness to use). The findings 
contributed that mobile payment literature by introducing SOR theory to this domain 
is a popular payment method in China and is important on a global scale. At second, 
positive ease of use impact on both of satisfaction and further validated that user-
friendly design not only improves satisfaction but also elevates perceived value, thus 
broadening the model’s application. At third, study with significant impact of service 
quality also contributed that the service quality model high service quality is essential 
for achieving user satisfaction. At forth, cost-benefit negative impact contributed to 
the literature in the context of price sensitivity and value perception which is showing 
that higher costs diminish the perceived value of mobile banking services. This finding 
aligns with value-based pricing theories and highlights the importance of cost 
management in enhancing perceived value. Lastly, study findings could also be a 
reference for scholars aiming to investigate mobile payment in greater depth in other 
countries.  

With theoretical implications, the study also has some practical implications. 
Firstly, study findings could help to policymaker in establishing a standards for user-
friendly interfaces and effective functionalities to ensure that mobile banking services 
should meet users' needs and improve overall satisfaction. At second, study also 
contributed in providing guidelines to investors in prioritize their funding 
opportunities that support the development of high-quality mobile banking services. 
Investing in companies that demonstrate a commitment to improving service quality 
and enhancing perceived value can yield positive returns, as these factors are crucial 
for attracting and retaining users. At third, study also enforced that regulators should 
address the impact of cost on perceived value by implementing pricing transparency 
and fair competition policies. Ensuring that mobile banking services are competitively 
priced and transparent in their fee structures can enhance users' perceived value and 
prevent market distortions. The study findings could also benefit to other researchers 
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in conducting their in the banking sectors that could increase banking sector 
competitive advantage.  

7. Conclusion  

Taking SOR theory as its foundation, this study examined individuals’ willingness 
to adopt mobile payment by identifying pertinent influencing factors. Data were 
collected from the mobile banking users employing quantitative research approach. 
The results findings shown that perceived usefulness and ease of use significantly 
increase user satisfaction and perceived value. In the same vein, service quality also 
positively and significantly influence to satisfaction. Also, perceived value positively 
and significantly impacts willingness to use, and social influence also positively and 
significantly affects both perceived value and satisfaction. Theoretically, study 
findings highlighted the importance of perceived usefulness and ease of use in shaping 
user experiences. The study findings also increase the new area of research for other 
researchers to conduct their research that could increase strength of current research 
extended model. Practically, study findings also suggested that policymakers should 
focus on user-friendly design and service quality, investors should support innovative 
and high-quality services, and regulators should ensure fair pricing and transparency 

8. Limitations and future research 

Certain limitations of this study leave room for future work. First, the sample 
consisted solely of mobile payment users in China. Economic globalization has ignited 
concerns about transactions among different countries. Additional research is needed 
to verify whether the conceptual framework proposed here applies to other locations. 
Subsequent efforts could address national conditions (e.g., regional, political, 
economic, and cultural attributes) in hopes of enhancing the model’s applicability. 
Second, eight latent variables were tested in this case. Follow-up analysis can consider 
other potentially relevant factors. In addition, the study does not use moderating 
variables, future studies could use moderating variables to increase the predictive 
relevance of the study. Finally, given this study’s use of SEM, other approaches can be 
employed in the future to further validate the findings. 
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