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Abstract

With the vigorous development of e-commerce, the transactions of online shopping have
been increasingly diversified. The rise of the third-party payment even has a significant
influence on human beings. However, although the service of the third-party payment has been
popular abroad, the existing laws and regulations in Taiwan have not been complete. Consumers
are under the situation where the functions and risks of the third-party payment are
unpredictable. Therefore, this study intends to understand the usage intention of the third-party
payment from the perspective of consumers. Research in general online shopping users for a
total of 180 questionnaires were distributed, 153 questionnaires collected, 141 valid
questionnaires. The results found that (1) Perceived Value have significant positive impact on
Attitude toward Using. (2) Perceived Value have significant positive impact on Usage Intention.
(3) Attitude toward Using have significant positive impact on Usage Intention. (4) Perceived
Risk have no significant positive impact on Usage Intention. (5) Attitude toward Using have
Mediating effect between Perceived Value and Usage Intention. (6) Perceived Risk have
Moderating effect between Attitude toward Using and Usage Intention.

Keywords: Online Shopping, Third-party Payment, Perceived Value, Attitude toward
Using, Perceived Risk, Usage Intention
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