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This research therefore uses the risk-component approach to measure the amount of risk of different dimensions perceived by consumers when they are using alternative payment methods.

Methodology 
Type of investigation 

Some research projects aim to describe the defined characteristics a topic, 英语论文  www.51lunwen.org others seek to explain relationships between variables of interest and a third type involves exploring a topic that is not well established in order to find out the key issues(Sornders 2007). As this research project intends to use questionnaire survey in order to explore the relationship between customers’ perceived risks and financial services in China banks. Hence, this an explanatory study.  There are two important aspects of the research methodology in our study: the study questionnaire and the analysis technique.
Design of Questionnaire 

The purpose of this research is to find out the relationship between the perceived risks and financial services in order to make recommendations accordingly so as to adapt appropriate marketing strategies. 

Survey method has been chosen to carry out the research. To give the positivist foundations of this study, questionnaires were used to examine the variables factors.
The design of the questionnaire was primarily based on multiple item measurement scales (like likert scale) taken from previous research. 

Quantifiable data was obtained through a structured questionnaire that consisted of three sections, i.e. demographic details (seven questions), a quantification of consumers’ perceived risks with cash and credit card users on a six-point Likert type scale (forty questions), a quantification of consumers’ perceive of services rated on a five-point scale(ten questions). 

The questionnaire was pre-tested among 10 credit credit card users in order to improve the design of questionnaire.

There were two parts in the pre-tested questionnaire and each part consisted of five respondents who were chosen randomly from the undergraduate student in the ZheJiang GongShang University in Hangzhou. 
The first part was used to collect comments and suggestions on the contents of the questionnaire. Any missing items identified by the respondents were then incorporated into the second part. 
The second part was used to test the credit card users’ understanding of the questions. Any misleading and unclear questions were revised and re-tested on the next respondent. The coefficient alpha of all risk dimensions in the pre-tested questionnaire were better than 0.6, which indicates that they all met reasonable standards of internal consistency and reliability (Nunnally, 1970).

The sampling procedure used for the study was simple random sampling. A convenience sample of 180 credit card customers in Hangzhou(a big city in China) had been chosen for the research. 

In order to analyze the data descriptive statistics, the responses given to questions were stored in an SPSS file. SPSS was used to determine the percentage of their demographic profile and exam the strength of relationship between variables and answer the research objectives.

Research hypotheses were tested relating to customers’ evaluations of credit card perceived risks, particular service strategies and demographic variables,. The hypotheses to be tested in the study are given as follows: 

HI. The relative importance ranking of the five risk dimensions differ among the cash and credit card payment methods.

H2. For each risk dimension, the level of perceived risk differ among these two payment methods.

H3. Selection factors are not effective on owning and/or using a credit card. 

H4. Ranking importance of credit card services differs according to respondents' demographic factors when compared to overall sample.

The research instrument, with Chinese versions, consists of a self-administered closed-end structured questionnaire which is divided into three parts.

The first section of the questionnaire was designed to gather demographic data from the respondents such as sex, age, marital status, education, occupation, annual personal income, time of using credit card.
When shopping with credit cards, consumers express more than one concern related to each type of risk.
The second part is concerned with the respondents′ perceived risk associated with the use of cash, credit card under two different purchase situations. 

This part is further divided into two sub-parts: the first sub-part deals only with the small purchase situation and the second sub-part deals with the large purchase situation. 

Each sub-part is further divided in two sections, with each section containing the same set of ten risk perception question items for each type of payment method.

For the purposes of this study, we selected two item that best represents each of the types of perceived risk examined in the study. For each risk dimension, one of the two items will be a positive statement and the other a negative statement.

The negative statements were used to ensure reliability of the data collected and their results will be re-coded and added to those of positive statements to find the average score. 

The following ten items, which were developed from previous studies, cover the five dimensions of perceived risk, namely, physical risk (question 1 Cash is not likely to be lost/stolen and question 6 You may be robbed if you carry much cash), performance risk (question 2 “Cash payment is welcomed everywhere” and question 7 “Some shops may not accept cash”), financial risk (question 3 “It is difficult to get a refund” and question 8 “It is easy to stop payment”), psychological risk (question 4 “It is a symbol of success” and question 9 “Using cash has a lower status symbol”) and time loss risk (question 5 “You will have more time to pay your bill” and question 10 “You have more time to do shopping”). These items, corresponding to the five types of perceived risk under investigation, were used to identify the perceived risks that potentially hinder credit card users from purchasing.
The two products chosen in this research are food and mobile phone(fashion) which act as examples of small purchase and large purchase respectively. 

The criterion in choosing these two products is mainly based on the value of the two products and their common availability in department stores. 

The average value of clothing (not fashion) in a department store is about RMB300- RMB500 (about 30-50 pounds).

On the other hand, the average sum of fashionable mobile phone is about RMB2500 (about 250 pounds).

Attitudinal scales will be used to quantify respondents’ qualitative perceptions about perceived risks.

For each of the 40 (five risk dimensions x two items x two payment methods x two purchase amounts) items, all respondents were asked to rate on a six-point bipolar scale ranging from " Strongly agree = 6" to " Strongly disagree = 1" so as to assess the effect of each item on owning and/or using a credit card.
Respondents' ratings on the importance of selection items were subjected to principal factor analysis to identify a small number of factors that may be used to represent relationship among sets of interrelated variables. 

The third part is used to collect general information about the relationship between financial services and the two perceived risks- performance risk and psychological risks. The perception of consumers regarding the role of supplementary services is studied only with reference to performance and psychological risk — as revealed through pre-research interviews with selected service providers and customers. We also attempt to analyze the impact of age, gender and career on consumer perceptions of services towards the two perceived risks with credit card purchases. 
We want to determine whether the services according to the two types of perceived risk are relevant across credit card users or only for certain groups of credit card users. 

Attitudinal scales will be used to quantify respondents’ qualitative perceptions about services. 
Both demographic and selection items were tested to check if they were parametric or not. According to "One-Sample Kolmogorov-Smimov Test" all variables proved to be normally distributed. Therefore, parametric tests have been applied. 
This part includes perceptions of respondents using a five-point Likert scale ranging from "totally ineffective = 1" to "totally effective = 5" so as to assess the effect of each item on owning and/or using a credit card.
Data collection method

The Survey Method has been chosen to carry out the research. Although we can know the total number of credit card customers in China Banks, it is very difficult and time-consuming to research all the customers. So the research will not use random sampling (as we can not include all members of the population in the sample frame). Instead, the research applies non-probability, convenience sampling towards the user of credit cards. 

The study is based on primary data collected by questionnaires with the help of my friends in Hangzhou, China.

Sampling took place in three different districts（shopping malls）in Hangzhou(a big city in China), and in each location, responses were sought in the late part of the afternoon. In order to avoid bias in timing, questionnaires were conducted at different times of the day and on Monday( July 20th )and Saturday(July 25th).

The questionnaire was administered by meeting 180 respondents on a one-to-one basis primarily in shopping malls (place of usage of credit card). 

Consumers were randomly approached and provided with an explanation of the nature of our study. 
In this explanation, we indicated that we were seeking feedback from multiple credit cardholders and, if they satisfied this screening question, we asked if they would immediately complete a survey form.
One preliminary question was asked verbally in order to qualify the respondents. The questions were “Do you carry any credit cards?” 

If the answer to the question was “yes” then the respondents would be asked to fill in the self-administered questionnaire. 

No restrictions were made on the age, background, sex or location. 

The basic analysis and tests utilized in the study include percentage analysis, "one-sample t test", and factor analysis. 

A total of 180 questionnaires were distributed and 158 of them were returned showing a response rate of 88 per cent. Such a high response rate was mainly due to the fact that the questionnaires were collected right after the respondents completed the forms. 

From the returned questionnaires, 11of them were incomplete and were discarded, producing a total of 147 usable questionnaires (81.7 percent of the total questionnaires distributed). 

The first section in the questionnaires is concerning respondents’ profile to get a general idea about the respondents’ age, education and working status as various factors might also influence their perception. 

For instance, no restrictions were made regarding age, sex, marital status, education and working status as the researcher wanted to get generalized ideas regarding customers’ perceived risks when using credit cards. Our sampling method was successful in appeal respondents with varied personal and firm characteristics. 

There are a total of 71 male respondents and 76 female respondents. For the age factor of the respondents, with respect to the third objective of the study, actual responses are taken for each age group, that is, 20 and below, 20-25,26-35, 36-45,46+ years as 17, 35, 47, 37 and 11, respectively. 
Although a large sample was considered to ensure the adequate coverage of the characteristics including banks, gender categories and age categories, we only send 180 questionnaires because of the lack of time.

Almost equal sample sizes of male and female respondents are taken for the study to draw unbiased inferences about gender perceptions towards the objective. In other words, with equal representation of both genders in the sample — similarity or differences in gender perception can be relied upon. 

Additionally, in the China context, most people in the 46 + years of age group make purchases on cash or debit card instead of credit cards. This could be the reason why only 11 people responded in the age group of 46+ years.

Analysis 
This chapter aims to provide an overview of findings as well as to discuss the result that have been achieved during this study. The analysis has identified and asses various factors on a credit card. The findings will provide guidance for those involved in the marketing and supply of credit cards. 

To identify the types of risk perceived by credit card users when considering an credit card purchase and buying behaviors, we examined a data set from the survey. We examined the relationship between consumer demographics (gender, age, monthly income, occupation and marital status) and types of risk perceived by credit card users.  

Consumer characteristics of the respondents such as their sex, age, level of education, marital status, their job, their personal income and years of credit card experience analyzed with percentages are shown in Table 1. 

Four hundred and forty-seven completed questionnaires were returned--— of which 48.3 percent were from males and 51.7 percent from females. The age distribution of respondents was a little narrow(11.6 per cent were aged 20 years and below; 32.0 percent were 26-35 years; 25.2 percent were 36-45 years and 7.5 percent were 46 years and above). 40.1 percent had the high school education while only 6.8 percent people had the master or doctorate degree. The majority of them (75 percent) had a job with an income, 31.3 percent worked in the commerce sector and 42.9 percent people had their personal income between RMB 3000 to RMB 7000. Only 7.5 percent of the sample was new (less than 1 year) credit card users.
Relative Importance Ranking of Five Risk Dimensions 

physical risk (question 1 Cash is not likely to be lost/stolen and question 6 You may be robbed if you carry much cash)
performance risk (question 2 “Cash payment is welcomed everywhere” and question 7 “Some shops may not accept cash”)

financial risk (question 3 “It is difficult to get a refund” and question 8 “It is easy to stop payment”),

psychological risk (question 4 “It is a symbol of success” and question 9 “Using cash has a lower status symbol”) 
time loss risk (question 5 “You will have more time to pay your bill” and question 10 “You have more time to do shopping”)
Statements for measuring association between supplementary services and functional risk

1. Separate charges for some extra facilities are worth their value like petrol and railway ticket purchases.

2. Additional benefits help in meeting all my financial needs.

3. Additional benefits are appropriately designed to meet financial requirements.

4. Additional facilities with a credit card meet my expectations.

5. I would prefer to have added benefits with my credit card
6. Additional facilities with a credit card increase its usage value.

7. Buying airline / railway tickets by using a credit card at special counters save time.

8. Through an add-on card other family members can also use the credit card.

9. I do not face the problem of inadequate cash because of ATM access, cash advance and cash withdrawal facilities with my credit card.

10. ATM access, cash advance and cash withdrawal and other facilities help to meet my financial requirements effectively.
Statements for measuring association between supplementary services and psychological risk

1. Protection against loss or damage from fire for items purchased through credit card provides me with a sense of security
2. People give recognition and attention, if purchases are made through credit card.

3. I feel proud while making purchases through credit cards.

4. It is easy to make a purchase decision on the basis of additional benefits.

5. I feel delighted to have extra benefits with my credit card.

6. I feel good about my decision to have additional facilities with my credit card.

7. I feel myself in safe hands due to zero / limited lost card liability.

8. I prefer to have recognition and attention, if purchases are made through credit card.

9. Additional facilities like ATM access, cash withdrawal, etc with credit card provides me with a sense of security.

10. My family members are not dependent on me to use credit card due to add-on card availability.

Although there is always some element of risk that accompanies all purchases, there are conceptual frameworks and empirical evidence that suggest that more risk is associated with services than goods.

Performance risk
a)  We can shop on-line products quickly by using the credit card.

b)  Buy airline tickets or some other tickets by  using credit card save me time effectivly.

c)  My family members can also use an add-on     credit card.

d)  I will not face the temporary problem of inadequate cash because I can get money from ATM access with my credit card.
e) Additional facilities such as shopping discount with credit card increase its usage value.
Psychological risk

1. Additional facilities like ATM access with credit card brings me with a sense of security.

2. I prefer to have recognition and attention, if purchases are made through credit card.

3. I satisfy the additional facilities such as shopping discount with my credit card.

Since the relative ranking of the five risk dimensions of small purchases is similar to large purchases, the average score of large and small purchase was used to compare the relative importance of risk dimensions among the three payment methods. The average scores for small and large purchase for the five dimensions of perceived risk for the three alternative payment methods are shown in 

Figure 

To confirm that consumers have significant differences in perceived risk among the five risk dimensions for each payment method, matched-pairs t-tests were conducted among each pair of risk perception dimensions (alpha = 0.05). 

The results can be summarized as follows (= indicates no significant difference, and > stands for significantly higher):

Cash 

Physical risk = Financial risk > Time loss risk > Psychological risk > Performance risk. 

Credit card 

Performance risk = Time loss risk > Financial risk > Physical risk > Psychological risk. 

Overall, the following observations can be made: 

· Both payment methods have relatively low psychological risk. The respondents feel no difference in self-image by using any one of the alternatives. 

· Both payment methods have relatively high financial risk.

· Credit card has lower psychological risk and higher time loss risk, while cash has higher physical risk and lower performance risk. 

· The relative importance ranking of the five risk dimensions is different among the two alternative payment methods. 

	Demographic findings

	Consumer characteristics
	Category
	　
	Percentage(%)

	Gender
	Male
	71
	48.3%

	
	Female
	76
	51.7%

	Age group
	20 and below
	17
	11.6%

	
	20-25  
	35
	23.8%

	
	26-35
	47
	32.0%

	
	36-45
	37
	25.2%

	
	46 and above
	11
	7.5%

	Marital status
	Single
	50
	34.0%

	
	Married
	76
	51.7%

	
	divorced or widow
	21
	14.3%

	Education
	Secondary school and below
	14
	9.5%

	
	High school
	59
	40.1%

	
	University
	64
	43.5%

	
	Master degree and Doctorate
	10
	6.8%

	Occupation
	Commerce
	46
	31.3%

	
	Industry
	42
	28.6%

	
	Government
	21
	14.3%

	
	House keeping
	12
	8.2%

	
	Student
	10
	6.8%

	
	other  careers 
	16
	10.9%

	monthly personal income 
	less than 3000
	20
	13.6%

	
	3000-7000
	63
	42.9%

	
	7000-12000
	40
	27.2%

	
	12000 and above
	24
	16.3%

	time of using credit card 
	less than 1 year
	17
	11.6%

	
	more than 1 year
	130
	88.4%
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