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Abstract 
In China, knowledge payment is rapidly emerging, but it also faces huge 
challenges. There are more than 12 million higher vocational students in 
China, and they are an important customer group for knowledge payment. 
How the knowledge payment platform retains Chinese vocational students 
has become one of the research hotspots. This paper draws on the research 
results of previous scholars in the fields of PV (Perceived value), FE 
(Immersion experience), and PU (Perceived Usefulness) in the fields of 
consumption and online learning, and attempts to explore the influencing 
factor model of higher vocational students' knowledge payment. Taking two 
grades of students from City College of Huizhou as the subject of 
investigation, this paper explores the influence of perceived value, perceived 
usefulness, and immersion experience on payment behavior, and explores 
the possible mediating effect of immersion experience. This study adopts the 
method of quantitative analysis, based on SPSS25.0, carries out canonical 
correlation analysis, multiple regression analysis, and mediation effect 
analysis on 910 valid questionnaires. The study found that perceived value 
and perceived usefulness promote each other, PV has a positive impact on PB, 
PU has a positive impact on PB, FE has a positive impact on PB, and FE has a 
positive impact on PV and PB. There is a mediating role in the relationship 
between behaviors, and perceived value has a mediating role in the 
relationship between PU and PB. It provides theoretical and practical 
reference for knowledge payment platform managers and knowledge 
product producers. 
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1.Introduction 
In China, the paid knowledge industry is growing rapidly. The market size is 39.2 billion yuan 
in 2020 and will grow to 67.5 billion yuan in 2021.The development of China's Internet has 
provided an important development foundation for knowledge payment. With the continuous 
growth of the online audio-visual industry, knowledge payment will also enjoy dividends to a 
large extent, and the industry scale will continue to expand. Residents' consumption has been 
continuously upgraded, and their needs in terms of spirituality and self-skills have gradually 
emerged. More and more consumers are willing to consume knowledge products to improve 
their personal hobbies and workplace skills. There are a large number of college students in 
China, including more than 12 million students at the junior college level. They are no longer 
satisfied with the knowledge in books, they are more willing to find the knowledge they need 
online (Zhang Chenxue, 2019). College students are the paid knowledge industry, and academia 
has also become a group to focus on. Scholars have launched research on users' online 
knowledge payment behavior, but there is a lack of research specifically on Chinese higher 
vocational students. At present, many scholars have discussed the business model, 
development status and future trends of knowledge payment, but there are relatively few 
studies on the payment behavior of students in higher vocational colleges. In 1985, 
Michael.Porter pointed out that creating value for customers is an important competitive 
advantage of the company (Porter, 1985). Competitive advantage focused on customer value 
(Woodruff, 1997). To this end, the first question is raised, the question of "creating value" for 
Chinese higher vocational students by the knowledge payment platform. 
 
Problem statement 1：The relationship between PV and PB 
The concept of reviewing performance is to better unlock usefulness (Benbasat and Barki, 
2007). PU is the core variable of the technology acceptance model, which is defined by Davis 
(1989) as " The extent to which people feel that job performance can be improved through 
information systems". For this, the second question arises. "Efficiency and Effectiveness" of 
Chinese Higher Vocational Students' Use of Knowledge Payment Platforms. 
 
Problem Statement 2: The relationship between PU and PB 
PU will significantly and positively affect PV (Li Yazheng, 2016). PU significantly affects PV, and 
PU and PV significantly affect users' willingness to continue using (Bai Yu, 2017). Perceived 
usefulness and perceived cost are direct factors of perceived value (Fang Aihua et al., 2018). 
College students' willingness to pay is affected by factors such as perceived usefulness, 
perceived value, perceived trust, course evaluation word-of-mouth, and course audio-visual 
experience (Xu Yanan et al., 2018). The knowledge payment platform has multiple factors such 
as mobile Internet, online learning, and consumption, and can learn from the previous research 
results of scholars on knowledge payment, e-commerce, social networking, online learning, and 
technology adoption. This leads to the third question, what impact does perceived usefulness 
have on perceived value in the context of knowledge payment? 
 
Problem Statement 3: The relationship between PU and PV in the context of PB 
Immersive experience has been widely used in online learning, online shopping, virtual reality 
and other fields, and its effect has been verified. Immersive experience has become one of the 
main theories to explain online consumer shopping behavior and is an important part of 
consumer behavior. Some literatures show that immersive experience affects payment 
behavior by exerting a mediating effect. Immersive experience is the mediating variable of 
visual attractiveness and perceived usefulness affecting consumers' purchase intention (Kühn 
et al., 2018). Immersive experience through smart shopping experience indirectly affects 
consumers' purchase intention (Wang Xuhui et al., 2022). Immersive experience directly 
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affects consumers' willingness to pay through the mediating effect of perceived value 
(Canarslan et al., 2022). To this end, the fourth question is raised, the "immersion experience" 
of Chinese higher vocational students on the knowledge payment platform. 
 
Problem Statement 4: The mediating effect of immersive experience 
Based on this, in the context of knowledge payment, this study takes the students of China's 
regional higher vocational colleges – City College of Huizhou as the research object, and 
through a combination of theoretical analysis and empirical analysis, an in-depth study of 
Chinese higher vocational students in the context of knowledge payment The mechanism of 
action among perceived usefulness, perceived value and pay behavior performance. To this 
end, the research objectives are as follows: 

Research Objective 1: To tease out the relationship between PV, PV and PB. 
Research objective 2: To tease out the relationship between PV, PV and FE. 
Research objective 3: To explore the mechanism of PV on PB with FE as the mediating 

variable. 
Research objective 4: Explore the mechanism of PU on PB with FE as a mediating variable. 

2.Literature Review 
2.1 Payment Behaviors 
2.1.1 Definition 
A variety of factors interact to lead to willingness to pay, and there are differences in the 
influencing factors of willingness to pay in different scenarios.Because of this, how to ensure 
that vocational students continue to spend time, money and energy to use paid knowledge 
products has become an emerging frontier hotspot (Huang Mengmei et al., 2021). In the context 
of knowledge payment in China, the payment behavior refers to the user behavior of paying for 
online knowledge services and products, and is the sum of the knowledge payment decision-
making behavior in the pre-consumption period, the knowledge transaction behavior in the 
mid-consumption period, and the knowledge internalization behavior in the post-consumption 
period. It covers multiple factors such as online consumption, online learning, and continuous 
use. In this study, the payment behavior is divided into two dimensions, namely continuous use 
and purchase. 

2.1.2 Previous Research 

In terms of research theories, the most used theory is perceived value theory, followed by social 
capital theory, social cognition theory, and planned behavior theory. Factors of concern include 
user factors, business factors, and product factors. Factors such as price were used as 
moderator variables. The effects of variables such as PV, PU, and perceived ease of use are 
verified. For example, Y. Wang (2004) found that convenience, necessity, added value, and 
service quality significantly affect payment behavior. Zhao Baoguo, etc. (2017) Perceived 
usefulness significantly affects payment behavior. (2018) found that professionalism and fun 
significantly affect payment behavior. Previous studies could not reach a consensus on the 
influencing factors of knowledge payment behavior, and there were different or opposite 
views. Some literatures believe that there are certain gender differences in the willingness and 
behavior of college students to pay for knowledge, and the scores of girls in willingness to pay 
for knowledge and behavior are higher than those of boys (Lu Ying et al., 2021). Variables such 
as educational level and residence have an impact on online knowledge payment behavior (Du 
Zhitao et al., 2018). In addition, Xue Yunjian et al. constructed a model of users' willingness to 
use paid knowledge apps, but found that immersive experience had no significant impact on 
continued use willingness (Xue Yunjian et al., 2021). Li Ying et al. found that the stronger the 
immersive experience generated by users, the stronger their willingness to continue to 
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participate in knowledge sharing (Li Ying et al., 2019). Xu Xuefei et al. found that immersive 
experience has a significant impact on continued use intention (Xu Xueqi et al., 2020). 
 
2.2 Perceived Value 
2.2.1 Definition 
In 1985, Michael.Porter pointed out that creating value for customers is an important 
competitive advantage of the company (Porter, 1985). Slater (1997) to create value for 
customers is an important reason for the existence of the formula.Competitive advantage 
focused on customer value (Woodruff, 1997). Therefore, the knowledge payment platform is 
an important task for Chinese higher vocational students to create value, establish advantages, 
and maintain advantages.Customer value refers to the customer's overall evaluation of the 
utility of a product or service based on its perceived benefits and costs, derived from shopping 
rather than perceived sacrifice (Zeithaml et al., 1990). Customers' value judgments are 
determined within the constraints of specific use cases, and these judgments change with use 
cases, over time, and specific "triggering" situations (Woodruff, 1997). Combined with existing 
research and case analysis, in the context of knowledge payment in China, perceived value can 
define the overall evaluation of content value, functional value, social support, and price value 
when using a knowledge payment platform for a period of time. 

2.2.2 Previous Research 

Many literatures show that PV significantly affects payment behavior. Gan & Wang divided PV 
into three dimensions: functional value, hedonic value and social value, and empirically found 
that functional value, hedonic value and social value significantly affect purchasing behavior, 
and the most important factor is functional value (Gan & Wang, 2017) . Perceived value 
significantly affects purchase intention (Peng et al., 2019). PV has a significant impact on 
purchase intention (Konuk, 2018). Watanabe et al divided PV into functional value, economic 
value, social value and emotional value, and empirically found that PV is the most important 
factor (Watanabe et al., 2020). Fang Aihua et al. (2018) confirmed that PV is a key factor 
affecting willingness to pay, which is consistent with what Mohammed & Al-Swidi (2019) 
found. In addition, some literature shows that PV needs to rely on other variables to influence 
payment behavior. Zhou Tao et al. found that the information quality of the platform affects 
perceived value, and service knowledge also affects perceived value, which in turn affects 
users' willingness to pay (Zhou Tao et al., 2019). Specific to the dimension of perceived value, 
some scholars divide perceived value into four dimensions, including quality value, emotional 
value, price value and social value (Sweeney & Soutar, 2001). Some scholars divide perceived 
value into five dimensions, including cognitive value, conditional value, social value, affective 
value and functional value (Sheth et al., 1991). Zhao Feifei et al. divided perceived value into 
two dimensions: perceived loss and perceived gain (Zhao Feifei et al., 2019). Zhu Jiani et al. 
believe that perceived value can be composed of social value, price value, content value, 
interaction value and interface design value (Zhu Jiani et al., 2019). 
 
2.3 Perceived Usefulness 
2.3.1 Definition 
A literature review of the Technology Acceptance Model (TAM) The study of users' acceptance 
of technology is considered to be one of the most mature research areas in contemporary 
information systems. Many theoretical models have been produced in this field, and TAM is one 
of the most representative ones. The TAM model is widely used to explore people's acceptance 
of various information technologies, and only by accepting new technologies can they generate 
continuous use willingness and thus produce sticky behaviors. There is a lot of research on 
TAM, including modification of TAM, extension of TAM, and application to many fields (Al-
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Emran et al., 2021). This study considers that, in the context of paying for knowledge, it refers 
to the degree to which a vocational student believes that a paid-for-knowledge platform will 
help them achieve their goals, believing that using a paid-for-knowledge platform will improve 
his/her performance in the course. 

2.3.2 Previous Research 

Bhattacherjee pointed out that PU is the most critical factor affecting satisfaction and 
continuous use (Bhattacherjee, 2001; Bhattacherjee et al., 2008). In many fields, multiple 
dimensions of technology acceptance are explored as TAM expands and develops. In recent 
years, a lot of research has been done on the driving factors, influence effects, model extension, 
etc. of PU. Perceived usefulness has a significant impact on e-purchase intent (Moslehpour et 
al., 2018). Perceived usefulness significantly affects online purchasing behavior (Iriani et al., 
2020). Perceived usefulness significantly affects purchase intention (Kripesh et al., 2020). PV 
significantly affects online shopping intent (N.Ha, 2020). 
 
2.4 Flow Experience 
2.4.1 Definition 
Csikszentmihalyi (1975) argues immersion experience is a positive and positive psychological 
experience, it will give the individual a great sense of pleasure when participating in the 
activity, so as to encourage the individual to repeat the same activity without getting 
bored.Without immersion in human experience, "life is meaningless" (Larson et al., 1982). With 
the development of computer technology, the theory of immersion extends to the discussion of 
human-computer interaction. At this time, immersion experience also means that the 
participants enter a common experience mode, their consciousness is concentrated in a small 
range, and other irrelevant perceptions and thinking are ignored. Filtered to respond only to 
specific goals and explicit feedback, and to develop a sense of control over the environment. 
(Moneta et al., 1996). The immersion experience of this research will adopt two dimensions of 
focus and enjoyment. It is believed that in the context of knowledge payment, immersion 
experience refers to the overall state when the user is completely immersed in the learning and 
experience of knowledge and ignores the existence of other affairs or things. 

2.4.2 Previous Research 
Koufaris suggests that immersion is a metric to consider when measuring online consumer 
experience. Immersive experience significantly affects online shopping behavior (Smith et al., 
2004). Kim et al found that immersive experience significantly affects online purchase intent 
(Kim et al., 2014). Immersive experience has a significant positive impact on impulsive 
consumption willingness (Gong Xiaoxiao et al., 2019). Li Ying et al. found that immersive 
experience significantly affects the sharing behavior of users in knowledge communities (Li 
Ying et al., 2019). Immersive experience significantly affects online shopping behavior 
(Shahpasandi et al., 2020). Xu Xueqi et al. found that immersive experience significantly affects 
continual use intention (Xu Xueqi et al., 2020). Zhang Jing also confirmed that immersive 
experience significantly affects purchase intention (Zhang Jing, 2020). Immersive experience 
significantly affects consumption intention (Wang et al., 2021). Immersive experiences directly 
and positively determine shopping intent (Hyun et al., 2022). 

2.5 Research Framework & Hypopaper 

According to the existing literature, cases and the analysis of the influence mechanism among 
the above variables, this study believes that both perceived value and perceived usefulness 
have a certain impact on payment behavior. Therefore, the theoretical model of this study is 
mainly as follows: In the context of knowledge payment in China, perceived value Significantly 
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affects payment behavior; Perceived usefulness significantly affects payment behavior; 
Immersive experience mediates between perceived value, perceived usefulness and payment 
behavior. Based on the research proposition, a theoretical model of the relationship between 
Chinese higher vocational students' perceived value, perceived usefulness, immersion 
experience and payment behavior is constructed under the background of Chinese knowledge 
payment. The theoretical model is shown in Figure 2-1 
 

 

Figure 2-1 Research framework 

H1: PV positively affects PB. 
H1a: Content value positively affects PB. 
H1b: Functional value positively affects PB. 
H1c: Social support positively affects PB. 
H2: PU positively affects PB. 
H3: PU positively affects PV. 
H4: PV positively affects FE. 
H4a: Content value positively affects FE. 
H4b: Functional value positively affects FE. 
H4c: Social support positively affects FE. 
H4d: Price value positively affects FE. 
H5: FE positively affects PB. 
H5a: Focus positively affects PB. 
H5b: Enjoy the positive effect of PB. 
H6: PU positively affects FE. 
H7: PV has a mediating effect on PB through FE. 
H8: PU has a mediating effect on PB through FE. 

3.Methodology 
3.1 Research Design 

First, by combing the literature and relying on the theory of perceived value, perceived 
usefulness, immersion experience, and payment behavior, a research framework for Chinese 
higher vocational students' payment behavior is constructed. Second, relevant data are 
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obtained through questionnaires. Third, empirically test the research hypotheses designed in 
the theoretical framework. 

3.2 Population 

The questionnaire was distributed online, and 949 copies were recovered. Deleted 39 invalid 
questionnaires, 910 valid questionnaires, and 98.89% valid questionnaires. The scope of 
completing the questionnaire is for first-year college students and second-year college 
students. They have 3 months to more than 2 years of knowledge payment experience. 

3.3 Instrumentation 

The measurement scales used in this study are all Likert seven-point scales, which are divided 
into five levels of "completely disagree", "disagree", "neutral", "accord" and "completely agree" 
. According to the design of the scale, we express the perceived value, perceived usefulness, 
immersion experience and payment behavior as PV, PU, FE and PB respectively. Among them, 
the dimension of social value is PVV1, the dimension of functional value is PVV2, the dimension 
of social support is PVV3, and the dimension of price value is PVV4. The focus dimension is 
FEV1, and the enjoyment dimension is FEV2. The continuous use dimension is PBV1, and the 
purchase dimension is PBV2. 

3.4 Data Collection Process 

This paper uses Likert's 7-level scale to classify the items of approval. There are 7 levels in total. 
Where 1=fairly disagree; 2=disagree; 3=not quite agree; 4=neutral; 5=somewhat agree; 
6=agree; 7=completely agree. Ethical considerations were clearly considered in the 
questionnaire, and items involving privacy and other issues were avoided in the design of 
measurement items, and it was promised that the relevant data would only be used for 
academic research, not for commercial use, and to use an anonymous method. Recycle data. 

3.5 Data Analysis Methods 

In this study, SPSS25.0 statistical software was used as the analysis tool. Using descriptive 
statistical analysis (such as age, grade, gender, knowledge payment experience, knowledge 
payment frequency, knowledge payment monthly expenditure, etc.), reliability analysis and 
validity analysis were carried out on the questionnaire data. Factor analysis (such as PV 
dimension, PU dimension, FE dimension, PB dimension) was used. Canonical correlation 
analysis (such as 4 dimensions of PV and 2 dimensions of PB, 2 dimensions of FE and 2 
dimensions of PB) was used. Regression analysis (such as PV and PB, PU and PB, FE and PB, 
etc.) were used. 

3.5.1 Descriptive Statistical Analysis 

Descriptive statistical analysis refers to the analysis of various statistical characteristics of a 
certain set of indicator data, with the purpose of describing the basic situation and data 
distribution characteristics of the selected samples and the characteristics of the sample 
population they represent. In this study, the main analysis is whether the sample data of 
gender, grade, experience, age, etc. of the respondents meet the requirements of the study. 

3.5.2 Reliability & Validity Analysis 

The most commonly used Cronbach α coefficient is used in this paper. Most scholars believe 
that if the reliability coefficient of any scale or test is higher than 0.9, it means that the reliability 
of the scale or test is excellent; if the reliability coefficient is 0.8 ~0.9, it is acceptable; if the 
reliability coefficient is 0.7~0.8, the scale needs to be modified; if the reliability coefficient is 
below 0.7, the scale needs to be redesigned (Herlina, 2019; Hinton, McMurray, & Brownlow, 
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2014a; Janna & Herianto, 2021). This method is relatively mature, and has been deeply 
researched and widely used. Li Cha et al. used it to construct and test its reliability and validity 
of the oral English self-efficacy scale of Chinese college students (Li Cha & Sui Mingcai, 2022). 
Preliminary compilation and reliability analysis of the Multidimensional Social Support Scale 
(Zhang Meng, Zhao Menghan, Dong Jiahui, & Gong Huoliang, 2021). Zhou Tianshu et al. used for 
the development and verification of the customer service self-service scale (Zhou Tianshu, Ma 
Qinhai, Yang Yong, & Chen Haifeng, 2021). Li Li and others used it to compile and test the 
English reading participation scale for college students (Li Li, Yang Yiming, Hao Yi, & Wang 
Wenjing, 2019). The Cronbach α of PV=0.943, the Cronbach α of PB=0.931, the Cronbach α of 
FE =0.932, and the Cronbach α of PU is 0.891, indicating that the questionnaire data is very 
good. Validity analysis measures the degree to which a questionnaire or scale effectively 
responds to the concept being measured. Validity analysis uses factor analysis method for 
research, and conducts comprehensive analysis through KMO value, common degree, variance 
explanation rate value, factor loading coefficient value and other indicators to verify the 
validity level of the data. This method is relatively mature, and has been deeply studied and 
widely adopted, such as Fabrigar and others evaluating the application of exploratory factor 
analysis in psychological research (Fabrigar, Wegener, MacCallum, & Strahan, 1999). 
Recommendations for current use, method development, and practice are provided by 
Goretzko et al. (Goretzko et al., 2021). Schreiber presents questions and recommendations for 
exploratory factor analysis and principal component analysis (Schreiber, 2021). Practical 
considerations for the use of exploratory factor analysis in educational research are presented 
by Beavers et al. (Beavers et al., 2013). Also, Exploratory Consumer Buying Behavior: 
Conceptualization and Measurement (Baumgartner & Steenkamp, 1996). For factors 
influencing consumer behavior and anticipated purchasing decisions in a dynamic pricing 
environment (Victor et al., 2018). The influence of consumers' perceived value on purchase 
intention of upcycled products (S. Yu & Lee, 2019). Saprikis et al reviewed exploratory research 
on mobile shopping consumer behavior and conducted research on variables such as perceived 
usefulness (Saprikis, Markos, Zarmpou, & Vlachopoulou, 2018). A study for modeling student 
immersion in an online learning environment (Esteban-Millat, Martínez-López, Huertas-
García, Meseguer, & Rodríguez-Ardura, 2014). Cognitive, affective, and behavioral responses 
used to explain the impact of Facebook experiences on consumer behavioral brand 
engagement, including immersive experiences (Triantafillidou & Siomkos, 2018). Most 
scholars believe that if the KMO value is higher than 0.8, the validity is high; if the value is 
between 0.7 and 0.8, the validity is good; if the value is between 0.6 and 0.7, the validity is 
acceptable. If this value is less than 0.6, the validity is poor. Validity analysis requires passing 
the Bartlett test, and the corresponding P value needs to be less than 0.05. The KMO of PV= 
0.949, the KMO of PV=0.922, the KMO of FE=0.939, and the KMO of PU=0.811. The 
questionnaire data is subject to factor analysis (KMO>0.6, and passed the Bartlett test). 

4.Findings 
4.1 Description of the basic situation of the sample 

There were 910 valid questionnaires, of which 493 were from the third-year college and 493 
were from the second-year college, accounting for 54.18% and 45.82%. There are 666 boys 
and 630 girls, and the proportion of males and females is 51.39% and 48.61% respectively. 232 
were 19 years old and below, 294 were 20 years old, 245 were 21 years old, and 139 were 22 
years old and above. The proportions are 23.41%, 32.31%, 26.92% and 10.44% respectively. 
552 people spend 20 yuan or less per month, accounting for 60.66%, 178 people spend 21-50 
yuan per month, accounting for 19.56%, and 112 people spend 51-100 yuan per month, 
accounting for 12.31%, monthly 58 people spend 100 yuan and above, accounting for 7.48%. 
94 people use it once every two weeks, accounting for 10.33%, 219 people use it once a week, 
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accounting for 24.07%, 231 people use it twice a week, accounting for 25.38%, and people use 
it 3 times a week There are 85 people, accounting for 9.34%, and 281 people use it every day, 
accounting for 30.88%. There are 373 people with experience within 3 months, accounting for 
40.99%, 218 people with experience between 3 months and 6 months, accounting for 23.96%, 
and 97 people with experience between 6 months and 1 year, accounting for 97 people. 
10.66%, 69 people from 1 month to 2 years, accounting for 7.58%, 153 people, accounting for 
16.81%, for more than 2 years. There are 647 people with a planned investment budget of less 
than 500 yuan, accounting for 71.10%, 121 people with a planned investment budget of 501 
yuan to 1,000 yuan, accounting for 13.30%, and 84 people with a planned investment of 1,001 
yuan to 2,000 yuan, accounting for 9.23%. There are 58 people above 2001, accounting for 
8.27%. 

4.2 Descriptive statistical analysis of variables 

In the PV dimension, the average value of the content value variable is 3.803, the average value 
of the functional value variable is 4.328, the average value of the social support variable is 
3.844, and the average value of the price value variable is 4.274. In the dimension of content 
value, the highest score (3.887) is [the paid knowledge products I purchased can be related to 
my skills training], and [the paid knowledge products I purchased are innovative/original, 
representing new theories, new Practice] had the lowest score (3.700). In the dimension of 
functional value, [I think the navigation of the knowledge payment platform is clear and clear] 
has the highest degree of recognition (4.430), and [I can easily use the knowledge payment 
platform on multiple terminals such as computers and mobile phones] score is the lowest 
(4.253). In the dimension of social support, the highest score is [the payment for knowledge 
platform will give me necessary emotional support when answering questions] (3.897), and 
the lowest score (3.791) is [the platform for paying for knowledge pays sufficient attention to 
my questions]. In the dimension of price value, the highest score is [the value of the knowledge-
paid products I buy matches the price] (4.305), and the lowest score (4.243) is [compared to 
other ways of acquiring knowledge, the cost-effectiveness of my knowledge-paid products is 
higher]. In the PU dimension, in terms of perceived usefulness, Chinese higher vocational 
students scored the highest (4.429) with [the paid-for-knowledge platform allows me to make 
full use of my spare time], and the lowest with [the paid-for-knowledge platform allowed me 
to build professional knowledge more effectively] (4.266). In the FE dimension, Chinese higher 
vocational students have the highest degree of identification with [When I use the knowledge 
payment platform, I feel that time passes too fast] in the focus dimension (4.679). It means that 
the respondents are more agreeable, but have not yet reached the level of strong agreement. 
And with [I feel encouraged when I use a knowledge-based payment platform] the lowest 
(4.357). In terms of enjoyment, Chinese higher vocational students have the highest degree of 
identification with [When I use the knowledge payment platform, I feel able to control my 
learning progress] (4.243). It means that the respondents are more agreeable, but have not yet 
reached the level of strong agreement. And with [when I use a knowledge-based payment 
platform, my goals are clear] the lowest degree of identification (4.141). 

4.3 Research Objective 1: Impact of PV on PB 

Linear regression analysis was performed with PVV1 (content quality), functional value 
(PVV2), social support (PVV3), and price value (PVV4) as independent variables, and PB as the 
dependent variable. PVV1, PVV2, PVV3, and PVV4 could explain 0.621% of the total PB 
variation. The goodness of fit test showed that the F value was 371.366, which passed the test 
at the significant level of 0.01, indicating that the multiple regression model was well fitted. 
The standardized regression coefficient of PVV1 on PB was 0.148, the corresponding 
significance was 0.000, and the corresponding significance was less than 0.01, indicating that 
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PVV1 significantly affected PB, and H1a was established. The standardized regression 
coefficient of PVV2 on PB was 0.352, and the corresponding significance was less than 0.01, 
indicating that PVV1 significantly affected PB, assuming that Hlb was established. The 
standardized regression coefficient of PVV3 on PB was 0.373, and the corresponding 
significance was 0.000, which was less than 0.01, indicating that PVV3 significantly affected PB, 
assuming that Hlc was established. The standardized regression coefficient of PVV4 on PB was 
0.100, and the corresponding significance was 0.000, which was less than 0.01, indicating that 
PVV4 significantly affected PB, assuming that the Hld test passed. 

4.4 Research Objective 2: Impact of PU on PB 

PU can explain 41.0% of the PB variation, indicating that the multiple regression model has a 
high degree of independent variable explanation. The goodness of fit test showed that the F 
value was 632.284, which passed the test at the significant level of 0.01, indicating that the 
multiple regression model was well fitted. It shows that PU significantly affects PB, and H2 is 
established. 

4.5 Research Objective 3: Impact of PU on PV 

PU can explain 51.7% of the total PV variation, indicating that the multiple regression model 
has a high degree of independent variable explanation. The goodness of fit test showed that the 
F value was 970.401, which passed the test at the significant level of 0.01, indicating that the 
multiple regression model was well fitted. It shows that PU significantly affects PV, and H3 is 
established. 

4.6 Research objective 4: Model test of the mediating effect of FE between PV and PB 

This research subdivides the FE into two dimensions: FEV1 and FEV2, and uses the valid 
sample data of 910 questionnaires to empirically study the mediating effect of FE between PV 
and PB. 

4.6.1 The relationship between PV and FE 

PV and PVV1, PVV2, PVV3, PVV4, FE, FEV1, FEV2, all of which showed significant significance, 
and the correlation coefficient values were 0.878, 0.798, 0.688, 0.677, 0.806, 0.735, 0.744, and 
the correlation coefficient values are all greater than 0, which means that the PV and PVV1, 
PVV2, PVV3, PVV4, FE, FEV1, FEV2. There is a positive correlation between the 7 items. 

4.6.2 The relationship between FE and PB 

FE and FEV1, FEV2, PB, PBV1, and PBV2 all showed significant among the five items, the 
correlation coefficient values were 0.933, 0.897, 0.721, 0.679, 0.682, and the correlation 
coefficients were The values are all greater than 0, which means that there is a positive 
correlation between FE and FEV1, FEV2, PB, PBV1, and PBV2. 

4.6.3 Regression analysis of PV on FE 

The regression coefficient value of PVV1 was 0.170 (t=9.977, p=0.000<0.01), indicating that 
PVV1 significantly affected FE, and H4a was established. The regression coefficient value of 
PVV2 was 0.453 (t=20.447, p=0.000<0.01), indicating that PVV2 significantly affected FE, and 
H4b was established. The regression coefficient value of PPV3 was 0.070 (t=4.029, 
p=0.000<0.01), indicating that PVV3 significantly affected FE, and H4c was established. The 
regression coefficient value of PVV4 was 0.174 (t=10.415, p=0.000<0.01), indicating that PVV4 
significantly affected FE, and H4d was established. 
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4.6.4 Regression analysis of FE on PB 

The regression coefficient value of FEV1 was 0.298 (t=8.971, p=0.000<0.01), indicating that 
FEV1 significantly affected PB, and H5a was established. The regression coefficient value of 
PVV2 was 0.549 (t=16.881, p=0.000<0.01), indicating that FEV2 significantly affected PB, and 
H5b was established. 
 
4.6.5 Regression analysis of PV and FE on PB 

Table 4-1Results of Multiple Regression Analysis of PV, FE and PB 

Mediating Effect Model Test-Simplified Format  

  Model 1 Model 2 Model 3 

Independent 
variable (PV) 

0.874*** 0.820*** 0.522*** 

Intermediate 
variables (FE) 

    0.430*** 

R² 0.54 0.649 0.588 

Adjusted R² 0.54 0.649 0.587 

F-value 1066.297 1682.273 645.988 

   Note: PV independent variable; PB dependent variable; P*** means P<0.001; ** means P<0.01; * means P<0.05. 

 
First, in Model 1, the mediating variable immersion experience has a significant regression on 
the perceived value of the independent variable PV. The regression model has R2=0.365, 
adjusted R2=0.362, and F=1066.297, indicating that the regression model fits well and the 
regression coefficient β =0.874 (P<0.0001), hypopaper H4 was validated. Secondly, in model 2, 
the independent variable perceived value PV has a significant regression to the dependent 
variable payment behavior, the regression model R2=0.649, the adjusted R2=0.649, 1682.273, 
indicating that the regression model fits well, and the regression coefficient β=0.820 
(P<0.0001), hypopaper H1 was validated. Finally, in model 3, when FE is added as a mediating 
variable, the regression model has R2=0.588, adjusted R2=0.587, and F=645.988, indicating that 
the regression model fits well. However, the influence coefficient of the independent variable 
PV on PB decreased, from the coefficient β=0.874 (P<0.0001) of model 1 to β=0.522 (P<0.0001) 
of model 3, which indicated that FE had a significant effect on the PB. The relationship between 
PV and PB plays a partial mediating role. The ratio of the mediating effect to the total effect was 
40.343%, so H7 was partially verified. 

4.7 Research objective 5: Model test of the mediating effect of FE between PU and PB 

In order to verify the mediating effect of FE between PU and PB, it is necessary to analyze the 
relationship between PU and FE, the relationship between FE and PB, and the relationship 
between PU and PB. 

4.7.1 Correlation between PU and FE 

The correlation coefficient between PU and FE=0.827, that is, PU and FE are significantly 
correlated; the correlation coefficients between PU and PBV1 and PBV2 are 0.761 and 0.754, 
respectively, that is, PU is significantly correlated with PBV1 and PBV2. 

4.7.2 Regression analysis of PU on FE 

PU was able to explain 68.4% of the change in FE. The regression coefficient value of PU is 0.772 
(t=44.371, p=0.000<0.01), indicating that PU significantly affects FE, and H6 is established. 
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4.7.3 Regression analysis of PU and FE on PB 
 

Table 4-2 Multiple regression analysis of PU,FE, and PB 

  PB FE PB 

Independent variable and mediating variable 
(PU) 

0.699** 0.772*** 0.152*** 

FE     0.708*** 

R² 0.41 0.684 0.526 

Adjusted R² 0.41 0.684 0.525 

F-value 
632.284, 
p=0.000 

1968.829, 
p=0.000 

503.871, 
p=0.000 

Note: *** means P<0.001; ** means P<0.01; * means P<0.05. 

 
First of all, in Model 1, the PU has a significant regression to the FE. The regression model has 
R2=0.0.41, corrected R2=0.41, and F=276.92, indicating that the regression model fits well, and 
the regression coefficient β=0.0 .699 (P<0.001), assuming H6 is validated. Secondly, in Model 
2, the PU has a significant regression on the PB, the regression model R2=0.684, the adjusted 
R2=0.684, F=1968.829, indicating that the regression model fits well, and the regression 
coefficient β=0.772 (P<0.001), hypopaper H2 was validated. Therefore, in the mediation test, 
the relationship between the independent variable and the mediating variable and the 
dependent variable is significant. Finally, in Model 3, when FE is added as a mediating variable, 
the regression model has R2=0.526, adjusted R2=0.525, and F=503.871, indicating that the 
regression model fits well. Among them, the regression coefficient of PU is β=0.152 (P<0.001), 
and the regression coefficient of FE is β=0.708 (P<0.001). Hypopaper H8 is verified. The 
mediation effect ratio was 78.21%. 

5. Conclusion 
This study takes Chinese higher vocational students who use the knowledge payment platform 
as the research object. On the basis of literature review, the data obtained from 910 valid 
questionnaires are used as the research sample, and the empirical analysis is carried out using 
factor analysis, canonical correlation analysis and multiple regression analysis. The interactive 
relationship between PV, PU, FE and PB provides theoretical and practical basis for knowledge 
payment platform to retain Chinese higher vocational student users. Based on the above 
empirical analysis results, the conclusions of this study are as follows: 
(1)  PV has a positive impact on PB 
This means that in the payment for knowledge scenario, perceived value is an important 
determinant. If users agree with the content value, functional value, social support, and price 
value of the knowledge-based payment platform, they will have strong continuous use and 
purchase behavior. In particular, specific to Chinese higher vocational students, if they think 
the product is related to skill training, if they perceive the platform to navigate clearly, and if 
they get the necessary emotional support from the platform, how do they think the value of the 
paid knowledge product is related to the price? Matching will promote perceived value, which 
in turn promotes payment behavior. 
(2) PU has a positive effect on PB 
It means that in the knowledge payment scenario, perceived usefulness is an important 
determinant. When the perceived usefulness of the knowledge payment platform is positive, 
there will be significantly higher payment behaviors, such as thinking that it can improve 
learning efficiency, thinking that it can make full use of spare time, thinking that it can 
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effectively realize the construction of professional knowledge, and thinking that it can 
effectively realize the position. Skill building, they generate strong sustained use and purchase 
behavior. 
(3) PU is positively correlated with PV 
It means that the strength of perceived usefulness affects the level of perceived value, and there 
is a significant positive correlation between the two. In the knowledge payment scenario, if 
users believe that the platform can improve their learning efficiency, that the platform can 
allow them to make full use of their spare time, and that the platform can effectively improve 
their professional knowledge level and job ability level, it will significantly affect their 
perceived value. 
(4) FE mediates between PV and PB 
It means that in the context of knowledge payment, immersion experience is an important 
dimension, and immersion experience has a mediating effect between perceived value and 
payment behavior. In the realm of knowledge payment, if users perceive focus and enjoyment, 
that is, enter a state of immersive experience, they will have a strong behavior of continuous 
use and purchase. In particular, when users perceive that time is passing quickly and they can 
control their learning progress, they will have a strong payment behavior. In particular, specific 
to Chinese higher vocational students, if they think the product is related to skill training, if 
they perceive the platform to navigate clearly, and if they get the necessary emotional support 
from the platform, how do they think the value of the paid knowledge product is related to the 
price? Matching will promote the user's perception of concentration and enjoyment, and then 
promote the payment behavior. 
(5) FE mediates between PU and PB 
It means that immersion experience has a mediating effect between perceived usefulness and 
payment behavior. In the realm of paying for knowledge, especially, if users believe that the 
platform can improve their learning efficiency, that the platform can allow them to make full 
use of their spare time, and that the platform can effectively improve their professional 
knowledge level and job ability level, it will significantly affect their learning efficiency. The 
immersive experience promotes the user's perception of concentration and enjoyment, which 
in turn promotes payment behavior. This research has certain practical and theoretical 
significance. However, there are still some deficiencies in this study, and the following aspects 
need to be further studied and discussed. 

(1) Subsequent studies should use a wider sample to make the findings more generalizable. 
(2) There are many influencing factors related to payment behavior, and follow-up research 

will introduce new variables for in-depth discussion. 
(3) Subsequent research needs to conduct in-depth discussions from multiple dimensions 

and levels, such as considering different factors by industry to conduct research to 
comprehensively analyze the mechanism and interaction that affect various factors and 
payment behavior. 
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