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Abstract  

The Theory of Planned Behavior (TPB) is a widely applied theoretical framework for 

predicting individual intentions and behaviors. However, its application in the knowledge 

payment domain remains limited. Existing studies primarily focus on TPB’s three core 

constructs while overlooking emerging factors. Additionally, most studies rely on 

quantitative methods, particularly cross-sectional surveys, lacking longitudinal and 

experimental research, which may result in an incomplete understanding of consumer 

knowledge payment behavior. This study utilizes a Systematic Literature Review (SLR) 

methodology to thoroughly examine the current research based on the TPB within the 

domain of knowledge payment. A systematic search method was employed to gather 

pertinent research from prominent academic databases, accompanied by stringent 

inclusion and exclusion criteria to guarantee the representativeness and credibility of the 

chosen literature. Additionally, qualitative content analysis and knowledge mapping 

techniques were applied to synthesize key findings and identify potential theoretical 

gaps. The findings suggest that incorporating trust, motivation, and electronic word-of-

mouth (e-WOM) can enhance the explanatory power of TPB in knowledge payment 

research. Moreover, adopting longitudinal studies, experimental designs, and big data 

analytics can improve the robustness and predictive capabilities of future research. While 

this study provides a theoretical expansion framework, further empirical validation is 

required. Future research should integrate interdisciplinary approaches, such as 
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psychology, behavioral economics, and data science, to further enrich TPB's theoretical 

and practical significance in knowledge payment studies. 
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1.0 Introduction 

Knowledge payment denotes the transaction of monetary or alternative forms of 

remuneration for the acquisition of knowledge-based products or services (Wang et al., 

2021). The knowledge payment industry has been experiencing rapid development in 

recent years, becoming a vital digital economy component. With advancements in 

internet technology and the increasing demand for high-quality knowledge content, the 

market size of knowledge payment continues to expand, covering various domains such 

as online courses, paid consultations, e-books, and subscription-based content (Zhang et 

al., 2024). Market research data indicates that the global knowledge payment market is 

expected to maintain high growth, particularly in countries such as China and the United 

States, where both the user base and market revenue are rising. Knowledge payment 

models are generally categorized into three main types: subscription-based models (e.g., 

paid communities, membership courses), transaction-based models (e.g., one-time 

purchase of courses or consulting services), and reward-based or crowdfunding models 

(e.g., knowledge Q&A, content crowdfunding) (Qi et al., 2019; Wang et al., 2024). 

However, despite the prosperity of the knowledge payment market, users are 

becoming increasingly rational in their purchasing decisions. The knowledge payment 

industry is experiencing a “three-low” phenomenon characterized by low repurchase 

rates, low course completion rates, and limited usage duration (Wang et al., 2024). 

Azizah et al. (2024) investigated the mechanisms that affect customer trust and its impact 

on repurchase intention. Their findings demonstrate that trust exerts a favorable and 

substantial influence on repurchase intention. In the domain of massive open online 

courses (MOOCs), only a small percentage of participants successfully complete course 

requirements. Badali et al. (2022) aimed to identify the motivational factors affecting 

course completion rates among MOOC participants and proposed a theoretical 

framework. Their study found that motivational factors directly influence course 

completion rates. Meanwhile, Kusuma Putri and Berlianto (2024) demonstrated that 

electronic word-of-mouth (e-WOM) has a positive influence on the intention to continue 

using Halodoc, suggesting that e-WOM can enhance user engagement and duration. In 

conclusion, low repurchase rates primarily stem from users’ lack of trust in the quality 

and value of knowledge products, while a combination of intrinsic motivation and 
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external incentives influences low completion rates. Additionally, e-WOM plays a 

crucial role in determining user engagement duration, with negative reviews significantly 

reducing usage time and participation, whereas positive reviews contribute to sustained 

user engagement and retention. 

The Theory of Planned Behavior (TPB) is a prominent theory in behavioral 

science, commonly used to predict individuals’ intentions and actions (Ajzen, 1991). 

According to TPB, behavioral intention is determined by three key factors: attitude, 

subjective norms, and perceived behavioral control. In knowledge payment research, 

TPB has been applied to examine users’ purchasing intentions for knowledge products 

(Fan, 2024). However, most existing studies focus predominantly on the three core 

constructs of TPB while overlooking critical factors that significantly influence user 

behavior in the digital economy, such as trust, motivation, and electronic word-of-mouth. 

In recent years, scholars have proposed extending the TPB by incorporating trust, 

motivation, and e-WOM to enhance its explanatory and predictive power across various 

consumer domains. For instance, Panggabean et al. (2024) expanded the fundamental 

TPB model and discovered that trust acts as a mediating variable, enhancing the indirect 

effects of subjective norms on purchase intention. Additionally, Drake et al. (2021) 

investigated the key beliefs influencing consumers’ willingness to book accommodations 

through online lodging marketplaces, revealing that travel motivation plays a crucial role 

in the acceptance and use of such platforms. Similarly, e-WOM has been widely 

recognized as a critical factor in consumer decision-making. In the context of online 

purchasing behavior, Indiani et al. (2024) surveyed 450 internet shoppers and found that 

e-WOM and trust have a significant impact on consumers’ purchase intentions. 

Although the traditional TPB framework provides a solid foundation for 

predicting consumer purchase intentions, its explanatory power is constrained in 

complex digital consumption and knowledge payment environments. By integrating 

trust, motivation, and e-WOM into an extended TPB framework, researchers can better 

capture the underlying drivers of consumer behavior, improve the predictive accuracy of 

user payment decisions, and provide a more robust theoretical foundation for knowledge 

payment and other digital consumption models. Furthermore, existing TPB-based studies 

predominantly employ cross-sectional and quantitative research designs, while 
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longitudinal and experimental studies remain relatively scarce (Setia, 2023). Although 

cross-sectional studies provide valuable insights into behavioral patterns at a specific 

point in time, they are often viewed as minimally informative for causal inference, as 

they primarily provide correlational data rather than insights into causal mechanisms 

(Bhojak & Momin, 2024).  

In contrast, longitudinal studies enable tracking changes in user behavior over 

time, significantly enhancing the explanatory power of theoretical models. For instance, 

Kirtley (2022) conducted a meta-analysis, revealing that the variance explained in 

behavioral intention was generally below 45% when using cross-sectional data, whereas 

incorporating a time dimension in longitudinal studies improved explanatory power to 

55%-68%. Additionally, experimental research enables the controlled manipulation of 

key variables, facilitating the validation of causal relationships (Liu, 2023). However, 

the limited adoption of longitudinal and experimental approaches in TPB research on 

knowledge payment weakens its ability to establish causality and improve predictive 

accuracy. Consequently, there is a pressing need to extend the TPB framework to 

enhance its explanatory capability and adopt more comprehensive research 

methodologies. 

This study critically examines the application of the TPB in the context of 

knowledge payment, identifies limitations in existing research, and explores possible 

theoretical extensions. While TPB is widely recognized as a robust framework for 

explaining consumer behavior, its applicability in the knowledge payment domain 

remains underexplored. Specifically, previous research has predominantly focused on the 

three fundamental constructs of the TPB, while neglecting crucial factors such as trust, 

motivation, and e-WOM. Additionally, most TPB-based research relies on cross-

sectional studies, lacking longitudinal and experimental research, which limits its ability 

to establish causal relationships.  

This study is organized around the following essential research questions to 

address identified gaps: (1) How has the Theory of Planned Behavior (TPB) been applied 

in knowledge payment research, and what are its theoretical limitations? (2) Can 

extending the TPB framework to include trust, motivation, and e-WOM enhance its 



 

Vol 6 No 2 (2025)    E-ISSN: 2735-1009 
   

102 
 

explanatory power? (3) What are the methodological limitations in existing TPB 

research, and how can they be addressed to improve scientific rigor and empirical 

validity? 

Accordingly, the study pursues four main objectives: (1) to introduce the concept 

of the TPB and its application in consumer behavior research; (2) to develop a knowledge 

map based on a systematic literature review of TPB in knowledge payment research, 

systematically illustrating the relationships among core TPB constructs, extended 

variables such as trust, motivation, and e-WOM, and their impact on knowledge 

payment; (3) to evaluate the existing research methodologies in TPB and (4) to propose 

future research directions to advance the study of knowledge payment behaviors. The 

study’s findings will yield profound behavioral insights for knowledge payment 

platforms, content creators, and policymakers, providing theoretical support for 

optimizing knowledge payment models. 

 

2.0 Research Methodology 

This study employs a Systematic Literature Review (SLR) methodology to rigorously 

analyze the implementation of the TPB in knowledge payment research. To ensure the 

comprehensiveness and rigor of this review, the following methodological steps were 

undertaken. 

First, a structured search strategy was implemented to enhance the systematicity 

and reproducibility of the study. The literature review was performed utilizing three 

primary academic databases: Web of Science, Scopus, and CNKI (China National 

Knowledge Infrastructure). Given that 2016 is widely recognized as the “Year of 

Knowledge Payment” (Li et al., 2023), the search period was set from January 2016 to 

February 2025 to capture the latest developments in knowledge payment research. The 

search keywords included “Theory of Planned Behavior” and its relevant terms related 

to knowledge payment, such as “knowledge payment,” “paid knowledge,” “payment 

intention,” and “consumer behavior.” To ensure relevance, only studies that explicitly 
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applied the TPB framework to knowledge payment or consumer behavior research were 

included. 

Second, a set of inclusion and exclusion criteria was established to ensure the 

scientific rigor and representativeness of the selected literature. The inclusion criteria 

were as follows: (1) studies that adopt TPB as the core or extended theoretical framework; 

(2) studies examining key factors influencing users’ knowledge payment intention; (3) 

studies exploring key factors affecting consumer behavior; (4) studies employing 

qualitative or quantitative empirical research methods. The exclusion criteria were: (1) 

studies that are unrelated to knowledge payment; (2) studies that mention TPB but lack 

empirical research; (3) studies that examine consumer behavior but do not adopt TPB; 

(4) theoretical discussions without a clearly defined research framework. Initially, a title 

and abstract screening was conducted to identify relevant studies, followed by further 

selection based on literature sources and research types. To ensure representativeness, 

studies were ultimately selected based on citation frequency, journal impact factor, and 

other evaluation metrics (Zhu & Zhang, 2021). The final dataset included the most 

representative studies. Key research attributes—including research questions, objectives, 

theoretical foundation, methodology, theoretical framework, and significant findings—

were systematically documented for further synthesis. 

Finally, a qualitative content analysis approach was adopted to systematically 

categorize the selected studies based on research objectives, theoretical foundations, 

methodologies, research strategies, key influencing factors, and variable relationships. 

Additionally, knowledge mapping techniques were employed to visually represent the 

relationships between TPB variables and their extended constructs, facilitating the 

identification of gaps in the existing literature and exploring potential extensions of the 

TPB framework in the knowledge payment domain. This method enhances the 

systematicity of the study and provides a clearer theoretical foundation for future 

research. 
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3.0 Literature Review and Hypotheses Development 

3.1 Theory of Planned Behavior and the Application in Consumer Behavior 

Research 

The TPB is a theoretical framework established by Ajzen (1991) as an extension of the 

Theory of Reasoned Action (TRA) to forecast and elucidate human intentions and 

behaviors. TPB states that behavioral intention, the direct predecessor to actual behavior, 

is shaped by three fundamental constructs: attitude, subjective norms, and perceived 

behavioral control. Attitude denotes an individual’s comprehensive assessment of a 

particular behavior, signifying its perceived positivity or negativity. Subjective norms 

refer to the perceived social pressure from important individuals (e.g., friends, family, 

coworkers) to either participate in or refrain from a specific behavior (Ajzen, 1991). 

Perceived behavioral control refers to an individual’s evaluation of their ability and 

resources to do a behavior. It can directly affect behavioral intention and serve as a 

moderator in the intention-behavior link (Ajzen, 2002). 

 

 

Figure 1: Theoretical Framework of Theory of Planned Behavior  

 

The TPB has been extensively applied in consumer behavior research across 

various consumption industries. For instance, in the field of green consumption, TPB has 

been used to examine consumers’ purchase intentions toward green cosmetics, 
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sustainable food delivery, and green products (Nguyen et al., 2024; Prisco et al., 2025; 

Upadhyaya & Sijoria, 2024). Additionally, TPB has been utilized in the online 

consumption context, such as investigating online purchase intention and the influence 

of e-WOM on consumer behavior (Indiani et al., 2024). The tourism industry is another 

major area where TPB has been employed to explore consumers’ attitudes and behavioral 

intentions toward sustainable tourism (Drake et al., 2021; Sujood et al., 2024). Overall, 

TPB provides a theoretical foundation for understanding green consumption, e-

commerce, the food industry, and tourism, offering valuable insights for predicting 

consumer behavior and developing effective marketing strategies. 

Table 1 illustrates the application of TPB in different consumer industries. In 

recent years, the TPB has been extensively expanded in consumer behavior research to 

enhance its explanatory power in complex consumption decisions. Among these 

expansions, trust, e-WOM, and consumer motivation have emerged as critical variables 

in TPB-related studies (Mathur et al., 2024; Sujood et al., 2024; Tri, 2024). The 

incorporation of these variables has not only strengthened TPB’s predictive capacity in 

online and green consumption behaviors but also extended its applicability in social 

media contexts (Sharma et al., 2024). However, despite TPB’s extensive development 

across multiple consumption domains, its application in the field of knowledge payment 

remains relatively limited (Lu, 2021). Existing studies have paid insufficient attention to 

the roles of trust, e-WOM, and motivation in this context. 

 

Table 1: Selected Literature Related to TPB in Consumer Industries 

Authors Objective Theory Path Related to 

Newly 

Expanded 

Variables 

Results 

Wahab et 

al. (2023) 

 

To identify factors 

affecting customers’ 

inclination to purchase 

online inside the realm of 

e-commerce. 

TPB TIM → PI All were 

significantly 

related 
TOV → PI 

 CPP → T 

(Moderation) 

     



 

Vol 6 No 2 (2025)    E-ISSN: 2735-1009 
   

106 
 

Sujood et 

al. (2024) 

To examine factors 

influencing consumers’ 

intention to use smart 

technologies in the 

tourism and hospitality 

industry. 

Technology 

Acceptance 

Model 

(TAM), 

TPB 

TR → IN All were 

significantly 

related 
PU → IN 

PEOU → IN 

   

     

Adawiyah 

et al. (2024) 

To investigate the 

influence of AI-AR 

integration on tailored 

suggestions and 

consumer usage intention 

within the cosmetics 

sector. 

 PEOU → IU All were 

significantly 

related 
 PU → IU 

 PT → IU 

 
   

     

Tri (2024) To comprehend the 

determinants influencing 

the use of blockchain-

integrated supply chain 

management systems 

inside e-commerce 

distribution networks. 

Unified 

Theory of 

Acceptance 

and Use of 

Technology 

(UTAUT2), 

TAM, TPB 

PE → BI All were 

significantly 

related 
EE → BI 

SI → BI 

FC → BI  

 HM → BI  

  PV → BI  

     

Drake et al. 

(2021) 

To investigate the beliefs 

influencing customers’ 

intentions to book 

accommodations via 

online lodging platforms 

and the moderating effect 

of travel incentives on 

these beliefs. 

TPB TM → IN All were 

significantly 

related 
 

 

  

  

     

Colaljo et 

al. (2024) 

To examine how UGC 

affects internet trust and 

consumer purchasing 

intentions in the 

Philippines. 

TRA、TPB OT → PI All were 

significantly 

related 
IQ → ATUGC 

SC → ATUGC 
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Sharma 

(2024） 

To analyze millennials’ 

attitudes towards e-waste 

disposal and assess the 

moderating influences of 

e-WOM and online 

collecting platforms. 

TPB eWOM → ATT 

→ IN 

All were 

significantly 

related 
OCP → ATT, 

SN, PBC 

     

Nguyen et 

al. (2024) 

To examine both the 

direct and indirect effects 

of e-WOM on young 

Vietnamese female 

consumers’ purchasing 

intentions for green 

cosmetics. 

TPB eWOM → GCPI All were 

significantly 

related 
 eWOM → HC→ 

ATGC 

 eWOM → EC→ 

ATGC 

     

Indiani et 

al. (2024) 

To explore the 

moderating effect of 

consumer demographics 

on the relationship 

between online purchase 

intention and actual 

purchase. 

TPB eWOM → OPI All were 

significantly 

related 
TR → OPI 

eWOM → AP 

  TR → AP  

    

Mathur et 

al. (2024) 

To investigate the 

influence of e-WOM 

components—argument 

quality (AQ) and source 

credibility (CR)—on 

consumers’ behavioral 

intentions towards green 

cosmetics. 

TPB AQ → ATGC All were 

significantly 

related 
SC → ATGC 

SC → GCPI 

PI → GCPI  

     

Panggabean 

et al. (2024) 

To formulate tactics 

aimed at enhancing the 

propensity to purchase 

prescription medications 

via e-pharmacy. 

TPB TR → PI All were 

significantly 

related 
GP → PI 
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Long et al. 

(2024) 

To analyze the influence 

of social media streamer 

influencers on 

consumers’ likelihood to 

engage in live-stream 

purchasing. 

TPB SMIS → IN All were 

significantly 

related 
SMIS → ATT, 

SN, PBC 

    

    

Notes: AP = Actual Purchase; ATGC = Attitude Toward Green Cosmetics; ATT = 

Attitude; ATUGC = Attitude Towards UGC; BI = Behavior Intention; CPP = 

Cybercrime Perception; EC = Environmental Concern; EE = Effort Expectancy; FC 

= Facilitating Conditions; GCPI = Green Cosmetics Purchase Intention; GP = 

Government Policies; HC = Health Concern; HM = Hedonic Motivation; IN = 

Intention; IQ = Information Quality; IU = Intention to Use; OCP = Online Collection 

Portal; OPI = Online Purchase Intention; OT = Online Trust; PB = Purchase 

Behavior; PBC = Perceived Behavioral Control; PE = Performance Expectancy; 

PEOU = Perceived Ease of Use; PI = Purchase Intention; PT = Perceived Trust; PU 

= Perceived Usefulness; PV = Price Value; SC = Source Credibility; SI = Social 

Influence; SMIS = Social Media Influencer Streamers; SN = Subjective Norms; TIM = 

Trust in Internet Medium; TM = Travel Motivation; TOV = Trust in Online Vendors; 

TR = Trust; UGC = User-Generated Content. 

 

3.2 Theory of Planned Behavior in Knowledge Payment 

As an emerging business model, knowledge payment attracts users primarily by 

providing high-quality, scarce, and personalized knowledge content, thereby enhancing 

their willingness to pay. TPB has been widely applied in knowledge payment research to 

explain users’ payment intentions and actual payment behavior. Lu (2022) systematically 

reviewed relevant studies from both domestic and international perspectives, analyzing 

the factors that influence user behavior on online knowledge payment platforms within 

different theoretical frameworks. The findings emphasized that TPB is a fundamental 

theoretical model for studying users’ knowledge payment behaviors, wherein attitude, 

subjective norms, perceived behavioral control, and intention primarily influence 

payment behavior. Based on TPB, Lu and Zhang (2021) developed a model to examine 

the factors influencing knowledge payment behavior among university students. Their 

findings demonstrate that the perceived usefulness of knowledge, perceived sociality, 

and perceived cost-effectiveness—essential elements of attitude—together with 
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subjective norms and perceived behavioral control, exert considerable beneficial 

influences on both payment willingness and actual payment behavior. 

Based on previous studies, some research supports the critical role of subjective 

norms in knowledge payment behavior, suggesting that recommendations from social 

groups (e.g., friends, colleagues) significantly influence users’ purchasing decisions (e.g., 

Lu, 2022). However, other studies have found that in certain contexts, the influence of 

subjective norms is relatively weak, particularly when users have a high personal interest 

in knowledge products. In such cases, their decision-making is more reliant on their own 

attitudes and perceived value rather than social pressure (Wang et al., 2022). This 

inconsistency suggests that the applicability of TPB in the knowledge payment domain 

may be contingent on contextual and individual differences. 

Despite its potential limitations, TPB still provides a valuable explanatory 

framework for certain aspects of knowledge payment behavior. For instance, Zhang et 

al. (2021) found that TPB variables—attitude, subjective norms, and perceived 

behavioral control—play a significant role in predicting users’ initial purchase intentions 

for knowledge products. Moreover, Li et al. (2023) refined the theoretical framework by 

constructing an index system for factors influencing users’ knowledge payment 

intentions. They redefined key TPB variables by replacing “attitude” with perceived 

benefits, perceived costs, and perceived risks; substituting “subjective norms” with 

online word-of-mouth, opinion leaders, and interpersonal influence; and replacing 

“perceived behavioral control” with self-efficacy. Similarly, Wang and Jiang (2023) 

conducted a structural adaptation of TPB in their study. Their results suggest that 

perceived usefulness, conversion costs, and platform trust positively influence sustained 

knowledge payment behavior, while perceived risks and perceived ease of use have a 

positive effect on temporary knowledge payment behavior. Additionally, subjective 

norms exhibit a positive effect on temporary knowledge payment but a negative effect 

on sustained knowledge payment. In short, the application of TPB in knowledge payment 

research has evolved into multiple analytical approaches. Scholars have continuously 

refined its theoretical framework to capture the complexity of user payment behaviors 

and their influencing factors with greater precision. 
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A critical review of previous studies that applied TPB to investigate knowledge 

payment behavior was conducted. Based on the identified variables and their 

relationships, a knowledge map is presented in Figure 2. The knowledge map categorizes 

the relevant research variables into three clusters. In the first cluster, attitude, subjective 

norms, and perceived behavioral control are the mediators between the other constructs 

and behavioral intention. Cluster 2 extends the scope of variables affecting attitude, 

payment intention, and payment behavior, and these variables have direct effects on the 

payment intention or payment behavior. Cluster 3 represents the core structure of TPB, 

emphasizing the interconnections between attitude, subjective norms, perceived 

behavioral control, and payment intention, where payment intention significantly 

influences payment behavior. 

 

 

Figure 2: Knowledge Map of Theory of Planned Behavior in Knowledge Payment 

 

Figure 2 organizes the variables and their relationships in existing studies. 

Despite these refinements, prior research has identified limitations in TPB’s explanatory 

capacity in the context of digital consumption and online payment behaviors. Scholars 

argue that in its traditional form, TPB does not fully capture the social and psychological 
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factors that drive user engagement in online platforms (Gu et al., 2019; Kleinberg et al., 

2023). In recent years, researchers have incorporated emerging variables—trust, 

electronic word-of-mouth (e-WOM), and motivation—to better explain consumer 

behavior in digital environments (Drake et al., 2021; Indiani et al., 2024; Wahab et al., 

2023). 

In the domain of knowledge payment, empirical studies have shown that trust 

significantly influences users’ attitudes toward knowledge payment platforms, as it 

reduces perceived risks and enhances confidence in platform reliability (Cao, 2024; Guo 

et al., 2024). Similarly, e-WOM has been recognized as a crucial determinant influencing 

subjective norms, as positive recommendations from peers or online communities can 

reinforce an individual’s knowledge payment intention (Liu & Zhang, 2020). 

Furthermore, motivation—both intrinsic (e.g., learning desire) and extrinsic (e.g., 

monetary incentives)—has been found to affect behavioral intention in knowledge 

payment contexts directly (Kong et al., 2023). Knowledge payment behavior is shaped 

by multiple psychological and social factors, making it difficult for traditional TPB 

constructs to fully capture users’ decision-making processes. Thus, integrating trust, 

motivation, and e-WOM into an extended TPB framework can provide a more 

comprehensive understanding of the key determinants influencing knowledge payment 

behaviors. 

Building upon the knowledge map presented in Figure 2, this study has extended 

the TPB framework to incorporate these emerging variables, resulting in an expanded 

knowledge map (see Figure 3). Figure 3 refines the original framework based on insights 

from the literature review and introduces three key additions: (1) trust, e-WOM, and 

motivation directly influence users’ knowledge payment intention; (2) trust and 

motivation indirectly influence behavioral intention through attitude; and (3) e-WOM 

indirectly affects behavioral intention through subjective norms. 

By integrating these factors, the expanded framework enhances TPB’s 

explanatory power in knowledge payment research, offering a more thorough 

comprehension of the psychological and social dynamics that affect users’ payment 

behaviors. This theoretical extension aligns with prior findings in e-commerce, online 
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learning, and digital service adoption, further strengthening the applicability of TPB in 

contemporary digital economies (Kong et al., 2023; Nguyen et al., 2024; Sujood et al., 

2024). 

 

 

Figure 3: Knowledge Map of Extended Theory of Planned Behavior  in 

Knowledge Payment 

 

Based on Figure 3 and previous studies, it is evident that TPB primarily focuses 

on rational and planned decision-making processes. However, knowledge payment 

behavior often involves additional psychological and social factors that are not explicitly 

covered within the TPB framework. For instance, trust plays a crucial role in users’ 

willingness to pay for knowledge-based products, as they typically cannot directly assess 

the quality of the content before making a purchase (Azizah et al., 2024). Additionally, 

e-WOM significantly influences user engagement and retention, particularly in online 

learning platforms, where peer reviews and ratings shape perceptions of course 

credibility and value (Kusuma Putri & Berlianto, 2024). Moreover, motivating elements 

encompass internal motivation (e.g., a passion for learning) and extrinsic drive (e.g., 

professional advancement), which have been found to impact course completion rates 

and continued payment behavior directly (Badali et al., 2022). 
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Since TPB does not explicitly incorporate these critical variables, other 

theoretical models, such as the TAM and the UTAUT, may serve as complementary 

frameworks. TAM highlights the significance of perceived usefulness and perceived ease 

of use in influencing users’ acceptance of digital platforms (Davis, 1989). UTAUT 

further expands this viewpoint by integrating social influence, facilitating conditions, and 

habit as essential factors of technology-related behaviors (Venkatesh et al., 2012). By 

integrating these theories, researchers can develop a more comprehensive framework to 

better explain the complexities of knowledge payment behavior. 

 

3.3 Review of Research Methodology in Knowledge Payment 

A critical review of the past studies related to research methodology in knowledge 

payment was conducted, and the summary is documented in Table 2. Only literature on 

the influence factors on the intention to pay knowledge is included in Table 2. 

In researching influencing factors of knowledge payment behavior, Lu (2021) 

pointed out that most studies employing the TPB predominantly rely on quantitative 

methods, particularly questionnaire surveys. The summary in Table 2 further 

corroborates this observation, indicating that existing TPB studies largely adopt cross-

sectional rather than longitudinal data, making capturing the dynamic evolution of users’ 

knowledge of payment behavior difficult. The limitations of this static research approach 

hinder the assessment of changes in key TPB variables as users engage with knowledge 

payment platforms. Furthermore, experimental methods, such as A/B testing, are rarely 

employed to rigorously verify the causal relationship between TPB variables and 

knowledge payment intention, leaving the predictive validity of TPB in this domain 

insufficiently examined.  

While quantitative research dominates the study of knowledge payment behavior, 

the underutilization of qualitative and mixed-method approaches limits a comprehensive 

understanding of the field. Quantitative research primarily relies on structured 

questionnaires and statistical analysis, focusing on correlations and causal relationships 

between variables (Liyan Cao et al., 2024). However, its rigid theoretical frameworks 
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may overlook the complexity of social phenomena, leading to an incomplete 

understanding of human behavior (Sapkota, 2024). Furthermore, the deterministic nature 

of quantitative research may dilute subjective experiences, which are crucial for a holistic 

analysis of knowledge payment behavior (Sapkota, 2024). Data availability constraints 

also pose a significant limitation for quantitative research. Limited data can result in 

biased or inaccurate predictions (Gu, 2023). For instance, small sample sizes and missing 

data may skew results in educational assessment studies, leading to inaccurate 

representations of school quality (Jerrim & John, 2023). Additionally, an overreliance on 

data without incorporating human intuition or qualitative insights can lead to false 

correlations, affecting research findings' reliability (Gu, 2023). 

Existing research on knowledge payment behavior primarily relies on cross-

sectional data, which fails to capture the dynamic evolution of users’ payment intentions. 

However, longitudinal studies can provide deeper insights into long-term behavioral 

changes. For instance, Hanage et al. (2024) employed a longitudinal approach to study 

entrepreneurial intentions, revealing that entrepreneurial intent evolves over time as 

external circumstances shift and personal perceptions develop. This dynamic perspective 

is equally relevant to knowledge payment research. Additionally, experimental research 

plays a crucial role in establishing causal relationships. Vankov (2021) investigated 

young drivers’ speeding behavior using hierarchical multiple regression analysis, 

demonstrating that self-efficacy and past behavior independently predict future behavior. 

This suggests that experimental approaches could be valuable in assessing the direct 

impact of behavioral intention on actual payment behavior. 

In addition, big data analytics is gaining attention in the study of knowledge 

payment decision-making. For example, Qi et al. (2022) applied Signaling Theory and 

analyzed over 110,000 user comments and 20,000 seller responses to examine the impact 

of online reviews and seller replies on knowledge payment purchase decisions. Their 

study found that review volume, seller recognition, and user experience significantly 

influence purchase decisions, while seller response rates strengthen the impact of user 

reviews on decision-making. This research underscores the critical role of e-WOM in 

knowledge payment and highlights the potential of big data analysis in identifying 

consumer behavior patterns. Therefore, future research should integrate longitudinal 
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studies, experimental designs, and big data analytics to develop a more comprehensive 

understanding of the mechanisms underlying knowledge payment behavior and enhance 

the predictive validity of TPB in this domain. 

 

Table 2: Review of Research Methodology in Knowledge Payment 

Authors Objective Theory Methodology Strategy 

Li et al. 

(2023) 

To establish the principal 

determinants of users’ 

propensity to invest in 

information regarding 

academic journal new 

media platforms. 

TPB Quantitative 

research 

Questionnaire 

survey 

 

     

Ge (2023) To examine the 

determinants of university 

students’ online knowledge 

payment behaviour. 

TPB Quantitative 

research 

Questionnaire 

survey 

     

Wang and 

Jiang 

(2023) 

To explore common and 

differentiated influencing 

factors of temporary and 

continuous knowledge 

payment behaviors. 

TAM, 

TPB 

Quantitative 

research 

Questionnaire 

survey 

     

Li and Fan 

(2021) 

To examine the 

determinants of users’ 

propensity to pay for mobile 

audio knowledge services. 

TAM, 

TPB 

Quantitative 

research 

Questionnaire 

survey 

     

Lu and 

Zhang 

(2021) 

To investigate the 

determinants of university 

students’ knowledge 

payment behaviour. 

TPB Quantitative 

research 

Questionnaire 

survey 
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Sun and 

Liang 

(2020) 

To examine the correlation 

between university 

students’ financial 

behaviour and their levels 

of worry. 

TRA, 

TPB 

Quantitative 

research 

Questionnaire 

survey 

     

Fan (2024) To investigate the factors 

influencing university 

students’ online knowledge 

payment behavior. 

TPB Quantitative 

research 

Questionnaire 

survey 

     

Zhang et 

al. (2021) 

To analyze university 

students’ online knowledge 

payment behavior in 

Meishan city. 

TPB Quantitative 

research 

Questionnaire 

survey 

     

Meng and 

Deng 

(2022) 

To the path and influencing 

factors of users’ paid 

viewing behavior on Q&A 

platforms. 

- Qualitative 

research 

Semi-

Structured 

Interviews 

     

Lu et al. 

(2020) 

To examine the 

configuration of factors 

influencing users’ 

willingness to pay for 

information in online Q&A 

communities from the 

perspectives of rationality 

and bias. 

SQBT, 

RCT 

Qualitative 

research 

fsQCA 

     

Huang et 

al. (2021) 

To examine the collective 

impact of variables 

affecting differentiated 

users’ propensity to pay for 

online knowledge on social 

platforms. 

- Qualitative 

research 

fsQCA 
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Wei and 

Xie (2020) 

To investigate the 

correlation among the 

attributes of knowledge 

payment products, user 

requirements, and the 

intention to maintain 

payment. 

UGT Qualitative 

research 

fsQCA 

     

Guo et al. 

(2020) 

To examine the process 

underlying internet users’ 

knowledge payment 

behaviour utilizing the 

CCC-B framework 

(Content-Context-

Consciousness-Behavior). 

- Qualitative 

research 

fsQCA 

Notes: fsQCA =Fuzzy-set Qualitative Comparative Analysis , RCT =Rational Choice 
Theory,SQBT = Status Quo Bias Theory, UGT =Uses and Gratifications Theory. 

 

4.0  Findings 

This study systematically reviewed the application of the TPB in knowledge payment 

research, identifying key trends, gaps, and areas for future exploration. The findings 

reveal that existing studies predominantly focus on the three core TPB constructs—

attitude, subjective norms, and perceived behavioral control—while largely neglecting 

emerging influencing factors such as trust, motivation, and e-WOM. Furthermore, the 

review highlights the methodological limitations in this field, with most research relying 

on cross-sectional survey data and lacking longitudinal or experimental studies. These 

findings suggest that expanding the TPB framework and incorporating alternative 

research methodologies could enhance its explanatory power in understanding consumer 

behavior in the knowledge payment domain. 
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5.0  Conclusion 

The TPB is a widely recognized theoretical framework in behavioral research, 

extensively applied to predict individuals’ intentions and behaviors. In recent years, 

knowledge payment has emerged as an innovative business model with a vast global 

market and a large user base. However, consumer behavior in this domain has become 

increasingly rational, and knowledge payment products commonly exhibit low 

repurchase rates, course completion rates, and usage duration. Although TPB has been 

extensively employed to explain consumer behavior, its application in knowledge 

payment research has certain limitations. Existing studies primarily focus on the three 

core variables of TPB while overlooking the potential influence of emerging factors. 

Additionally, current research methods present notable constraints. Most TPB-based 

studies rely on quantitative approaches, predominantly using questionnaire survey data, 

with a lack of longitudinal and experimental research. 

This study provides a critical analysis of the application of the TPB within the 

knowledge payment sector, systematically developing a more comprehensive knowledge 

framework by incorporating emergent factors into the TPB model. Furthermore, it offers 

a critical evaluation of existing research methodologies. The findings indicate that while 

TPB has been widely applied in knowledge payment research, previous studies have 

primarily focused on its three core constructs, neglecting factors such as trust, 

motivation, and e-WOM. The dominance of quantitative research, particularly cross-

sectional surveys, may fail to capture the complexity of social phenomena, thereby 

weakening the examination of subjective experiences and resulting in a partial 

comprehension of consumer behavior. 

To enhance the applicability of TPB in knowledge payment research, future 

studies should consider expanding the theoretical framework by incorporating trust, 

motivation, and e-WOM. Moreover, integrating TPB with other theories could further 

enhance its explanatory power. Methodologically, adopting longitudinal studies, 

experimental designs, and big data analytics will improve research robustness and 

predictive accuracy. Addressing these issues will enable a more comprehensive 

understanding of consumer decision-making in the knowledge payment domain. Despite 
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its contributions, this review has certain limitations. First, potential bias in literature 

selection may exist due to database constraints or language limitations, which could 

result in the omission of relevant studies. Second, while this study proposes an extended 

TPB framework, further empirical research is required to validate the influence of newly 

introduced variables on knowledge payment behavior. Third, recommendations for 

methodological improvements remain theoretical, necessitating future empirical 

applications to assess their effectiveness. Additionally, future studies should incorporate 

experimental and longitudinal research to explore evolving trends in knowledge payment 

behavior. Finally, interdisciplinary research approaches—integrating theories and 

methodologies from psychology, behavioral economics, and data science—will further 

enrich TPB's theoretical and practical contributions in knowledge payment research. 
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