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Abstract

From ancient times, the changes in payment methods are only a handful.
However, every change in payment methods has brought great impacts to human life.
From the early barter to the use of metal currency, and even virtual payment today,
people’s lives become more and more convenient. They can choose to pay with the
most beneficial way for them to trade.

However, in the mean while of the diversity of payment methods, people don’t
have one tool to integrate all the payment methods which they used. Therefore, such
situation causes some problems while performing transactions.

NFC mobile payment is a brand new payment method, which integrates
electronic wallet, smart cards (such as a credit card or Pre-paid card), and it can
even replace the real currency through point to point transmission function.

However, new technology cannot be accepted so fast by public, therefore, this
study discusses the relationship among the Personal Innovativeness in IT, Mobile

Self-Efficacy, and the willingness of using NFC from a perspective of TAM.



The empirical results show that the Personal Innovativeness in IT and Trust are
important factors influencing NFC payment adoption. Personal Innovativeness in IT
has a significantly positive impact on trust and perceived ease of use. Trust has a

significantly positive impact on perceived ease of use and Perceived risk.

Key word: Technology Acceptance Model -~ NFC Mobile Payment - Trust -

Perceived Risk ~ Mobile Self-Efficacy - Personal Innovativeness in IT
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