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Abstract. In today`s mobile world there is a high potential for m(obile)-
payment services, but the mere existence of such services does not mean that 
the market is ready for them. M-payment services must add value to attract new 
users. After years of research regarding technology acceptance (TA) of m-
payment, the aim of this paper is to examine how technology readiness (TR) in-
fluences customers’ perception and acceptance of m-payment. TA of consumers 
in combination with TR is investigated for m-payment in Finland, Germany, the 
USA and Japan. We conduct an online survey to collect data in those four coun-
tries. We use that data to carry out a TA analysis using a structural equation 
model (SEM). The research model arises from the findings of a priori explora-
tive study and a comprehensive literature review. Evaluation results based on an 
extended TA model (TAM) show that user acceptance of m-payment differs in-
fluenced by constructs. 
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1 Introduction 

1.1 Motivation 

The spread of mobile information and communication technologies has increased 
strongly in the recent years. There were nearly six billion mobile phone subscriptions 
by the end of 2011, and the tendency is still rising [1]. Being available and able to 
operate anytime and anywhere is a feature of modern society [2]. M-payment allows 
consumers to make electronic payments using their mobile devices [3]. As more users 
adopt various types of mobile devices, new mobile business models are constantly 
opened up and developed. Considering these requirements the possibilities and oppor-
tunities are huge, and m-payment has a realistic chance to become the future standard 
payment method. The challenge lies in an implementation that creates value for the 
consumers. Considering, that the idea and hype around m-payment was already pre-
sent in early 2000 and therefore not entirely new, m-payment has been only success-




