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Factors of Affecting the Intention to use of the Mobile Service with

Technology acceptance model

Kwang-Hyun Kim’
ABSTRACT

This research based on the TAM(Technology Acceptance Model) theory is a study on the factors affecting the using
intention of the mobile service. The result of hypothesis verification is the followings: First, the mobile features affecting
innovation pursuit are personalization, playfulness, and network quality. Second, the mobile features directly affecting
perceived cost are playfulness and network quality. Third, the mobile features affecting perceived usefulness are
personalization, playfulness. Fourth, the mobile features affecting perceived ease of use are instant connectivity and
playfulness. Fifth, the mobile feature affecting the using intention of mobile internet are personalization, playfulness, and
network quality. Lastly, this research shows that the factors affecting the using intention of mobile service are innovation
pursuit, perceived usefulness, and perceived ease of use.
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