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Abstract
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This paper is to provide the guideline of U-commerce Adoption In the Ubiquitous
Personalization is the Key in U-commerce. The guideline helps the

environment.

understand difference personalization in U-commerce with M-commerce or E-
commerce. we described U-commerce’s prospective applications and personalization
characteristics. So, according to TAM, we described what the perceived values of
adoption and how perceived values of adoption can effect to adoption intention.
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