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ABSTRACT

Recently, Fintech, a technology that was created as a result of mixture of finance and IT
technology, has become a big issue with the development of IT technology and widespread of
smartphone usage. Although a continuous research to let new mobile banking payment system to
settle in the domestic market is necessary, the research available is inadequate in the status quo.
Trust, which is lacking at the moment, is regarded the most important factor in mobile banking
payment system. This study, therefore, investigate into factors that building trust that effects

people’s usage of mobile financial payment systems.
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