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Abstract The purpose of this study was to examine the acceptance decision factors for mobile easy payment
services focused on samsung pay. To attain these purpose, the subjects for data were 229 university students.
The data were analyzed by path analysis using SPSS 21 program and AMOS program. The results were as
follows: First, Perceived ease of use influenced positively on mobile easy payment service attitude. Second,
Perceived usefulness influenced positively on mobile easy payment service attitude. Third, Perceived ease of use
influenced positively on intention of continuous use. Fourth, Perceived usefulness influenced positively on
intention of continuous use. Fifth, Attitude influenced positively on intention of continuous use. Sixth, Perceived
risk influenced not significantly on intention of continuous use. This study identified the acceptance decision
factors for mobile easy payment services as perceived ease of use, perceived usefulness and attitude.
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