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Abstract

This research had the objectives to investigate whether the consumers select the smart card because of the
Technology Acceptance Model (TAM) or the influential of the bank staffs. According to the research findings, the
perception on the usefulness, perception on the ease of use base on the Technology Acceptance Model (TAM),
and the influential of the bank staffs were the statistically-significant factors affecting the selection of ATM
smartcard of the consumers (sig < 0.05). These three factors, in addition, were positively correlated with the
intention to use. It was also found the perception on the ease of use, the influential of the bank staffs, and
perception on the usefulness mostly affected the selection of the ATM smart card, respectively. This implied that
if consumers perceived the ease of use, being support and recommended by the bank staff, and acknowledged
the usefulness of the smart card, they would select and use the smart card more. Hence, these three factors

could predict the intention to use of the smart card for 52.3%.

Keywords : Smart Card, Debit Card, Technology Acceptance, Influence Advice
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