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With the emergence of internet and World Wide Web, traditional businesses got a new opportunity to compete
globally. Traditional bricks-and-mortar businesses became electronic business (e-business) by utilizing Information
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are doubts that users of M-commerce demonstrate a lack of enthusiasm, which may be due to lack of trustworthiness.

Based on the well-known and widely used Technology Acceptance Model (TAM), this research study provides the

conceptual framework, underpinning the relationship of trust with the adoption of M-commerce in Pakistan. The aim
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