The aim of this study is to investigate the factors that affect consumer mobile payment system adoption in the context of Bangladesh. To do so, we integrated technology acceptance model and cognitive style theory. We surveyed 75 students who recently became aware of college admission through the mobile payment system using survey questionnaire. The result indicates that cognitive style was not found significantly related to perceived usefulness, but significantly related to perceived ease of use, overall within the TAM model apart from the relation between perceived ease of use and attitude towards usage, the rest relationships were significant.
