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English abstract

The purpose of this paper is to study factors that influence acceptance of self-service retail
innovations and to propose methods to measure these factors across cultures. First the research
studies how cultural dimensions influence the acceptance of technology used to deliver new ways
of shopping. Second the research studies how cultural dimensions influence attitudes toward five
different retail innovation types. The cultural dimensions include uncertainty avoidance and
collectivistic cultural dimensions as moderating factors to predict technology acceptance.
Understanding these dimensions-is-important in the globalized economy where international
retail firms are planning to increase market share in different countries. Understanding potential
adaptation of new technology based service models is crucial for successful market entry. Given
a means to predict acceptance of new service models, international retail firms are better prepared
to adjust technology strategies to fit specific cultural needs. The research case shows how a
collectivistic culture and high uncertainty avoidance among young Taiwanese results with
significantly lower acceptance of retail innovations in comparison with Swedish students that are
classified as an individualistic and low uncertainty avoidance culture. Independent t-test with a
p-value of <0.05 shows that there is significant difference between the level of social pressure,
self-efficacy and technology anxiety among Taiwanese and Swedish students. The multi-attribute
model shows that Taiwanese prefer retail innovations with a lower level of self-service and a
lower level of technology development. On the other hand, Swedish students prefer the opposite
type of innovations. The results of this research do not state that Taiwanese students are not able
and willing to adopt retail innovations. According to the results of the research Taiwanese

students have higher barriers in the acceptance of retail innovations compared with Swedish.
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