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Abstract 

Understanding of customers’ propensity to 
adopt technology mediated encounters is important to 
achieve channel benefits. We lack understanding of 
attitudes towards adoption in significant non-Western 
cultures. We develop understanding towards adoption 
of service technology (hypermarket self-check-out) in 
the Chinese context through use of the Zaltman 
Metaphor Elicitation Technique. We find outer 
impressions reveal respondents appreciate the 
benefits service technologies bring. Deeply held inner 
perceptions reveal a threat to relational benefits 
expected from traditional face-to-face service 
contacts. These findings are significant for managers 
since they direct attention to the need to change 
fundamental attitudes rather than communicating 
benefits or teaching of new skills.  
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1. Introduction 

A mass of visitors exited the Shanghai World 
Exhibition in China in June 2010 and headed to the 
MRT (underground train). Crowds quickly developed 
at the ticket kiosks while close by ticket machines 
were comparatively unused (Figure 1 and Figure 2). 
The avoidance of self-service technology by Chinese 
is easily observed: automatic ticketing machines in 
Taiwan are little used despite lengthy queues for the 
face-to-face alternative. Self-check-in lacks favour in 
Hong Kong for travelling locals. These Chinese 
contexts are not under developed but reveal a cultural 
group adverse to technology adoption. Understanding 
this aversion is important and worthy of research 

attention. 
 
Technology mediated service encounters are 

rapidly becoming ubiquitous: as ATMs or smart 
phones. Technology bases service contacts are 
introduced in different cultural contexts through use 
of interactive kiosks, online shopping and banking 
and telephone voice response contact. This use of 
technology replaces employee-customer contact [1]. 
Firms are increasingly adopting this approach across 
different cultures. Customers, in China have the 
option of self-service check-in at Dalian airport [2], 
purchases through Yahoo auctions in Taiwan or 
virtual trial of make-up in department stores in Korea 
[3]. 

 
The customers’ willingness to engage with 

technology determines whether benefits are realized 
for them and the firm. Customers are becoming more 
technologically sophisticated however they avoid 
technology if they feel uncomfortable despite the 
clarity of benefits on offer [4]. There is a temptation 
to force customers to adopt technology. However, this 
leads to negative attitudes towards the specific 
technology and the firm [5]. Consequently, it is 
important to understand the attitudes that associate 
with adoption. This insight provides opportunity to 
influence customers’ cognitive processes towards 
adoption. 

 
Significant extant research addresses customers 

attitudes and antecedents towards adoption of 
technology e.g., [6-9]. However, the impact of culture 
on attitudes has largely been overlooked in this 
literature. Given the impact of culture on attitudes it 
is important to understand attitudes to technology 
adoption within distinct and significant cultures [9]. 

Figure 1 Researcher's observation:  
Queues at MRT ticket kiosks 

Figure 2 Researchers' observations:  
Typical low use of ticket machines 



In this paper we focus on Chinese attitudes to 
adoption of technology mediated contacts. We 
employ in depth interviews following the Zaltman 
Metaphor Elicitation Technique [10],[11] to 
determine the underlying attitudinal constructs that 
Chinese hold towards technology adoption. 

 
2. Technology Adoption 

The benefits of technology derive from 
customers’ (un)willingness to engage with it to 
deliver service. This is an individual’s technology 
readiness or their “propensity to embrace and use 
new technologies for accomplishing goals in home 
life and at work” [9]. This conceptualization relates 
to consumers attitudes towards drivers i.e., optimism 
and innovativeness and inhibitors i.e., discomfort and 
insecurity for an overall readiness to adopt. This 
represents an overall state of mind resulting from a 
gestalt of mental enablers and inhibitors that 
collectively determine a person’s predisposition 
toward technologies.  

 
The technology adoption model (TAM) 

represents another significant exploration of 
individuals propensity to engage technology 
[12],[13][13]. TAM theorizes that individual’s 
behavioral intention towards technology is 
determined by their attitude. In turn, attitude is 
derived from two beliefs: perceived usefulness and 
perceived ease of use. Extensions of this work 
include examining the effects of consumer traits and 
situational factors [7] and affective responses to 
technology adoption [8]. A range of emergent and 
diverse set of theoretical perspectives also inform 
adoption that lead researchers to develop unified 
models of adoption. Dominant is Venkatesh, Morris, 
Davis and Davis [6] UTAUT model that adopts 
widely e.g., to understand adoption of software [1], 
blogging [14] and mobile payment [15]. 

 
The extant literature founds on the relationship 

between attitudes and the intention to adopt [16] or 
actual adoption of technology [6]. However, this 
predominately cognitive approach to understanding 
adoption focuses on the Western context. Emergent 
research finds the UTAUT model unstable across 
different contexts [14] and requiring adaption to fit 
the cultural context [17][18]. Culture informs the 
process of cognition and consequently the “logics of 
action” [19]. Consequently, it is important to consider 
how significant cultural contexts impact attitudes 
towards technology adoption [9]. The current 
literature fails to address this issue with rigor.  

 
3. Adoption of Technology  

in Chinese Contexts 
Chinese culture founds on (neo)Confucianism 

that defines individuals from China, Hong Kong, 
Taiwan, Singapore and Korea [20],[21]. This includes 
more than 20 percent of the world’s population and 

represents growing economic significance [22]. 
Those in Chinese culture position collectivist [23] 
and emphasize high over low context communication 
[24]. Taken together this reveals the distinct nature of 
this culture [25].   

 
The collectivist orientation relates to the 

inherently relational nature of Chinese culture that 
includes concerns with interpersonal connection and 
face [26]. Interpersonal connection (guanxi) defines 
relationship operation and is considered the means to 
get things done [27]. Managing interpersonal 
connection involves a process of evaluating relational 
bonds and concerns face as social status (e.g., 
education or knowledge or use of titles increases face) 
[28][29].  

 
This relational nature develops understanding 

about the reluctance to adopt technology within 
service. This form of customer-firm connection 
mitigates the opportunity to develop guanxi or be 
given face. Significantly, technological in service 
provides multiple opportunities for loss of face by 
demonstrating incomplete knowledge towards the 
service process. Theoretically this develops a 
negative perception towards adoption of technology 
in service. 

 
Research reveals Chinese consumers as less 

technologically ready than their Western (American) 
counterparts [30]. This is explained through a 
negative attitude that has a stronger effect on 
adoption of technology than perceived usefulness and 
ease of use of the technology [31]. This likely 
underlies the comparatively low adoption rates of 
airport self-service [32] and risky perceptions of 
internet banking [18],[33] in this context.  

 
Overall, the extant literature reveals Chinese 

hold a negative attitude towards adoption of 
technology for service. In an economically rapidly 
developing environment where delivery of service 
increasingly involves technology developing 
understanding is important. Within the current 
literature we lack understanding of Chinese attitude 
toward adoption of service technology. 

 
4. Method 

The objective of the study leads to a grounded 
theory approach [34]. This research strategy involves 
immersion in the context of study so that categories 
and concept emerge with the logic of the subject 
under study. Our aim is to explore underling attitudes 
which are recognized as difficult for respondents to 
articulate [35]. approaches typically adopt projective 
techniques to extract deeply help values [36]. 
However, these suffer from concerns over validity, 
particularly when interpreting findings [37].  

 
This led us to the adoption of the Zaltman 



Metaphor Elicitation Technique (ZMET) [10],[11]. 
Its hybrid structure and adoption in a variety of 
contexts reveals that it addresses methodological 
concerns. This study draws on observations of the use 
of technology in service and develops deep 
understanding through adoption of the ZMET 
technique. 

 
The core of the technique is photo elicitation in 

which respondents prepare their own images around a 
narrative that reflects the subject under study. The 
interview process relates the pictures as metaphors to 
the narrative. The focus on the metaphors is 
significant since these reveal our thoughts [11] that 
are acquired through (cultural) socialization. The 
researcher develops and probes the metaphors 
through an in-depth guided conversation that 
employs elements of Kelley’s Repertory Grid [38]and 
laddering techniques to elicit respondents’ attitudes to 
the research topic. 
 
4.1 Process 

ZMET starts by giving respondents a package 
that includes a scenario, instruction sheet and 
disposable camera. The scenario is designed to be 
specific enough that it frames the research topic but 
leaves interpretation of meaning to the respondent: 
typical to projective techniques. The respondents 
returned their camera within one week and interviews 
were arranged; typically a week later. The interviews 
follow the established steps (Table 1) outlined by 
Zaltman and Coulter [11]. The approach is a 
structured process but encourages respondents to 
develop their own interpretations.  

Table 1 ZMET stages and purpose 
ZMET Stage Purpose 

(1) Storytelling  Engage and relax the interviewee through a 
narrative of their perceptions  

(2) Missed issues 
and images 

Introduction of ideas not captured in the 
imaged but motivated through the narrative  

(3) Sorting task  Interviewee defines their own major 
categories  

(4) Construct 
elicitation  

Reveal interviewee’s underlying concepts 
through laddering 

(5) Most 
representative 
image 

Focus and deepen understanding through 
further laddering 

(6) Opposite image Exploring opposites clarifies meanings 
(7) Sensory images  Draw on all five sensory perceptions to 

widen understanding of the constructs  
(8) Mental map  Interviewees reveal their own logic to 

mapping of constructs  
(9) Summary 

image  
A collage visually represents emotional 
metaphors related to adoption of technology  

(10) Vignette  Allow respondent to develop a narrative 
related to the adoption of technology  

 
4.2 Sampling 

A pilot study was undertaken employing the 
ZMET approach. We elected to purposively sample 
[36] based on short preliminary interviews that 
indicated familiarity with online banking and use of 
airport self check-in. Three interviews were 

conducted in Chinese language with users of these 
two forms of technology. The interviews (Table 1) 
were recorded and transcribed and then importing the 
transcripts and supporting images into NVIVO for 
analysis. These initial findings reveal categories of: 
saving time, convenient, speedy and when I want as 
dominant. These findings represent in existing 
literature e.g., [39],[1]. This indicated questionable 
validity since findings captured attitudes to use rather 
than adoption. 

 
Consequently, we chose hypermarket 

self-check-out for the main study. By choosing a 
comparatively unknown technology we directed 
respondents to consider adoption. The scenario was 
changed to reflect this: “When you at the shopping 
mall trying to check-out, by the counter there is a self 
check-out machine, you will…”. Respondents were 
sampled following the logic of homogenous 
purposive sampling [36]. This process of sampling 
ceased after the point of theoretical saturation [40] 
that was found at six interviews to arrive at a total of 
nine interviews (Table 2). 

Table 2 Respondent profiles 

No. Gender Age Date Photos 
Interview 

time 
Transcript 

pages 

1 F 24 2010/01/22 21 1h 9m 9 

2 F 25 2010/03/21 21 1h 40m 8 

3 F 26 2010/03/22 17 57m 7 

4 M 25 2010/03/25 20 58m 8 

5 F 23 2010/03/30 20 1h 33m 8 

6 F 35 2010/04/09 15 1h 17m 10 

7 F 25 2010/04/25 18 1h 3m 11 

8 M 24 2010/05/16 26 1h 24m 12 

9 F 24 2010/06/01 14 1h 22m 8 

Total    172 11h 17m 81 

 
Transcription followed immediately after each 

interview. This facilitates preliminary development of 
constructs [41] and these revealed findings 
substantially different from the pilot and related to 
perceptions of adoption. Respondent took a total of 
172 photos for interviews, conducted in Chinese 
language, which ranged from 58 to 100 minutes. The 
interviews totaled 11 hours and 17 minutes and were 
systematically transcribed from the digital recordings. 
Researcher imported the transcripts and other data 
(i.e., images) into qualitative analytical software 
(NVivo 8) to facilitate creating categories, comparing 
meanings and data interpretation. 

 
5. Findings 

The researchers found that respondents had no 
difficulty with interpreting the meaning of the images  

they provided. Respondents provided rich 
narratives that developed a deep understanding of 
attitudes to technology adoption from different angles. 



The results reveal attitude towards adoption of 
service technology in Chinese contexts is understood 
through three main categories of outer impressions, 
inner perceptions, and anticipations. Explanation 
develops through the related 14 sub-categories (Table 
3).  

Table 3 Summary of categories 

Category 
Number of 
respondent 

In-vivo 
codes 

Outer Impression  68 
 Progress (進步) 7 37 
 Convenience (方便) 6 19 
 Autonomy (自主) 5 12 

Inner perceptions  207 
Other adoption of technology   
 Desolate (乏人問津) 4 13 
Loss of relational benefits   
 Pretty dead (死板) 7 40 
 Just a machine (只是機器) 8 40 
 Cold (冷冰冰) 9 37 
Insecurity of using technology   
 Troublesome (麻煩) 8 20 
 Uncertainty (未知) 5 16 
 Unease (不安) 5 34 
Influence on others   
 Unemployment (失業) 5 7 

Anticipation  43 
 Guidance (引導) 6 17 
 Incentive (誘因) 5 9 
 Looking forward to (憧憬) 5 17 

 
Certain categories consistently reveal across all 

respondents relating to the nature of the relationship 
between the customer and provider. These show 
respondents perceive service technology as pretty 
dead or just a machine. Prior interviews also 
emphasized the cold feeling technology develops 
with a machine that “can’t smile”. The clear and 
negative attitude respondents hold reveals 
respondents discomfort in their relationship with 
service technology. This contrasts with research 
examining face-to-face service contacts in Chinese 
settings that emphasize the role of chin-chieh (親切) 
[42-44]. This shows how warm and friendly 

behaviors are construed as critical to establishing 
provide-customer relationships. This fits with the 
relational logic of the Chinese that is widely 
discussed e.g., [45],[26].  

 
The following sections introduce the categories 

following the logic of outer and initial impressions 
before revealing deeply held inner perceptions and 
anticipations. 

 
5.1 Outer impressions 

Outer impression associate with respondents’ 
first and instant impressions toward technology. 
These impressions were: progress, convenience, and 
autonomy. Progress associates with the images of 
advanced and modern life. Typically respondents 
emphasize progress relating to the feeling of 
technology being advanced: “such machines will 
only be seen in the more advanced urban city. It 
cannot be seen in the rural areas” (Respondent #4). 
References to technology emphasized its special, 
different or unique qualities that attract attention. 
Respondents drew on images in Figure 3 to 
demonstrate the metaphor of modern life. 

 
Convenience refers to assessing service without 

any temporal and spatial constraints. The most 
representative image was a 24-hour operation 
convenience store (Figure 4). These convenience 
stores are easily found and highly popular due to their 
24 hour operations. Respondents also refer to 
punctual, speedy service and time saving as integral 
to convenience.  

 
Autonomy describes the customers’ ability to 

manage the service themselves. This creates a sense 
of freedom and positive feelings about being able to 
control the service. Other researchers also refer to 
customer preferences for self-control in self-service 

 

Figure 3 Modern life: Taipei 101 
(Respondent #4) 

 

Figure 4 Convenient as a 7-11 store  
(Respondent # 7) 



technologies [46]. This is also explained as freeing 
customers from the need to interact with service staff 
[1]. Figure 5 reveals images that typically associate 
with autonomy. 

 
In the final part of the ZMET interview 

respondents create summary images that capture deep 
associations with the topic. For outer perception 
respondents typically refer to images of contexts that 
were exceptional or progressive, reflect freedom or 
define ease of use. This reveals the ability of Chinese 
consumers to relate to the benefits of using self 
service technology in ways that compare to other 
contexts e.g., [1]. Consequently, this reinforces that 
deeper attitudinal perceptions are of concern towards 
adoption [31]. In this study this concerns inner 
perceptions. 

 
5.2 Inner perceptions 

Eight inner perceptions involved personal and 
less immediate feelings with technology adoption and 
cover four main themes: other’s adoption of 
technology, loss of relational benefits, insecurity of 
using technology, and influence on others. 

 
Other’ adoption of technology was defined 

through the metaphor of desolation. Respondents 
describe situations with few people and so you were 
likely to feel alone: “because I think hardly anyone 
would visit it” (respondent #1). The lack of people 
was a clear theme repeated across respondents that 
reinforced the unattractiveness of the situation: “only 
a few people will be there and I don’t even want to 
give it a second look” (respondent #2). The concept 
of being alone contrasts strongly with a strongly held 
preference for crowded contexts [47]. Crowded 
context develops a sense of belonging through 
identity with a particular social group. A sense of 
desolation is strongly negative and questions 

individuals’ ability to retain their social identity and 
security [26]. Consequently, this suggests 
respondents consider their connection to technology 
as tenuous at best. Respondent typically took photos 
of wild mountains with few people, corner and 
desolated streets (Figure 6)  

 

 

Figure 6 Desolate street  
(Respondent #1) 

 
Loss of relational benefits from human contact 

was a second critical theme in inner perceptions. The 
following three sub-categories (i.e., pretty dead, just a 
machine, cold) reflect respondents’ preference for 
human contacts: their reference point.  

 
Pretty dead dominates respondents’ views in 

this category. They describe the feeling of fakeness 
and inert contacts: “Machines are fake. They are not 
like human beings who will respond to my questions. 
They cannot interact” (Respondent #5). Fake images 
were also used to underline the fact these contacts 
were not genuine. Sincerity is a core part of 
interpersonal exchange [48] as it develops trust [45]. 
Consequently, references to fake or insincere 
interaction undermine reliance on the connection. 
The pretty dead nature of technology leads to 
perceptions of inflexibility: “[customers] need to 
follow the process but it cannot be changed according 
[to respondent’s needs]” (respondent #1). The 
expectations of flexibility and adaptability is core 
Chinese [49]. Customers expect flexibility and 
adaptability in service contact that associate with 
face-to-face connections [43]. Inflexibility 
associating with rules and fixed procedure is strongly 
limiting [50]. Drawing these ideas together shows 
respondents comparing technology interactions with 
face-to-face encounters. This leads to the metaphor of 
pretty dead and construing technology interactions as 
negative. Respondents frequently drew on images in 
Figure 7 to develop the characteristics of this 
category. 

 

Figure 5 Free as a bird 
(Respondent #2) 



 

Figure 7 Machine is fake  
(Respondent #5) 

 
 Just a machine highlights the inability to 

customize the service. Typically face-to-face 
interactions offer the opportunity for additional 
benefits in terms of getting discounts, free samples or 
adjusting the offer to better suit individual needs [43]. 
Respondents did not expect this kind of superior 
service since, “it is just a machine” (respondent #8) 
that lacks the ability of staff.  

 
 Cold refers the inability of technology to create 

a human touch. Respondents missed the vitality of 
human contact (“the machine can’t touch your heart” 
- respondent #2) and this creates a feeling of distance 
in interaction. Respondents repeatedly emphasized 
the lack of warmth: “the machine isn’t warm because 
it just a machine. Just like an electronic dog. It is just 
a machine and can never be a real dog. I can’t feel the 
machine” (Respondent #2). Feelings of warm 
closeness characterize effective relationships in the 

Chinese context [42],[43][44]. It is apparent 
respondents develop a negative attitude to 
technologies inability to replicate this. Figure 8 
reveals images that typically associate with this 
category. 

 
Overall this significant category reveals 

respondents perceive a loss of relational benefits that 
associate with three aspects: lively interactions, 
human flexibility, and human/warm touch. Since 
these relate to fundamental Chinese preferences 
towards relationship their absence develops negative 
attitude. 

 
Insecurity of using technology was also 

defines inner perceptions. The next three categories 
(i.e., troublesome, uncertainty and unease) address 
the insecurity of using technology that relates to 
uncertain and likely negative outcomes.  

 

Figure 9 Put me on fire (respondent #5) 

 
Troublesome relates to customers’ extra efforts. 

Respondents perceive that use of technology leads 
them to handle tasks previously the province of 
employees. This contrasts with the sense of freedom 
in that respondents resent having to carry out tasks or 
learn new skills: “I have to move and carry products 
by myself. It is rather troublesome” (Respondent #1). 
Adoption of service technology forces customers to 
learn new skills [51]. Respondents find this 
troublesome since this investment associates with 
uncertain outcomes: “what happens if the machine 
breaks down during the middle of the transaction” 
(respondent #2). In some cases respondents go 
further to reveal the negative consequences in 
frustration and anger for their efforts invested: “[It] 
put me on fire” (Respondent #5, see also Figure 9). 
Customers felt unsure whether the connection 
between their effort and outcome would be 
satisfactory.  

 

Figure 8 Human touch (Respondent #5) 



 
Uncertainty develops perceptions of intense 

unfathomable complexity as represents in images of 
tree branches and bundles of wires (Figure 10). It 
implies the unorganized nature and difficulty to 
understand of using a technology in customers’ minds. 
Service technologies are anticipated as difficult to 
understand: “it is complicated. There are different 
way of payment and lots of options” (Respondent #5). 
Uncertainty builds into respondents’ doubts over 
reliability of the system. Perception that technology 
is difficult to use connects with a negative attitude to 
adoption [31].  

 

Figure 10 Bundles of wires  
(respondent #5) 

 
Unease referred to the anxiety resulted from the 

absence of human contacts and about the possible 
financial loss if there was a mistake. The lack of 
face-to-face contact develops uncertainty: “when 
there is no human, I feel unease” (Respondent #9). 
Respondents refer to their lack of knowledge to solve 
service problems: “I am scared what happens if by 
mistake I over paid, and what if the card gets stuck in 
the machine” (Respondent #8). This category 
represents customers’ a lack of confidence in their 
knowledge and, therefore, fear of making mistakes 
during the technology driven service encounters.  

 
We find customers’ insecurity plays relates to 

pessimistic beliefs which restrained customers’ 
willingness to adopt new technology. These beliefs 
are threefold: (1) the ambiguity in the effort-outcome 
relationship (troublesome), (2) the expectation 
associated with unreliable system and complicated 
interface (uncertainty), and (3) the fear of making 
mistaken due to one’s lack of knowledge (unease). 

 
Influence on others of adopting new 

technology is the last main sub-construct of inner 

perceptions. Respondents consider unemployment as 
a consequence of adopting technology: “if you 
choose to use machine, the company will replace 
service employees with machine. It will cause some 
people to lose their jobs” (Respondent #3). Empathy 
for others is a critical underlying theme of the 
influence on others: “it just like the old solider never 
dies; they only fade away…..people are replaced by 
the machine but these people still there. It only 
creates more problems. The machine cannot solve 
any problems” (Respondent #7). Chinese customers 
are predisposed to go beyond personal gain and loss 
and to empathically include concerns for others. This 
reflects a desire to maintain interpersonal harmony 
[52] and in this case avoid detrimental actions i.e., 
causing others’ unemployment. Respondents 
frequently drew on images in Figure 11 to develop 
the characteristics of this category. 

 

Figure 11 Unemployment 
(Respondent #3) 

 
5.3 Anticipation 

Anticipations reveal the benefits customers 
foresee from technology adoption and define through 
three sub-categories: guidance, incentive and looking 
forward to. Guidance refers to an instruction (e.g., 
written material, such as Figure 12) that could 
facilitate the process of learning the steps of 
operating a new technology. This reveals respondents 
willingness to learn how to adopt technology. This is 
important since the willingness to learn new skills 
significantly relates to technology adoption [53]. 

 
Incentive typically relates to the anticipation of 

some form of financial gain (e.g., gift-giving or 
discount). Respondents anticipate a direct 
relationship between use and the incentive: “for each 
time I use the machine, I could get free gifts” 
(Respondent #9) and “If I have to do self-check-out, I 
hope I could get some bonus or discounts” 



(Respondent #4). Gift giving is a significant part of 
relationship management in Chinese society [54]. It 
may be that respondents associate gift giving with 
forming new relationships. More research could 
usefully establish the inferences i.e., towards the 
technology, firm or channel for receiving the gift. 
Figure 13 reveals images that typically associate with 
the category of incentive.  

 

Figure 12 Instruction sheet 
(Respondent #4) 

 

Figure 13 Coupon (Respondent #4) 

 
Looking forward to refers to customers’ hopes 

that the development and improvement of technology 
could really facilitate benefits their life: “if every 
item has RFID, then you don’t have to scan it one by 
one” (Respondent #1, see Figure 14). Respondents 
also reveal positive beliefs that technology 
development was inevitable. 

 
 

6. Discussion 
Our findings reveal that in Chinese culture 

attitudes develop from outer impressions and inner 
perceptions. Attitudes towards technology develop at 
the gestalt [9]. This also generally typifies Chinese 
understanding [55]. The findings develop our 
understanding of adoption of service technology in 
Chinese contexts in two important ways: first 
appreciation of benefits and second the threat to 
relational bonds.  

 
The outer perception reveals respondents 

appreciate the potential benefits of technology based 
service. Lu et al.’s [31] find that that usefulness and 
ease of use have little effect on the intention to adopt. 
Our findings deepen understanding of this issue. The 
concept of convenience is dominant in Chinese 
society that centers on speed, efficiency and frugality 
[56]. Respondents appear to appreciate that this form 
of service offers these benefits. Post adoption (see 
our pilot study) users develop their appreciation for 
these benefits that parallel the extant literature e.g., 
[1],[39],[57]. Therefore, a service that offers these 
benefits appears understood. However, adoption in 
the Chinese context concerns deeply held attitudes 
rather than concerns with benefits or the mechanics 
of use. 

 

Figure 14 RFID (Respondent #7) 

 
Internal perceptions reveal the threat to 

relational bonds. Chinese define themselves through 
relational connections [58],[26]. The understanding 
of the operation of relationship relies on a sense of 
closeness [42] that revolves around high context 
communication [24] and management of social status 
[28]. The operation of these interpersonal 
connections brings flexibility and avoidance of 
over-emphasis on rigid rules and procedure [29]. Our 
findings reveal respondent attitudes as negative in 
revealing a threat to the fundamental operation of the 
relationship. Technology mediated encounters 
redefine and threatens these established and 
understood relational ties and so develops negative 
associations.  

 
7. Conclusion 

In this study we explore attitudes of the Chinese 



customers towards adoption of technology with 
ZMET interview techniques. We argue that the 
Chinese customers acknowledge and appreciate the 
benefit of using service technology. However, deeply 
held inner perceptions act as a barrier to technology 
adoption. This form of encounter fails to provide 
preferred lively interactions, flexibility and sense of 
warmth. The absence of service employees results in 
an additional effort input and an increasing 
uncertainty about the outcomes. These findings 
reinforce the need to change attitudes, rather than 
reinforce benefits or teach new skills, as critical to 
adoption of service technology in the Chinese 
context.  
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