Consumers' Acceptance Intentions to Use Cashback Systems https://dl.acm.org/citation.cfm?id=3301766

“‘DIGITAL SIGN IN  SIGN UP
ACM LIBRARY

Consumers' Acceptance Intentions to Use Cashback Systems: A Case of SNAPnSAVE Tools and Resources
Application in South Africa

#+ Buy this Article

Full Text:  BlppF . Get this Article & Recommend the ACM DL

@ 2018 Article _—
to your organization

Authors: Elizabeth D. Matemba Harbin Institute of Technology, Harbin, PR China Research
Guoxin Li Harbin Institute of Technology, Harbin, PR China Refereed limited ¥ Request Permissions
Baraka J. Maiseli University of Dar es Salaam, Dar es Salaam @ )
Tanzania 'II;%C Ser.wce:
Portia M. Tladi Harbin Institute of Technology, Harbin, PR China Bibliometrics 24 Email L= RSS
- Citation Count: 0 0 X
- Downloads (cumulative): 9 Save to Binder
- Downloads (12 Months): 9
- Downloads (6 Weeks): 9 Q Export Formats:
BibTeX EndNote ACM Ref
Published in: o]
csen 2010 - Proceeding £ Upcoming Conference:
. ICSEB '18 Proceedings of the 2018 2nd International Conference on Software and e-Business CASATD
Pages 24-29 Share:

|
_. Zhuhai, China — December 18 - 20, 2018

ACM New York, NY, USA ©2018 Author Tags w
table of contents ISBN: 978-1-4503-6127-9 d0i>10.1145/3301761.3301766

Contact Us | Switch to single page view (no tabs)

Abstract Authors References Cited By Index Terms Publication Reviews Comments Table of Contents

Recently, a cashback application called SNAPNSAVE was established in South Africa to reward customers after their online shopping. Considering
several advantages of the application, such as increase in merchants' sales and improvement of customers' satisfaction, we have established a
theoretical model that captures psychological factors explaining customers' acceptance levels to use the application. Building on the extended
technology acceptance model (TAM), the proposed model shows that trust, perceived risk, and developer's reputation significantly impact customers'
behavioral intentions to accept the SNAPNnSAVE application. Of these factors, developer's reputation has never been explored by previous studies. Our
findings suggest that developers should focus on branding their products, gaining trust from customers, and lowering unnecessary perceived risks
encountered by technology users during financial transactions. Furthermore, given the sluggish growth of mobile-based rewarding systems in Africa,
the findings may be extended and used by developers to design products that meet specific demands of even a larger market in the continent. The
study cautions that TAM, in its original form, cannot be directly deployed in the African context because of some cultural and habitual differences
between Africa and other (developed) continents.
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