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Abstract

Purpose: According to the growth of technology in the service industry, the interaction service between customer and employee has
recently been transformed into between customer and technology by Self Service Technology (SST) requiring direct interaction with
customers. In this context, self service technology such as unmanned ordering system installed at the store is actively introduced at the
work place to reduce labor costs by food and retail company and the research for self-service technology which is rapidly replacing
existing face-to-face service is needed. As the growth speed of SST is rapid, many researchers have studied the characteristics of SST, in
every sector of business worldwide. Among the characteristics, attributes, Self Service Technology Quality (SSTQUAL) to evaluate SST
is important because it may cause the customer’s behavior. Thus, this research focuses on the effects of SSTQUAL on SST Satisfaction
and SST continuance usage intention. This research suggests the guidelines for how Restaurant Company should prepare SST and build
their customer satisfaction and continuance usage that increase the sales. Research design, data and methodology: This study tests the
structural relationship between SSTQUAL of unmanned ordering system, SST satisfaction and SST continuance usage. SSTQUAL
divided into four sub-dimensions and two categories, cognitive service attributes (Convenience, Functionality) and affective service
attributes (Enjoyment, Assurance). In order to achieve the purposes of this research, research model and hypotheses were developed based
on previous researches. All constructs were measured with multiple items developed and tested in the previous studies. The data were
collected from 524 customers experiencing SST and were analyzed through SPSS 25.0 and SmartPLS 3.0 statistical package program.
Results: The findings of this research are as follows. First, all SSTQUAL have significant positive impacts on SST satisfaction. Second,
SST satisfaction has significant positive impact on SST continuance intention. Third, cognitive service attributes and affective service
attributes had wealth of explanation of service attribute more than a single dimension. Conclusions: The implications of this study are as
follows. Overall, Restaurant Company should manage SSTQUAL consisting of not only cognitive service attributes (Convenience,
Functionality) but also affective service attributes (Enjoyment, Assurance) to satisfy customers basically regardless of the type of

restaurant.
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Table 1: Demographic Profile of the Respondents (n = 474)

Category Frequency %
Male 238 50.2
Gender

Female 236 49.8
20-29 years 117 24.7
30-39 years 113 23.8
Age 40-49 years 126 26.6
50-59 years 96 20.3
60 years over 22 4.6
High School 84 17.7
Education College 57 12.0
Level University 289 61.0
Graduate school 44 9.3
Less than 2million won 93 19.6
2 mllllon - Less than 202 424

4 million won

Income —

4 m||||on - Less than 103 21.7

6 million won
More than 8 million won 77 16.2

43. A7l EVEE A MRS HS

2 dFoMe PR ATFCHRIES ME|Eat EFFEE0] SPSS
2501} SmartPLS 3022 ZHZE|AC} (Hair Jr, Hult, Ringle, & Sarstedt,
2016), A, Cratmo| AEE2| LHEEHEE (content validity)2t
THEIEE (construct validity)2| AE2 9Iot0o] EHME QQolZA
(EFA; Exploratory Factor Analysis)?t MA|ZIRACE EFA Zats
Appendix 11t ZCt =4 20t SFE =217, & 67112l 2210|
E¥E|Yon, M2 Z SST Qualel HE|Y, 7|sd, EHE, &
‘g A7HRASST BHE J2| 1 SSTR|EH ARBQE2 TEL|RUCE BE
H4=0| QOIMXYX|= 619 ~ 82922 50|4f, 00| ZHe 2% 10|
o2 ZHE|0 LHEEILEQ FHEIEE 25 XYoL Aoz L}
|.|_F

m

b3

CH22 = EFAOIA EOF QU= Cfets APCHISO| SRR
582 ?I510] SmartPLS 3.00| O|&&|RACKHair Jr et al, 2016; Park,
Kim, Jeon, & Lee, 2016). P, AR FHEIFEE HSD}|
lsto] M ES| LA 23 (nternal Consistency), EEEEHY
(Convergent Validity)2t HHHEEE (Discriminant Validity) 2 2 L0
=MLt

W& Lot EEEFEE2 21X e QL M(CFA: Confirmatory
Factor Analysis), 2Z|= £M(Cronbach’s o A%, HEMZ = 24

(CR. Composite Reliability) 12|11 HdE2AFEAVE Average

Variance Extracted)22 AZE|ULCE. A= Appendix 22F 2Lk A
TERRIS2| CFA Q21X X| £ At 835-9322 HE7|IER 5
4, Cronbach's a Al S A1} 854-9312 HE 7|&E2 60|42
ZPEACE HEAR . Z™HAL 911-9512] X2 FFHEf

2kA| CFA, Cronbach’s o, CRIE|1 AVE, 25 A 7| S
A2 FHEE0] 2 Ao Hdedt HSEEE0| 3R
ot

Chgez mHEEIEY ASE fI5t0 HEAEAM  (Fomell-
Larcker Criterion)d} AVEQ| M= (Square Root)O| H|il 244 &|QACt
THEEE Y2 ZF 8019] AVEQ| M&T 440] & AtAH 2Lt =
oM AZEIC} A= Appendix 31+ 20| AVES| K&
(851)0| &2t2tAAIS=2f Z|CHgt (764) 20 =H ZY (0 EHHELE
40| HBE|UAC} (Hair, Black, Babin, Anderson, & Tatham, 1998).

b
b

4.4. AF71E9| 4%

441. H771de| 4

ol

Q47| Yol ROl FEAIADSSTAURE 2|10 SSTRIEE At
8olko| FgAlel FxERY FAZnte ChSdh ZChsee
Appendid).

WX, 2o FEA|AROl SSTRHZEILO| FTFEA O] EM2 H1-H4
OF MWa|d (B = 424, t-value = 7316, p < 01), 7158 B = 194 t-
value = 4179, p < 01), EHE@ = .177, t-value = 3707, p < 01), &
AMSPB = 155, tvalue = 3439, p < .05), ZF SST MEELZ0 |ogt
H(+)2| Q&2 O|X|ls AR LIEFRCE [I2tA H1-H4E 25 X
X|Z|ACt E3| Heldut sSTRHEEo| AEA =7t e dEHrt
=4 SEE[0] B= 424), B2 FEALH B § JUIH2ZSST
ETof 7HE 2 ROl S OK|= A2E LB,

CHEO =2 SST PHEEQL SST A|&HH AMSol: FEEA 9| 24
H5= SST BHEETt SST X|&& A2 =0f F2oloh H(+)9| Hgk
Okl HAOZ LIEFHCHB = 746, t-value = 28895, p < 01). 2}
H5&= X|X|Z[ ULk

o

> mo re

4.4.2. 723t &M
Of7h = 0tof| CHet &AM ZDTKHair Jr et al, 2016; Park et al, 2016),
Appendix 50{|A{Qt Z0],
2|, 715, EHS gt SST X|SE ALEQ|E 7t Ao

AUOIN BE HE DA st HOR LIEHHC}

BHE2 947|go| 2O FEAAHO| H
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= g7= 7IEel 20| et HICHEH MB|AFEE A9 2
GOl AHX| 1 = 7O FEALHTS A= AI7IE ZH[5t
At TAEIRACE OIF fIotd = A= A47|Yel R FEAIL
S ARS8 30| Ues nASS YR 72 FEALHCS
ZZEO[ SST ZHJDt SST X[£H AR 2|=0f OjX|= dHS =
Ho= HSOtAAt oLt

= g7E 2ZMHA HEs2X| F2E HalY, 7Isd, g8

SHIEA7X| XYL 2 LD, O] CRA| QXA AMH|A &gt
ME MH|A £49| 27kK] HEfE LHESSTQUALO| SST BHE, 12|
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sigste Haly, 7|5 2712l 2910] SST 2HEo| H(+)9 Hgt
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Appendix
Appendix 1: Exploratory Factor Analysis (EFA)
Constructs and ltems LF::(;?;QS Communality | Eigen Value Ex\p/gii:ggi%)
Convenience . 3.078 14.657
Usage is easy. .708 777
The search is simple. 677 742
Ordering is simple. .753 .840
Payment process is simple. .661 .754
Functionality . 2.945 14.022
The order process is fast. 723 777
The payment transaction is fast. .795 779
he service process is clear. 741 .766
| can get my service done smoothly. .619 721
Enjoyment . 2.820 13.429
The operation.of_ the sel_f-ordering 790 820
system is interesting.
| feel good being able to use the self-ordering system. .829 .842
The seIf—orderir_]g system has interesting 804 807
additional functions
Assurance . 2.537 12.079
| can trust the self-ordering system. .745 .768
The self—qrdering_system provide menu 755 808
information accurately
The self-ordering system delivers menu order exactly. 746 776
SST Satisfaction . 2.161 10.289
My choice to use self-ordering system was a wise one. .662 .816
My experience of using _self-ordering system 712 860
has been satisfactory.
| generally am satisfied with self-ordering system | used .650 .823
SST Continuance Intention 3.241 15.436
| intend to continue _using this self-ordering 694 821
system in the future.
| plan to continue using self-ordering system. .756 .858
| expect to continue using self-ordering system .755 .819
| will keep lﬁgglgrlllj ;ghl‘-ggdﬁgvr\lg system as 713 806

Kaiser Meyer Olkin (KMO): .955, X?= 8252.169, Total Variance Explained = 79.911%
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Appendix 2: Measurement Model (CFA)

Constructs and Items Factor loadings o CR?® AVE ®
Convenience .903 .932 775
Conveniencel .883
Convenience2 .851
Convenience3 911
Convenience4 .874
Functionality .873 .913 725
Functionalityl .869
Functionality2 .835
Functionality3 .860
Functionality4 .840

Enjoyment . .893 .933 .823
Enjoymentl 913
Enjoyment2 914
Enjoyment3 .894
Assurance . .854 911 774
Assurancel .852
Assurance2 .899
Assurance3 .888
Satisfaction . .908 .943 .845
Satisfaction3 .910
Satisfaction4 .932
Satisfaction5 .916
Continuance Usage Intention 931 .951 .828
Continuance Usage Intentionl .915
Continuance Usage Intention2 .925
Continuance Usage Intention3 .898
Continuance Usage Intention5 .902

Appendix 3: Fornell-Larcker Criterion

Constructs 1 2 & 4 5 6
1 Convenience .880
2 Functionality .661 .851
3 Enjoyment 597 573 .907
4 Assurance .690 .590 .523 .880
5 Satisfaction 764 .666 .622 .654 919
6 Continuance Usage Intention .729 .705 .604 .666 .746 .910
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Appendix 4: Estimates of Structural Model

Path Estimate t-value p-value f2 Results
H1 Convenience — Satisfaction 424 7.316 .000** 211 Supported
H2 Functionality — Satisfaction .193 4.179 .000** .055 Supported
H3 Enjoyment — Satisfaction 477 3.707 .000** .054 Supported
H4 Assurance — Satisfaction .155 3.439 .001* .034 Supported
H5 Satisfaction — Continuance Usage Intention .746 28.895 .000** 1.255 Supported
Squared Multiple Correlation (R?) gggﬁf"&’;ﬁgﬁgg)
Satisfaction .644 .553
Continuance Usage Intention .556 457
"p<.01, "p<.05
Appendix 5: Mediation Effect Analysis (Bootstrapping)
. Direct Effect Indirect Effect s

Estimate| t-value | p-value [Estimate| t-value | p-value

Continuance

. .303 5.341 .000** 114 4.398 .000** Partial
Usage Intention

Convenience — Satisfaction —

Continuance

f .302 5.775 .000** .052 2.954 .003* Partial
Usage Intention

Functionality — Satisfaction —

. . . Continuance *x * i
Enjoyment — Satisfaction — Usage Intention 144 3.241 .001 .048 2.858 .004 Partial

Continuance

. .203 3.486 .000* .042 2.880 .004* Partial
Usage Intention

Assurance  — Satisfaction —

"p<.01, "p<.05



