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Abstract 
The growth of technologies is transforming countless economic or business activities. This 
situation is offering greater competence and expediency to customers and businesses, and 
the evolution in technology without an exception of restaurant industry has played a vibrant 
role in changing customers’ satisfaction. towards self-service kiosk in Quick Service 
restaurants (QSRs). Thus, the application of technology in businesses is a worthy gain in 
attracting the customers since most customers nowadays are technology-oriented. The 
technology based self-service kiosk allows customers to facilitate the ordering process 
without or with minimal help from service providers. There are four key factors of self-
service kiosk that may impact the customer satisfaction specifically ordering speed, 
convenience, menu design and accuracy order in this study setting. Therefore, this study is 
to examine the relationship between features of self-service kiosk and customer satisfaction. 
A quantitative cross-sectional research design was chosen particularly in QSRs in Klang 
Valley. The results indicated that customer satisfaction was directly influenced by ordering 
speed, convenience, menu design and order accuracy towards self-service kiosk for QSRs. 
These findings provide theoretical and practical implications for future studies and offers 
concrete direction for other business entities to consider adopting the self-service kiosk in 
their commercial operations.   
Keywords: Self-service Kiosks, Quick Service Restaurants, Ordering Speed, Convenience, 
Menu Design, Accuracy Order, Customer Satisfaction. 
 
Introduction 
Food service industry is one of the largest industries in the world. In 2018, Sawe stated that 
in Canada, the service industry is the first largest industry and it contributed as the main drive 
for Canada’s economy. Plecher (2020) also pointed out that the service sector dominated 
Malaysia’s employment where almost 62 percent of the labour force is working in this sector. 
The food service sector includes Quick Service Restaurants (QSRs), family restaurants, 
cafeterias, fine dining, bars, themed restaurants, and ethnic restaurants. Every food service 
sector varies in their offering and appearances including service that depends on their 
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concepts of restaurant.  
 
In the food service business, there are many competitions in the industry. The food service 
operators have been applying aggressive marketing strategies to draw new customers and 
maintain regular customers to compete in this industry. One of the ways that food service 
operators have chosen is through the introduction of technology in the industry. Over the last 
few decades, the food service industry has changed drastically from writing the order on the 
paper to a digital POS system. The technology advancement which had been introduced in 
the food service industry consists of the internet ordering, digital payment, reservations apps, 
tablets menu order, or self-service kiosks. Quick service restaurant (QSR) such as McDonald 
is one of the food service sectors that started the adoption of technology in their services. 
Quick service restaurants (QSRs) aggressively adopted self-service kiosks to serve their 
customer efficiently and effectively. Self-service kiosk is one of the technologies that allow 
customers to facilitate the ordering process without or with minimal help from service 
providers.  
 
However, some customers are still reluctant to use self-ordering technology especially the 
generation who comes from ‘baby boomer’. They still prefer to communicate with the service 
providers and might not have satisfied with this technology advancement (Rastegar, 2018). 
In many studies on service quality, waiting time is one of the most important aspects to 
inspect the perceived service quality and gaining customers’ satisfaction. In 2015, Kokkinou 
and Cranage said that to increase the customers’ perception and perceived quality of the 
service, restaurant businesses have to focus on the reduction of actual waiting-times through 
the presence of self-ordering machines at their stores. Customer satisfaction and perceived 
service quality are strongly influenced by actual waiting times. Kokkinou and Cranage (2015) 
also stated that the service level correspondingly linked with customer satisfaction. Apart 
from that, service level was also found to be associated with waiting time performance. 
Therefore, both waiting times and service levels are considered as related components to gain 
customer satisfaction.  
 
In 2018, Rastegar elaborated that some customers are still reluctant to use the self-service 
kiosks because they prefer to interact with the service providers due to lack of knowledge on 
technology. They would not be able to use the machine properly without guidance from the 
staff. Fast food restaurant chains need to put the workers at the nearer self-service kiosks to 
make it easier for elderly customers since they are not considered as tech-savvy as the 
youngsters. If the workers are not placed at the self-service kiosks, the customers would have 
difficulties on choosing the meal plans. Besides, the customers also feel doubtful about the 
security of the machine as it requires them to share their personal information or data such 
as their debit card password in order to perform the transaction. 
 
Additionally, in the selection of food, the menu design must be attractive, instructive and 
informative. According to Pavesic (2005), the menu is normally the most crucial selling 
instrument and internal marketing platform to a Quick Service Restaurant (QSR), to market 
their foods to the customers. Hence, the restaurant owner must be creative and well known 
with the menu design that will make customer feel comfortable to use. The colour, the size 
and font of the menu in self-service kiosk must also be suitable and perfect for them to read. 
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A well-designed menu can communicate and entertain the customers as well as promote the 
foods prepared at the Quick Service Restaurants (QSRs). According to a report by Rastegar 
(2018), the self-service kiosks can minimize errors and increase customer satisfaction by 
facilitating customized ordering. In addition, a visual recap of a customer’s order increases 
the accuracy and puts the liability for the customers. Self-service kiosks allow the customers 
to place and pay for their orders easily, swiftly, and accurately. 
 
Literature Review 
Self Service Kiosks 
Rastegar (2018) stated that self-service kiosks are one of the extensively used self-service 
technology (SST). Kokkinou and Cranage (2015) defined self-service technology (SST) as a 
technological interface that allows customers to produce service without a service 
employee’s involvement. In other words, self-service technology (SST) is “a technology that 
was provided by the organization specifically to enable customers to engage in self-service 
behaviour replacing the role of frontline employees” (Robertson, McDonald, Leckie, & 
McQuilken, 2016, p. 92). 
 
Self-service kiosks are one of the self-service technologies (SST) that has a common feature 
in certain segments of the hospitality industry. Self-service kiosks have been used regularly in 
hospitality and tourism industry; in airlines as self-service check-in kiosks and currently used 
as a new movement in restaurants. Rastegar (2018) also described “self-service kiosk is a 
machine with a large touch screen that enables customers to order food, customize their 
menu items and even pay their bill without interacting with employees” (p. 4). In Malaysia, 
self-service kiosks are widely used in quick service restaurants (QSRs) especially in 
McDonald’s. In 2019, Tariq reported that Kentucky Fried Chicken (KFC) also launched their 
first self-service kiosks in Klang Valley. The implementation of self-service kiosks helps quick 
service restaurant (QSR) reduces labour cost, improve productivity and increase profit 
(“Benefits of Self-Service Kiosks in QSR and Restaurants - Frank Mayer,” 2020). Rastegar 
(2018) believed that the adoption of self-service kiosks helps to reduce waiting time, more 
convenient transactions, improve the menu design, and increase accuracy order. 
 
 Generally, self-service kiosks provide a new convenient service delivery service to 
customers. Yieh, Chen, and Wei (2012) concluded that the traditional ordering process that 
requires the waiters to write down the orders to the kitchen, serve the dishes, and finally 
prepare the bills is now more convenient and effective with Self Service Technology (SST). 
However, certain customers still hesitant to use self-service technology (SST) due to their 
concern on having the technical mistakes while using this technology and disclosing personal 
information or data such as a debit card password for the payment (Rastegar, 2018). Thus, 
the restaurant operator needs to continuously analyse the customer’s satisfaction regarding 
this technology and make improvements if needed.  
 
Customer Satisfaction 
In achieving customer satisfaction, it is complicated just to understand and identify 
customers' needs and expectations.  Ograjensek and Gal (2019) claimed that, because of this 
obstacle, the company needs to study about what to measure and how to collect the data to 
ensure their customers’ needs and expectations can be satisfied. Therefore, the researchers 
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decided to use certain things as dimensions namely the revisit and recommend intention to 
measure customer satisfaction.  Ograjensek and Gal (2019) also stated that customer 
satisfaction and perceived service quality as well as customer experience and customer 
engagement refer to the concept that can be significant to customers’ reactions to products 
or services. Customers can be defined as a person who buys goods and services as well as the 
ultimate justification for any business especially restaurants to survive in the market. 
Meanwhile, satisfaction can be seen or achieved when the customers delighted with the 
products and services and have no complaints. Generally, perceived service quality and 
customer satisfaction are two different things. On the contrary, they are connected to the 
customers’ perceptions of a product or service. 
 
Abdullah, Hamir, Nor, Krishnaswamy, and Rostum (2018) showed that revisit is an individual 
decision to visit the same place or the service provider again. The authors also stated, this 
satisfaction somehow brings out positive emotions in the customers and they are extremely 
give remarkable feedback to the service providers. Furthermore, there is a high possibility for 
the customers who received wonderful and notable experience from the restaurants they 
visited to spread the information among their friends. This positive word of mouth or 
recommendations undoubtedly will draw other people to visit the restaurants (Yong, Siang, 
Lok & Kuan, 2013). 
 
Ordering Speed  
Ordering speed is one of the ways to measure the effectiveness of the technology. There are 
two dimensions in this ordering speed which are the waiting line and speed of the transaction. 
The waiting line normally refers to the customers who personally wait in queues before being 
served by any service provider. One of the important determinants in measuring a better-
waiting line is the minimum waiting time to receive the service. Generally, the delays in 
service will lead to negative upshots from the customers. Thus, this technology may reduce 
the time waiting at the counter and fasten the transaction. Kokkinou and Cranage (2015) 
proved that shorter waiting time or faster service appears to influence customers’ decision to 
use the self-ordering technology. People nowadays want to have faster service instead of 
waiting to be served. With this technology, they just need to order their preference using this 
self-ordering kiosk and pay immediately at the machine. Ismail and Shokor (2016) claimed 
that the effectiveness of the system can only be determined when one server serves one 
customer at a time. This is overwhelmingly problematic for the fast food restaurant in recent 
years as the customer needs to wait for the next available cashier without any other option 
in this particular system. 
 
Convenience 
Convenience in this context refers to the way people would react towards technologies. 
Convenience in technologies allows people to use it for an easier lifestyle. Nowadays, 
technology makes everything easier as it is all about the control of your fingertips. Kimes 
(2011) mentioned that in order to increase customer satisfaction, it should be incorporated 
with the perceived convenience of a self-service system. The customers will feel more 
satisfied to utilize a self-ordering machine instead of paying at the counter. Convenience is 
divided into two dimensions which are less communication and ease of payment. It is believed 
that perceived convenience is associated with the access convenience and transaction 
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convenience (Kimes, 2011). This kind of ordering system provides a clear image and detailed 
information about the product offered by the quick service restaurant (QSR) itself. All the 
menus and pricing should be stated in the machine provided. Thus, it will help the customers 
to choose their orders and reduce the error when they are placing their orders by themselves. 
It was proved by Dabholkar as cited in Kimes (2011), the use of this ordering system can 
overcome the challenges and meet the communication gap between the customers and 
service providers. Customers and other waiting customers will appreciate if they do not have 
to wait for the service providers to take their order, and this can encourage them to use the 
self-service kiosk. Therefore, the service providers do not have to wait for their customers to 
make an order and they can just focus on doing some other operations at the back of the 
premises. Self-service kiosks can also make the customers feel excited to use the machine 
since they do not have to wait for their orders being taken by the service providers which 
could take a whole lot of time. 
 
Apart from that, these self-service kiosks can also make the transaction of payment a lot 
easier. For customers who perceive convenience, the electronic ordering system is easy to 
use and navigate. According to an online article, the advancement in information and 
communication technology (ICT) has significantly influenced the business transactions 
(Khairunnisa, Ayob, Helmy, Erdi, Ayob & Ayob, 2009). It showed that with this technology, it 
can increase customer satisfaction to use the self-service kiosks in the context of easing the 
payment and resulting in increment sales for the quick service restaurant (QSR). Moreover, 
by using this self-service kiosk, it can help the customers who are cashless by making the 
payment with their credit card. 
 
Menu Design 
In the food service industry, menu is the most important selling tool and it can be in different 
forms printed, tablet, or menu kiosk. As for this study, a menu ordering by using kiosk 
technology was used. For a restaurant, the menu acts as guidance to the customers as they 
provide information about the foods and beverages served at the restaurant. The researchers 
decided to use the menu layout and colours used for graphics as the dimensions. Primarily in 
menu design, the layout of the menu should be taken into consideration. This is because the 
layout is one of the key components in the menu. Therefore, an apparent and clear-cut menu 
layout will provide a structured order that can help the customers to guide them through 
difficult information (Wang, 2012). The layout of the menu should be in the organized order 
and focuses on the main points for the customers to understand the menu efficiently. As 
Wang (2012) stated, the colour selection in menu design is also important to grab customer 
attention as it makes the text images appear more significant and remarkable. Besides, the 
use of colour for graphics is crucial in conveying and delivering messages to the customers. 
Psychologically some people tend to memorize easily when pictures and images used are 
colourful. Wang (2012) also added that the high quality and resolution of colours used not 
only get the customer’s attention but also guide them to choose, strengthen the visual 
massage, accelerate the explanation, set up the mood, and justify the ideas.   
 
Order Accuracy 
Self-service kiosks can build up customer satisfaction by the increment of the accuracy orders. 
Order accuracy refers to the absence or minimal error that happened when the employees 
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are serving the customer. The common method used in quick service restaurants (QSRs) when 
taking orders from the customers is that the staff are trained to repeat back to a customer’s 
order before processing. By using this method, the error is still inevitable. Moreover, 
customers with disabilities issues such as hearing impaired and language barriers make it 
difficult to order the meal. For example, the pronunciation, diction, and hearing acuity issues 
are relevant to happen when using this method. Rastegar (2018) claimed that self-service 
kiosks can minimize errors and increase customer satisfaction by facilitating customized 
ordering. In addition, a visual recap of a customer’s order increases the accuracy and puts the 
liability on the customers. Self-service kiosks allow the customers to place and pay for their 
orders easily, swiftly, and accurately. Customers with accessibility issues can also use this 
technology without any help from the employees or other people. Therefore, self-service 
kiosks can improve customer knowledge and experience. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
Figure 1: Proposed Research Framework 

 
H1: Ordering speed significantly influences customer satisfaction towards self-service 
kiosks  for Quick Service Restaurants (QSRs) in Klang Valley. 
H2:  Convenience significantly influences customer satisfaction towards self-service kiosks 
for   Quick Service Restaurants (QSRs) in Klang Valley. 
H3:  Menu design significantly influences customer satisfaction towards self-service kiosks 
for Quick Service Restaurants (QSR) in Klang Valley. 
H4:  Order accuracy significantly influences customer satisfaction towards self-service 
kiosks for Quick Service Restaurants (QSRs) in Klang Valley. 
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Methodology 
The target population for this study was QSR customers who have experienced self-service 
kiosks in quick service restaurants (QSRs) in Klang Valley. The researchers only emphasized 
on quick service restaurants (QSRs) in particularly McDonald and Kentucky Fried Chicken (KFC) 
that have used self-service kiosks in their business operations. The questionnaire was adapted 
from various sources namely Lee (2008), Singh (2018), Ongori (2013), James (2014), Wang 
(2007) and Deel (2010). Based on the proposed model, this study used a quantitative research 
approach. An online questionnaire was created and developed on the online survey through 
Google Form. The questionnaire was divided into eight sections. Section A, B and C asked the 
respondents about their current location, their experience in using the self-service kiosk 
respectively and demographic area. For this section, the researchers were using nominal scale 
and ratio scale items. Meanwhile, in section D, E, F, G, and Section H, the respondents were 
asked on independent and dependent variables. Seven-point Likert Scale ranging from 
"strongly disagree", "disagree", "slightly disagree", "neutral", "slightly agree", "agree" and 
"strongly agree" was used for this section. Joshi, Kale, Chandel, and Pal (2015) stated in their 
study that the seven-point scale is more specific as it provides many choices compared to 
other scales.  
 
Data Collection Procedures 
For this study, a quantitative method was employed, and the researchers used primary data 
to carry out the questionnaires. Due to the outbreak of the pandemic Covid-19, the 
questionnaires were constructed and distributed in a form of an online survey on the Google 
Form. The respondents for this study were the customers who have experienced self-service 
kiosks in quick service restaurants (QSRs) in Klang Valley. Telegram, Facebook, and WhatsApp 
were the platforms that the researchers used to disperse the survey to the customers across 
Klang Valley. The data was collected within the duration of one month, and the researchers 
used Krejcia and Morgan’s (1970) sample size table to determine the sample size. Considering 
the population of 40,000, the suggested sample size is 380 respondents.  
 
Statistical Analysis 
All the data were analysed using IBM SPSS (version 25.0) software. These include analysis for 
demographic profile, descriptive statistics, factor analysis, reliability analysis to measure the 
consistency reliability of data collected and multiple linear regression to determine the 
relationship between customer satisfaction towards self-service kiosks with ordering speed, 
convenient, menu design and order accuracy.  
 
Result and Analysis 
Demographic Profiles 
Of 380 distributed questionnaires, merely 225 questionnaires (59.2%) were usable and 
subjected to further statistical analyses whereas the balance of 155 questionnaires (40.3%) 
were discarded due to missing data. As reported, 150 respondents were female (67%) and 75 
respondents were male (33%). The respondent’s age groups were divided into six categories 
which are below 18 years old, 19 until 25 years old, 26 until 35 years old, 36 until 45 years old, 
46 until 59 years old, and above 60 years old. The mode of the age group was 19 until 25 
years’ old which made up 72.4% of the total respondents. For the marital status in this study, 
single respondents represented the highest percentage which are 184 respondents (82%), 
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and the remaining 41 respondents (18%) are married. As for the ethnic group, Malay was the 
major respondent in this study, which is 94% follows by Indian in 4%, and Chinese constituted 
for 2%. In terms of employment status, 51% are the students and they contributed to the 
highest respondents in this category. It followed by the second-highest percentage which is 
the employees in the private sector 25%, while the employees in the government sector and 
self-employed both shared the same percentage which is 8%. The other 8% is made up of the 
employer, house-wife, retiree, and also unemployed. Lastly, the respondents of Shah Alam 
contributed 35% of the percentage and the remaining 65% came from the other part of Klang 
Valley. 
 
Descriptive Analysis 
 

Table 1.1: The Mean Score for Ordering Speed 

 Mean Std. Deviation N 

Ordering Speed Q1 6.27 1.276 225 
Ordering Speed Q2 6.08 1.372 225 
Ordering Speed Q3 6.27 1.247 225 
Ordering Speed Q4 6.23 1.214 225 
Ordering Speed Q5 6.28 1.201 225 
Ordering Speed Q6 6.23 1.271 225 
Ordering Speed Q7 6.24 1.302 225 
Ordering Speed Q8 6.06 1.397 225 
Ordering Speed Q9 5.97 1.442 225 
Ordering Speed Q10 6.27 1.333 225 

 
For the first Independent Variable which is Ordering Speed, the researchers focus on 
Customer Satisfaction on the waiting line and the transaction speed. From the data in the 
Table 1.1, it shows that Ordering Speed Q5 is the most agreed in this Independent Variable 
which resulted 6.28 of the mean. Most of the respondents agreed that the self-service kiosk 
handled the customer promptly. Meanwhile, the least mean score in this Independent 
Variable is Ordering Speed Q9 which is 5.97. Respondents are slightly agreed on the self-
service kiosk to perform the service at a designated time.  
However, the researchers earned the same mean score for Ordering Speed Q1, Ordering 
Speed Q3, and Ordering Speed Q10.  
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Table 1.2: The Mean Score for Convenience 

 Mean Std. Deviation N 

Convenience Q1 5.81 1.320 225 
Convenience Q2 6.17 1.256 225 
Convenience Q3 6.18 1.314 225 
Convenience Q4 5.94 1.402 225 
Convenience Q5 6.14 1.325 225 
Convenience Q6 5.20 1.439 225 
Convenience Q7 6.06 1.247 225 
Convenience Q8 5.31 1.451 225 
Convenience Q9 5.94 1.232 225 
Convenience Q10 4.96 1.514 225 

 
The second Independent Variable is Convenience; whereas the items under Convenience are 
Customer Satisfaction on less communication and Customer Satisfaction on the ease of 
payment. The data in the Table 1.2 shows that the highest percentage of respondents agreed 
on Convenience Q3 in 6.18 which is “Self-service kiosk gives me control over my ordering” 
while the least mean score is Convenience Q10, which is 4.96. The majority of respondents 
do not quite agree that they are not facing any problem while making a transaction at the 
self-service kiosk.  
 

Table 1.3: The Mean Score for Menu Design 

 Mean Std. Deviation N 

Menu Design Q1 5.70 1.362 225 
Menu Design Q2 4.93 1.568 225 
Menu Design Q3 5.81 1.285 225 
Menu Design Q4 5.77 1.253 225 
Menu Design Q5 5.72 1.210 225 
Menu Design Q6 5.87 1.256 225 
Menu Design Q7 6.16 1.276 225 
Menu Design Q8 5.67 1.282 225 
Menu Design Q9 5.51 1.320 225 
Menu Design Q10 5.92 1.317 225 

 
For Menu Design, the Independent Variables are divided into two items which are Customer 
Satisfaction on the colour of the menu and the layout of the menu. Table 1.3 shows the 
highest mean for Menu Design which is Menu Design Q7 (6.16). This indicates that the Menu 
Design on the self-service kiosk is more organized than the Menu Design displayed on the 
board at the back of the counter. On the other hand, the lowest mean in this Independent 
Variable is Menu Design Q2 (4.93) where the respondents do not agree that the colour of the 
menu on the self-service kiosk is appealing for them. 
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Table 1.4: The Mean Score for Order Accuracy 

 Mean Std. Deviation N 

Order Accuracy Q1 5.61 1.355 225 
Order Accuracy Q2 5.67 1.243 225 
Order Accuracy Q3 5.32 1.303 225 
Order Accuracy Q4 5.36 1.408 225 
Order Accuracy Q5 5.00 1.685 225 

 
The last independent variable in this study is Order Accuracy and the item under this study is 
minimizing error. Table 1.4 illustrates the result of respondents for Order Accuracy. The top 
mean score in this variable is Order Accuracy Q2 (5.67) which most of the respondents agreed 
that the self-service kiosks accurately verified their ordering. Nevertheless, the respondents 
slightly agreed on Order Accuracy Q5 (5.00) which is a self-service kiosk performed their 
service for the first time experience.  
 

Table 1.5: The Mean Score for Customer Satisfaction towards Self-Service Kiosks 

 Mean Std. Deviation N 

Customer Satisfaction 
Q1 

5.94 1.272 225 

Customer Satisfaction 
Q2 

5.84 1.184 225 

Customer Satisfaction 
Q3 

6.14 1.202 225 

Customer Satisfaction 
Q4 

6.17 1.196 225 

Customer Satisfaction 
Q5 

6.14 1.258 225 

Customer Satisfaction towards self-service kiosks is the Dependent Variable for this study. 
Table 1.5 stated that most of the respondents have the same view on Customer Satisfaction 
Q4 (6.17) where there is a high likelihood that they would recommend the self-service kiosks 
to their friend and colleagues. For Customer Satisfaction Q3 and Q5, the data provides the 
same result which is 6.14. Last but not least, the smallest amount of mean scored is Customer 
Satisfaction Q2 (5.84) which the self-service exceeded their expectation.  
 
Factor Analysis 

Table 1.6: SPSS output KMO and Bartlett's Test 

KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .936 
Bartlett's Test of Sphericity Approx. Chi-Square 10630.250 

Df 595 

Sig. .000 
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Based on the Table 1.6, there is an adequate correlation between the variables to proceed 
since the KMO is 0.936 and Bartlett’s Test of Sphericity is Sig.=0, while statistical significance 
is p>0.05. Besides, four (4) components extracted as the value of eigenvalues is greater than 
1.0. The percentage of variance for each Independent Variable on Ordering Speed is 27.45%, 
Menu Design= 22.32%, Order Accuracy=14.79% and Convenience= 14.05%. These four (4) 
components solutions point out a total of 78.61% variances explained. Ordering Speed has 
the highest loading factor, followed by Menu Design, Order Accuracy, and lastly the 
Convenience. This is not considering whether the correlation is positive or negative. 
 
Reliability Analysis 

Table 1.7: Summary table for Cronbach's Alpha based on SPSS Output 

Variables Cronbach's Alpha No. of 
Questions 

Ordering speed 0.977 10 
Convenience 0.933 10 
Menu design 0.960 10 
Order Accuracy 0.925 5 
Customer Satisfaction Toward Self-service Kiosk 0.965 5 

 
Generally, Cronbach's Alpha main purpose is to find the objectives on how to measure the 
consistency reliability of the data collected. Olaniyi (2019) said that the values for Cronbach's 
Alpha are between 0.0 until 1.0.  The value of 0 indicates that there is no consistency in the 
measurement meanwhile value 1.0 means a perfect consistency in the measurement. 
Furthermore, the consistency between 0.70 and 0.90 usually among the acceptance range. 
Based on the Table 1.7, all the variables are reliable and consistent with each other as all the 
values for Cronbach’s Alpha above 0.9, which indicates a good value. 
 
Multiple Linear Regressions 
Multiple linear regression analysis is used to explain the relationship between one Dependent 
Variable and two or more Independent Variables (Bevans, 2020). There is no multicollinearity 
was found between the variables since all the tolerance and Variance Inflation Factor (VIF) for 
variables has met the variables tolerances which are more than 0.2 and the Variance Inflation 
Factor (VIF) is lesser than 10. Next, these variables are also free from autocorrelation as the 
Durbin-Watson statistic result shows 1.917, and this has reflected an acceptable result.   
 
The Coefficient of Determination (R2) indicates the proportion of variance in the Dependent 
Variables that are explained by the Independent Variable (Corporate Finance Institute, 2020). 
The Dependent Variable which is the Customer Satisfaction towards self-service kiosks is 
explained 67.9% (R2= 0.679) of all Independent Variables, Ordering Speed, Convenience, 
Menu Design, and Order Accuracy. Next, ANOVA also showed the overall regression model 
which is appropriate as F=116.206, Sig=0, and the significance value is less than 0.05. 
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Tables 1.8: Summary of Multiple Linear Regressions from SPSS Output 

 B Std. Error Sig. 

(Constant) .533 .268 .048 
Ordering Speed .184 .050 .000 
Convenience .180 .063 .005 
Menu Design .378 .062 .000 
Order Accuracy .219 .051 .000 

 
By looking at the significant levels, this study established a significant relationship between 
Customer Satisfaction towards self-service kiosks and all the Independent Variables which are 
the Ordering Speed (p=0.00; t=3.692), Convenience (p=0.005; t=2.852), Menu Design 
(p=0.000; t=6.104), and Order Accuracy (p=0.000; t=4.338). These Independent Variables are 
significant with the Dependent Variable as the sig. value is less than 0.05. Next, 
unstandardized coefficients represent the amount by which the Dependent Variable changes 
if the Independent Variable changes by one unit keeping other Independent Variables 
constant (Bhalla, 2015). The equation for Customer Satisfaction towards self-service kiosks in 
Quick Service Restaurants (QSRs) at Klang Valley is shown below: 
 
Customer Satisfaction towards Self Service Kiosks in Quick Service Restaurants (QSRs) at Klang 
Valley = 0.533 + 0.184 (Ordering Speed) + 0.180 (Convenience) + 0.378 (Menu Design) + 0.219 
(Order Accuracy) 
 
This equation means that 1 unit increases in Ordering Speed will increase Customer 
Satisfaction towards self-service kiosks in Quick Service Restaurants (QSRs) at Klang Valley by 
0.183. It also applies for the second Independent Variable where 1 unit increases in 
Convenience, Customer Satisfaction towards self-service kiosks in Quick Service Restaurants 
(QSRs) at Klang Valley will increase by 0.180.  
 
Next, Menu Design seems to be the most influential factor as a 1 unit increases in Menu 
Design will increase Customer Satisfaction towards self-service kiosks in Quick Service 
Restaurants (QSRs) at Klang Valley by 0.378. Moreover, 1 unit increases in Order Accuracy, 
Customer Satisfaction towards self-service kiosks in Quick Service Restaurants (QSRs) at Klang 
Valley also will increase by 0.219. Hence, all the Independent Variables are giving a positive 
impact on Customer Satisfaction towards self-service kiosks in Quick Service Restaurants 
(QSRs) at Klang Valley. 
 
Discussion 
Based on the first hypothesis (H1), Ordering Speed significantly influences Customer 
Satisfaction towards self-service kiosks for Quick Service Restaurants (QSRs) was accepted. 
This is because the significance level falls on p=0.0, t=3.692 which is the accepted level. 
Besides, the coefficient is 0.184. Hence, there is a positive relationship between Ordering 
Speed and Customer Satisfaction toward self-service kiosks in Quick Service Restaurants 
(QSRs) in Klang Valley.  
 
The result achieved from this finding indicates that the respondents were satisfied with the 
Ordering Speed when using the self-service kiosks in Quick Service Restaurants (QSRs). This 
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Ordering Speed includes the process of ordering using self-service kiosks, the payment 
process and the time for the food to be served. The customers want these processes to be 
fast so that they do not have to wait for a long time. Shorter waiting time and shorter queuing 
lines will influence and encourage the customers to revisit the restaurant. This finding was 
supported by a study from Polas, Rahman, Miah, and Hayash (2018) which stated that the 
customers usually do not like to wait for a long time to receive the service as they tend to 
become impatient. They continued that Customer Satisfaction placed first through the 
waiting time satisfaction as compared to the others. The waiting time is related to Ordering 
Speed, hence, this shows that it is an important factor to satisfy the customers who use self-
service kiosks in Quick Service Restaurants (QSRs) in Klang Valley. 
 
For the Convenience Variable, the coefficient result is 0.180 along with the significance level 
that falls on p=0.005, t=2.852. Thus, there has a positive relationship between Convenience 
and Customer Satisfaction towards self-service kiosks in Quick Service Restaurants (QSRs) at 
Klang Valley. Therefore, the result explained that the respondents were satisfied with the 
Convenience of the self-service kiosks as compared with the counter service. There were two 
dimensions for Convenience which are less communication and ease of payment. For less 
communication, respondents prefer to use self-service kiosks due to the comfort and space 
given to them compared to counter service. Whilst, for the ease of payment, the respondents 
tended to use the self-service kiosks due to the Convenience as they can monitor the 
transaction at the same time. In a study by Kimes (2011), it stated that the Perceived 
Convenience of self-service systems can increase Customers’ Satisfaction. Thus, this indicates 
that Convenience is essential to achieve Customer Satisfaction in Quick Service Restaurants 
(QSRs).  
 
Next, the researchers wanted to observe Customer Satisfaction through the design of the self-
service kiosk itself. The data stated in the statistical analysis shows a positive relationship 
between the Menu Design and Customer Satisfaction towards self-service kiosks in Quick 
Service Restaurants (QSRs) in Klang Valley at p=0.0, t=6.104. This outcome shown that most 
of the respondents were satisfied with the Menu Design in the self-service kiosk. In this 
variable, two items listed under the Menu Design which were the colour of the menu and 
Customer Satisfaction on the layout of the menu. In most cases, the majority of people are 
interested to see something that attracts their eyes. The self-service kiosk is a modern 
technology with a good design that will attract customers to use them. This finding was 
supported by the study conducted by Wang (2012) that stated an image can easily catch 
customer attraction and read promptly by looking at the pattern of the menu. Thus, the image 
of the menu selected should be in high quality to attract the customers’ attention.  
 
Beside the image of the menu, the pictures and graphics of the menu at the self-service kiosk 
should also be perfect and clear. The respondents were also satisfied with the layout provided 
on the self-service kiosk. A great layout of a completed menu and detailed description 
boosted up their mood in choosing their order. Supporting to this, Wang (2012) also said that 
the selection colour of the menu design is crucial to grab customer’s attention. In short, the 
Menu Design of self-service kiosks is one of the factors that brings Customer Satisfaction 
towards self-service kiosks in Quick Service Restaurants (QSRs).  
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Lastly, there was a positive relationship between Order Accuracy and Customer Satisfaction 
towards self-service kiosks in Quick Service Restaurants (QSRs) at Klang Valley as the 
statistical result shows a coefficient which at 0.219 and a significant level at p=0.0, t=4.338. 
This finding shown that most of the respondents were satisfied with the accuracy of order 
when they were using self-service kiosks in Quick Service Restaurants (QSRs). Most of the 
respondents also acknowledged and satisfied with self-service kiosks as it can accurately 
verify the orders and increase respondents’ effectiveness during food ordering. Moreover, 
most of the respondents can utilize the self-service kiosks without any error or mistake even 
on their first attempt. This finding was supported by a study conducted by Fernandes and 
Pedroso (2016) where it stated that the reliability or accuracy of service is considered the 
most important determinant of self-service quality, and it is accurately a source of customer 
satisfaction (p. 91). A study stated that the respondents had evaluated the restaurant 
technology as a big helper to increase Order Accuracy (Rastegar, 2018). Hence, Order 
Accuracy is one of the factors that influence Customer Satisfaction towards self-service kiosks 
in Quick Service Restaurants (QSRs) in Klang Valley.    
 
Conclusion 
This study has shown that most of Klang Valley residents are satisfied with the 
implementation of self-service kiosks in Quick Service Restaurants (QSRs) as it may increase 
the ordering speed, develop convenient, understandable, and attractive menu design, and 
enhance order accuracy. However, there are few suggestions and recommendations for 
future research that can produce a better result. The first recommendation is a balanced 
number of respondents for demography. It is advised for future research to gain a balanced 
number of respondents in demography to represent the overall population. In this study, 
most of the respondents were female and for the ethnic, the majority of respondents were 
young since most of them were students. Therefore, different ethnicities, ages, and gender 
might have influenced their perspective and satisfaction towards the self-service kiosks. For 
example, the younger respondents are quite familiar with the technology as they always 
utilize it on their daily basis, meanwhile the elder customers might not familiar and refuse the 
technology. Second suggestion is to broaden the population of the study as the researchers 
only focused on customers in Klang Valley; which is one of the urban conurbations in the 
central Selangor, Malaysia. The customers that are located in other locations may lead to 
different outcomes and satisfaction towards self-service technology, especially the rural 
areas. Most of the customers from Klang Valley are well exposed to technology meanwhile 
the customers from rural areas are less exposed to this technology development. Apart from 
that, there is still a small number in studies or researches made from the employer’s and 
employee’s perspectives regarding self-service kiosks or other self-service technology in the 
hospitality industry. Finally, as the study shown that most customers were satisfied with self-
service kiosks, the government should encourage the public to use self-service kiosks, 
especially during this COVID-19 situation. With self-service kiosks, the interaction between 
service staff and customers can minimize and reduce the possibility of COVID-19 infection. 
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