The copyright © of this thesis belongs to its rightful author and/or other copyright
owner. Copies can be accessed and downloaded for non-commercial or learning
purposes without any charge and permission. The thesis cannot be reproduced or
quoted as a whole without the permission from its rightful owner. No alteration or

changes in format is allowed without permission from its rightful owner.



EXPLORING THE ROLE OF ATTITUDE IN SHAPING YOUNG
CONSUMERS INTENTION TO USE SELF-SERVICE KIOSKS IN QUICK
SERVICE RESTAURANTS

NIU WENJIE

MASTER OF SCIENCE (MANAGEMENT)
UNIVERSITI UTARA MALAYSIA
JULY 2025



EXPLORING THE ROLE OF ATTITUDE IN SHAPING YOUNG
CONSUMERS INTENTION TO USE SELF-SERVICE KIOSKS IN
QUICK SERVICE RESTAURANTS

BY
NIU WENJIE

Thesis Submitted to
Othman Yeop Abdullah Graduate School of Business,
Universiti Utara Malaysia,
In Partial Fulfillment of the Requirement for the Master of Sciences
(Management)



Universiti Utara Malaysia




PERMISSION TO USE

In presenting this dissertation/project paper in partial fulfillment of the requirements for
a Post Graduate degree from the Universiti Utara Malaysia (UUM), I agree that the
Library of this university may make it freely available for inspection. I further agree that
permission for copying this dissertation/project paper in any manner, in whole or in part,
for scholarly purposes may be granted by my supervisor(s) or in their absence, by the
Dean of Othman Yeop Abdullah Graduate School of Business where I did my
dissertation/project paper. It is understood that any copying or publication or use of this
dissertation/project paper parts of it for financial gain shall not be allowed without my
written permission. It is also understood that due recognition shall be given to me and to
the UUM in any scholarly use which may be made of any material in my
dissertation/project paper.

Request for permission to copy or to make other use of materials in this
dissertation/project paper in whole or in part should be addressed to:

Dean of Othman Yeop Abdullah Graduate School of Business
Universiti Utara Malaysia
06010 UUM Sintok

Kedah Darul Aman



ABSTRACT

The adoption of self-service kiosks in quick service restaurants is reshaping the
way consumers interact with service technologies. Despite their operational
benefits, young consumers may still hesitate to use these systems due to varying
perceptions. This study investigates how perceived ease of use, perceived value,
and perceived enjoyment influence users’ attitudes, and in turn, their intention to
use SSKs. The research targets students at Universiti Utara Malaysia (UUM), who
frequently engage with such technologies. A quantitative method was employed
using a structured online survey, and data from 214 students were analyzed using
PLS-SEM. The results indicate that perceived ease of use and perceived enjoyment
significantly shape young consumers’ attitudes, which in turn strongly drive their
intention to use self-service kiosks. However, perceived value was not a
significant predictor of attitude in this context. These findings suggest that
enhancing usability and emotional engagement may be more effective strategies
than focusing on functional value alone. This study offers practical guidance for
QSR operators and designers to prioritize intuitive, enjoyable experiences that

resonate with younger users.
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ABSTRAK

Penerapan kios layan diri di restoran perkhidmatan pantas sedang mengubah cara
pengguna berinteraksi dengan teknologi perkhidmatan. Walaupun ia menawarkan
manfaat operasi, pengguna muda mungkin masih teragak-agak untuk
menggunakan sistem ini disebabkan oleh persepsi yang berbeza-beza. Kajian ini
menyiasat bagaimana persepsi terhadap kemudahan penggunaan, nilai yang
dirasakan, dan keseronokan yang dirasakan mempengaruhi sikap pengguna, dan
seterusnya, niat mereka untuk menggunakan kios layan diri. Penyelidikan ini
memfokuskan kepada pelajar di Universiti Utara Malaysia (UUM), yang sering
menggunakan teknologi tersebut. Kaedah kuantitatif telah digunakan melalui
tinjauan dalam talian berstruktur, dan data daripada 214 pelajar dianalisis
menggunakan Pemodelan Persamaan Struktur PLS (PLS-SEM). Hasil kajian
menunjukkan bahawa kemudahan penggunaan dan keseronokan yang dirasakan
secara signifikan membentuk sikap pengguna muda, yang seterusnya mendorong
niat mereka untuk menggunakan kios layan diri. Namun, nilai yang dirasakan tidak
merupakan peramal signifikan terhadap sikap dalam konteks ini. Penemuan ini
mencadangkan bahawa meningkatkan kemudahan penggunaan dan penglibatan
emosi mungkin lebih berkesan berbanding menumpukan kepada nilai fungsi
semata-mata. Kajian ini memberikan panduan praktikal kepada pengendali
restoran dan pereka bentuk untuk mengutamakan pengalaman yang intuitif dan
menyeronokkan yang sejajar dengan keutamaan pengguna muda.

Kata Kunci: Kios Layan Diri; Persepsi Kemudahan Penggunaan; Nilai yang

Dirasakan; Keseronokan yang Dirasakan; Sikap; Niat Tingkah Laku
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CHAPTER ONE

INTRODUCTION

1.1 Background of the Study

Self-service kiosks are transforming the landscape of quick service restaurants by
offering customers greater convenience, speed, and autonomy in ordering and payment
processes. These digital interfaces are designed to streamline operations, reduce wait
times, and enhance customer experiences (Rastegar et al., 2021). As global adoption of
self-service kiosks accelerates, quick service restaurants in Malaysia are increasingly
exploring these technologies to meet evolving consumer expectations and to remain

competitive in the foodservice industry (Baba et al., 2023)

Despite the operational advantages of self-service kiosks, user acceptance remains a
crucial challenge, particularly among young consumers who are more digitally literate
yet may hold diverse perceptions about the value and ease of using such systems.
Concerns about usability, enjoyment, and value can significantly influence behavioral
intentions, as suggested by the Technology Acceptance Model (TAM) and its
extensions (Amiri et al., 2025). While perceived ease of use (PEOU) reflects the
cognitive effort required to operate kiosks, perceived value (PV) captures the cost-
benefit trade-offs users consider when adopting the technology. Perceived enjoyment
(PE), meanwhile, highlights the emotional dimension of technology use,
acknowledging that a positive and engaging user experience can motivate continued

adoption (Jumbri et al., 2024).

The target population of this study is young consumers, with data primarily collected
from undergraduate students at Universiti Utara Malaysia (UUM). These students are

typically frequent patrons of quick service restaurants and regularly use self-service
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APPENDICES

Questionnaire: Survey on Smart Kiosk Usage among Young Consumers

Thank you for participating in this survey. The purpose of this questionnaire is to
explore young consumers’ attitudes and intentions toward using self-service kiosks in
fast-food restaurants (e.g., McDonald’s, KFC). All responses are confidential and will

be used strictly for academic research purposes.

1.What is your gender ?

oMale

oFemale

oPrefer not to say

2.What is your age?

o018 —2lyears old

022 — 25 years old

026 — 29 years old

oAbove 29

3.Have you ever used a self-service kiosk in a fast-food restaurant (e.g.,McDonald’s,

KFC)?

oyes

ono
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Please indicate your level of agreement with the following statements based on
your experience using self-service kiosks in fast-food restaurants. (1 = Strongly

Disagree, 5 = Strongly Agree)

4.1 find the self-service kiosk easy to use.

Strongly disagree Strongly agree

5.Learning to operate the self-service kiosk is easy for me

Strongly disagree Strongly agree

6.1t is easy for me to become skillful at using the self-service kiosk.

Strongly disagree Strongly agree

7.1 find the self-service kiosk to be flexible to interact with.

Strongly disagree Strongly agree

8.Using the self-service kiosk provides good value for the money."

Strongly disagree Strongly agree

9.The self-service kiosk offers benefits that are worth its cost."

Strongly disagree Strongly agree

10.Overall, the self-service kiosk provides good value."
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Strongly disagree Strongly agree

11.I find using the self-service kiosk to be enjoyable.

Strongly disagree Strongly agree

12.The process of using the self-service kiosk is pleasant.

Strongly disagree Strongly agree

13. I have fun using the self-service kiosk.

Strongly disagree Strongly agree

14. Using the self-service kiosk is a good idea."

Strongly disagree Strongly agree

15.1 like the idea of using the self-service kiosk.

Strongly disagree Strongly agree

16.Using the self-service kiosk is pleasant."

Strongly disagree Strongly agree

17.1 intend to use self-service kiosks when ordering at fast-food restaurants."
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Strongly disagree Strongly agree
18.1 will recommend using self-service kiosks to others."
3
Strongly disagree Strongly agree
19.1 plan to use self-service kiosks regularly in the future."
3
Strongly disagree Strongly agree
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