


E-PROCEEDING 
 

NURTURING 

HOSPITALITY, 
TOURISM AND 

WELLNESS WORLD 
 

 

HOSPITALITY CLUSTER  
 
 

Editors:  

Mazne Ibrahim, Derweanna Bah Simpong, Velan Kunjuraman, Normaizatul Akma 

Saidi & Raja Norliana Raja Omar  

  



3rd Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0) 
Nurturing Hospitality, Tourism & Wellness World 
2 December 2019, Universiti Malaysia Kelantan 

 

ii 
 

Copyright: Faculty of Hospitality, Tourism and Wellness, Universiti Malaysia Kelantan 2020 
 

All rights reserved. No part of this publication may be reproduced, stored in production transmitted in any form, 
whether electronic, mechanical, photocopying, recording or otherwise, without having permission from the 
Faculty of Hospitality, Tourism and Wellness.  

No ISSN: 978-967-2229-34-6 

Published by: 
Faculty of Hospitality, Tourism and Wellness Universiti Malaysia Kelantan, 
Kampus Kota, Pengkalan Chepa 
Karung Berkunci 36 
16100 Kota Bharu, Kelantan. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



3rd Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0) 
Nurturing Hospitality, Tourism & Wellness World 
2 December 2019, Universiti Malaysia Kelantan 

 

iii 
 

ACKNOWLEDGEMENT 

It is our pleasure to present this volume consisting of selected papers based on poster presentations 
from the 3RD Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0), held on December 2, 
2019 at the Universiti Malaysia Kelantan. The main colloquium objective is to explore, within the 
generative framework, different acquisition contexts, across a variety and between different 
components of the Hospitality, Tourism & Wellness fields with the theme was “Nurturing Hospitality, 
Tourism and Wellness World”. The conference was organised and supported by the Faculty of 
Hospitality, Tourism and Wellness (FHPK), Universiti Malaysia Kelantan (UMK).  

We would also like to extend our gratitude to the excellent work of our colloquium organising 
committee which comprised of the following:  

Khairil Wahidin Awang, PhD  
Ghazali Ahmad, PhD 
Roslizawati Che Aziz, PhD 
Mohd Fadil Mohd Yusof, PhD 
Marlisa Abdul Rahim, PhD 
Nor Dalila Marican, PhD 
Derweanna Bah Simpong, PhD 
Normaizatul Akma Saidi, PhD 
Velan A/L Kunjuraman, PhD 
Siti Fatimah Ab Ghaffar, PhD 
Hasif Rafidee Hasbollah, PhD 
Hafizah Muhammad, PhD 
Nur Mazne Ibrahim 
Raja Norliana Raja Omar  
Hazzyati Hashim 
Nur Aliah Mansor  
Nurzehan Abu Bakar 
Nurul Fardila Abd Razak 
Mohd Hafzal Abdul Halim 
Nor Maizana Mat Nawi 
Nur Azimah Othman 
Fadhilahanim Aryani Abdullah 
 
We would also like to acknowledge the excellent work of our conference reviewers of the original 

abstracts and the papers submitted for consideration in this volume for having so generously shared 

their time and expertise. Along with these individuals, we wish to thank our local colleagues and 

students who contributed greatly to the organization and success of the colloquium. 

 

 

 

 

 

 



3rd Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0) 
Nurturing Hospitality, Tourism & Wellness World 
2 December 2019, Universiti Malaysia Kelantan 

 

1 
 

TABLE OF CONTENTS 

           
Factors Influencing Visitors in Choosing the Ecotourism Sites: The Study of Min House Camp, Kubang Kerian, 
Kelantan, Malaysia 

 Ahmad Hijaz Mohd Faisal, Amutha Valli Chelvam, Cheah Qin Pei, Suriani Mohd Ghani & Mohd Fadil 
 Mohd Yusof 
 

4 

Perception towards Online Food Delivery among University Students in the East Coast Region of West Malaysia:  
Analysing the Potential of Online Food Delivery 

 Ain Nursyamimi Nordin, Che Zulkiflie Che Rashid, Wan Nor Atiqah Wan Nor Azman, Cheong Shu Ling & 
 Mohd Fadil Mohd Yusof 
 

17 

Malaysian Hospitality as Perceived by Visitors 
 Aina Nabila Mohd Abd Rahim, Ku Wai Yin, Nur Syafiqah Ali Tasiron, Wan Nur Hamizah Tun Mohd Rosidi 
 & Mohd Fadil Mohd Yusof 
 

26 

Factors that Affect Passenger Satisfaction towards Low Cost Carrier in Sultan Ismail Petra Airport in Kelantan 
 Atikah Ahmad, Lui Yee Wen, Syafiq Ayob, Harnidah Samengon & Mohd Fadil Mohd Yusof  
 

32 

Purchasing Behaviour towards Food Based on Cheese among Consumers in Kota Bharu 
Muhammad Firdaus Samsudin, Nor Aina Syafieka Saupi, Nurul Hidayah Ibrahim,Teo Choon Sia & Nur 
Azimah Othman 

 

43 

Factors That Affecting Generation Y Customers’ Preferences towards Kuih Akok 
 Lee Weng Cheng, Muhammad Nasharudin Samsudin, Nurul Nadiah Mohd Nor, Nor Airis Afira Makhtar & 
 Nur Azimah Othman 
 

49 

Customer Acceptance towards Food Innovation of “Keropok Lekor” at Besut, Terengganu 
 Muhammad Norakmal Hafizi Nordin, Umi Kalsom Abdul Aziz, Venotini A/P N.Kirbakaran, Nik Hazni Md 

Zain & Nur Azimah Othman 
 

58 

Factors That Affect Customer’s Satisfaction towards Food Trucks Establishment in Kota Bharu, Kelantan 
Auni Ramizah Kamil, Nur Farhana Abd Wahid, Nur Najihah Yusof, Woon Zhi Qian, Harnidah Samengon, 
Nurashikin A. Ridzuan & Nur Azimah Othman 

 

66 

The Effectiveness of Banana Leaf as a Food Wrapper in Pasar Siti Khadijah 
Ariawatella Vanessa Anak Watt, Dayang Hazizah Johan, Muhammad Affiq Jalil, Yong Xin, Harnidah 
Samengon, Nur Azimah Othman & Derweanna Bah Simpong 

 

73 

Purchase Intention towards Organic Food among Generation Y in Malaysia 
 Fatin Nabila Mohd Nazri, Han Kah Wei, Nursyafiqah Abd Halim, Nur Syafiqah Zulkifli & Derweanna Bah 
 Simpong 
 

81 

The Effectiveness of Electronic Word-Of-Mouth (eWOM) On Social Media Tools towards Viral Food Advertising 
 Fatin Nuramyzaitul Lily Lokman, Ho Yoke Hong, Nurin Syahirah Anwar, Nur Syafiqah Roslan & 
 Derweanna Bah Simpong 
 

90 

The Awareness of Practising Traditional Food among Generation X in Kelantan 
 Jumaini Syarifuddin, Keshnidewi Ganeson, Nur Syahirah Nordin, Nursyahidah Mohamad Amiruddin & 
 Derweanna Bah Simpong 
 

97 

The Influence of Kitchen Layout towards Employee Performance in Food and Beverage Outlet 
 Mohamad Khairuddin Baharum, Nor Fatin Sapira Mat Bakri, Siti Ajrina Mohamad Zain, Tan Mei Sing & 
 Mazne Ibrahim 
 

107 

The Influence of Restaurant Layout Characteristic on Meal Duration and Customer Spending  
 Elaine Lee Chun Wun, Muhamad Firdaus Naim Mohd Kamal, Noor Azira Mohd Nor, Qutreen Nada Mat 
 Noh & Mazne Ibrahim 
 

116 



3rd Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0) 
Nurturing Hospitality, Tourism & Wellness World 
2 December 2019, Universiti Malaysia Kelantan 

 

2 
 

  
Factor Influencing the Customer Preference in Choosing Buffet Style Dining Option 
 Muhamad Syahmi bin Mohd Yazed, Noor Idayu Che Ali, Tan Yan Shan, Nurul Izzatul Nabila Rameli & 
 Mazne Ibrahim 
 

124 

Factors Affecting the Acceptance of Korean Food among Malaysians 
 Che Nur Syahira Che Mohd Alemy, Nur Madihah Mat Hussin, Syahidah Hamizah Ahmad Sukri, Tan Jia 
 Ying, Nurashikin A. Ridzuan & Mazne Ibrahim 
 

134 

Impact of Instagram Influencers towards Purchase Intention in Local Food Business 
 Che Nursyahira Enchek Kamaruddin, Jiwarathini  Manmaran, Lim Pei Ling, Nur Syafiqah Razali, 
 Nurashikin A. Ridzuan & Mazne Ibrahim 
 

142 

Customer Revisit Intention towards Mamak Restaurants in Penang 
 Kaisah Adnan, Kogilavani Nadesan, Michelle Tan Chai Ying, Nurul Ain Mohd Nasir & Nor Maizana Mat 
 Nawi 
 

151 

Tourists Purchase Intention towards Airbnb in Kuala Lumpur 
 Kok May Yee, Mohamad Ashraf Muhamad Zaini, Nurul Amira Zamri, Raja Hussyimah Raja Hussin & Nor 
 Maizana Mat Nawi 
 

161 

Customer Purchase Intention towards Physical Environment of 5 Star Hotels in Kuala Lumpur 
 Lee May Yin, Mohamad Azrin Jamaludin, Nor Akma Sharmiemie Che Ab Hamid, Nurul Ashikin Al-Azmi & 
 Nor Maizana Mat Nawi 
 

170   

The Effectiveness of Smoking Ban in Kota Bharu Restaurants 
 Effa Syahira Shaiful Anwar, Nurul Faziatul Syifa Mohamad Fodzi, Kanagambigai A/P Subramaniam, Nur 

Syifaa Mohd Ali, Nurashikin A. Ridzuan & Nor Maizana Mat Nawi 
 

178 

Acceptance of Customers in Self-Order Technology Service at McDonald’s Kota Bharu, Kelantan 
Nor Azreen Zainal, Nur Enani Aina Misbah, Nurul Syafiqah Nordin, Priyatharisini Subaramaniyam, Nor 
Amira Mohd Razali & Nor Maizana Mat Nawi 

 

186 

Investigating Tourist Visit Intention towards Destination Food Image in Kelantan 
 Muhammad Syafiq Asyhraf Zaidi Rizal, Nik Nur Liyana Nik Mood, Tiang Sii Huat, Nurul Shafiqah Mohamad 
 Sharim & Nurul Fardila Abd Razak 
 

193 

Factors Influencing Tourists to Consume Local Food in Kelantan 
Nor Izzanti Zol Zahari, Nur Aswanah Ahamed Nijamudin, Nurul Syafawani Hisham, Suganya A/P Silvarajoo 
& Nurul Fardila Abd Razak 

 

201 

The Factors that Influence the Sustainability of the Traditional Cuisines among the Millennials in Malaysia 
 Nor Shamimi Kamal, Nur Athira Suliana Zulkifli, Ooi Geok Theng, Siti Nurul Ain Fazzila Abdul Rahim & 
 Nurul Fardila Abd Razak 
 

212 

The Effects of Food Safety Knowledge on Food Handling Practices among Street Food Vendors in Kota Bharu 
 Leong Ming Wei, Nur Fadhilah Suliaman, Siti Nursyafiqqa Nordin, Norfatin Atikah Mat Yusoff, Nurul Fardila 
 Abd Razak & Nor Amira Mohd Razali 
 

223 

Factors Influencing Participation in Green Practices among Hotel Guests in Kelantan  
Norsyafika Hazli, Nur Farhana Manas, Reetha A/P Subramaniam ,Siti Nor Ainsyah Abd Fatah, Nurul 
Fardila Abd Razak & Nor Amira Mohd Razali 

 

233 

An Awareness of Healthy Eating Behaviour among Young Adults in Kota Bharu, Kelantan 
 Leong Kit Yen, Nur Fatihah Mohd Nizam, Shahidah Ahmad, Norzamila Mohd Komoro Zaman & Abdullah 
 Muhamed Yusoff 
 

241 

Analysing Knowledge, Attitudes and Practices towards Street Hawkers in Jeli, Kelantan 
 Nur Afiqah Mohd Fu’at, Nur Hajaratul Iswani Ishak, Lee Zhee Quan, Rosyada Nadia Rowi & Abdullah 
 Muhamed Yusoff 
 

249 



3rd Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0) 
Nurturing Hospitality, Tourism & Wellness World 
2 December 2019, Universiti Malaysia Kelantan 

 

3 
 

 
Knowledge, Attitude and Practice (KAP) of Food Safety in Childcare Centres in Kota Bharu, Kelantan 
 Leong Jia Qian, Nur Afiqah Rafiee, Nur Iluni Hayati Zulfani & Abdullah Muhamed Yusoff 
 

257 

Analyzing the Factors That Contribute to Customers’ Choice of Healthy Food Restaurants in Kota Bharu 
 Nur Aisya Bazilin Azlan, Nur Izzati Ismail, Rathee Selvarajan & Abdullah Muhamed Yusoff 

267 

  
  
  
  



3rd Hospitality, Tourism & Wellness Colloquium 2019 (HoTWeC 3.0) 
Nurturing Hospitality, Tourism & Wellness World 
2 December 2019, Universiti Malaysia Kelantan 

 

186 
 

Research Article  

____________________________________________________________________________________ 
 

Acceptance of Customers in Self-Order Technology Service at McDonald’s Kota Bharu, Kelantan 
 

Nor Azreen Zainal, Nur Enani Aina Misbah, Nurul Syafiqah Nordin, 
Priyatharisini A/P Subaramaniyam, Nor Amira Mohd Razali & Nor Maizana Mat Nawi 

Faculty of Hospitality,Tourism and Wellness, Universiti Malaysia Kelantan 
Corresponding email: maizana.mn@umk.edu.my 

 
 
 

ABSTRACT 
 
In this globalize era, the development of the technology is getting rapid and various technology innovations 
are introduced in food and beverage industry. The technology innovation eases customers’ in their daily 
lives. One of the innovations that have a great popularity among customers is self-order kiosk service. This 
research attempts to determine the acceptance of customers towards self-order technology service in food 
and beverage industry. The target respondents of this research are customers who use the self-service 
kiosk at McDonald’s in Kota Bharu. The respondents consist of 306 people.was collected among local and 
international tourist in both locations, Penang and Kuala Lumpur. Questionnaires was distributed and data 
was collected. The series of statistical analysis was based on the data collected.  
 
Keywords: Usage, Time, Speed effectiveness, Ease of Use, Self-order, Technology 
 
INTRODUCTION 
 
Food and beverage service has grown into an enormous industry. The number and type of establishments of eating 
out has grown tremendously as suppliers are constantly trying to meet the market's changing demands and tastes. 
Due to the fast evolution, it is becoming difficult for the industry to keep up with the changes and track them. The 
technology is helping the outlet to improve the quality control, increase the speed of staging or sorting of products 
and restock items efficiently. These tasks are dependent on the technology that has a huge impact on operations 
and productions. Food and beverage industry contributes a lot to the benefits in hospitality industry as well as in the 
community (New Gen Apps, 2008, July 9). 
 

A part of that technology infusion is the changing nature of service that retailers have commonly used in food 
and beverage industry. It proves that consumers choose self-service orders because of time constraint. By providing 
a self-service, customers quickly find the answers they seek (Wang, 2012). People with higher-qualified jobs and 
education levels tend to have a more quantitative time orientation as reflected in the "time is money" statement, which 
will make them more aware of the time gain from the use of self-service technologies (Preda, Ivanescu, & Furdui, 
2009). The speed of service delivery provided by this technology results in time savings (Ding, 2007) and reduced 
waiting time for consumers (Walker, 2002; Beatson, 2007).  
 

Customers who tend to make the most efficient use of their time may prefer not to interact in a full-service 
encounter with employees (Rodie & Kleine, 2000). The speed with which this technology delivers services leads to 
savings (Ding, 2007) and self-order can reduce the consumer waiting time (Beatson, 2007). Self-service technology 
can be assumed to be an alternative channel for consumers who want to reduce service delivery time (Lee, 2013). 
Besides that, the ease of use factor makes consumers are attracted to self-services. Consumers use easy-to-
understand technology innovation that requires less effort to complete tasks. In the data frameworks written by Davis 
(1989), ease of use is presented and characterized as 'the degree to which a person believes that the use of a 
particular system or technology is exertion-free'. Ease of use was defined as the degree to which an individual 
believes it is effortless to use a particular system (Davis, 1989). Therefore, ease of use is related to the efforts a 
customer needs to make to make effective use of the new service process and to enjoy its expected benefit (Timmor 
& Rymon, 2008). 
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There are three objectives of this research: 
  

1. To determine the relationship between usage of time with acceptance of self-order technology system in 
food and beverage outlets. 

2. To examine the relationship between speed of effectiveness with acceptance of self-order technology 
system in food and beverage outlets. 

3. To study the relationship between ease of use with acceptance of self-order technology system in food 
and beverage outlets. 

 
Significance of the Study 
 
Academician 
 
In academic, this research contributes in food and beverage industry that holds research to standards other than 
academic journals, primarily investment returns. Exposing students to this research process gives them a different 
perspective than simply presenting journal theories or even academic journal research. Even better, students are 
exposed to real-world environments and expectations through involvement in industry research. 
 
Practical  
 
In practical, this research exposes students to the current practices and shows them how the theories and models in 
their textbook have evolved and shows the applications in real life. Moreover, future researchers are able to follow 
the important steps according to past studies which are more or less similar to their study. This study makes the 
future researchers more eligible to convey their point of view regarding McDonald’s Kota Bharu in food and beverage 
self-order services 
 
LITERATURE REVIEW   
 
Usage of Time  
 
Usage can be defined as a way of doing things (Merriam, 2019). Usage also usually refers to habitual or customary 
practices or procedures (Random, 2019). Furthermore, use also refers to the act of using or employing something. 
For example, restaurants always use point of sale technologies and 81% restaurants use either a point of sale or 
electronic register system.  
 

The meaning of usage is how we use those things either technology or something else that we can use 
around us or use for something like in language. Usage refers to goods that people can use to help customers or 
can give some benefits to people who use that goods either good way or bad. For example, people nowadays use 
technology during ordering. This either shows people use that technology in good ways or not. Moreover, this is also 
how people use that technology either they use to their benefit or just to make for play. This usage is like how we 
take action, amount or mode of using (Merriam, 2019).  
 

The meaning of usage of time refers to a period of time or a point in time, when it is describing what is 
happening then. For example, if something happened at a particular time, that is when an individual want to do a job 
at that time, it will be happened but if not happened it will be us doing that job another time. In addition, the value of 
services provided because it reduces the amount of time and energy consumers expend to purchase a product and 
has been proven significant (Jeng, 2016). 
 
Speed Effectiveness 
 
The majority of adoption of self-service technologies in restaurant industry involve a screen display ordering system, 
which is placed at a table allowing customers to order their food, drink and submit their payments. While, the 
restaurant industry has historically been slow to adopt new technology, some Canadian quick-service restaurants 
are adopting self-order system to differentiate their service from their competitors. Some of the recent innovations in 
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the quick service restaurants industry include mobile ordering, online coupons, digital menu board, smartphone apps, 
and self-service kiosk. Kiosks are self-service machines with a large touch screen that enable customers to order 
food, customize their menu items and even pay their bill without interacting with employees (Rastegar, 2018).  
 

Moreover, self-ordering system has helped to minimize the waiting time per customer before being served. 
Self-ordering system can be defined as an e-ordering system that customers can place their orders electronically. 
Customers need not to wait endlessly on queue before being served as the system will limit the time and stress 
customer passes through waiting on the queue to be served by customer service providers (Ekabua & Obeten, 2015). 
Online order application for a fast food restaurant, get customers trustable information and verify the correct 
information before placing order.  On the other hand, customers feel rushed when ordering directly with the employee. 
Hence, when a restaurant allows customers the ease of initiating a transaction on their time frame and stride, the 
accuracy of the transaction will increase (Wolfinbarger & Gilly’s, 2001). 
 

Speed of transaction in a self-order technology is defined as the time it takes to complete a transaction is fast 
(Dabholkar 1996). The supposed convenience of a self-service order can have a strong influence on the speed 
effectiveness. Since customers can initiate a transaction when and where they want, the concept of waiting for a 
service to begin is destroyed. As customers accept the convenience of a self-service order service, speed of order 
perceptions will increase. 
 
Ease of Use 
 
Self-order system uses new, innovation and trending technology that is easy to understand and involves less effort 
to order. The degree to which a person considers that using a specific system or technology would be free of action 
(Davis, 1989). Furthermore, some of the prospective benefits of using self-order system include time saving from the 
compact times, cost-savings, and a greater control over the service delivery (Curran, 2003). Self-order system 
enables customers to perform and provide their own services without direct support from employees, and this allows 
customers to enjoy effective and personalized services (Meuter, 2000). For example, customers do not need to wait 
for long. The fact that mobile phones, nowadays, are much affordable and lighter to carry, they can also facilitate 
customers’ needs in needful less effort to finish their order.  
 

Thus, most customers prefer self-order system that offers easy borders, leadership, and assistance from the 
firm to ease their transition from traditional services to self-order system and it takes 20 seconds for each person to 
order and complete their transition (Lin & Hsieh, 2006). The self-order kiosk is easy to use because it provides two 
languages which help customers to use easily. 
 
Acceptance 
  
The noun of acceptance is an active progression and it must be practiced by everyone (Bruneau, 2019. Same goes 
to the organization which is trying to persuade the consumers to accept the technology of self-service in the industry 
(Mehta, 2010). The fast acceptance of self-service technology can be blend in community this can be the factors of 
life be easier, which affects the usage of time in ordering, finish, and delivery. Moreover, it affects the speed 
effectiveness of payment time, waiting time and online transaction.  
 

To achieve capable and potent service delivery, organizations are recommended the acceptance of self-
service technologies at growing steps (Roper, 2013). The factors influencing customer acceptance of self-service 
technologies of this study can be identified by developing a comprehensive causal framework that harmonize the 
shape and relationships from different technology acceptance ideas and its use. Previous research found that the 
self-service technology in the industry usage is influenced in a complex fashion by certain consumers. Not just that, 
speed effectiveness is key pacemaker that are capable the relating of some consumers (Mavundza, 2018).  
 
Research Hypothesis 
 
In this study, there are four hypotheses that can identify the relationship. 
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H1: There is a significant relationship between usage of time and acceptance of customers in   self-order 
technology service in food and beverage outlets. 

H2: There is a significant relationship between speed effectiveness and acceptance of customers in self-order 
technology service in food and beverage outlets. 

H3: There is a significant relationship between ease of use and acceptance of customers in self-order 
technology service in food and beverage outlets. 

 
Research Framework 
 
A research framework has been conducted to investigate the connection between factors and acceptance. 

 

 
Figure 1: Conceptual Framework of the study 

 
 
METHODOLOGY 
 
Research Design 
 
This study used the quantitative method. The design that was used is causal relationship. Causal is a research 
approach where the researcher investigates the cause and effect relationship between variables in a study where 
one variable is believed to affect another (Mukesh, 2013). Then, causal research is also known as an explanatory 
research which is used obtain that evidence and concerning the causal relation about the variables (Allen & Rao, 
2000). This research is to be conducted when some background information knowledge or understanding about a 
certain problem are already known in the literature. 
 
Data Collection 
 
Primary Data 
 
As for the primary data, the research instruments used in this research is questionnaire which is used to collect the 
information regarding customers’ acceptance of self-services at McDonald’s in Kota Bharu. The questionnaires were 
distributed among customers that use the self-services kiosks in McDonald’s Kota Bharu. The survey was carried 
out in the months of September and October 2019 by a team of trained final-year students, under the supervision of 
a senior professor assigned to each province. The respondents were given approximately 10 to 15 minutes to answer 
the questionnaires. 
  
Secondary Data 
 
Secondary data refers to the data collected from sources that has already been published in any form (Khodadad & 
Behboudi, 2017). Most of the text in this literature review is based on secondary data that has similar topic with this 
study. Furthermore, most of secondary data are gathered from books, journals, articles, thesis, and others. 
Secondary data are often readily available and growth of the Internet had made it much easier and cheaper to find 
them. 
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Sampling 
 
The sampling method used in this study was the convenience sampling method because this method could save the 
time and cost of the researchers in collecting the data (Smith, 2016). The respondents of the questionnaires were 
the customers who used a self-services order kiosk in McDonald’s, Kota Bharu. In achieving reliable and valid sample 
of this study, the researchers used the equation from Krejcie and Morgan (1970) to determine the sample size. The 
formula is shown as below: 
 

𝑆 =  
𝑥2𝑁𝑝(1 − 𝑝)

𝑒2(𝑁 − 1) + 𝑋2𝑝(1 − 𝑝)
 

n = sample size 
N = population size 
e = the degree of accuracy expressed as proportion (0.05) 

𝑥2 = chi-square of degree of freedom 1 and confidence 95% (3.841) 
p = proportion of population (if unknown, 0.5) 
 
Data Analysis 
 
There were three data types of data analysis used in this study, that were frequency analysis, descriptive analysis 
and reliability analysis. The data obtained were analysed by using Statistical Package for the Social Science (SPSS). 
 
FINDINGS 

H1: There is a significant relationship between usage 
of time and acceptance of customers in self-order 
technology service in food and beverage outlets. 

 
r = 0.739, p = 0.000 
very strong relationship 

 
H1 : Accepted 

H2: There is a significant relationship between speed 
effectiveness and acceptance of customers in self-
order technology service in food and beverage outlets. 

 
r = 0.722, p = 0.000 
very strong relationship 

 
H2: Accepted 

H3: There is a significant relationship between ease of 
use and acceptance of customers in self-order 
technology service in food and beverage outlets. 

 
r = 0.588, p = 0.000 
strong relationship 

 
H3: Accepted 

 
The first hypothesis determines the relationship between usage of time with acceptance of self-order technology 
system as a very strong relationship. From this significance, most of the respondents agree that self- order technology 
can save their time. The results obtained indicate that usage of time positively affects acceptance of customer with 
r=0.739. The second hypothesis determines the relationship between speed effectiveness and acceptance as very 
strong. Most of the respondents prefer the speed of effectiveness in self-order service technology. The results 
obtained indicate the speed of effectiveness positively affects acceptance of customers as r=0.722. The last 
hypothesis determines the relationship between ease of use and acceptance as strong. Many respondents chose 
ease of use in self-order service technology. The results obtained designate the ease of use is more to positive 
towards acceptance of customers with 0.588. From 306 questionnaires collected, 30 were discarded owing to invalid 
response and monotonous. The remained 276 returned questionnaires were used and examined. A summary for the 
number of questionnaires is stated in Table 1. 

 
Table 1 
Total number of Questionnaires distributed 
 

Descriptive Number Of Percentage 

Number Of Questionnaire Distributed 306 
Questionnaires Returned And Useable To Be Analysed 276 
Invalid Response 30 
Usable Survey 276 
Percentage Of Responses 83.33% 
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Table 2 shows the means and standard deviations according to the variable. The mean for demographic (1.5999) 
and standard deviation (0.39441) included the gender, age, race, monthly income, status, experiences and 
frequency. 
 

Meanwhile for usage, the mean is 3.8711 and the standard deviation is 0.39441. For speed the mean is 
3.8711 and the standard deviation is 0.39441. The ease mean is 3.8235 and the standard deviation is 0.67403. For 
acceptance the mean is 3.9451 and the standard deviation is 0.71965. The items are constructed with five (5) point 
Likert scale ranging from 1=strongly agree, agree, neutral, disagree to 5=strongly disagree. 
 
Table 2 
Summary of the means of computed items according to variable (N= 306) 
 

 Importance  
 Mean Std Deviation 

Demography 1.5999 0.39441 
Usage 3.8711 0.69965 

Speed 3.9176 0.67403 

Ease 3.8235 0.63636 
Acceptance 3.9451 0.71965 

 
 
DISCUSSION & RECOMMENDATION 
 
First of all, more independent factors could be integrated into the model together with psychology factors such as 
trust. The questionnaires could adopt scenario for each measurement for more precise results. Secondly, quota 
sample selection should be implemented especially in different locations in order to perform multiple group analysis 
that could help to explain consumer behaviour based on different demographics. This would further help the business 
and government to understand their target market behaviour and acceptance over self-order technology system 
based on certain criteria of their target market. The overall of this study shows that respondents are keen to accept 
self-order technology service in food and beverage outlets for example McDonald’s kiosks.  
 

On another hand, the low rates of usage on other types of self-order technology service might due to the lack 
of awareness, exposure, encouragement, enforcement and trial over other type of self-order technology service. 
Nevertheless, the benefits of self service technology are undeniable, more time and efforts should be allocated to 
those technology laggards, helping them to accept self-order technology service by guiding them steps by steps. 
McDonald’s should implement more self-order technology services in every franchise or branch to enjoy the benefits 
of convenience. They also need to give adequate support to the design and development team on self-order 
technology service, review and perform process improvement where self-order technology service can better fit into 
the role to serve the public. 
 
CONCLUSION 
 
It is hoped that this research has given a clearer view on the usage of time, speed effectiveness and ease of use 
towards the acceptance of customers in self-order technology service. Specifically, it is hoped that the current study 
gives a clear view of the usage of time, speed effectiveness and ease of use in the self-service order at McDonald’s 
Kota Bharu outlet. With this survey and analysis, it is hoped McDonald’s can develop more effective and attractive 
self-service to help the customers to be more alert and acknowledge the technology in ordering. Furthermore, the 
self-service technology provided by McDonald’s will also help self-service technology can positively impact a 
concession stand’s revenue and profitability. Therefore, self-service technology also helps enhancing staff efficiency 
and creating a better customer experience. 
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