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Abstract. Malaysia is considered as a famous country for travellers. This study is to examine 

how self-check-in kiosk attributes to ease of use, usefulness and customer expectation. The 

study contributes new knowledge about what drives consumers to adopt self-service 

technology, and confirms the determinants needed for the successful adoption of self- check-

in kiosks in hotel industry. Primary data is collected through survey questionnaire for this 

research. The respondents are travellers and the data is collected and analysed by using the 

Statistical Package for Social Science (SPSS). This study uses the TAM model. This research 

shows that it is important for the self-check in kiosks to meet the expectations of the customers 

in order to drive the consumer behavior of adopting its use in the hotels in Malaysia. As such, 

when designing the self-check in kiosks, it is important for the hotels to ensure that it is easy 

to be used and is useful in reducing the hassle of the check in process to the hotel guests. The 

findings show the relationship between self-check-in kiosk attributes and customers 

expectation, perceived of usefulness and perceived ease of use are positive. Therefore, it is 

useful for the researchers to take it as reference when adopting self-check-in kiosks in Malaysia 

hotel industry. 
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1. Introduction  
 
Self Service Kiosk is specialized machine designed and built for customers to transact without 

any staff presence. Whilst self-service technology is common in other areas, it is less common 

in hotel industry. This research investigates and explore the viability of self-service technology 

in hotel industry, and factors that influence customers to use self-service technology in 

hospitality industry. 
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Figure 1: Self Check in Kiosk in Genting Malaysia, Source: Genting (2020) 

1.1 Problem Statement 

 
Often, hotels are troubled by large influx of customers at peak period. This may potentially 

mean long waiting lines which would hinder customer satisfaction (Tom and Lucey, 1995). 

Travellers come for holiday and relax. A long queue may perhaps spoil their experience. 

Business travellers on the other hand may be in a tight schedule. Long waiting line might also 

spoil their satisfaction.  

When it comes to the adoption of new technology, the perceived ease of use and perceived 

usefulness were among the factors enormously discussed by previous researchers (Ujang et al., 

2016). Nevertheless, the factor such as customer expectation was rarely included in previous 

studies that related to the adoption of new technologies. Thus, in order to fill the gap, this study 

proposed customer expectation as one of the factors affecting the adoption of self check-in 

kiosk in the hotel industry 

1.2 Research Objectives 

 

As per the problem statement, the research objectives of this study are:  

i. To investigate if customer expectation is significant towards self-check in kiosk usage 

in Malaysia hotels.  

ii. To investigate if perceived usefulness is significant towards self-check in kiosk usage 

in Malaysia hotels. 

iii. To investigate if perceived ease of use is significant towards self-check in kiosk usage 

in Malaysia hotels. 
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2. Literature Review 

 

2.1 Customers’ Expectation 

Past researches have showed various definitions on customer expectation. It has been defined 

by Zeithaml et al. (1993) as the set of beliefs that customers have towards a particular product 

or service which is used as a basis to conclude on the performance. Meanwhile, it has been 

researched by Parasuraman et al. (1988) to be the set of expectations that consumers deem they 

should be given. In response to this, Kujala et al. (2017) chimed in with the explanation that it 

is what consumers expect to obtain when they use a particular product or service using their 

own evaluation or desire as the basis of judgment. In this context, customers’ expectation 

relates to the belief of consumers in which the usage of SST will result in a desired outcome. 

2.2 Perceived usefulness 

Based on the technology acceptance model (TAM) that was initially created by Davis et al. 

(1989), perceived usefulness refers to the consumers’ belief of adopting a specific system that 

would help to improve job performance. In other words, it means people perceived that 

technology to be useful for the result they want to achieve. Consumers thus generate this 

perception by evaluating whether the use of new technology offering additional benefits would 

enhance their performance compared to that of previous system that carry the same function 

before using the technology. In this context, perceived usefulness can be described as the level 

to which guests think that using SST would improve their service transactions.  

2.3 Perceived ease of use 

Perceived ease of use is another important constructs in TAM. It is also defined by the level 

which individuals believe that adopting a particular technology will only require a minimum 

effort (Davis et al., 1989). Perceived ease of use is also defined as the customer expectation 

towards SST to be easy to learn and adapt, in which potential users do not have to invest excess 

time and energy on learning the system (Davis and Wiedenbeck, 2001). In this case, perceived 

ease of use refers to the easiness of using SST in the hotel service transactions. TAM suggests 

that perceived ease of use is a critical factor in encouraging consumers to utilize new 

technology. Yen and Gwinner (2003) stated that the SST must be convenient and efficient to 

use. Customers do evaluate how easy or difficult it would be to use a particular technology 

even though the system may found to be useful in completing a task. In this context, the 

interface of the self check-in kiosks plays an important role. When customers navigate interface 

the self check-in kiosks and do not face much difficulty in using, they are more likely to 

demonstrate a positive attitude with the use of technology. This has been proven by Zhao et al. 

(2008) and Wang et al. (2013) of which a user-friendly interface not only affects customers’ 

initial adoption of new technology but also their continuance intention.  

 

3. Theoretical Framework 

The theoretical framework guiding this research is illustrated in the diagram below. Relevant 

determinants from key technology acceptance theories are selected in this study to examine the 
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relationship between these factors with consumer attitudes towards SST. In this study, three 

key determinants are identified. Consistent with TAM, perceived usefulness and perceived ease 

of use are two key factors in affecting consumers’ attitude towards SST (Demoulin and 

Djelassi, 2016; Kaushik et al., 2015). On the other hand, customers’ expectation is also 

included in this research as a relevant determinant of consumers’ SST adoption (Anselmsson, 

2001). 

 

 

 

 

 

Figure 2: Proposed Theoretical Framework 

 

4. Research Methodology 
 

The unit of analysis of this study is domestic travellers in Malaysia. This means any Malaysian 

that travels domestically and has experience in staying in hotels. A questionnaire survey is used 

to collect the data. The researcher approaches potential respondents in a random, convenient, 

manner. The location of data collection is from Hotels in Batu Frengghi (Shangri-La, Holiday 

Inn, Hard Rock, Golden Sands), Hotels in Chulia Street (Chulia Mansion, Chulia Heritage, Yen 

Keng Hotel), IXORA Hotel & Penang G Hotel. The questionnaires are self-administered. Data 

from the questionnaires collected will be input into excel and processed in SPSS. Descriptive 

tests, validity and reliability tests, correlation tests and regression tests were conducted. 

 

5. Research Findings  

 

There are 348 usable data participating in this research. This gives rise to a 90.6% responding 

rate which is satisfactory. 

5.1 Descriptive Analysis Findings 

Table 1 Descriptive analysis of findings 

 N 

Mi

nim

um 

Max

imu

m Mean 

Std. 

Deviat

ion 

 CE1: [Self-check in kiosk in luxury hotels is convenient 

and is able to avoid long ques.] 
348 

3.0

0 
5.00 4.5402 .50484 

Perceived ease 

of use 

 

 

Perceived 

usefulness 

Customers’ 

expectation 

Customers 

behavior 

towards SST 

H1 

H2 

H3 
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 CE2: [The procedures of checking in through self-check in 

kiosk in luxury hotels should be easy and saves time.] 
348 

2.0

0 
5.00 4.5057 .57063 

 CE3: [Self-Check in is an inevitable trend of technology] 
348 

3.0

0 
5.00 4.4253 .57583 

PU1: [Using self-check in kiosk makes it easier to do my 

job.] 
348 

3.0

0 
5.00 4.4626 .51634 

PU2: [Using the self-check in kiosk is more convenient.] 
348 

3.0

0 
5.00 4.4741 .51705 

PU3: [Using the self-check in kiosk will make me more 

productive.] 
348 

3.0

0 
5.00 4.4138 .58417 

PU4: [Using the self-check in kiosk will save me time.] 
348 

2.0

0 
5.00 4.4713 .59468 

PE1: [Learning to use the self-check in kiosk in luxury 

hotels is easy.] 
348 

2.0

0 
5.00 4.3822 .70029 

PE2: [I find it easy to use luxury hotels’ self-check in 

kiosk.] 
348 

2.0

0 
5.00 4.4511 .60775 

PE3: [The instruction on the luxury hotels’ self-check in 

kiosk are clear and understandable.] 
348 

2.0

0 
5.00 4.4626 .56943 

PE4: [I could easily become skillful at using the self-check 

in kiosk in luxury hotels.] 
348 

3.0

0 
5.00 4.4828 .53386 

 BU1: [Self-check in kiosk is very useful in luxury hotels.] 
348 

2.0

0 
5.00 4.4713 .59468 

 BU2: [Self-check in kiosk is beneficial to the guests who 

stay in luxury hotels.] 
348 

1.0

0 
5.00 4.4655 .62739 

 BU3: [Self-check in kiosk is favorable in luxury hotels.] 
348 

3.0

0 
5.00 4.4856 .54990 

 BU4: [I expect to perform the task through self-check in 

kiosks in the near future.] 
348 

2.0

0 
5.00 4.4655 .56453 

BU5:  [There is high probability that I will use the self-

check in kiosks in the future.] 
348 

3.0

0 
5.00 4.5144 .53931 

BU6:  [There is high likelihood that I would recommend to 

my friend using self-check in kiosks in luxury hotels.] 
348 

4.0

0 
5.00 4.6236 .48519 

Valid N (list wise) 348     

 

Above shows the descriptive analysis of the research. It can be seen that the mean value of all 

independent variable factors are 4.0 and above, out of 5.0. This shows that the respondents of 

the research generally do agree that the three main factors, customer expectation, perceived 

ease of use, and perceived usefulness are significant towards their kiosk usage behavior.  

 

5.2 Reliability analysis findings 

 

5.2.1 Cronbach Alpha  

Table 2 Cronbach Alpha Testing 

Variables No if item  Cronbach alpha 

Customer expectation  3 0.890 

Perceived usefulness  4 0.846 



6 
 

Perceived Ease of Use  4 0.840 

Behaviour  6 0.925 
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As observed in the reliability analysis, it can be seen that all have a Cronbach Alpha of 0.7 and 

above. This shows that there is good reliability among the variables tested as all Alpha values 

exceed 0.7. The range of Cronbach Alpha in this study is 0.84-0.925.  

 

5.3 Normality Analysis  

Table 3 Normality Analysis Testing 

Statistics 

 CE PU PE BU 

N Valid 348 348 348 348 

Missing 0 0 0 0 

Skewness -.208 .042 -.057 -.205 

Std. Error of 

Skewness 
.131 .131 .131 .131 

Kurtosis -1.563 -1.676 -1.636 -1.584 

Std. Error of 

Kurtosis 
.261 .261 .261 .261 

 

The study further tests on the normality. It is observed that there is no normality issue in the 

data given that the skewness is in the range of +/- 1.0 and the kurtosis value is below 7. Hence, 

there is no normality issue in this study.  

 

5.4 Validity Analysis Findings  

 

5.4.1 KMO and Bartlett Test  

 

Table 4. KMO and Bartlett’s Test 

Kaiser-Meyer-Olkin Measure of Sampling 

Adequacy. 
.835 

Bartlett’s Test of 

Sphericity 

Approx. Chi-Square 1653.643 

df 6 

Sig. .000 

                                         

The KMO test shows a KMO value of 0.835. This shows that there is sample adequacy. The 

Bartlett test also shows a p-value of 0.000, p<0.05, which suggests that there is no issue of 

homogeneity.  
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5.5 Pearson Correlation Analysis Findings  

                                  

             Table 5 Correlations Test 

 CE PU PE BU 

CE Pearson 

Correlation 
1 .859** .777** .938** 

Sig. (2-tailed)  .000 .000 .000 

N 348 348 348 348 

PU Pearson 

Correlation 
.859** 1 .816** .875** 

Sig. (2-tailed) .000  .000 .000 

N 348 348 348 348 

PE Pearson 

Correlation 
.777** .816** 1 .789** 

Sig. (2-tailed) .000 .000  .000 

N 348 348 348 348 

BU Pearson 

Correlation 
.938** .875** .789** 1 

Sig. (2-tailed) .000 .000 .000  

N 348 348 348 348 

**. Correlation is significant at the 0.01 level (2-tailed). 

 

The Pearson correlation shows that controlled at 99% confidence value, there is good validity. 

The correlation value between independent variables and dependent variable is relatively 

strong, where the value is between 0.789-0.938. The value of customer expectation towards 

behavior is the strongest with a value of 0.938. All correlations have a positive direction.  

 

 

5.6 Regression Analysis Findings 

                           

                       Table 6 Regression Model Summary 

Model R R Square 

Adjusted R 

Square 

Std. Error of 

the Estimate 

1 .948a .898 .898 .91972 

a. Predictors: (Constant), PE, CE, PU 

 

The current model summary shows an R square of 0.898. This suggests that the independent 

variables can explain as much as 89.8% of the dependent variable, the behavior towards self -

check in kiosk in Malaysia hotels.   

 

Table 7 ANOVA Testing 

Model 

Sum of 

Squares df 

Mean 

Square F Sig. 

1 Regression 2575.784 3 858.595 1015.028 .000b 
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Residual 290.984 344 .846   

Total 2866.767 347    

a. Dependent Variable: BU 

b. Predictors: (Constant), PE, CE, PU 

 

The Anova results show a p-value of 0.000, p<0.05. This shows that there are significant 

differences between the variables tested.  

 

Table 8 Coefficients’ Testing 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B Std. Error Beta 

1 (Constant) 1.131 .491  2.302 .022 

CE 1.327 .067 .692 19.897 .000 

PU .353 .059 .225 5.947 .000 

PE .097 .044 .067 2.192 .029 

a. Dependent Variable: BU 

 

The regression result shows that controlled at 95% confidence level, all variables tested are 

significant, given all p-value are <0.05. Based on the results, all hypotheses H1, H2, and H3 

were accepted. Among the three factors, customer expectations (CE) is seen to be the most 

significant influential factor among all. There is a beta coefficient of 1.327. This means that a 

unit increase in customer expectations would result in a 1.131 increase in the said behavior. 

Perceived usefulness comes in second at a beta of 0.353. Finally, perceived ease of use is seen 

to have least influence, with a beta of 0.097.  

 

Conclusion 

This research is to identify the factor affecting adoption of self-check-in kiosks in Malaysia 

hotel industry in Penang area by using the TAM model which is customer expectation, 

perceived usefulness and perceived ease of use. The findings show the customers expectation, 

perceived of usefulness and perceived ease of use have positive relation towards self-check in 

kiosk usage in Malaysia hotels. Therefore, it is useful for the researchers to take it as references 

to clearly define the customer satisfaction towards the self-check-in kiosk in Hotel.  
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