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Abstract

Since changed in external environment and technology as well as diversified demands of customers, the innovation
of dishes and services is necessary to attract customers. Therefore, based on literature analysis and empirical research,
this study discussed the relationship among customers’ experience connotation to self-service restaurants, service
characteristics, customers’ technology involvement, attractions of self-service restaurants, customers’ perceived
values and customers’ consumption willingness; and further compared the difference on the relationship mode
between the groups who are and are not willing to spend money at self-service restaurants.

In this study, the consumers who were 15 or above in Taiwan and had eating-out experience were taken as the main
respondents and the questionnaires were sent by staff to carry out the convenient sampling survey, and totally, 650
valid questionnaires were collected. Then, the consumers were divided into two groups: the group with certain
consumption intentions and the group with uncertain consumption intentions, according to the condition whether
they will be willing to spend money at self-service restaurants in the future, in order to conduct group pattern
comparison. It is found from the results that the two groups are significantly different in the strength of the 3
relationship paths. Therein: (1) the customers’ technology involvement of the group with certain consumption
intentions has significantly positive effects on the paths to the customers’ perceived values and is stronger than that
of the group with uncertain consumption intentions, (2) the attractions of self-service restaurants to the group with
certain consumption intentions have significantly positive effects on the paths to the customers’ perceived values and
is stronger than that to the group with uncertain consumption intentions, (3) the customers’ perceived values of the
group with certain consumption intentions have significantly positive effects on the paths to the customers’
consumption willingness and is stronger than that of the group with uncertain consumption intentions. From the
study results, the consumption willingness models of both groups are also different. The results can be provided to
the operators of self-service restaurants as the reference to make decisions.

Keywords: self-service restaurant, technology involvement, consumption willingness
1. Introduction

In recent years, the catering industry is developing day by day. According to the analysis made by the Ministry of
Economic Affairs and the Department of Accounting and Statistics of Executive Yuan (2018), the annual growth rate
of the business volume in the catering industry increases 5.2%, and the average amount of “eating out costs” for each
family increases year by year. The proportion of the Taiwanese people who eat out at least one day per week exceeds
70%, with more than half of the times for eating out each week, which shows that the Taiwanese people eat out at a
very high rate and thus brings immense business opportunities (Unilever Food Solutions, 2012).

However, customers’ demands will continually change with changing times, and the catering industry which contacts
highly with people is no exception. Chanaka et al. (2007) believed that, in the service delivery process, the close
interaction between service providers and customers is involved and will certainly affect the customers’ evaluation
results. Lovelock & Young (1979) indicated that one effective way for the enterprises to increase profits is to let the
consumers complete more actions, namely self-service. In recent years, due to technological advances, the
consumers can easily take operations to obtain services, for instance, the most common automatic teller machines
and online shopping both provide self-service. Kay (1993) believed that, the science and technology orientation can
be used to enhance the production yield and effectively meet individual customers’ demands, and thus bring more
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convenient and diversified experience to the consumers. In this way, the attractions can be improved and the
traditional views of the catering industry can be broken through, and furthermore, the competitiveness will be
promoted.

In recent years, the sales methods are changed gradually from the original store sales to the subsequent self-service
stores, and the transaction way of vending machines even derived. These ways are all out of the consideration of the
solutions on human costs. In 2003, am/pm, a Japanese supermarket chain, and Nichimen, a Japanese company,
jointly initiated the “self-service convenient supermarket”, providing the unmanned self-service transaction mode. In
2005, self-service stores also arose in Taiwan. For instance, CPC Corporation, Taiwan adopted the self-service
business model to cultivate the market of “self-service gas stations”. In July 2017, Alibaba, the leading e-commerce
company in China, launched the unmanned concept store “Taocafe”. In January 2018, Amazon Go officially opened
the unmanned store “Amazon Go” to the public, in the unmanned store, the commodities can be taken without
assistance from the cashiers and the deduction and checkout can be conducted through the automatic human face
recognition. Meanwhile, 7-ELEVEN, the leading convenient supermarket in Taiwan, also launched “X-Store
unmanned smart store”. In the concept store, in addition to the human face recognition used for the customers to go
in and out the store, the automated equipment such as automatic induction refrigerator, electronic label identification,
self-service check-out scanning and scanning microwave oven are equipped in the outlet, and the checkout is
completed with the icash2.0 cards by setting the Open Point on APP, indicating that unmanned stores are the future
trend. The “self-service restaurants” appear after the concept of unmanned store is applied into the restaurants. The
operators bring in the self-service technology to replace service staff, which can reduce routine tasks of the service
staff, decrease the process of service delivery and save large amount of personnel costs for the operators (Lee &
Allway, 2002). The wave of unmanned store has been gradually launched all around the world. Regarding the
catering industry, there is currently no fully-automated operation mode, but only some dealers operate in the similar
mode. For instance, Sushi Express Group and Hi Sushi in Taiwan, Baggers in Germany and K&L 98 Hot pot n' Grill
in the United States all provide services with a few service staff accompanied with machinery equipment to reduce
human costs. Hence, the feasibility of self-service restaurant is worthy to be discussed.

People’s dietary habits are not just stuck with products and services as in the past but more focused on the immersive
experience provided by the enterprises, which affect consumers’ cognition and emotional interaction and become the
core of the consuming behaviors (Arnold, Price & Zinkhan, 2004). Furthermore, innovation is an important element
to attract people to experience. Den Hertog & Bliderbeek (1999) presented the four dimensions of service innovation,
which are respectively the new service concept, new customer interface, new service delivery system and
technological options, hoping the various forms of innovation can be brought in to attract consumers. Moreover, the
innovation in information technology provides a new tool for the catering industry, and based on the radio frequency
identification (RFID), the interactive customer service is carried out and the consumer preference database is
established to increase the service quality and efficiency (Hozak, 2012). The consumers’ willingness strength in
using innovative services will be affected by the way of providing innovative services and their level of involvement,
for the perceived ease of use and the perceived usefulness will also indirectly affect the usage willingness and the
usage behavior through the usage attitude (Fishbein & Ajzen, 1975; Davis, 1989; Ajzen, 1991), indicating that the
level of technology involvement will also affect people’s acceptance to the new technology service modes.

As seen above, customer experience, service innovation and technology application are the key items in the future
catering service industry. Hence, this study took the self-service restaurants as the example to discuss the relationship
between the self-service restaurants’ operation characteristics and the consumers’ consumption willingness, and took
the public’s experience connotation to the self-service restaurants, overall service characteristics and technology
involvement as the independent variables to discuss its effects on the attractions, customers’ perceived values and
consumption willingness of self-service restaurants, in order to understand the possibility and development potential
of self-service restaurants, furthermore conducts comparative analysis on the groups who are and are not willing to
spend money at self-service restaurants to discuss the differences.

2. Literature Review and Research Hypotheses
2.1 Effects of Experience Connotation to Self-Service Restaurants on Attractions

Since the experience economy era came in the end of the 20" century, the marketing emphasis has turned into
“creating valuable experience”. As a result, the enterprises perform differentiated marketing strategies by providing
consumers with good, unique and profound experience to facilitate the customers to enjoy the new wave of
commodities and fashion (Sproles, 1985). Consequently, “experience” has become the key factor to analyze
consuming behaviors (Pine & Gilmore, 1998; Addis & Holbrook, 2001). In the creative idea on future restaurants,
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the consumer demands and the shopping convenience of stores can be used as the major appeals, and RFID can be
employed to combine living technology and future retailing modes. For instance, as for the outlets equipped with
RFID electronic labels, the systems will automatically transfer the information to the backend order processing
systems, and then the employees will be timely reminded to re-check the goods and adjust and distribute items on
shelves, in order to provide the consumers with shopping convenience and brand-new consumption experience and
establish the human-computer interaction programs (Horng, 2015). Hence, fashion, uniqueness and creativity are the
important items to measure the experience connotation.

People take part in various activities in their spare time to pursue or enjoy freedom and pleasure and hope to achieve
personal satisfaction, and these positive experience and feelings are the origins of attractions (Fennell, 2002). When
the consumers contact with products or services, the acquired experience will produce different attractions depending
on whether the results meet their own demands (Bake & Crompton, 2000). As a result, the consumers’ experience
with some products or consumption situations will affect the attractions of the products or service. This study applied
the above arguments in the self-service restaurants and presented the following hypothesis:

H1: “Experience connotation” to self-service restaurants would have significant positive influence on the
“attractions”

2.2 Effects of Experience Connotation to Self-Service Restaurants on Consumers’ Perceived Values

The experience may be produced at the moment when the products or services are provided, to meet the consumers’
current requirements and then produce the positive perceived values (Schmitt, 2000; Pine & Gilmore, 2003). Schmitt
(1999) presented the experiential marketing strategy module to discuss the relationship between experience and
perceived values for the consumers, and the results show that the consumers’ benefits and pays in consumption will
affect their perceived values due to the experience in the consumption process (Norris, 1941; Holbrook, 1999;
Monroe, 1990). Hence, the consumers will produce perceived values through the experience media and raise the final
consuming behaviors (Sheth, 1991; Schmitt, 1999). After stimulated by experience, the consumers will produce the
subjective perceived values in their minds to judge the quality of commodity or service, and further affect the
consumers’ decisions (Holbrook, 1999). Based on the above, this study presented the following hypothesis:

H2: “Experience connotation” to self-service restaurants would have significant positive influence on consumers’
“perceived values”

2.3 Effects of Service Characteristics of Self-Service Restaurants on Attractions

The most typical method to measure the service quality is the “SERVQUA scale” proposed by 3 scholars who are
Parasuraman & Zeithaml & Berry (1985), including 5 measurement dimensions, respectively: (1) tangibility: for
example, the self-service restaurants need to be equipped with physical facilities, tools and equipment; (2) reliability:
for example, certain quality services can be enjoyed in the self-service restaurants; (3) responsiveness: for example,
just-in-time services and quick responds can be enjoyed in the self-service restaurants, if machines cannot satisfy the
customers’ demands, staff are required to offer assistance; (4) assurance: for example, when the equipment is
operated in the self-service restaurants, people’s operation will not be impeded and thus affect the usage willingness;
(5) empathy: for example, the paths to convey customer comments can be provided in the self-service restaurants. As
a result, this study integrated the views of Parasuraman & Zeithaml & Berry (1985) and the service characteristics of
self-service restaurants, and took the 5 dimensions such as tangibility, reliability, responsiveness, assurance and
empathy as the items for the consumers’ to measure the service characteristics of self-service restaurants.

Moreover, services are the key part in value chain to create profits, and the restaurants with higher service quality
will normally make the consumers feel they are more attractive (Heskett, Jones, Loveman, Sasser & Schlesinger,
1994). During the contact between customers and service providers, the more the service characteristics can satisfy
the consumers’ demands, the more the customers will be attracted (Lehtinen & Lehtinen, 1982; Leiper, 1990). Hence,
this study inferred the following hypothesis:

H3: “Service characteristics” of self-service restaurants would have significant positive influence on the
“attractions”

2.4 Effects of Service Characteristics of Self-Service Restaurants on Consumers’ Perceived Values

In the process of consumption, the customers will form the feelings of perceived values according to various service
items. With higher service quality, the customers’ level of perceived values will be higher, on the contrary, with lower
service quality, the customers’ level of perceived values will be lower (Cronin & Taylor , 1992). Hence, consumers
will consider services as the antecedent variables of perceived values. Only the service requirements are highly met,
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the consumers’ judgment on perceived values will be directly and positively improved (Gronroos, 1984). The same
service items are not only the customers’ requirements on restaurants but also the origins of the perceived values
produced by the customers after the services are accepted (Zeithaml, 1988). After accepting products or services, the
consumers will have evaluations on perceived values. The more the service can satisfy the consumers’ requirements,
the more positive the perceived values will be (Lovelock, 2001). On this basis, this study inferred the following
hypothesis:

H4: “Service characteristics” of self-service restaurants would have significant positive influence on consumers’
“perceived values”

2.5 Effects of Consumers’ Technology Involvement on the “Attractions” of Self-Service Restaurants

Involvement refers that individual persons have different attentions and associations on different things (Mcintyre &
Pigram, 1992). By integration of the concept of technology and involvement, the technology involvement can be
considered as “the consumers’ attentions and concerns on the subject matters of technology”. The issue whether the
consumers can accept the innovative services can be discussed with the dimensions proposed by Davis (1989) in the
technology acceptance model (TAM): (1) Perceived usefulness: the usefulness will affect the users’ acceptance of
technology systems indirectly through attitudes or directly, hence, the perceived usefulness will enhance the
involvement, (2) Perceived ease of use: people believe that if certain systems can be used without any physical or
mental efforts, then the involvement will be higher, indicating that those who use technology products related to 3C
at ordinary times can easily operate the self-service restaurants. For people are increasingly dependent on technology,
in order to closely contact with customers, the enterprises must increase the services that the customers want in
technology applications to make the relationship between technology and people’s life inseparable (Evans & Laskin,
1994). As a result, the effects of technology involvement on people’s life are worthier to be discussed.

In addition, if continuously involved in something, the consumers will produce the feeling of attraction for relevant
activities (Mclintyre, 1989; Mcintyre & Pigram, 1992). It is can be seen that, for self-service restaurants, the
consumers also can produce the cognition of attraction to the restaurants due to technology involvement (Kyle &
Mowen, 2005). On this basis, this study inferred the following hypothesis:

H5: Consumers’ “technology involvement” would have significant positive influence on “attractions” of self-service
restaurants

2.6 Effects of Consumers’ Technology Involvement on Consumers’ Perceived Values

Consumers’ different involvement in products or services will generate different perceived values to products or
services, and the subsequent decisions and behaviors will be different (Schiffman & Kanuk, 2000; Blackwell et al.,
2001; Hanna & Wozniak, 2001). Belanche, Flavian, & Alfredo (2016) defined the involvement in products or
services as the consumers’ value cognitions on importance of products or services, depending on the inherent
demands, values and interests in products or services, just as the consumers have different acceptance to the changes
in consumption patterns due to different technology involvement in self-service restaurants. If the consumers put
great mental efforts and pay lasting attentions, they will feel the values brought by products. Therefore, higher
technology involvement indicates higher perceived values to self-service restaurants, and consumers will be willing
to invest in relevant consumptions (Laurent & Kapferer, 1985). On this basis, this study inferred the following
hypothesis:

H6: Consumers’ “technology involvement” would have significant positive influence on consumers’ “perceived
values”

2.7 Effects of “Attractions” of Self-Service Restaurants on Consumers’ Perceived Values

Cong et al. (2008) indicated that themed restaurants create a unique atmosphere and provide services and dinners in a
pleasant way to enable the consumers to feel the restaurants’ attractions, such as environment, design, theme, to seize
the hearts of consumers. This study formulated the attractions of self-service restaurants for five items: creation,
facilities, services, themes and participation, to measure the consumers’ views on the attractions of self-service
restaurants.

The attractions refer to the consumers’ evaluations on various options in the market, and the perceived values will be
produced by measuring the satisfaction of the demands (Jones, Motherbaugh & Beatty, 2000). Hence, the consumers
will form their value cognitions if feeling the attractions of self-service restaurants, such as themes, facilities and
services of restaurants. If the consumers feel the attractions, their perceived values, consumption behaviors and
intentions will be improved (Bolton & Drew, 1991; Lovelock, 2001; Kwun & Oh, 2004). On this basis, this study
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inferred the following hypothesis:

H7: “Attractions” of self-service restaurants would have significant positive influence on consumers’ “perceived
values”

2.8 Effects of “Attractions” of Self-Service Restaurants on Consumption Willingness

Morwitz & Schmittlein (1992) believed that the consumption willingness is the consumers’ evaluations and opinions
on products and will enable the consumers to generate actual purchasing actions. Fishbein & Ajzen (1975) believed
that, it is difficult to verify and trace the consumers’ actual behaviors (for instance, intending to try or willing to
spend money or recommending to others) in consumption situations, but only the willingness of certain behaviors
can be predicted. The consumption willingness can be measured with 3 items: intending to try, willing to spend
money, recommending to others.

The attractions are to measure the attractive strength of a subject matter, and the internal driving power can positively
affect the consumers’ consumption willingness (Leiper, 1990). Peter & Weiermair (2000) believed that, based on
relevant management methods and creativity by combining with the strategies and methods to attract the consumers,
the attractions can be created and the consumption willingness will be promoted. For example, regarding self-service
restaurants, the consumers will feel the attractions and produce the consumption willingness due to innovative
services and unique facilities. Moreover, as the attractions increase, the consumers’ willingness will be enhanced,
which is the optimal index to predict the future consumption of consumers. On this basis, this study inferred the
following hypothesis:

H8: “Attractions” of self-service restaurants would have significant positive influence on consumption willingness
2.9 Effects of Consumers’ Perceived Values on Consumption Willingness

The perceived values will affect the consumers’ impressions on products, while the values provided by products will
affect the consumers’ consumption willingness (Hulten, 2011). Hence, if the higher any product or service makes the
consumers believe the value is, it indicates that the higher the perceived value of this product or service is, which
will positively affect the consumers’ consumption willingness for this product or service (Dodds, Monroe & Grewal,
1991). It was pointed out in the past that the consumers’ perceived values of casual restaurants have positive effects
on the consumption willingness (such as, recommending to others, improving visit frequency) (Ryu et al., 2010).
Therefore, the consumers’ perceived values will affect the consumption willingness (Cronin, Brady & Hult, 2000).
Based on above, this study inferred the following hypothesis:

H9: Consumers’ “perceived values” of self-service restaurants would have significant positive influence on
consumption willingness

2.10 Effects of Consumers’ Consumption Willingness on the Relationship Modes of Self-Service Restaurants

Berger (1979) believed that, when facing self-service restaurants, the consumers will be motivated to understand
them. Under this condition, information searching behaviors will be promoted to be increased, and thus the two types
of certain consumption willingness and uncertain consumption willingness will be produced. When the consumers
trust the self-service restaurants, the novel consumption models based on technology involvement will enable the
consumers to interact and cooperate with the self-service restaurants and improve the exchange willingness and
frequency. The more certainly the group consumes, the higher the produced consumption willingness will be (Gefen,
2000; Chiu et al., 2006); otherwise, the group with more uncertain consumption intentions will produce differentiated
cognitions due to selections on personal values (Lazarus & Folkman, 1984). On this basis, the following hypothesis
is proposed:

H10: Groups with different consumption willingness are significantly differentiated in the path strength of
relationship models of self-service restaurants

3. Research Design and Data Analysis
3.1 Research Framework

In conclusion, this study discussed the effects of experience connotation, service characteristics and technology
involvement on the attractions of self-service restaurants, consumers’ perceived values and consumption willingness,
and the relationship model paths of groups with different consumption willingness in self-service restaurants and the
differentiation in relationship strength (see Figure 1).
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Figure 1. Research framework

3.2 Sample Structure

In this study, the consumers who had eating-out experience were taken as the study subjects and 700 questionnaires
were sent by staff to carry out the convenient sampling survey. After 50 invalid questionnaires were excluded, the
valid questionnaires were 650, and the recovery rate was 92.9%. By analysis on the recovered samples, it is learnt
that, in terms of personal information, based on gender, women account for the largest proportion of 55.4%, and the
next is men, accounting for 44.6%; based on age, those who aged between 25 and 34 account for the largest
proportion of 38.3%, and the next is those who aged between 15 and 24, accounting for 36.0%; based on living areas,
those who live in the southeast region and offshore islands account for the largest proportion of 41.3%, the next is
those who live in the north region, accounting for 30.9%; based on education backgrounds, those who have the
university (college) degrees account for the largest proportion of 75.5%, the next is those who have the postgraduate
degrees (master's degrees, doctorates) or above, accounting for 11.5%; based on occupations, those who are
freelancers account for the largest proportion of 29.5%, the next is students, accounting for 26.5%; those who have
the average monthly income of NTD 10,001-30,000 account for the largest proportion of 46.8%, the next is those
who have the average monthly income of below NTD 10,000, accounting for 36.2%.

3.3 Reliability and Validity Analysis of Formal Survey

In order to guarantee the questionnaire reliability and validity, this study conducted the reliability and validity
analysis on 650 valid questionnaires. In this study, the questionnaire reliability and validity are evaluated with the
Cronbach’s a value and exploratory factor analysis. According to Nunnally (1978), if the Cronbach’s a value is
greater than 0.7, it indicates the high internal consistency which can be called as high reliability. Kerlinger (1978)
proposed that the correlation coefficient of item to total is required to meet the decision criteria of being greater than
0.5. This study results show that the Cronbach’s o value and correlation coefficients of all dimensions meet the
criteria, as a result, the overall questionnaire reliability of this study is good (see Table 1).

As for validity analysis, the exploratory factor analysis (EFA) was used to verify the questionnaire convergent
validity. The factors with the characteristic values greater than 1 are extracted by the principal component analysis.
By the varimax rotation analysis, it is learnt that the variables under the 6 dimensions, such as experience
connotation, service characteristic, technology involvement, attraction, perceived value and consumption willingness,
can be classified into the same factors. The factor loadings of all variables in all the factors are larger than 0.5, and
the cumulative explained variances of all the factors are larger than 50%, which indicates that all the questionnaire
dimensions have the convergent validity (see Table 1).

This study evaluated the reliability and the validity based on the two indexes which are the composite reliability (CR)
of latent variables and the average variance extracted (AVE) of latent variables. The decisions are made on the
principle that the CR value is greater than 0.6 and the AVE value is greater than 0.5 (Fornell & Larcker, 1981). The
values of composite reliability (CR) of latent variables in all factors are between 0.8823 and 0.9278 and larger than
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0.6, indicating that all the dimensions of this study have good internal consistency. The average variance extracted
(AVE) of latent variables is ranged from 0.5097 to 0.6480, which is larger than 0.5 and meets the ideal value,
indicating that all the dimensions have the convergent validity (see Table 1).

Table 1. Reliability and validity analysis of formal survey (n=650)

Item-to-total . Cumulative Component Av?rage
. . Factor Eigen . Cronbach o variance
Factors and items Mean  correlation - explained reliability
coefficient loading  value variation% a value (CR) extracted
(AVE)
Experience connotation
The decoration design of
self-service restaurants  5.43 784 .868
shall be in creative style.
The catering equipment
offered in self-service 531 682 792
restaurants shall be
unique.
The self-service
restaurants  create  the
styles  different  from 555 676 187
normal restaurants. 3.609 60.151 .866 0.9002 0.6017
The architectural
appearance of self-servu.:e 551 626 748
restaurants shall be in
special style.
The food in self-service
restaurants shall be set 5.19 .624 743
fashionably.
The food names in
self-service restaurants  4.94 .583 .706
shall be creative.
Service characteristics
The self-service
restaurants  shall offer 6.60 .681 784
meals properly.
The self-service
restaurants shall provide 6.58 .657 779
clear and readable menus.
The dishes in self-service
re_staurants shal_l con5|stept 6.58 638 750
with  the pictures in
menus.
The self-service
restaurants shall enable
the consumers to feel 6.45 .632 743 4,078  50.975 .861 0.892 0.5097
comfortable in operating
machines.
The self-service
restaurants  shall hgve 6.63 566 705
clear operation
instructions.
The self-service
restaurants shall prow'de 6.45 578 684
the customers with
complaint channels.
The self-service 6.15 555 637

restaurants shall complete
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services at the promised
time.

The ordering machines in
self-service restaurants
shall correctly inform the
consumers the delivery
time.

6.06

.523

.609

Technology involvement

I believe | can use the
systems of the self-service
restaurants on my own.

5.82

716

.809

The ordering systems and
instruments in self-service
restaurants are easy to be
operated.

5.93

.657

770

I am not afraid of using
new technological
products.

6.22

.641

754

Automatic ordering
systems are the practical
ordering way.

6.14

.633

747

| like to order the food I
want on my own.

6.37

574

.698

I can accept to operate the
instruments in self-service
restaurants on my own.

6.14

.542

672

Self-service restaurants
are the future tendency.

5.69

.532

.651

3.735

53.351

.853 0.8886 0.5338

Attractions

Free operation in
self-service restaurants
will be deeply attracted to
me.

5.71

.782

.850

The special facilities in
self-service restaurants
will be attractive to me.

5.80

.762

.837

The innovative
consumption models in
self-service restaurants
will be attractive to me.

5.83

738

.820

The atmosphere of
freedom in self-service
restaurants will attract me
to spend money.

5.70

.738

.810

The self-service
restaurants are the
particularly interesting
ways of dining.

5.99

715

.801

The ordering information
of self-service restaurants
is worth understanding.

5.93

.697

.781

The unattended
environment of
self-service restaurants
makes me relax.

5.44

.643

.730

4.537

64.810

.909 0.9278 0.6480

Consumers’ perceived values

The space of self-service
restaurants will be leisure.

5.61

q72

.888

The self-service

5.72

715

.851

3.016

60.311

.831 0.8823 0.6031
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restaurants can provide a
comfortable dining
environment.

I believe self-service
restaurants can promote
exchanges and friendship 5.22 .629 775
between  friends and
relatives who share meals.

The equipment in
self-service restaurants is 5.86 519 .680
technologically valuable.

I believe that the CP

values of the food

provided by self-service

restaurants will be higher 5.10 .506 .663
than those of the food

provided by restaurants

with service staff.

Consumption willingness

I am willing to try the
special dinning models
provided by self-service
restaurants.

5.97 .800 .866

I am willing to invite my
friends to have meals in 5.90 .768 .837
self-service restaurants.

I am full of curiosity and
expectation to self-service 5.95 751 .829
restaurants.

I am willing to use the
self-ordering systems of 6.08 751 .828

. 4533 64.760 .908 0.9276 0.6475
self-service restaurants.

At the same price, | am
willing to go to the
self-service restaurants for
consumption.

5.55 .698 .784

With the same food
quality, I am willing to try  5.76 .705 782
self-service restaurants.

I am willing to use the
tableware  self-recycling
ways of  self-service
restaurants.

5.94 .592 .695

3.4 Confirmatory Factor Analysis

In order to confirm the efficiency of measuring dimensions, this study carried out the confirmatory factor analysis
(CFA) with AMOS software on the measurement models of six dimensions such as experience connotation to
self-service restaurants, service characteristics of self-service restaurants, consumers’ technology involvements,
attractions of self-service restaurants, consumers’ perceived values and consumers’ consumption willingness.
According to the model proposed by Carmines & Maclver (1981), the fit indicators shall meet the ideal standard,
thereinto, the ratio between Chi-square value and degree of freedom is no more than 3, RMSEA is less than 0.05 and
the values of GFI, AGFI , NFI, RFI and CFI are greater than 0.9 (Bagozzi & Yi, 1988; Joreskog & Sorbom, 1989).
The results show that, among the fit indicators of the measurement model, the value of ¥%/df is 1.713, the value of
GFl is 0.915, the value of AGFI is 0.9, the value of NFI is 0.923, the value of RFI is 0.914, the value of CFI is 0.966
and the value of RMSEA is 0.033, indicating that the fitness of all the measurement models reaches the acceptable
range. Therefore, in this study, the fitness of the measurement model is good, representing that this measurement
index has the construct validity and the measurement efficiency.
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4. Analysis on Competing Model of Groups With Certain and Uncertain Consumption Willingness

For 650 valid questionnaires collected, this study took the situations that people are certainly or uncertainly willing
to spend money in self-service restaurants in the future as the block variables and divided the respondents into two
groups. Totally, there are 498 questionnaires from the people who are certainly willing to spend money in self-service
restaurants and 152 questionnaires from the people who are uncertainly willing to spend money in self-service
restaurants.

In this study, the intergroup model comparison was conducted with AMOS software for the consumers who are
certainly or uncertainly willing to spend money in self-service restaurants to discuss whether the consumers with
different willingness have significant disturbing effects on the relationship between all dimensions and analyze the
competition models. The results show that the value of ¥*/df is 1.524, the value of MRM is 0.063, the value of GFI is
0.867, the value of AGFI is 0.842, the value of NFI is 0.873, the value of RFI is 0.857, the value of CFl is 0.952 and
the value of RMSEA is 0.028, which meet the principles of good models. Therefore, the fitness of the competition
model in this study is good, indicating that this model is acceptable. The estimated values of the normalizing
parameters in this competition model are analyzed as follows:

(1) The two groups have no significant difference (t=-0.381) in (H1) the effect strength of the experience connotation
to self-service restaurants on the paths to the restaurants’ attractions. In terms of effect coefficients, the groups with
certain and uncertain consumption intentions both believe that the experience connotation to self-service restaurants
will significantly affect the attractions of self-service restaurants.

(2) The two groups have no significant difference (t=1.649) in (H2) the effect strength of the experience connotation
to self-service restaurants on the paths to the consumers’ perceived values. In terms of effect coefficients, the groups
with certain and uncertain consumption intentions both believe that the experience connotation to self-service
restaurants will significantly affect the consumers’ perceived values.

(3) The two groups have no significant difference (t=1.151) in (H3) the effect strength of the service characteristics
of self-service restaurants on the paths to the attractions of self-service restaurants. In terms of effect coefficients, the
groups with certain and uncertain consumption intentions both believe that the service characteristics of self-service
restaurants will not significantly affect the attractions of self-service restaurants.

(4) The two groups have no significant difference (t=-0.515) in (H4) the effect strength of the service characteristics
of self-service restaurants on the paths to the consumers’ perceived values. In terms of effect coefficients, the groups
with certain and uncertain consumption intentions both believe that the service characteristics of self-service
restaurants will not significantly affect the consumers’ perceived values.

(5) The two groups have no significant difference (t=1.558) in (H5) the effect strength of the consumers’ technology
involvement on the paths to the attractions of self-service restaurants. In terms of effect coefficients, the groups with
certain and uncertain consumption intentions both believe that the consumers’ technology involvement will
significantly and highly affect the attractions of self-service restaurants.

(6) The two groups have significant difference (t=2.266) in (H6) the effect strength of the consumers’ technology
involvement on the paths to the consumers’ perceived values. By comparing the effect coefficients, the group with
uncertain consumption intentions has higher effects which are positive on this path than the group with certain
consumption intentions, indicating that the group with certain consumption intentions will improve the feelings to
perceived values even more due to the consumers’ technology involvement.

(7) The two groups have significant difference (t=-2.046) in (H7) the effect strength of the attractions of self-service
restaurants on the paths to the consumers’ perceived values. By comparing the effect coefficients, the group with
certain consumption intentions has higher effects which are positive on this path than the group with uncertain
consumption intentions, indicating that the group with certain consumption intentions will greatly improve the
perceived values even more due to the attractions of self-service restaurants.

(8) The two groups have no significant difference (t=0.511) in (H8) the effect strength of the attractions of
self-service restaurants on the paths to the consumers’ consumption willingness. In terms of effect coefficients, the
groups with certain and uncertain consumption intentions both believe that the attractions of self-service restaurants
will significantly and highly affect the consumers’ consumption willingness.

(9) The two groups have significant difference (t=-1.933) in (H9) the effect strength of the consumers’ perceived
values on the paths to the consumers’ consumption willingness. By comparing the effect coefficients, the group with
certain consumption intentions has higher effects which are positive on this path than the group with uncertain
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consumption intentions, indicating that the group with certain consumption intentions will greatly improve the
consumption willingness due to the consumers’ perceived values.

In conclusion, the groups with certain and uncertain consumption intentions have 3 significant differences on the
paths to all dimensions, indicating that the relationship strength of the groups with certain and uncertain consumption
intentions on part of the paths is significantly different. Hence, the hypothesis H10 is partially supported, showing
that different consumption willingness really does cause the difference in relationship structure, which is an
important finding of this study (see Table 2).

Table 2. Comparative analysis of the multi-group competing model

Evaluation value of
standard parameters

Certain Uncertain

Hypotheses . . Ttest
consumptio  consumptio
n intentions  n intentions
n=498 n=152

H1: “Experience connotation” to self-service restaurants would have 0. 07*k 0.21%% 0381

significant positive influence on the “attractions”

H2:“Experience connotation” to self-service restaurants would have

T o e . » 0.139*** 0.249*** 1.649
significant positive influence on consumers’ “perceived values

H3:“Service characteristics” of self-service restaurants would have

significant positive influence on the “attractions” -0.065 0.031 1151

H4:“Service characteristics” of self-service restaurants would have

L o o . - 0.02 -0.009 -0.515
significant positive influence on consumers’ “perceived values

EINT3

H5: Consumers’ “technology involvement” would have significant

*k*k *kk
positive influence on “attractions” of self-service restaurants 0.615 0.709 1558

LENT3

H6: Consumers’ “technology involvement” would have significant

o . - -0.033 0.231** 2.266**
positive influence on consumers’ “perceived values
H7:. .Attll‘actlons of self-serwc’e“restau.rants Woulsi’ have significant 0.685%** 0.403%** -2 046**
positive influence on consumers’ “perceived values
H8:_ Attr.actlons of self-servpe restaurants would have significant 0.78%** 0.844%%* 0511
positive influence on consumption willingness
H9: Consumers’ “perceived values” of self-service restaurants would 0.161%** 0.066 11.933*

have significant positive influence on consumption willingness

H10: Groups with different consumption willingness are
significantly differentiated in the path strength of relationship models partially supported
of self-service restaurants

Indicators of Model Adaptability

x? d.f. Pvalue x%/df. RMR  GFI AGFI NFI RFI  CFI RMSEA

2106.355 1382  .000 1.524 .063 .867 842 873 857 952  .028

*: P<0.1, **: P<0.05, ***:P<0.01

5. Conclusion and Suggestions
5.1 Research Conclusion

This study took the consumers who had eating-out experience as the study subjects to discuss the effects of the
experience connotation to self-service restaurants, service characteristics and consumers’ technology involvement on
the attractions of self-service restaurants, consumers’ perceived values and consumers’ consumption willingness, to
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establish the relationship models and to compare the difference of groups with different consumption willingness.
The study results are as follows:

(1) The experience connotation to self-service restaurants has significantly positive effects on the attractions of
self-service restaurants, and this result is the same with the viewpoints presented by Bake & Crompton (2000);
Fennell (2002), indicating that the consumers’ experience with some products or consumption situations given by
self-service restaurants will improve the restaurants’ attractions.

(2) The experience connotation to self-service restaurants has significantly positive effects on the consumers’
perceived values, and this result is the same with the viewpoints presented by Norris (1941); Monroe (1990);
Holbrook (1999), Schmitt (2000); Pine & Gilmore et al. (2003). Hence, once being stimulated by experience, the
consumers will generate individual’s subjective perceived values in their minds to judge the commodity or service
quality.

(3) The service characteristics of self-service restaurants have no significant effect on the attractions of self-service
restaurants, and this result is inconsistent with the study hypothesis, indicating that the self-service model in
self-service restaurants may enable the consumers to spend more time and energy to understand, compared with most
of the current consumption models equipped with service staff. Therefore, the service characteristics of self-service
restaurants will not improve the attractions.

(4) The service characteristics of self-service restaurants have no significant effect on the consumers’ perceived
values, and this result is inconsistent with the study hypothesis, indicating that the customers may generate perceived
values based on the service quality of the service staff. The feelings of perceived values will not be improved for no
staff will provide services in self-service restaurants.

(5) The consumers’ technology involvement has significantly positive effects on the attractions of self-service
restaurants, and this result is the same with the viewpoints presented by Mclintyre (1989); Mcintyre & Pigram (1992);
Kyle & Mowen (2005), indicating that, for self-service restaurants, the cognitions on the attractions of restaurants
will be produced due to high technology involvement of consumers.

(6) The technology involvement of the group with certain consumption intentions has no significant effect on the
consumers’ perceived values, and the technology involvement of the group with uncertain consumption intentions
will significantly improve the feelings of perceived values. Hence, the group with uncertain consumption intentions
will improve the value perception to the self-service restaurants due to high technology involvement.

(7) The attractions of self-service restaurants have significantly positive effects on the consumers’ perceived values,
and this result is the same with the viewpoints presented by Bolton & Drew (1991), Motherbaugh & Beatty (2000),
and Lovelock et al. (2001). If feeling the attractions of self-service restaurants, the customers will form their value
cognitions, such as themes, facilities and services of the restaurants. If the consumers are made to feel attracted, the
consumers’ perceived values and the consumption behavior intentions will be improved, especially for the group
with certain consumption intentions.

(8) The attractions of self-service restaurants have significantly positive effects on the consumers’ consumption
willingness, and this result is the same with the viewpoints presented by Leiper (1990), Peter & Weiermair (2000).
For example, regarding the self-service restaurants, the customers will feel the attractions and generate the
consumption willingness due to innovative services and unique facilities. Furthermore, as the attractions increase, the
customers’ willingness will be improved, which is the optimal index to predict the future consumption of the
customers.

(9) The group with certain consumption intentions will greatly improve the consumption willingness due to value
cognitions, and the group with uncertain consumption intentions will not improve the consumption willingness
despite of value cognitions. Hence, the perceived values of the group with certain consumption intentions have
highly positive effects on its consumption willingness.

5.2 Managerial Implications

This study discussed the effects of the experience connotation to self-service restaurants, service characteristics and
consumers’ technology involvement on the attractions of self-service restaurants, consumers’ perceived values and
consumers’ consumption willingness. Based on the empirical analysis, this study established the relationship models
of all dimensions and the efficient measurement variables, which can provide important study tools and relevant
concepts to the academic circle and the industrial circle with academic value and practical value.

By comparing 3 independent variables, it is found from the study results that, for those who eat out, the experience
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connotation will have positive effects on the attractions and the perceived values, the consumers’ technology
involvement has significantly positive effect on the attractions of self-service restaurants, the attractions of
self-service restaurants have significantly positive effects on the consumers’ perceived values, and the attractions of
self-service restaurants and the consumers’ perceived values have significantly positive effects on the consumption
willingness.

As a result, the self-service restaurants containing the 2 factors of experience connotation and technology
involvement will enable the consumers to produce the positive attraction to the self-service restaurants. Accordingly,
in promotion of self-service, the restaurant operators can design situations in various styles and technological
operation modes to attract the consumers to gain more novel experience, in order to improve the attractions of
self-service restaurants. For instance, in self-service restaurants, the food delivery service offered by robots enables
the consumers to automatically order dinners and settle accounts. Technological innovation and unique facilities are
used to enable the consumers to experience the modern technology, to be fascinated and to improve the values, and
then produce the consumption willingness.

On the contrary, the service characteristics of self-service restaurants will not improve the attractions and perceived
values of self-service restaurants. Therefore, it is suggested that, when developing self-service restaurants, the
restaurant operators can import the semi-self-service mode to enable the consumers to gradually accept the
technological product and the semi-self-service and thus to produce the positive perceived values, then they can
further accept the self-service operation mode.

5.3 Research Limitations and Suggestions

Many factors affect the consumers going to self-service restaurants, wherein, this study only discussed the
experience connotation service characteristics and technology involvement. In the future study, more variables will
be added in to perfect the relationship models. Moreover, the consumers referred in this study are Taiwanese, but in
the future, the in-depth study will be conducted for the consumers of other nationalities to discuss the difference in
consumption of people from other cultures. In addition, the association models established in this study can also be
applied in other kinds of catering industry, which can make the conceptual framework of the study more universal
and increase the value of study.
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