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Abstract This study examined the relationships between the service convenience of restaurant kiosks and
customer value, satisfaction, and trust. To this end, analyses were conducted with adults aged at least
18 years throughout the country who reported that they had used restaurant kiosks at least once over
the last year. Information on restaurant kiosks was provided to minimize the possibility of errors in the
survey. According to the results, first, the decision-making convenience and the convenience of
restaurant kiosks were shown to have significant effects on the customer value. On the other hand, the
place convenience and transaction convenience had no significant effect on customer value. Second,
customer value was shown to have significant effects on trust and satisfaction. Third, trust was shown
to have significant effects on satisfaction. If a restaurant considers kiosks in terms of customer service
convenience, not labor cost reduction, they will maintain long-term relationships and enhance their
differentiation by increasing satisfaction and trust. This study aims to present differentiated marketing

strategies and practical implications of restaurants that have introduced kiosks.
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Table 2. Correlation analysis

Division 1 2 3 4 5 6 7

1. Decision making | .834a
2. Place 548" | .779a
3. Transaction 625" |.618™* | .840a
4. Benefit .690™* |.658™* |.641** | .884a
5. Customer value |.642**|.613**|.630™|.677** | 911a
6. Trust .584™*| 579* | 551**|.533** | 691** | .871a
7. Satisfaction B27*| 567* | .566**|.655** | 643" |.642™* | .867a

Mean 3.54 | 3.62 | 3.28 | 3.37 | 3.39 | 3.60 | 3.56
Standard deviation | .771 | .940 | .796 | .801 | .838 | .643 | .721
a: Average variance extracted, **p{.01
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