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Abstract. The COVID-19 pandemic has accelerated the adoption of many kinds of technology in the food
service industry. One of the commonly encountered technologies is Self-Order Kiosk (SOK). This study
aims to determine the impact of self-order kiosks related to their service quality on customer experiences,
whether it is satisfied or not. The research focuses on McDonald's as the fast-food category, which
implemented SOK in 2018 to improve its services. The study's research method was quantitative, with data
collection through a questionnaire to 117 respondents. The research object was McDonald's Citra Garden 6,
with their customers as the population. The result of this study indicates that there are significant impacts
between the self-order kiosk and customer experience, service quality to the customer experiences, and a
significant impact between the self-order kiosk and service quality to the customer experience of

McDonald's Citra Garden 6.

1 Introduction

COVID-19 was defined as an epidemic in March 2020
after a growing number of countries reported confirmed
cases and fatalities [1], as they have adapted to COVID-
19 by creating regulations to prevent the spread of the
virus. As one of the countries hit by COVID-19, Indonesia
has enforced widespread societal restrictions or temporary
lockdowns [2]. It was designed to establish physical
separation [3]. This regulation is forcing people to learn
new ways to connect with their loved ones by replacing
face-to-face and online services through technology [4].

People's behaviours and routines have changed,
affecting almost every aspect of life [S5]. They are more
concerned about healthcare, shifting to online activities,
reducing the number of people in one space because of the
restriction, and creating the habit of working from home
[6-7]. As many industrial sectors have been affected by
COVID-19, the food service industry is the worst affected
sector [8]. The regulation has dramatically affected the
food service business because it produces essential needs
such as food and beverage for people [9-11]. Many
restaurants are closed, but others are also shifting from
conventional service systems to technology [11] that does
adapt to regulations implemented by the government
during the pandemic, even though the technology was
used before the emergence of COVID-19.

As a result of government regulations restricting
people from dining at the restaurant, several restaurants
have begun to offer food delivery over the internet, and
the number of food delivery services has increased
rapidly. Many smaller companies have phased out their
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physical stores in favour of a cloud kitchen network
model. At the same time, larger chains will adopt a hybrid
of traditional kitchens, online preparation, and delivery
[12-13]. One of the most important ways to get through
the epidemic is to use the connectivity provided by
Information and Communication Technology (ICT) [5].
Online ordering and delivery apps, contactless payment,
online table reservation systems, digital menu boards for
kitchen staff, automated inventory management software,
QR code menu access, and air purification technology are
all examples of technological solutions for online and in-
person services [11].

Technology improvements in food processing,
preparation, and service were implemented as the
restaurant industry struggled to cope with the COVID-19
pandemic [14]. Newton [14]also stated that technologies
such as robotics, mobile apps, the Internet of Things
(IoT), and self-service kiosks were the most applicable to
the business and had the most impact on it. Every
restaurant, especially fast-food chains, needs technology
that keeps up with current trends to operate appropriately
[15]. One of the biggest fast-food chains, McDonald's,
implemented electronic payment, digital menu display,
and artificial intelligence before the COVID-19 pandemic
[16-21]. McDonald's Indonesia is an example of a fast-
food chain that has adopted new technology to better serve
its patrons [22]. In 2018, McDonald's Indonesia installed
a touchscreen self-order kiosk system to eliminate the
need to buy and pay at the cashier, this touchscreen device
is increasingly installable [19].

McDonald's considers by providing the menu in
digital form and allowing customers to select their own
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option via touching the display of the device, self-order
kiosk will make customers feel more convenient when
placing orders. These kinds of technological
advancements are affecting the customer experience by
altering the capabilities of service departments and
systems [23]. The researchers have chosen McDonald's
because, based on GoodStats' culinary preference analysis
found that 46,6% of Indonesians favour McDonald's over
other fast-food establishments [24]. But when compared
to the Top Brand Index survey in the fast-food category,
McDonald's service is still in second place [25-26]. The
McDonald's at Citra Garden 6 in Jakarta is one of the
several McDonald's chains that has adopted the self-order
kiosk to better serve the customers. Regrettably, there
were several challenges that customers faced when using
the self-order kiosk's system.

The large number of customers at McDonald's Citra
Garden 6's self-order kiosk necessitates the presence of
personnel to help them navigate the menu. Customers
who choose to pay in cash must go to the cashier, which
gives an extra step in the transaction. McDonald's delivers
dine-in orders directly to customers' tables to encourage
them to spend more time dining and less time in line [27].
However, in crowded times, this slows down all the
processes from ordering to meal delivery due to a lack of
available staff. Customers experience dissatisfaction
because of extended amounts of time for waiting. Those
statements are based on researcher observation and
supported by Yesika's study [28]. It could be determined
that it was the opposite of the expectations set by
McDonald's regarding customer experiences.

The researchers were interested in analysing The
Impacts of Self-Order Kiosk and Service Quality on
Customer Experience in McDonald's Citra Garden 6
Jakarta. The research problems of this study are:

a. How does the self-order kiosk at McDonald's Citra
Garden 6 help the customer in order?

b. How is the service quality at McDonald's Citra
Garden 6?

c.  How about the customer experience who have been
visiting McDonald's Citra Garden 6?

d. Do the self-order kiosk and service quality have an
impact on customer experience at McDonald's Citra
Garden 6?

The purpose of data information can be used to inform
policy and considerations regarding the evolution of the
self-order kiosk and service quality to enhance
McDonald's service performance.

2 Literature Review

2.1 Self-Order Kiosk (SOK)

A self-order kiosk is the most recent innovative
technology restaurants offer to enhance the customer
experience, particularly in quick-service establishments
[29]. It is also known as Self-Service Technology (SST)
that has gained popularity in the food service business in
recent years [18]. Meanwhile, according to Yesika [30],
Self-Order Kiosk (SOK) known as interface technology

that enables consumers to create a service without the
involvement of company employees independently. By
using a self-order kiosk, it is possible to provide a service
that is more effective in attracting consumers [31]. Tsai &
Gheeta [32] stated that the idea of a self-service kiosk
refers to a touchscreen machine that enables customers to
privately deliver services without personnel intervention.
Self-Order Kiosks (SOK) are replacing the traditional
interaction between the service provider and the
customers[33] which the customers can submit orders
independently [22]. According to Akcam [34], self-order
kiosks are computerized touchscreens devices that
simplify the ordering process by showing menu options
which customer can choose the items they want, offering
deals based on the customers' choices, and processing
transactions. Abdul Hamid [35] stated that a self-service
kiosk, commonly called an interactive kiosk, is a compact,
self-contained structure used to display information or
facilitate operations. According to Park [36], there are
seven dimensions of self-order kiosk quality as self-
service technologies that create a significant effect on
customers' expectations, those are:

1. Functionality is the features, skills, and benefits of a
product or service, such as a computer software
program.

2. Enjoyment is considered a sense of pleasure
regarding service experiences.

3. Security is the processes, resources, and people that
protect an organization's digital assets from
unauthorized access or use.

4. Assurance is the reflection of how confident a
technology or system can protect itself and the
people and systems that depend on it from the
variety of external and nearby access risks it will
face throughout its lifecycle.

5. Design is the process of creating and identifying the
physical and functional characteristics of an
electronic product.

6. Convenience is the effort and time required by
customers to access and use a service provided by a
business as a result customers do not need to expend
excessive effort and invest a significant amount of
time.

7. Customization is the process of modifying a product
or service to meet the preferences of an individual or
organization.

2.2 Service Quality

Parasuraman in Afthanorhan [37] defines service quality
as the difference between customer expectations and
supplier delivery. Service quality is the extent to which a
business exceeds consumer expectations in terms of
goods and services and delivery efficiency [38]. A
business's service quality standard may be described when
the expectation of consumers in terms of additional
services achieve their satisfaction [39].

However, according to Juliana [40], service quality is
the process of meeting the demands and goals of
customers in a way that is consistent with their
expectations of service. One definition of service quality
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in the service business is the capacity of a company to

prioritize client satisfaction above any other object [41].

In another view, service quality is seen as a complicated

predictor of customer happiness and as an indicator of the

recognized good or poor dimensional frameworks of

perspectives [42]. According to the statement made by

Ozkan [43], service quality is a method by which

customers evaluate whether or not the provided service

meets their standards. Service quality has been

comprehensively discussed as a determinant of customer

happiness and actions [44]. There are five dimensions of

service quality stated by Pasuraman in Yesika [30]:

1. Reliability is the quality of being dependable and
trustworthy.

2. Assurance is the staff's skill at making the client feel
safe and cared for.

3. Tangibles refer to the equipment and people
involved in the activity.

4.  Empathy is the staff's genuine desire to help their
clients.

5. Responsiveness is being ready to assist customers
and give them the focus they deserve.

2.3 Customer Experience

The customer experience is the cumulative result of
several interactions that take place between a customer
and a service supplier [23], which can affect the success
of a company and influence customer outcomes [45-46].
The physical and emotional reactions of customers to a
company's products and services create the customer
experience [47]. Each product or service has the potential
to evoke a unique emotional response from the customer
due to the use of encounters. From a company's point of
view, customer experience has become an important
marketing idea that aims to give customers something
unique, enjoyable, and memorable [48-49]. This has to do
with how brand knowledge affects a good customer
experience and how that affects customer retention and
income [50].

According to Septian's study [51], customer
experience is an internal and subjective customer
response as a result of direct or indirect interaction with
the company. The direct interaction, for example, when
we do purchase or use the services, and the indirect, more
like recommendations, criticisms, ads, or reviews.
Customer experience refers to people's impression of a
product or service from the first interaction until resuming
transactions and giving feedback or even switching
platforms [52-53]. In the buying process, a customer not
only buys the products or services but also buys the
experiences. These experiences can be divided into
several types, according to Robinnete dan Brand [50,
54,55], there are five kinds of experiences:

a.  Experience in Product
Customers' memories will be made by the usage of
the product. Businesses should design their goods
with the end user in mind.

b.  Experience in Environment

Focused on how the company's atmosphere is
perceived by its customers. The setting plays an
essential part in shaping the purchasing experience.
c.  Experience in Loyalty Communication
Offering the finest possible service to win over the
satisfaction of customers.
d. Experience in Customer Service and Social
Exchanged
Customers are more likely to have loyalty to a
company if they feel they can trust its employees
through the manner.
e.  Experience in Events
Consumers will attend to learn about goods and
services.

There are five dimensions of customer experience,
pursuant to Schmitt in Septian [51], as a basis for overall
experience marketing analysis that is: sense, feel, think,
act, and relate.

a. Sense
Sense experience creates five-sense encounters
through sight, sound, touch, taste, and smell.

b.  Feel

Feel Experience uses communication (advertising),

goods (packaging and content), and product identity

to affect consumers.
c.  Think

This includes prospective, valuable, and expanding

elements. This facet was developed to attract the

curiosity of customers in the product.
d.  Act

The dimension of act experience refers to aspects

that affect lifestyle, behaviour patterns, and the

experiences of social interaction.
e. Relate

Relate experience connects customers to the culture

and social environment of a product's brand.

The dimension of customer experiences, according to
Schmitt in Septian [51]:

1. Sensory Experience

To make five-sense experiences: sight, sound, smell,

taste, and touch. Sensory experience comes from a

product and the environment, that included.

1) Unique design and product appearance that
attract customers with a taste that excites
customers.

2) Interior, lighting, sound, and scent of the store,
such as
a. Restaurant interior decor and furniture.

b. Lighting, natural and artificial, can make a
room feel bright and open.
c. Sound should help consumers to talk.
d. The restaurant smells that impact customers'
sense of smell.
2. Emotional Experience

Strategy and implementation affect customer

perceptions of a company through communication,

products, environment, website, and employees.

Consumers' emotions are triggered by events, agents

(people, entities, situations), and things. The

employees must have the following qualities to

deliver customer experience, such as



E3S Web of Conferences 426, 02073 (2023)
ICOBAR 2023

https://doi.org/10.1051/e3sconf/202342602073

a. Knowledge (the head), an employee must know
what customers want and need.

b. Attitude (the heart), employees must be
competent, friendly, and polite to customers.

c. Skill (the hand), workers must have skills to
provide a customer experience to get the product
or services.

3. Social Experience

Through social experiences, customers become part

of a larger social environment, which helps brands

build stronger relationships and communities. The
most important parts of a brand are:

a. An identifier is anything that helps people
remember a company, product, or service. This
could be a name, image, colour, or shape.

b. Attributes are everything that comes to mind
when people think of a brand.

¢. Anassociation is a link between an identifier and
a trait in

There are several factors that can affect customer
experience based on Dani Wibowo's [56] study,

a. Accessibility, in terms of how simple it is for
customers to get their hands on and use goods.

b. Competence is the level of expertise possessed by the
service supplier.

c. Customer recognition means that the company notices
and values the customer's existence.

d. Helpfulness, customer confidence in
assistance quickly and easily.

e. Personalization is the customer's sense of being cared
for in a way that respects his unique needs and
preferences.

f. Problem-solving, the customer guarantees that the
issue has been resolved by the service supplier.

g. Promise fulfilment is the observance of commitments
made by service or product suppliers.

h. Value for time, satisfaction with the product's worth
for the customer's time.

getting

Self-Order
Kiosk X1)

Fig 1. Research Framework. Source: Primary Data (2023).

H; = The self-order kiosk has an impact on customer
experience.

H>= The service quality has an impact on customer
experience.

H3= The self-order kiosk and service quality have an
impact on customer experience.

3 Research Method

A research method is a plan for collecting and analysing
data in response to specific research questions [32]. In this

study, there are three variables. The Self-Order Kiosk
(SOK) (X1) and Service Quality (SQ) (X») as independent
variables, and Customer Experience (CE) (Y) as
dependent variable. The research used the quantitative
method, which uses numbers measured statically to reach
conclusions about the topic [57]. The location of the
research at Citra Garden 6, Kalideres, West Jakarta. The
research was held for three months, from early February
to April. Primary data collection techniques are through
filling out online questionnaires using Google Docs and
the link shared on social media such as LINE, WhatsApp,
and Instagram. This study used closed-ended multiple-
choice questionnaires with the research instrument using
the Likert scale 1 to 5 (1: strongly disagree: 2: disagree;
3: neutral; 4: agree; 5: strongly agree). Respondents were
asked to answer the statement which considered correct
based on the instrument. The statement used in the
research came from an indicator of each variable in the
framework illustrated below.

Table 1. Operational Variable X1.

Variable Indicator Scale

Functionality

The Self-Order Enjoyment Likert Scale
Kiosk Security (1-5)
(X1) Assurance
Design
Convenience
Customization

Source: S.Park [36].

Tabel 1 show there are seven indicators from variable
X1 “The Self-Order Kiosk™.

Table 2. Operational Variable X2.

Variable Indicator Scale
Tangibles
Service Quality Empathy Likert Scale
(X2) Reliability (1-5)
Responsiveness
Assurance

Source : Pasuraman in A. Yesika [30].

Tabel 2 show there are five indicators from variable
X2 “Service Quality”.

Table 3. Operational Variable Y1.

Variable Indicator Scale
Customer Sensory Likert Scale
Experience Emotional (1-5)
(YD) Social

Source : Schmitt in Septian [51].

Tabel 3 show there are three indicators from variable
Y1 “Customer Experience”.

The secondary data of this study comes from review
studies of books, literature, and reports that are related to
the variables used. The researcher decided to use a sample
calculation according to Sugiyono [57], the Cochran
formula is used to find the sample size when the number
of people in the population is unknown.



E3S Web of Conferences 426, 02073 (2023)
ICOBAR 2023

https://doi.org/10.1051/e3sconf/202342602073

ZZ
n= = (1)

n = Total sample needed

Z? = By value 1.96, prices are on the normal curve with
a 5% deviation.

p =50% chance of correctness

q =50% chance of being incorrect

e = 10% is the sample error rate (sampling error) used
in this study.

Therefore, the number of samples created,

_ (1,96)2(0,5)(0,5)
= "o 2)

n = 96,04

Sugiyono in Wina Almayanti & Chaerudin [58] also
stated in calculations that generate fractions (there are
commas), 96.04 should be adjusted up because it is a
fraction. Therefore, the sample size for this investigation
was 97 respondents. The criteria for the respondents were
customers who had visited, bought, or used the service in
McDonald's Citra Garden 6.

The research data analysis was tested using IBM SPSS
Statistic 25 Programs, which analysed through several
types of tests, including reliability and validity test,
analysis descriptive, hypotheses test, and multiple linear
regression analysis. The output of the test will be shown
in the next section.

4 Result

4.1 Profile Respondent

According to the data collected that has been distributed
to 117 respondents who have used the self-order kiosk at
McDonald Citra Garden 6. A proportionate number of
males, 38 responses (32.5%), and women, 79 responses
(67.5%), participated in the current study. The
respondent's ages range from below 17 to 45, with most
respondents being between 18 to 25 years old. Most
respondents work as employees, 45.3%, and students or
colleges, 43.6%. Their frequency of visiting McDonald's
Citra Garden 6 in a month range from 1-3 times a month
with 85 responses, 4-6 times a month with 13 responses,
every day with two responses, and when there is an
attractive promo, 17 responses, based on Tabel 4 shown
below.

4.2 Reliability and Validity Test

4.2.1 Reliability Test

A reliability test is used to determine whether statement
item is reliable or not if its Cronbach Alpha value exceeds
0.60. Tabel 5 shows the representations of the self-order
kiosk (X1), service quality (X2), and customer experience
(Y) are reliable, with Cronbach's Alpha values more than
0.60.

Table 4. Profile Respondent.

Gender Frequency  Percentage
Female 79 67.5%
Male 38 32.5%
Age Frequency  Percentage
<17 years old 5 5.1%
18 — 25 years old 71 60.7%
26 — 35 years old 16 13.7%
36 — 45 years old 7 5.1%
>45 years old 18 15.4%
Occupation Frequency  Percentage
Student/Colleague 51 43.6%
Entrepreneur 4 3.4%
Employee 53 45.3%
Housewife 6 5.1%
Business partner 1 0.85%
Ex-employee 1 0.85%
Not working 1 0.85%
Times of Visiting McD  Frequency  Percentage
Citra Garden 6
1-3 times a month 85 72.6%
4-6 times a month 13 11.1%
Everyday 2 1.8%
When there is an 17 14.5%
attractive promo at McD
Source: Primary Data (2023).
Table 5. Reliability test result.
Variable Cronbach’s Items  Result
Alpha
The Self-Order 0,907 9 Reliable
Kiosk
Service Quality 0,932 9 Reliable
Customer 0,962 17 Reliable
Experience

Source: IBM Statistic SPSS 25 (2023).

4.2.2 Validity Test

If R Count > R Table, the indicator items correlate
significantly with the total score (declared valid). Table 6
show that all the indicators from each variable are valid.

4.3 Descriptive Analysis

According to the Table 7 shown above, the respondent
with the lowest score, 4.21, shows statement 8, "Ordered
through self-order kiosk at McD Citra Garden 6 are
delivered on time to customers" with the lowest score.
This average value (4.21< 5) indicates that some
respondents were still dissatisfied with the length of time
they had to wait for the food.

"Self-order kiosk at McD Citra Garden 6 speeds me
up in ordering food" has the highest average (4.44 < 5)
indicates that the self-order kiosk at Mcdonald's Citra
Garden 6 work well to better serve their customers.
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Table 6. Validity test result.

Variable Indicator R R Result
Count Table
SOK 1 0,748 ~ Valid
SOK2 0,726 ~ Valid
SOK3 0,685 ~ Valid
The Self-Order SOK4 0,815 Valid
Kiosk (SOK) SOKS5 0,725 0.181 Valid
SOK6 0,790 ~ Valid
SOK7 0,765 ~ Valid
SOK8 0,713 ~ Valid
SOK9 0,718 Valid
SQ1 0,733 ~ Valid
SQ2 0,821 ~ Valid
SQ3 0,793 ~ Valid
Service Quality SQ4 0,753 Valid
SQ) SQ5 0,779  0.181  wvalid
SQ6 0,798 ~ Valid
SQ7 0,849 ~ Valid
SQ8 0,874 ~ Valid
SQ9 0,841 Valid
CEl 0,724 ~ Valid
CE2 0,791 ~ Valid
CE3 0,809 ~ Valid
CE4 0,834 ~ Valid
CE5 0,844 ~ valid
CE6 0,757 ~ Valid
Customer CE7 0,808 Valid
Experiences CES 0,820 0.181 Valid
(CE) CE9 0,883 ~ Valid
CEI10 0,831 ~ Valid
CE11 0,701 ~ Valid
CEI12 0,835 ~ Valid
CE13 0,843 ~ Valid
CE14 0,855 ~ Valid
CEl5 0,815 ~ Valid
CEl6 0,577 ~ Valid
CE17 0,747 Valid

Source: IBM Statistic SPSS 25 (2023).

Table 7. Descriptive analysis results of the self-order kiosk

Table 8. Descriptive analysis results of service quality (X2).

(X1).
. Number of Values Std.
Indicator N ) 3 n 3 Total Mean Deviation
X1.1 117 1 1 14 41 60 509 4,35 ,791
X1.2 117 1 0 7 60 49 507 4,33 ,670
X1.3 117 1 2 [10 36 68 519 4,44 ,792
X1.4 117 1 3 11 36 66 514 4,39 ,830
X1.5 17 1 2 11 50 53 503 4,30 ,780
X1.6 117 1 0 10 47 59 514 4,39 ,719
X1.7 117 1 1 18 44 53 498 4,26 811
X1.8 117 1 2 15 53 46 492 4,21 ,794
X1.9 117 1 2 13 52 49 497 4,25 ,787

Total Mean 4,324

Source: IBM Statistic SPSS 25 (2023).

Table 8 show that statement 4, "Customer's areas at
McD Citra Garden 6 are regularly cleaned and sanitized"
has the lowest value at 4.05, according to the data
processing above. Showed that the McDonald's Citra
Garden 6's employees are still rarely clean and sanitize
their surround.

"All McDonalds Citra Garden 6 products are
presented with good quality" has the highest average,
indicating that all the products from McDonald's Citra
Garden 6 serve the best quality.

Indicat Number of Values Std.
or N 1 2 3 4 5 Total ~ Mean Deviation
X2.1 1m0 3 1 5 5 503 4,30 734
7 0 3 1
X222 11 1 0 1 5 5 503 4,30 ,734
7 3002 1
X2.3 11 1 0 1 5 4 492 421 ,760
7 8 3 5
X2.4 11 1 2 2 5 3 474 4,05 ,808
7 3 5 6
X2.5 1 1 0 9 5 5 509 435 ,699
7 4 3
X2.6 11 1 4 9 4 5 507 433 ,830
7 4 9
X2.7 m 1 1 1 4 5 504 431 ,793
7 5 4 6
X2.8 11 3 2 1 4 5 492 421 ,905
7 4 7 1
X2.9 I 1 4 1 4 5 49 4,26 ,832
7 1 9 2
Total Mean 4,257
Source: IBM Statistic SPSS 25 (2023).
Table 9. Descriptive analysis results
of customer experience (Y).
. Number of Values Std.
Indicat N T 2 3 2 5 To Mea Devia
or tal n .
tion
Y.1 1m 2 1 1 35 66 51 438 ,849
7 3 3
Y2 11 1 4 1 42 58 50 4,30 ,854
7 2 3
Y.3 11 1 2 1 47 52 49 4,26 811
7 5 8
Y.4 11 1 1 1 51 47 49 421 ,786
7 7 3
Y.S5 11 1 2 1 46 50 49 4,21 ,829
7 8 3
Y.6 11 1 7 1 51 40 47 4,04 ,904
7 8 3
Y.7 11 2 4 2 38 48 47 4,08 ,957
7 5 7
Y.8 11 3 0 1 47 54 50 427 857
7 3 0
Y9 11 1 2 6 43 65 52 4,44 ,748
7 0
Y.10 11 1 2 1 47 55 50 4,31 ,793
7 2 4
Y.11 11 1 4 2 46 44 47 4,09 ,881
7 2 9
Y.12 11 1 3 1 43 56 50 4,28 ,839
7 4 1
Y.13 11 1 2 1 41 63 51 4,39 ,787
7 0 4
Y.14 11 1 1 1 37 65 51 4,40 ,788
7 3 5
X.15 11 1 0 [ 32 73 52 450 ,738
7 1 7
Y.16 11 3 1 1 33 66 50 435 913
7 4 9
Y.17 11 1 1 1 41 55 49 4,26 ,824
7 9 9
Total Mean 4,280

Source: IBM Statistic SPSS 25 (2023).

Table 9 above show that the lowest average value at
4.4, the statement "Music played on McDonald's Citra
Garden 6 makes the atmosphere comfortable", the
respondent suggested the music being played does not
have a big impact on comfort because sometimes the
music can be heard or not depends on the outlet situation.

"McD Citra Garden 6 brand logo/symbol display is
easy to recognize." has the highest average (mean) value
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at 4.50. Respondents believe that McD Citra Garden 6 is
easy to know and recognized by many people.

4.4 Hypotheses Test

4.4.1 Simultaneous Test (F-Test)

Table 10. F-Test Result.

ANOVA?*
Model Sum of df Mean F Sig
Squares Squar .
e
1| Regression 12838 2 6419, 439, ,00
,201 100 697 ob
Residual 1664,278 114 14,59
9
Total 14502,47 116
9

a. Dependent Variable: Customer Experience

b. Predictors: (Constant), Service Quality, Self-Order Kiosk
Source: IBM Statistic SPSS 25 (2023).
Table 10 show that a significance level of 0.00, which
is less than the commonly used threshold of 0.05, it is
possible to infer that both self-order kiosks and service

quality variables have a significant and simultaneous
impact on the customer experience.

4.4.2 Partial Test (T-Test)

Table 11. T-Test Result.

Coefficients®
Unstandardized Standardized
Coefficients Coefficients
Model B Std. Error Beta t Sig.
1 (Constant) -3,696 2,693 -1,373 ,173
Self-Order ,666 ,105 315 6,319,000
Kiosks
Service 1,320 ,097 ,676 13,549,000
Quality

Source : IBM Statistic SPSS 25 (2023).

Table 11 show that the results are obtained. The
significance value obtained for the self-order kiosk
variable is 0.000 < 0.05. This suggests there is a partial
impact of self-order kiosks on the customer experience.
The service quality variable also has a significance value
of 0.000 < 0.05, indicating there is a partial impact on
service quality and customer experience.
The test results from the F-Test and T-Test are

H; = The self-order kiosk has a significant impact on
customer experience.

H, = The service quality has a significant impact on
customer experience.

Hs = The self-order kiosk and service quality have a
significant impact on customer experience.

All hypotheses are accepted and show a significant impact.

4.5 Multiple Regression Test

Table 12. Multiple Regression Result.

Coefficients*
Unstandardized Standardized
Coefficients Coefficients
Std.
Model B Error Beta t Sig.
1 (Constant) -3,696 2,693 -1,373 ,173
Self- ,666 ,105 315 6,319,000
Ordering
Kiosks
Service 1,320 ,097 ,676 13,549,000
Quality

Dependent Variable: Customer Experience

Source: IBM Statistic SPSS 25 (2023).

From Table 12 above the researchers can determine
the significance of the influence of predictor variables on
dependent variables precisely. Through formulas:

Y=a+blX] +b2X2 A3)
The results of this multiple linear regression equation :
Y=-3,696 + 0,666 X1 + 1,320 X2 “)

Based on the equations generated through multiple
linear regression indicates that

a. The constant value a = -3.696 means that if the self-
order kiosk and service quality variables are not
included in the study, the customer experience will
increase by 3.696.

b. The coefficient value of self-order kiosk = 0.666
means that if the other independent variables are fixed
and the self-order kiosk variable increases by 1%, then
customer experience will increase by 0.666. The
coefficient is positive, meaning that there is a positive
relationship between the self-order kiosk (X1) and the
customer experience (Y).

c. The service quality coefficient value = 1.320 means
that if the other independent variables are fixed and
the service quality variable increases by 1%, then
customer experience will increase by 1.320. The
coefficient is positive, meaning that there is a positive
relationship between the service quality (X2) and
customer experience (Y).

4.5.1 Determination Coefficient Test (R Square)

Table 13. R Square Result.

Model Summary
R Adjusted R Std. Error of the
Model R Square Square Estimate
1 ,941° ,885 ,883 3,821
Predictors: (Constant), Service Quality, The Self-Order Kiosk

Source: IBM Statistic SPSS 25 (2023).

Table 13 show the value of the coefficient of
determination or R Square is 0.885 (88.5%). It can be
concluded that the contribution of the self-order kiosk
(X1) and service quality (X2) to customer experience (Y)
simultaneously is 88.5%.
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5 Conclusion

The researcher examined how the self-order kiosk and
service quality at McDonald's Citra Garden 6 impacted
customers' experience. McDonald's implemented the self-
order kiosk to improve their services in response to
increasing the importance of technology in the food and
beverage industry. The self-order kiosk at McDonald's
Citra Garden 6 is convenient for patrons. The highest
value was placed on this self-order kiosk because it
expedites and improves the accuracy of food orders. But
in fact, delivery times for orders placed via self-order
kiosk are longer and make customers wait. Relatively,
many customers were satisfied with the excellent quality
of food McDonald's served. Most of them gave the highest
value that the logo is easy to recognize which reminds
them about the company. However, according to the
description analysis, in the sensory experience (sound),
the music does not comfort customers. Another thing in
the operation got the lower value that employees rarely
clean tables and chairs, which decreases customer
satisfaction as it relates to service quality.

Overall, there are significant impacts between the
self-order kiosk and customer experience, service quality
to the customer experiences, and significant impact
between self-order kiosk and service quality to the
customer experience of McDonald's Citra Garden 6 by
88.5% and 11.5% could be influenced by other variables
outside this study which means all hypotheses are
accepted. From the multiple regression test, it can be
concluded:

1. There is a positive relationship between the self-
order kiosk (X1) and customer experience (Y).

2. There is a positive relationship between the service
quality (X2) and customer experience (Y).

Based on the results, the researchers have created several

suggestions, which are

The Self-Order Kiosk (X1) :

a.  McDonald's Citra Garden 6 may sustain efficient
operations by reviewing and addressing barriers and
regularly improving operational procedures to
improve operations.

b. McDonald's Citra Garden 6 can sustain service
speed by paying attention to the details of incoming
orders according to each queue's service channel to
avoid queue interruptions.

Service Quality (X2) :

a. McDonald's Citra Garden 6 should maintain all
operations based on the Standard Operational
Procedures (SOP) and wear masks and hand gloves
when handling food to ensure consistent quality.

b. McDonald's has a self-service system where
customers clean their tables. Therefore they need to
remind consumers and enforce Standard Operating
Procedures (SOPs) to check tables and chairs
regularly for cleaning and sanitization.

Customer Experience (Y)

a.  McDonald's Citra Garden 6 can increase brand
recognition by frequently evaluating the logo's
illumination quality.

b.  McDonald's Citra Garden 6's music should follow
the latest trends and played with the comfort
volume to keep consumers enjoy their time in
McDonald’s Citra Garden 6.

Using self-order kiosk with IoT technology has
become increasingly popular in the food service industry,
particularly in the new normal where touchless
experiences are preferred. McDonald's has been at the
forefront of this trend, utilizing the self-order kiosk to
enhance the customer experience. The benefit of using
SOK is that it can improve operational efficiency,
increase revenue, and improve customer experience. As
such, service providers should consider the adoption of
SOK to improve the experience for their customers and
the efficiency of their operations while gaining valuable
insights into their operations.

In this study, there is still 11.5% of the effect that may
be gained from other factors, which will be a new issue in
future research. This study is limited to McDonald's in the
sector of food (fast food restaurant) in Citra Garden 6,
Jakarta. Other probable variables can be discovered if
studies are conducted in other restaurants, in various
circumstances, and with a range of individuals.

Researchers were subsequently able to find continuity
between Self-Order Kiosk (SOK), Service Quality (SQ),
and Customer Experience (CE) in other category areas,
such as the usage of self-order kiosks at hospitals for
medicine ordering, refuelling, and at stations as ticket
booking machines. This will undoubtedly have a different
impact than this research, which can be altered by several
factors that aren't covered in this research.

References

[17 Kementerian Kesehatan Republik Indonesia,
"Kementerian Kesehatan Republik Indonesia,"
2020. [Online]. Available:
https://www.kemkes.go.id/index.php?txtKeyword=
Emerging+Kementerian+Kesehatan+RI&act=search
-by-
map&pgnumber=0&charindex=&strucid=1347&full
content=&C-ALL=1. (Accessed Mar. 14, 2023).

[2] D. V. Putsanra, "Arti PSBB yang Dibuat untuk
Cegah Penyebaran Corona di Indonesia," 2020.
[Online]. Available: https://tirto.id/arti-psbb-yang-
dibuat-untuk-cegah-penyebaran-corona-di-
indonesia-eMXT. (Accessed Mar. 14, 2023).

[3] A.B. Tamtomo, "INFOGRAFIK: Beda PSBB
dengan Karantina Wilayah," 2020. [Online].
Available:
https://www.kompas.com/tren/read/2020/04/01/180
300065/infografik-beda-psbb-dengan-karantina-
wilayah. (Accessed Mar. 14, 2023).

[4] A.K. Verma and S. Prakash, "Review Paper
IMPACT OF COVID-19 ON ENVIRONMENT
AND SOCIETY," vol. 09, no. 5, pp. 7352-7363,
2020.

[51 S. Laksana, "Post Pandemic Indonesian Regional

Development Planning, New Normal, New
Orientation: The Case of West Java," J. Perenc.



E3S Web of Conferences 426, 02073 (2023)
ICOBAR 2023

https://doi.org/10.1051/e3sconf/202342602073

Pembang. Indones. J. Dev. Plan., vol. 5, no. 1, pp.
32-50, 2021, doi: 10.36574/jpp.v5il.150.

[6] S.Lee and S. Ham, "Food service industry in the era
of COVID-19: trends and research implications,"
Nutr. Res. Pract., vol. 15, no. Suppl 1, pp. S22-S31,
Dec. 2021, doi: 10.4162/nrp.2021.15.S1.S22.

[7] S.Medina, R. Perestrelo, P. Silva, J. A. M. Pereira,
and J. S. Camara, "Trends in Food Science &
Technology Current trends and recent advances on
food authenticity technologies and chemometric
approaches," Trends Food Sci. Technol., vol. 85, no.
January, pp. 163-176, 2019, doi:
10.1016/j.tifs.2019.01.017.

[8] B. A. Pramudita, "Dipukul Covid-19 Habis-habisan,
10 Sektor Bisnis Ini Paling Babak Belur," 2020.
[Online]. Available:
https://wartackonomi.co.id/read280898/dipukul-
covid-19-habis-habisan-10-sektor-bisnis-ini-paling-
babak-belur. (Accessed Mar. 21, 2023).

[9] B. Andaru, A. Wiwiek, and M. Daryanto, "Financial
Performance Analysis Of Food And Beverage
Public Listed Companies For The Three Quarters
Before And After The Covid-19 Pandemic In
Indonesia," South East Asia J. Contemp. Business,
Econ. Law, vol. 24, no. 2, pp. 491497, 2021.

[10] T. R. Pujianto, V. Vallery, and C. Soetanto,
"Perancangan Kafe di Era New Normal," Prosiding,
no. April, pp. 251-262, 2021. [Online]. Available:
http://conference.um.ac.id/index.php/psi/article/view
/1148.

[11] T. S. P. de Souza et al., "Food services in times of
uncertainty: Remodeling operations, changing
trends, and looking into perspectives after the
COVID-19 pandemic," Trends Food Sci. Technol.,
vol. 120, no. March, pp. 301-307, 2022, doi:
10.1016/j.tifs.2022.01.005.

[12] S. Candra, M. Ayudina, and M. A. Arashi, "The
Impact of Online Food Applications during the
Covid-19 Pandemic," Int. J. Technol., vol. 12, no. 3,
pp. 472-484, 2021, doi: 10.14716/ijtech.v12i3.4195.

[13] S. Pathak, S. D. Santoso, and R. Tuli, "Food for
thought: evolution of food services post-COVID-19
in Asia - Kearney," 2021. [Online]. Available:
https://www kearney.com/consumer-retail/article/-
/insights/food-for-thought-evolution-of-food-
services-post-covid-19-in-asia. (Accessed Mar. 08,
2023).

[14] E. Newton, "What Technologies are Changing
Foodservice in 2021? | QSR magazine," 2021.

[15] Toast, "The 9 Most Important Types of Restaurant
Technology and Hardware (2023) | Toast POS,"
2023.

[16] HP Sekuritas, "Tingkatkan Layanan Dengan
Teknologi, Mcdonald Lakukan Akuisisi," HP
Financials, 2019.

[17] A. Kustedja, "Visa dan McDonald’s Sinergi
Hadirkan Teknologi Pembayaran," 2019. [Online].
Available:

https://mediaindonesia.com/ekonomi/274246/visa-
dan-mcdonalds-sinergi-hadirkan-teknologi-
pembayaran.html. (Accessed Mar. 20, 2023).

[18] M. Ahmad and N. A. Ismail, "Investigating the
usage of Self Ordering Kiosk towards Customer
Behavior: A case on McDonalds," Hosp. Culin.
Arts, vol. 14, no. 1, pp. 312-325, 2022.

[19] McDonald’s Indonesia, "About Us | McDonald’s
Indonesia," 2023.

[20] L. Threestayanti, "Jajan di McDonald’s Sekarang
Bisa Bayar Nontunai Pakai ShopeePay - Info
Komputer," INFOKOMPUTER, 2020.

[21] Wulan, "Cara Bayar Pakai OVO di McDonald’s,
Belanja Makanan Lebih Praktis - Semua Halaman -
Cerdas Belanja," Cerdas Belanja, 2022.

[22] N. Rosyidah and A. L. Andjarwati, "PENGARUH
SELF-SERVICE TECHNOLOGY QUALITY
TERHADAP LOYALITAS DENGAN
KEPUASAN SEBAGAI VARIABEL MEDIASI (
STUDI PADA PELANGGAN MCDONALD ’ S DI
SURABAYA )," vol. 10, no. 1, pp. 14-27, 2021.

[23] R. N. Bolton et al., "Customer experience
challenges: bringing together digital, physical and
social realms," J. Serv. Manag., vol. 29, no. 5, pp.
776808, 2018, doi: 10.1108/JOSM-04-2018-0113.

[24] N. Naura, "Dari McD hingga BK, Ini Daftar
Restoran Cepat Saji Pilihan Anak Muda 2022 -
GoodStats," 2022. [Online]. Available:
https://goodstats.id/article/daftar-restoran-cepat-saji-
terpopuler-pilihan-anak-muda-2022-RXAXd.
(Accessed Apr. 18,2023).

[25] C. M. Annur, "Inilah Restoran Cepat Saji yang
Memberikan Pelayanan Terbaik Menurut Warga
Indonesia," 2023. [Online]. Available:
https://databoks.katadata.co.id/datapublish/2023/02/
20/inilah-restoran-cepat-saji-yang-memberikan-
pelayanan-terbaik-menurut-warga-indonesia.
(Accessed Apr. 18, 2023).

[26] Kemazan, "5 Brand Restoran Cepat Saji Populer di
Indonesia 2022 - Kemazan Blog," 2022. [Online].
Available: https://kemazan.com/blog/5-brand-
restoran-cepat-saji-populer-di-indonesia-2022/.
(Accessed Apr. 18, 2023).

[27] McDonald’s Indonesia, "Makin Kenal Makin
Sayang | McDonald’s Indonesia," 2023. [Online].
Available: https://mcdonalds.co.id/makin-kenal-
makin-sayang/restoran-kami/mengapa-semakin-
banyak-mcd-menyediakan-mesin-layanan-pesan-
mandiri. (Accessed March. 08, 2023).

[28] A. Yesika, "PENGARUH E-SERVQUAL
TERHADAP KEPUASAN KONSUMEN PADA
SISTEM SELF ORDER KIOKK (SOK)," Jakarta,
2021.

[29] N. Baba, "Self-ordering kiosk usage and post-
purchase behaviour in quick service restaurant," pp.
360-376,2019.

[30] A. P. Yesika, "PENGARUH E-SERVQUAL
TERHADAP KEPUASAN KONSUMEN PADA



E3S Web of Conferences 426, 02073 (2023)
ICOBAR 2023

https://doi.org/10.1051/e3sconf/202342602073

SISTEM SELF ORDER KIOKK (SOK) (Studi
Kasus : Fast Food Restaurant di Indonesia)," 2021.

[31] O. Z. Jian et al., "Effective Marketing Strategies of
McDonald’s in Malaysia and Indonesia," Int. J.
Appl. Bus. Int. Manag., vol. 6, no. 2, pp. 33-46,
2021, doi: 10.32535/ijabim.v6i2.1167.

[32] H. Y. Tsai and S. Gheeta, "FACTORS
INFLUENCING CONSUMERS’ INTENTION TO
USE McDONALD’S SELF-SERVICE KIOSKS IN
KLANG VALLEY Tsai Hsin Yang," BERJAYA J.
Serv. Manag., vol. 12, no. July, pp. 56-77, 2019.

[33] S. A. Yaacob et al., "A Concept of Consumer
Acceptance on the usage of Self-Ordering Kiosks at
McDonald’s," Int. J. Acad. Res. Bus. Soc. Sci., vol.
11, no. 13, pp. 11-20, 2021, doi:
10.6007/ijarbss/v11-113/8498.

[34] B. K. Akcam, "Improving order processes with
information technology: McDonald’s case," 2020,
doi: 10.1177/2043886919885938.

[35] N. Aziati et al., "The User Experience ( UX )
Analysis of Self-Service Kiosk ( SSK ) in Waiting
Time at Fast Food Restaurant Using User
Experience ( UX ) Model," vol. 2, pp. 85-98, 2021.

[36] S. Park, X. Lehto, and M. Lehto, "Self-service
technology kiosk design for restaurants: An QFD
application,”" Int. J. Hosp. Manag., vol. 92, no. June
(2020), p. 102757, 2021, doi:
10.1016/j.ijhm.2020.102757.

[37] A. Afthanorhan et al., "Assessing the effects of
service quality on customer satisfaction," Manag.
Sci. Lett., vol. 9, no. 1, pp. 13-24, 2019, doi:
10.5267/7.msl.2018.11.004.

[38] A. S. Herlambang and E. Komara, "Pengaruh
Kualitas Produk, Kualitas Pelayanan, Dan Kualitas
Promosi Terhadap Kepuasan Pelanggan (Studi kasus
pada Starbucks Coffee Reserve Plaza Senayan)," J.
Ekon. Manaj. dan Perbank. (Journal Econ. Manag.
Banking), vol. 7, no. 2, p. 56, 2022, doi:
10.35384/jemp.v7i2.255.

[39] C. Lauwren, "Pengaruh Kualitas Produk dan
Kualitas Layanan Terhadap Kepuasan Pelanggan
Pada Restoran McDonald’s Artha Gading, Jakarta
Utara," Inst. Bisnis dan Inform. Kwik Kian Gie,
2020.

[40] Juliana et al., "Analisis Kualitas Layanan dan
Servicescape Terhadap Kepuasan Pelanggan
Mcdonald’s Selama COVID-19," J. Indones. Sains,
vol. 2, no. 2, pp. 230-240, 2021.

[41] B. J. Ali et al., "Impact of Service Quality on the
Customer Satisfaction: Case study at Online
Meeting Platforms," Int. J. Eng. Bus. Manag., vol. 5,
no. 2, pp. 65-77, 2021, doi: 10.22161/ijebm.5.2.6.

[42] T. M. Zulianto et al., "Communal Brand: The
Development Of Geographical Economics Dawuhan
Mangli," 2019.

[43] P. Ozkan et al., "The effect of service quality and
customer satisfaction on customer loyalty," Int. J.
Bank Mark., vol. 38, no. 2, pp. 384-405, 2019, doi:

10

10.1108/ijbm-03-2019-0096.

[44] C. Prentice et al., "The impact of artificial
intelligence and employee service quality on
customer satisfaction and loyalty," J. Hosp. Mark.
Manag., vol. 29, no. 08, pp. 1-18, 2020, doi:
10.1080/19368623.2020.1722304.

[45] P. Foroudi et al., "Investigating the effects of smart
technology on customer dynamics and customer
experience," Comput. Human Behav., vol. 80, pp.
271-282, 2018, doi: 10.1016/j.chb.2017.11.014.

[46] C. M. Voorhees et al., "Service encounters,
experiences and the customer journey: Defining the
field and a call to expand our lens," J. Bus. Res., vol.
79, no. April, pp. 269-280, 2017, doi:
10.1016/j.jbusres.2017.04.014.

[47] M. Riadi, "Customer Experience (Pengertian,
Dimensi, Jenis dan Faktor yang Mempengaruhi),"
2020.
https://www kajianpustaka.com/2020/12/customer-
experience.html (Accessed Mar. 28, 2023).

[48] R. Jain et al., "Customer experience — a review and
research agenda," J. Serv. Theory Pract., vol. 27, no.
3, pp. 642-662, 2017, doi: 10.1108/JSTP-03-2015-
0064.

[49] A. M. Kranzbiihler et al., "The Multilevel Nature of
Customer Experience Research: An Integrative
Review and Research Agenda," Int. J. Manag. Rev.,
vol. 20, no. 2, pp. 433456, 2018, doi:
10.1111/ijmr.12140.

[50] R. H. Manullang, "Seputar Customer Experience —
CSEAL" 2021. https://cseai.org/seputar-customer-
experience/ (Accessed Mar. 28, 2023).

[51] B. P. Septian, I. Handaruwati, P. Studi, M.
Universitas, and K. Surakarta, "PENGARUH
CUSTOMER EXPERIENCE TERHADAP
KEPUASAN PEDAN KLATEN," vol. 3, no. 2,
2021.

[52] ICCA Indonesia, "Customer Experience: Era Baru
Kenali Pelanggan — Indonesia Contact Center
Association (ICCA)," 2019.
https://icca.co.id/customer-experience-era-baru-
kenali-pelanggan-2/ (Accessed Mar. 28, 2023).

[53] Sampoerna University, "Customer Experience: Arti,
Contoh, dan Cara Membangunnya," 2022.
https://www.sampoernauniversity.ac.id/id/customer-
experience-arti-contoh-dan-cara-membangunnya/
(Accessed Mar. 28, 2023).

[54] E. M. Rahayu, "Tren Customer Experience yang
Perlu Diperhatikan Tahun 2020 | SWA.co.id," 2020.
https://swa.co.id/swa/trends/tren-customer-
experience-yang-perlu-diperhatikan-tahun-2020
(Accessed Mar. 28, 2023).

[55] R. Sugysti and R. F. Ayuni, "Pengaruh Dimensi
Customer Experience Terhadap Satisfaction Dan
Customer Loyalty ( Studi Pada Cokelat Klasik Cafe
Malang )," pp. 1-13, 2017.

[56] D. Wibowo, "Customer Experience: Definisi, Jenis,
dan Faktor yang Mempengaruhi.," 2021.



E3S Web of Conferences 426, 02073 (2023) https://doi.org/10.1051/e3sconf/202342602073
ICOBAR 2023

https://www.jojonomic.com/blog/customer-
experience-definisi-jenis-faktor-yang-
mempengaruhi-dan-cara-membangun/ (Accessed
Mar. 28, 2023).

[57] S. Sugiyono, "Metode Penelitian Kuantitatif,
Kualitatif, dan R&D. Bandung: Alfabeta, CV,"
2017.

[58] Wina Almayanti and C. Chaerudin, "Pengaruh
Mobile Banking E-Service Terhadap E-Loyalty
Dimediasi Oleh E-Satisfaction Studi Kasus Pada
Nasabah Pengguna Mobile Banking BCA di
Wilayah Karawang," J. Sinar Manaj., vol. 9, no. 2,
pp- 241-249, 2022, doi: 10.56338/jsm.v9i2.2612.

11



