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Abstract 
This study investigated the effect of users’ seek values on consumer intention to use SST in multiple service 
industries in Saudi Arabia. The sample consists of 400 sample units where data is gathered with the help of a 
questionnaire. The study employed regression analysis to examine the independent variables-dependent variables 
relationship. Moreover, the outcome of the study revealed that a positive and significant association is present 
between user’s seek values and consumer intention to use SST. The research provides limitations and 
suggestions for future research before the study is concluded.  
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1. Introduction 
Over the past decade, self-service technologies have increasingly come to the fore and as a consequence, 
technology-based interactions are predicted to become an important element for the successful service delivery 
in the service industry of retailing and hospitality (Meuter et al., 2000) in the near future. It is not surprising that 
tourism and technology are two of the top fastest growing industries around the globe (Sheldon, 1997). Added to 
this, self-service technology is predicted to become a part of our day to day lives as service providers all around 
the world continue their efforts to search for ways to lower their costs but at the same time heighten their service 
quality for market competitiveness.  

In the past decades, firms have significantly maximized their investment in information technology (Ndubisi, 
2005) and thus, in the context of retail banks, in order to satisfy various customer needs and obtain competitive 
edge, they have invested quite a significant amount in IT. This is evidenced by the fact that Global Information 
Technology (IT) spending by financial entities was reported to reach US$351.2 billion in 2008 alone, with a 
predicted growth rate of 5.1%.  

In the current dynamic era, technologically-based service concept, customers provide themselves with service 
through technology with the help of an employee of the service provider or without it (Meuter, Ostrom, 
Roundtree & Bitner, 2000; Reda, 2000; Henderson, 2001). The commonly used self-service technologies in the 
current times include; telephone-based technologies and interactive voice response systems, direct online 
connections and Internet-based interfaces, interactive freestanding kiosks, and video/CD technologies (Bitner, 
Ostrom, & Meuter, 2002). Specifically, these technologies throughout service industries include vending 
machines, ATMs, e-kiosks for baggage check-in or boarding pass at the airports, room check out at hotels, 
e-blood pressure checking devices, automated car rental technologies, touch-free e-care washers, automated 
telephone services, self-checkout systems in retail stores, e-self-ordering systems in restaurants (fast food) and 
service computers having Internet connections at the airports (Kotler, 2000; Meuter, Ostrom, Roundtree, & 
Bitner, 2000; Carlin, 2002; Harler, 2002; Wright, 2002).  

Strategically, the deployment of sophisticated self-service technologies in service encounters is expected to 
increase consumer satisfaction through improved service quality (Bitner, Brown, & Meuter, 2000; Parasuraman 
& Grewal, 2000) while cutting costs at the same time (Weijters, Rangarajan, Falk, & Schillewaert, 2007). 
Self-service technologies enable retailers the standardization of their consumer interaction, which leads to a 
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steady service atmosphere that is devoid of employee personality and mood (Hsieh, Yen, & Chin, 2004). This 
type of technology also enables consumers to be productive and involved in the delivery of service, which allows 
retailers’ handling of demand fluctuations without having to deal with costly employee levels adjustment (Curran, 
Meuter, & Surprenant, 2003).  

Among the many self-service technologies, e-banking is considered to be one of the most successful consumer 
applications in e-commerce (Pousttchi & Schurig, 2004). Initially, research on self-service technologies focused 
on the consumers’ attitudes regarding ATM (Rugimbana & Iversen, 1994; Rugimbana, 1995; Davies et al., 1996; 
Filotto et al., 1997; Moutinho & Smith, 2000). Current studies have embarked on an analysis of the telephone 
banking development (Lockett & Littler, 1997; Al-Ashban & Burney, 2001) and personal computer (PC) banking 
(Mols, 1998). However, recently, research on e-banking has concentrated on Internet banking (Polatoglu & Ekin, 
2001; Black et al., 2002; Karjaluoto, 2002; Mattila et al., 2003; Gerrard & Cunningham, 2003) including the 
multiple service transaction option through the Internet.  

As elaborated in the previous section, despite the advent of these innovative self-service technology that was 
designed to enhance lifestyles and facilitate the accomplishment of the consumer daily activities, consumer 
acceptance and their actual adoption of self-service technologies has been viewed to be lagging and less that it 
should and more importantly, the number of consumers using these services has not increased to the degree 
expected (Flavian et al., 2004). This is exemplified by the case of the United States of America where millions 
are not using the e-banking technologies, nor do they expected to do so in the near future (Kolodinsky & 
Hogarth, 2001; Wang, Lin, & Tang, 2003). In this context, Anguelov, Hilgert, & Hogarth (2004) stated that less 
than 25% of households were engaged in some form of e-banking activities, which is a form of self-service 
technologies. This suggests that nearly 75% of households were still using some form of in-person banking as 
many of these households expressed their lack of trust for using online banking transactions and preferring 
face-to-face dealings with bank employees in their working places.  

The self-service technology literature lacks theory to guide empirical work (Wheeler, 2002). Hence, it is 
important that research is carried out in this subject as the findings would offer an insight on the factors that 
influence consumers’ resistance to self-service technology adoption in various service industries. Therefore, to 
respond to these challenges, there is a need for an empirically relevant but also theoretically rigorous framework. 
Specifically speaking, majority of studies on consumer technology adoption have made use of the Technology 
Acceptance Model (TAM) for their theoretical framework (Davis & Venkatesh, 2000; Gefen, Karahanna, & 
Straub, 2003; Monsuwe, Dellaert, & Ruyter, 2004; Ramayah & Lo, 2007; Lee, 2010). However, TAM has no 
construct, which represents an overall estimation of the adoption object (Kim, Chan, & Gupta, 2007). The model 
only explains adoption behavior with two factors namely ease of use and usefulness. Thus, there have been calls 
by researchers to expand the theoretical framework of SST studies to include other theories that could provide 
deeper understanding of the factors that influence SST adoption among consumers (Kim et al., 2007). This study 
attempts to respond to such calls by grounding the study on a recent theoretical framework based on the values 
consumers associate when making decisions to adopt SST. This theoretical framework is grounded on consumer 
perceived value. 

2. Literature Review and Hypotheses Development 
2.1 Users’ Seek Values and Consumer Intention to Use SST 
It has been argued that users’ seek values influence their intention to use SST (Auh et al., 2007) and at the same 
time consumers’ intention to use SST influences their SST adoption (Karahanna, Straub, & Chervany, 1999; 
Korzaan, 2003). Taking into account these links that are supported by the literature, it could be argued that a 
possible mediating relationship could exist in the relationship concerning users seek values and their SST 
adoption. This influence is done due to the mediating impact of consumers intention to use SST on the 
relationship between users seek values and their SST adoption. Consumer motivation to use the SST constitutes 
as the final motive whether or not to opt for self-service. This is known as values or needs expected from the 
customer of the particular self-service options. Despite of the differences in individual preferences specifically in 
the customers’ needs and wants, there are some common needs and wants among them (Van Hagen, 2006). The 
most important desired outcomes of bank customers when determining the differences in customer value 
perceptions between Internet and mobile banking are efficiency and convenience (Laukkanen, 2007). There are 
various ‘values’ sought by the consumers in adopting the SST such as 24/7 service availability, location free 
access and service access speed that reflect solid attributes of e-channels.  

Time savings and easy-to-use concepts represent the advantages or consequences derived from the use situation. 
Finally, concepts like convenience, security and privacy represent more abstract desired end-states of consumers. 
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These concepts should be treated as different level constructs that are linked to each other hierarchically. In the 
view of consumer value perceptions, value can be developed on various levels of abstractions and can stem from 
different factors (Laukkanen, 2006). Consequently, it is pertinent that the customers’ desired end-states in the 
consumption of self-service technology services that link the products/services consumption and individual’s 
personal values are investigated (Huber et al., 2001). 

There is a prevailing value that the self-service facilities must be accomplished before the user evaluates the next 
list of values or attributes offered by the service provider. Völlink et al. (2002) claimed that potential adopters are 
interested only in the perceived benefits of an innovation. Adopters prefer to focus on improving the perceived 
benefits to increase the possibility of adoption (Plouffe, Vandenbosch, & Hulland, 2001). Customers will 
evaluate the intervention on the basis of other attributes only when they perceived that the benefits gained are 
sufficiently high. When the benefits are perceived as unimportant, the evaluation process is stopped. As a result, 
we believe that there is a prevailing end value that determines the adoption of SST.  

We argue that the decision making in the SST adoption is a stepwise process in which prevailing seek value is a 
cognitive indices or beliefs and is reflected in the attitude displayed towards the innovation as stated by 
Rosenberg and Hovland (1960) and Le Bon and Merunka (1998). Hence, the reason behind the establishment of 
SST is to comply with consumers’ expectations and these could be time/cost savings, convenience or even 
autonomy (Bitner, Ostrom, & Meuter, 2002). SSTs success is also attributed to the benefits they provide such as 
time and monetary savings, easy to use, and availability, and these benefits also vary based on the type of 
consumer (Zeithaml et al., 2006; Meuter et al., 2000).  

Consumers choose to use self-service technology for a variety of reasons that benefit them. Among the many 
advantages are time and cost savings, higher control over the delivery of service, minimized waiting time, 
greater perceived level of customization (Meuter & Bitner 1998), location convenience (Kauffman & Lally 
1994), experienced fun/enjoyment from technology use (Dabholkar, 1994, 1996), along with efficiency, 
spontaneous delight and versatility (Bitner, Brown,, & Meuter, 2000). In addition, customers may find the 
technology-based options attractive for many reasons; they are easy to use, they are convenient compared to 
other options, they allow avoidance of contract with employee of service providers (Meuter et al. 2000). 

Self-service technologies can provide consumers greater convenience, accessibility, and ease of use. 
Convenience include: business available 24 hours a day, seven days a week. SST often empowers the consumer 
to use the technology as they have control over the service interaction and are not confined by time or pressured. 
Co-production also benefit customer in several ways including: reasonable prices, greater opportunities for 
options, greater discretion concerning the final product configuration, minimal waiting times, and a higher 
potential for customization (Auh et al., 2007). Based on this argument, this study hypothesize that users seek 
values influence the consumer behavior intention to use SST. Therefore, the hypothesis proposed is: 
Hypothesis: There is a positive relationship between Users seek values and consumers’ intention to use SST. 

3. Research Method and the Study Model 
A research design refers to the research structure that presents the measures, samples, methods of data collection, 
and analysis of work and it explains the main research questions. The present study goes about achieving the 
research aims via descriptive correlational study method where the effect of users’ seek values on consumer 
intention towards using SST are identified among several industries in Saudi Arabia. The researcher develops the 
methodological basis of the study by utilizing the factors that affect users’ seek values and consumer intention to 
use SST in various industries in Saudi Arabia. 

In research methods, the quantitative approach is described as a systematic empirical study of the quantitative 
properties and the phenomenon under study, as well as the linkage between them. It involves the use of 
numerical measures and is appropriate for empirical studies are developed to test hypotheses. Added to this, a 
quantitative study is conducted to create and use mathematical models, theories, and hypotheses concerning the 
phenomenon under study. The measurement process is the basic element in a quantitative study as it highlights 
the relationship between empirical observation and the mathematical equation of quantified relationships.  

In addition, sampling is referred to as a process of unit selection – that is, the selection of individuals or 
organisations from the general population and the investigation of the sample allows the researcher to conduct a 
generalisation to the population at large. In this regard, a sample refers to a selected group of people that is 
deemed to be a part of the study. It is the use of a subset of population to represent the population at large. 
Literature highlights many sampling methods and the two major ones are non-probability and probability type of 
sampling. The sampling type chosen should be aligned to the study in order to ensure that the sample reflects the 
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perception of the whole population for generalisation purposes to different periods and circumstances. 

In this regard, non-probability sampling refers to a method of sampling wherein a few individuals have the 
probability to be chosen whereas the probability sampling refers to one where all individuals have equal 
probability to be chosen and included in the sample. The present study makes use of the probability sampling as 
the non-probability one is not suitable and practical to be utilized in the study. 

 

 

 

 

 

 

Figure 1. Research framework  

 

3.1 Measurements of Instruments 
User’s seek values are gauged via convenience and accessibility as gauged by Wolfinbarger and Gilly (2001), 
time saving, effort saving, flexibility, cost saving, greater control, minimized waiting time, heightened 
customization, suitable location, enjoyment, efficiency, flexibility, ease of use, 24/7 service, devoid of pressure 
and with privacy protection. Additionally, behavioural intention to use SST refers to the intention to use the 
facilities of SST. The above items are obtained from prior studies (i.e. Dabholkar, 1996; Dabholkar & Bagozzi, 
2002).  

4. Data Analysis and Results 
Data collected is analysed with the help of IBM SPSS to provide data description and to test the proposed 
hypotheses.  

4.1 Descriptive Statistic 
The descriptive statistics results of continuous variables obtained through SPSS, version 21, are presented in 
Table 1 – they include mean, standard deviation, minimum and maximum.  

 

Table 1. Descriptive statistics of continuous variables  

Variables Mean Std. Deviation Min Max 

USV 3.819 0.5252 1.62 5.00 

CIUS 3.941 0.6640 1.00 5.00 

 

4.2 Testing the Normality of the Error Terms 
Normality forms the symmetrical curve that has the highest frequency of scores lying in the small and medium 
frequencies’ extremes (Pallant, 2011). Normal scores distribution according to Kline (1998) and Pallant (2011), 
can be examined for the independent and dependent variables by obtaining their values of skewness and kurtosis. 
In the field of social science, the constructs nature possesses various scales and measures that may have positive 
or negative skewed distribution (Pallant, 2011). Meanwhile, kurtosis refers to the measurement score of the 
distribution that shows the level to which observations are gathered around the central mean. 

As for the values of skewness, acceptable values fall between +3 and -3 (Kline, 1998) and based on this criteria 
majority of the obtained skewness variables are acceptable. Similarly, kurtosis values ranging from +3 and -3 are 
also met as recommended by Coakes and Steed (2003). However, some values of skewness showed a deviation 
from normal distribution and the researcher addressed them for relationship testing through SPSS as suggested 
by Chin (1998).  

 

  Users’ Seek Values
 

Consumers’ Intention to 
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Table 2. Results of skweness and kurtusis for normality test 

Variable 
Skewness Kurtosis 

Statistic Std. Error Statistic Std. Error 

USV -0.981 0.122 1.653 .243 

CIUS -0.911 0.122 1.993 .243 

 

4.3 Correlation Analysis 
The correlation analysis results are displayed in Table 2, where it is evident that the entire correlations are less 
than 0.80. This result satisfies the suggestion proposed by Gujarati and Porter (2009). They stated that the 
correlation matrix should be less than 0.80 in order to make sure of the non-existence of multicollinearity. 

 

Table 3. Results of Pearson Correlation Analysis 

1 2 

1) USV 

2) CIUS 0.543***  

Notes: ∗∗∗ Correlation is significant at the 0.01 level (2- tailed). ∗∗ Correlation is significant at the 0.05 level (2- tailed). ∗ Correlation is significant at the 0.1 level (2- tailed). 

 

4.4 Regression Results of Model (Based on Consumers’ Intention to Use SST) 

 

Table 4. Regression Results of Model (Dependent Consumers’ Intention to Use SST) 

Variables 
Standardized Coefficients 

t-value Sig. 
Beta 

USV 0.543 12.914 0.000 

R2 0.295 

Adjusted R2 0.294 

F-value 166.781 

F-Significant 0.000 

Durbin-Watson   1.899 

 

As for the regression analysis results obtained from user’s seek values, they are contained in Table 4. It is evident 
from the table that the value of R2 is 0.295, indicating that the model explains 29% of the variance in user’s seek 
values - a respectable result. The value of the ... also shows that the independent variables are capable of 
explaining 29% of the dependent variable’s variance. Aside from this, the F value was significant at (F=166.781, 
p<0.01), supporting the model validity. The researcher also made use of the Durbin-Watson (DW) test to 
determine autocorrelation. In this regard, the value of the test statistics varies from 0-4.0 as laid down by Reinard 
(2006) and Kazmier (1996). To this end, a statistical value that is less than 1.4 indicates the existence of a 
significant positive correlation series, and one that is greater than 2.6 indicates the existence of significant 
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negative correlation series (Kazmier, 1996). According to the rule of thumb of the DW test, values that fall in the 
range of 1.5 to 2.5 are deemed acceptable. Table 4 shows the DW value to be 1.899 – a value that falls within the 
above mentioned range, and as such, it confirms the independence of observations. 

5. Discussion of Results 
5.1 Users Seek Values and Consumers’ Intention to Use SST 
Based on empirical and theoretical evidence, this study proposed a positive relationship between users seek 
values and consumers’ intention to use SST. In this regard, the study found a positive and significant association 
between users seek values and consumers’ intention to use SST. Therefore, this finding supports the hypothesis.  

This study is similar with previous studies that found a significant relationship between users seek values and 
consumers’ intention to use SST such as, Meuter and Bitner (1998), Kauffman and Lally (1994), Dabholkar 
(1994, 1996) and Bitner, Brown, and Meuter (2000). Also, customers may be more inclined towards 
technology-based options based on the fact that they are easy to use, and are convenient in comparison to other 
alternatives, and they steer clear of contact with the employees of the service providers (Meuter et al., 2000).  

6. Conclusion  
The present study explored the crucial relationship between user’s seek values and consumer intention to use 
SST in different Saudi service industries. It makes use of questionnaire to gather data from a sample comprising 
of 400 respondents. This study also employed SPSS tool to examine the relationship between user’s seek values 
and consumer’s intention towards using SST including descriptive statistics, normality of error terms, regression 
test, among others. The study result revealed that user’s seek values positively and significantly affected 
consumer intention towards SST use. The study provided some limitations and recommendations for future 
works. 

7. Limitations and Suggestions for Future Research 
This study examined the relationship between user’s seek values and consumer intention towards SST use in 
various Saudi service industries. Future works are recommended to examine this relation further in other sectors. 
The present study is also confined to Saudi Arabia and as such, future researchers can replicate this relationship 
in the context of other nations (e.g. Oman, Qatar, Bahrain etc.). This study examined the user’s seek 
values-consumer intention towards SST use relationship and in regards to this, future works could explore this 
relation via a third variable (e.g. demographic characteristics, personality traits, etc.). 
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