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Abstract

Purpose: This study empirically examines the bandwagon effects on the adoption of Kiosks for the restaurants’ owners. Utilizing Davis
(1989)’s Technology Acceptance Model as a framework, this study contributes to the literature by adding a bandwagon effect variable.
Bandwagon effect has been studied extensively on the consumer marketing domain in terms of end-user behavior, but not on the business
owners’ willingness to invest on the new technology. Research design, data, and methodology: Davis (1989)” Technology Acceptance
Model with added a bandwagon effect variable was set as a theoretical model. Data was collected via survey instrument from restaurants’
owners who purchased or are considering a Kiosk. Structural Equation Modeling was used to empirically test the proposed model.
Results: Results show that bandwagon effect is indirectly affecting to the adoption of Kiosks via perceived usefulness, trustworthiness,
and interests. The bandwagon effects are NOT directly affecting the adoption of Kiosks. Conclusion: The findings suggest that buyers
of Kiosks as storeowners (not end users) consider buying them after storeowners check perceived interests and trustworthiness from
others. Thus, there could be a practical implication that it is important to illustrate perceived interests for the business to the storeowners
when marketing new technology.
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1. Introduction
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(Technology Based Self Service)
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2. Literature Review

2.1. Kiosks to Self-order and Pay
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2.2. Unified Technology Acceptance Model
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8 70 ZHOIM 32 7He| JHEe SEetol =F 2E
7tX= 474 @0lat =80 F&2 O|X[= 371 2Q2lut
o g2 0Kl 1 74 felezE FYE A
DHO|Ct (Park & Ahn, 2012; Khechine et al, 2016).
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OjXl= 3 7Hel @Qle2 “dut 7|t (PE: Performance
Expectancy), ‘&% =71 (FC: Facilitation Condition), "= &
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e dA7It o 2 J|E+8R¥e EMES
S 25t H2tEl 20|t (Baek et al, 2015).

2.3. Bandwagon Effect
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(Sundar et al,, 2008).

Asch (1951)2] SZ=A3 (Conformity Experiments)0i|A{
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Bt 7| = B0 AU, T2l oHE WEt=
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LIEHSECE (Asch, 1951).
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3. Research Methods

3.1. Research Model, Research Questions and

Hypothesis

o AAF< HiZop AT
HIE o2 QAINQl 7|43 Eo|=0f O|X|= &
2018 40 e
37| 4EEE o UCt

O|= Fishbein and Ajzen (1975)2| &2|¥ &Z0|=21}
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FE BAZ FHEO AUCE 7|80 AN IS
OXle K250 OsiMe st B2 A7t
O|R0{XM 21, E3| Davis (1989)7} HOHst TAM 2
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J2ln 8¢t 80|dut Zo] =o|zo| JdES
F£ G Ko REZIE HMSE o3 S2=
QO £ QICt QB ZI0| CHSHA= Davis (1989)2f
W2 SIXp7E CHYSHA o2 7HK| B=E CtE 40|
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AL EQYSHARL S
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Fst HE2 HEL|ACH (Kolodinsky et al, 2004, Yu et
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Figure 1: Proposed model

Ease will have appositive effect on Technology =2 5| QC}
Adoption. A UHKSy
Reliability will have appositive effect on N RPNETS]

Technology Adoption.

TR N BEREoZ FdE FxHHARGoZ H8: Relative Advantage will have appositive effect on
2|0 QUC AW, BHEQA ZnF R84, 804, Technology Adoption.
N, 4T o|lo| FES == oA, =M, 84,  H9: Bandwagon Effect will have appositive effect on
4, tlzld, HTHE 0]Yo| =Yoo S F= Technology Adoption.
Jd2|n HHEA Sntvr =Y =0 Jeks HE
A 0|, 3.2. Data Collection
: Bandwagon effect will have a positive effect on 2 Y= 7|2A3 ME 22 SIAFRl FAIG|AF BTt
usefulness. 71UE 260 | LAMYUM CHEX R 2IEXE T
Bandwagon Effect will have appositive effect on FIQAIE AFESH ZHBO| Qs Xoke DXlctoz
Ease. MESHALL.
Bandwagon Effect will have appositive effect on 22101 dETALE Eof| 78 =AF &Aoo Z 2020 4
Reliability. 11201 LREH 12 E 31 UMK 60 L2k o5 HEat
Bandwagon Effect will have appositive effect on 2018M So| 20l T LAl 2021 H 2 € 01 YLEH
Relative Advantage. 3¢ 31 YNHK| o 59 Yk HELIAUCE 0 F 135 22|
Usefulness will have appositive effect on MEX|7F 3|49 0, SE| SMASH 21 & dEX|E
Technology Adoption. Hest XE 9F MEX 114 HII XZSEMO|

=}
HO|HEZFZE (convenience sampling)2l
I oi242 SHAIEO| 2YsiLt Atz =3

=
ofzigoz HmY SUHoE FHEL
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A XIYAXIS BRCIO 2 Sl EAMEOl A2 MO
7HX17H UCta =Lt

Table 1: Socio and Demographic Profiles (n = 114)

Category Frequency %
Gender Female 44 38.6
Male 70 61.4
20-29 8 7.0
30-39 26 22.8
Age 40-49 38 33.3
50-59 28 24.6
60-70 14 12.3
Seoul 28 24.6
Busan 5 4.4
Incheon 5 4.4
Daegu 19 16.7
Daejeon 2 1.8
Gwangju 1 .9
Location Gyeonggi 23 20.2
Gangwon 5 4.4
Jeonbuk 7 6.1
Jeolla 2 1.8
Gyeongsang 13 11.4
Jeju 2 1.8
Sejong 2 1.8
Korean food 28 24.6
Western food 8 7.0
Japanese food 13 114
Chinese food 2 1.8
In:jyupsétry Flour based food 13 11.4
Cafe 26 22.8
Fast food 9 7.9
Bakery 4 3.5
Other 11 9.6
) 6~10 32 28.1
Size of a 11-15 29 25.4
(lf;g[)eng) 16-20 15 132
21-40 38 33.3
Department store 1 .9
Market 3 2.6
. Inside the University 11 9.6
Location of Near Schools 19 16.7
store
Near Schools 23 20.2
Near pedestrian crossings 18 15.8
Other 39 34.2

0| 9| XIE=
5 TEE

Table 1 1f ZO0| Z=MUHEA E=O| QAFSAHH

S-80i| cHs mpetsty| #foto] Hl=EMES HAISHICE

ZMUMRIE F 114 HO|A2H, 4Kt (44 H, 38.6%)0|

SPSS 2501 AMOS 250 Z2 g
AHESHY CHEat 20| AN 242 HAISHACE KR,

HISHY YR 70 H (614%22 O =2 HE2
KpR|SHRALt. AHo= 40 EH7r 38 E (333%)22 7HE
=2 H[E0|en, 1 Ct3E 50 CH7t 28 H (246%),
30CH7t 26 T (22.8%), 60 CH7F 14 B (12.3%), 20 CH7t 8 H

(7.0%)2| =2 2 LIEFLC

AE0= st 28 B (246%2Z 71 =2 HIES
KX[StoM, 1 Ch22 7HH 26 F (228%), LA 13 H
(114%), 224 13 ¥ (114%), 7|Er 11 H (96%),
EH¢E$E 9 H 79%) LAl 8 FH (7.0%), Mot #hH
H (35%) B4 2 H (18%)° 2= LIEtGtD Of%
“4’“01I— 21 8 0|y 38 & (BB3N2=2 7t =2
&S AX[SIYem, 1 22 6~10 B 0[st 32 I

(28.1%), 11~15 & O[5} 29 F (254%), 16~20 & O[S}
15 Y (132%)2] =22 HEHeH, 0iE fX[ol= 7|Ef
Y (342%)2= 71E =2 HES IHIorM_EH, a
Er%% XStd Q1 23 Y (202%), HEEE 22 18 Y
(158%), =l 1= 199 (167%), CHEt &F 118 (96%),
CHEOE 3 & (26%), %=td 1 8 (92 &2=
LIEHRICE  OHE X|9e2&s MESEYA| 28 3
46%22 71 &2 H|E2 AXSIRen, F7|=
23 B (202%), CHTESEAl 19 & (167%), B&x 13 8
(114%), 2z 5 o (44%) S8 7 H (61%)
Y @44%), QAHFGA 5 F (44%), M=
2% (1.8%), HIHEAA| 2H (18%), MTEHXK|Z 2
(18%), MEEBAXIAl 2 F (18%), EFEGHAl 1 &
(9%)Q| &= & LIEFLIC

X

SAYA| 5

3.3. Measurement

2 AT HAlgH AR JHHo| EoE
M=o XZAA HOlE Appendix 1 b ZCh B9
AN Foloj| wat MEAFO|N Azt EFFO]
AZE FxE FFEEFE NS, SEAESO
SHY = UZE & =2 = HA[SIAUCL Appendix
2 O MAIE BE BE Lket 5 @ HE (1 ™ MY
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SOIoHA|  @EeCh 5 TR sodth=
SEEIUCL.

HgE d2X= oiotdnt a2 pgE 3 o
HEZOA =go 2d=et 3 FZ=ekel 12
s= ddoto] UWEEIEEol =EEUCH =
Aol 2™ Y 2 oA 2l
Ogi7tsds =elstRAct

4. Results and Discussion

4.1. Descriptive Analysis

e
rQ

TOIAM Hetet AF=EHol EtEMut JHH9|
2 floi A XtE7t A7l FHE |0
SIS HIISIUCE =HoleflEME S XtEo
ME[datE

Hair et al. (2006) S0 2[otH, Xt=7t AM2[dS 27|
oM SZHAME|=7F A4 600 0|0 E[0jOF
Sk, 700 O|AtO|H HEO| £ZFO0|M, 800 O|AHO|H

ME|E7h EChn oigstn ot Sghlzlzs

Cronbach (1951)7F AAlzH WA dad  ZE0AM

A8t YTt (alpha) Al Y3 €4S #e=Lt Of

AF0AM SEMRzE 2AFFK ol HFS
A

ROIFFA| go| Mo X244l g ot Lz
o2 FHSIQUCE (Cronbach, 1951). =24 Zat
BHEQ Zuh= 937, R8E2 855 8092 882
A|§|A-|O 890 AI-[HX—l o|O|O 938 E°'°|E'_ 844 2
HE A7t 800 ECt =2 AFE EOF1 U

LH’S*.%'JEWOI POttt Zdé 2oz UL
EtE-goi Chet 7482 A,
RIFZK7t 500 O|LO|HM SAXHLZ {Fosiot
SfCh O] A7tol QOIFFX| HaXls E=YQ=o| U
BN SE=TOF 521 2 UMY H2 UE EOls AS

te S HMSISCE Fornell and Larcker (1981),

Helstnse ZE 600 O|Ato|

7HA| O,
SAHLE Rolot U 7= A= LIEFRLY.

FHKIE

=N, HoRMFEAIE Za 500 OlMe #UsS
Jt™or  pity. FuiMFEEATs 4 2FEAK
HM&el g2 238X MEol it @AREte &2

= o
E5t0] L 2422 FHE|ALCE (Fornell & Larcker, 1981).
7

X

i

=24 Zap, e =z 832, K842 598
20|42 652, AEMH2 670, HOHH 0|92 792,
EQo|z&= 583 2= LIEHL} 2E A7t EFFEO
I-El= =&l 500 O|4Q| g2 20| QUCH

Am,  AEEtAAe Hlmste]  HHEHEIFEES
golste Ao2  HAaRMEEASS  HEZOo|
HETAASECL F O Wb EEgol Uckn
OISt QUL (Fornell & Larcker, 1981). O] AR0|M=
841  8olde HEEAARI 784 =
YrEMEEA s ME2 4 774 EOt 020 2
*42 Ho|n A0 /FEH o4zt THHEIEEQ
U0l ZAKIE Eol HHEZ Ut dLt {4t
80[dE Mgt LIHA| H4=0| MBAAss BF
Yo EMEEA 0| Mo AR ZA LIEIL Mo
THEELEHGO] QIYEICH LBt R8Mat 80|14 e
HBAASZE 7= St O XO|7F 020 BEE
oj0jsHA =1 27| +82HE &8st A0
Ol & H=7 XXt 922 & I 0 XI&EE
HHEo =2 7HdE AdEsk=0 F2(7t gictn THEHEICE

(Appendix 4, Appendix 5).
4.2. Assessment of Structural Model

Z1}, Figure 1 O AQt 20|,

St MY S BMBE AT} v = 62665 (d-F- = 220,
= 000), x~/df- = 2.848, GFl = 830, AGFl = .785, RMR
= 070, CFl = 910 2 LIE}&CE O] Z1ME ECHE Hair et
al. (2006)7} X1I°+&F Mot 7|&0f HIF0f B Ch3at
ZCh XA, VE ANQER LEE 2 S v /dFf-2 35D



20 Examining Bandwagon Effects on the Adoption of Kiosks for the Restaurant Owners

= 2 %9
6+1 Et GIF, AGFI, CFIE 10

otééftfﬂ THCHSICE  (Hair et al, 2006). = ¢392
| AGFl 7} 785 2 LI} Y2dICt HESH=
SSHQl 7|EQl 800 0 27t O|X[X| RSHA|TH Motz
X==2t EHOjEel 7IE2 7KK ek &,
71200l 2 XO|E  EO[X|
£ Mgt LIHX| X|+==
HoM AF7HdE M5t
2|7t gictn EETHEICE RMR 2 0 O 7MkEsE
Mot o) QIoH THERSH=L| S4 080 2Lt 22 240
& EICt (Hair et al, 2006). & AT0A RMR 2 070 2
SYHCE M3t +=F2 FFSH ULL
Ol&e| ZAME &df Atz Hgdo| AFZHO
2|7t gictn ECHE|Yom
31 A2 U JHEAFEOM  HMAIBH HRRE Z0
AT7td & AFZREES AYSIRALCEL A HENA

27t =Yool MARI F&Y, 80d, M2,

0

=
Elgds S%ot= O

Bandwagon
Effect

A 0|0 O/Xl= F&=S Appendix 6 7HE AT
7td A™US 29t O3t Z0| HAISHALCE
840 0OXle=  F¥9

=1
H_HEQHE k=l r7r
A7 217 2 {ol&= 05 OM EAHo=z [ofst
%"%tg 0 OZ LUERHCE J2|3 8040
OjXl= ™2 218 A2[dof 0jX|l= A2 145
A OXls JFgHES 242 E ZF
Fol+=FE 05 oM ANz [Folgt Fys OX|=

N2 LIEFKLCE

Xe A

=)
1o
=2

YHI7|e+8EE =Y o /84, 804,
Mzld, oA o|9o] E=Yo|xof DXz d¥S
HOEM F8H9 FEH2 432, 801H2 068,
ME|EE 360, HLHA o9

Ztof|A E0[g0] =o=0 BIX|

=
B Zto] A= 25 felsE 05 oA

LI
SAHLZE Rolot s OKXl= A= LIEFRL,

Meehd 2ah RYolR0 AHFHez OK|=

i — |

¥ge dmE ZI gyo A7k 014 =
£7Hoz Qo YYS DIACH: ALS OISR
2sfoICt

Technology
\ Adoption

#:P<005

Figure 2: Final model
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4.3. Summary

O Zit= Ot & 7K AMHOIM AlARSH=E
ACH AW, MNHE7|=9| EQIOIEE
QIFRIZEAMO| HHENH 2t HOILt SRTH7t St
*='§o||:}. gt oz XA FE7|E0|Lt O E
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E—’.‘—E QIAME|ACE (Baek & Park, 2001). O] o
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5. Conclusions and Implications

of g7& FOUZEM 7|23E  EYSts
YYPFSl 7|2A3 =0 A0 HEHAH =t
OfEH ZOtLt 2ESH=XE AT=2HZ oto] 2=2X|S
8ol 238z ZMAL

HEE4 Zits ey zite AXE /84,
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o|Qle] dJg¥Hz QS  X|X|SH=
LIEFLHRACH (Davis, 1989; Venkatesh et al,2003).
YRI|e4+82¥o fruo FISHO
HEI7|e+8Hd A70 HHEQH ZIE
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Appendixes

Appendix 1: Operational definition of variables

variable

operational definition

references

Bandwagon Effect

It refers to the consumption phenomenon of purchasing products that are
popular with many people and supported by many.

Leibenstein, H. (1950)

The degree to which kiosks are believed to further improve production

Davis (1989),
Loiacono et al. (2002),

Usefulness performance and efficiency Shin & Lee (2012),
Jo & cha (2017)
Davis (1989),
Ease The degree of easiness of Kiosk for uses Rogers (2003),
Shim & Han (2012)
Reliability The level of security of kiosk users' privacy and the degree to which users Kim & Oh (2006),

feel that they can trust and use the service

Song et al. (2014)

Relative Advantage

The degree to which kiosks and other mediums are recognized in comparison
to how helpful the recipient is

Rogers
(1986, 2003)

Technology Adoption

The degree to which a Kiosk is intended to be adopted

Oliver (1980),
Bhattacherje (2000),
Song & Won (2013)

Appendix 2: Measuring Items (English version)

variable name

Number of
questions

Measuring Items

Bandwagon
Effect

(Bandwagon Effect _1) | want to have a kiosk product that is in fashion.

3 (Bandwagon Effect _2) | want to have a kiosk product that people around me have.

(Bandwagon Effect _3) | want to have a brand kiosk product that many restaurant companies use.

Usefulness

(Usefulness_1) Operating kiosks are helpful.

(Usefulness_3) Operating kiosks save time.

(Usefulness_2) The order method of the operating kiosk is convenient.

(Usefulness_4) Using an operating kiosk makes payment processing easier.

Ease

(Ease_1) Itis easy to learn how to use the operating kiosk.

(Ease_3) The operating kiosk customers do not need much effort.

(Ease_4) It is easy for operating kiosk customers to become proficient.

(Ease_2) You can easily order what you want with the kiosk you operate.

Reliability

(Reliability_3) | have faith in the kiosks | run.

(Reliability_1) We trust the processing capability of operating kiosks.
(Reliability_2) | feel that the trading environment is safe when using the kiosks | operate.

(Reliability_4) Orders and payments through operating kiosks are reliable.

Relative
Advantage

(Relative Advantage_1) Operated kiosks are more convenient to use than employees.
(Relative Advantage_2) Operated kiosks are easier to use than employees.

(Relative Advantage_3) Operated kiosks can be used more quickly than employees.
(Relative Advantage_4) Operated kiosks can be used more efficiently than employees.

Technology
Adoption

(Technology Adoption _1) We will continue to use kiosks in the future.

(Technology Adoption _2) The kiosk will be used regardless of whether or not other restaurant
companies use it.

(Technology Adoption_3) We will recommend the use of kiosks to restaurant companies around us.
(Technology Adoption_4) It will guide nearby restaurant owners who are not good at using kiosks.
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Appendix 3: Measuring Items (Korean version)

H LS syae
(Bandwagon Effect 1) fdstn Y& 7|2A3 HES #10 AL
Bandwagon - - = oo
ot 3 (Bandwagon Effect 2) =8 AMZIE0| 7tX|11 = 7|23 MES X1 4Ch
(Bandwagon Effect 3) B2 2QAIYHO|M &8Stn = BEME F|2A3 HES «10 HCh
(Usefulness_1) 28ste 7|AdE =80 ECL
(Usefulness 2) @Bt 712239 FE WA2 HE|SICH
Usefulness 4 B
(Usefulness 3) @ Bt 71223 = Alghkg Eofsl &=C
(Usefulness_4) 28ste 7|A3E AMSHH X M2|7t /YT
(Ease_1) 2G%t= 7|R239 A WH2 HS (§5)%H7| &Lt
- , (Ease2) 2YeHE 719232 A0 Yste A2 P F2F & Ut
ase
(Ease 3) 2F%t= 7|23 0|8 A2 F 0| QK| @i
(Ease 4) ®Bot= 7|23 AHE 140| s581X|= A2 HCL
(Reliability_1) 23l= 7|39 MeE|sHE AE(BHC.
Reliabil 4 (Reliability_2) 2 Fste 7|2A3E ArEE If A 0| H™sICtn = 7ICt
eliabili
v (Reliabiity_3) 2t 7|2 230) 20| zict
(Reliability_4) 2¥3l= 7|2238 % F&, dMe MEE = Ut
(Relative Advantage_1) 28dte 7|43 & XS &% O|ELCH HesHH AHEE 5= UCH
Relative A (Relative Advantage_2) 2Fdte 7|2A3 & X2 5% O|2LLCH &7 AHEE = ot
Advantage (Relative Advantage 3) 283t 7|23 XEAS St O|BELH MEEHA AHEE 5= UL
(Relative Advantage_4) 2Fdte 7|43 & X2 &% O|EELC EE8XO2 M8 &= L}
(Technology Adoption _1) RO 2= 7|QAAZE X|EHHA AFRE Zo|Ct
Technology A (Technology Adoption _2) 7|23 E CHE QAN A Offet= 2HA|8l0] o|8F 20|t
Adoption (Technology Adoption _3) 7|23 0|82 FH0|| QAKX of AR Ao|Ct
(Technology Adoption _4) 7|2A3 0| 80| ME 8 QA AF0|A QtLIE 8l & ZO|LCt
Appendix 4: Data validity and reliability test results
. Standardized
Constructs Items Estimates Estimates t-value C.R AVE
Bandwagon Effect 1 1 .935 -
Bandwagon Effect Bandwagon Effect_2 .972 .969 19.464 .937 .832
Bandwagon Effect_3 .808 .826 13.191
Usefulness_1 762 .656 6.898
Usefulness Usefulness_2 1 .754 855 598
u Usefulness_3 870 805 7.386 ' '
Usefulness_4 .929 .864 8.106
Ease 1 1 .821 -
E Ease 2 .989 .845 1.352 882 652
ase Ease_3 891 772 9.145 ' '
Ease 4 .926 .790 9.594
Reliability 1 775 .736 9.515
Reliabili Reliability 2 .789 773 1.260 890 670
eliability Reliability_3 1 894 } : :
Reliability_4 .895 .860 12.423
Relative Advantage 1 .846 .862 14.630
Relative Advant Relative Advantage_2 1 .940 - 938 792
elative Advantage Relative Advantage 3 .989 .878 15.440 ' '
Relative Advantage_4 .863 .878 15.353
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Technology Adoption_1 .720 743 9.519
Technology Adoption Technology Adoption_z 1 895 . .844 .583
Technology Adoption_3 .891 .842 11.579
Technology Adoption_4 .610 .521 5.863
Appendix 5: Correlation coefficient and discriminant validity test results
1 2 3 4 5 6
1 Bandwagon Effect 912
2 Usefulness .346 774
3 Ease .345 .784 .807
4 Reliabilty .295 .695 .689 .818
5 Relative Advantage .320 .799 .640 770 .890
6 Technology Adoption .357 .728 577 .738 729 .764
The bold italics on the diagonal indicate the square root of the mean variance extraction coefficient.6
Appendix 6: Hypothesis Testing
Path Coefficient S.E. t-value p-value
Bandwagon Effect — Usefulness 217 .055 3.919 *
Bandwagon Effect — Ease .229 .061 3.730 *
Bandwagon Effect — Reliability 145 .046 3.156 *
Bandwagon Effect — Relative Advantage .242 .065 3.716 *
Usefulness — Technology Adoption 432 .097 4.479 *
Ease — Technology Adoption .068 .058 1.174 .240
Reliability — Technology Adoption .360 .090 3.984 *
Relative Advantage — Technology Adoption .145 .052 2.763 *
Bandwagon Effect — Technology Adoption .014 .043 .339 .735

*p<.05



