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ABSTRACT
Self-service technology (SSTs) are widely found in various industries in the world presently and are also gradually being introduced into Nigeria, mostly in the banking, retail, healthcare, and transport sectors. This study investigated the relationship between self-service technologies (SSTs) and service quality of selected hotels in the South-eastern region of Nigeria. Specifically, the study aimed at identifying how and to which self-service kiosks, internet-based services, and mobile commerce affect service quality. Using a descriptive survey design approach (involving the use of a structured questionnaire), data were drawn from respondents who were judgmentally selected from hotels in the region, including Abia, Anambra, Ebonyi, Enugu and Imo. Taro Yamene's formula was used to determine the sample size, and we have n = 398. The validity and reliability of the study’s instrument (Questionnaire) were confirmed using the content validity approach and the Cronbach Alpha Coefficient, respectively. With the aid of Statistical Package for Social Sciences (SPSS), descriptive statistics were employed in analysing the study’s data, while inferential statistics (Pearson's product-moment correlation coefficient) were used to test the stated hypotheses, at 5% level of significance. The SERVQUAL scale comprises two sections; the first section is used to evaluate customer expectations concerning service quality. The second section is used to measure customer perception concerning the industry providing the service. The SERVQUAL model is made up of twenty-two items, also known as "Likert-type." Moreover, it comprises the five-dimensional aspects like empathy, tangibles, responsiveness, assurance, and reliability. The study found that self-service kiosks, internet-based services, and mobile commerce are significantly and positively related to service quality. In other words, the more hotel organisations adopt modern self-service technologies (SSTs), the higher the tendency that the quality of service provided to customers/guests will be improved, and this will eventually result in customer satisfaction and loyalty. It is therefore recommended, among others, that: Hotel managers should make self-service kiosks available for customers’ use at all times, as this would enhance quality service delivery; Hotel organisations should provide internet facilities to enable guests to control the temperature, lighting, and entertainment systems for a personalised and comfortable stay. However, in addition to self-service technologies, other factors that enhance quality service delivery in hotels (such as proper training and reward system for staff, establishing quality assurance procedures, personalising guest experience, etc)should not be totally overlooked by hotel proprietors/managers. The study found that self-service kiosks, internet-based services, and mobile commerce were significantly and positively correlated to service quality. 
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INTRODUCTION
“In Nigeria and many parts of the world, technology-facilitated transactions have become increasingly popular. Self-service technology (SST) has ushered in a new era of customer service. The days of the passive consumer are gone. Customers nowadays are educated, engaged, and technologically aware. They care about their own consumer experience. They are also less likely to wait for customer care representatives and service agents to be available. They need prompt, trustworthy answers. That usually suggests they want self-service” (Chan & Petrikat, 2022; Guan et al., 2021). “Self-service technology (SSTs) are widely found in various industries in the world presently and are also gradually being introduced into Nigeria, mostly in the banking, retail, healthcare, and transport sectors. However, despite the popularity of SSTs, the hotel organisation in Nigeria has been reluctant to introduce SSTs to their customers. It is crucial that the hotel organisations in Nigeria should understand how SSTs can help alleviate the myriad challenges faced by hoteliers. These challenges include the shortage of hospitality workers, the increasing demands from customers to improve current service standards. With the increase in the demand for services, emphasis has shifted from product development towards service development. As a result, new technologies are being implemented in the service sector, and self-service technologies (SSTs) are increasingly being applied in the service delivery processes.SST is one of the most frequently used and widely accepted technological interfaces” (Rust & Espinoza, 2006). “Being part of the service industry, hotels constantly invest in SSTs for improving their service quality and reducing overall cost” (Kim & Qu, 2014). “The proliferation of SSTs has led to an overall improvement in the traditional service delivery process. The majority of consumers of the service industry are now valuing new technology because of its convenience. Also, the control given by new technology provides more freedom to these customers. Moreover, features of technology such as simplicity, convenience, safety, standardisation of technologies, availability, efficiency, etc, inspire people to use SSTs. However, habit and preference to use traditional service encounters, fear and absence of sufficient benefits discourage people from using SSTs. The effect of apparent suitability, innovative characteristics, cost savings, time-saving and behavioural control related to such SSTs will provide many benefits that people have never experienced in traditional service outlets” (Galdolage, 2021).
Kim, Christodoulidou, and Brewer (2012) noted that “increased technological adoption in the service industry is the reason behind the introduction of a number of SSTs, such as airport self-check-in kiosks, electronic tourist guides, tourism information kiosks, self-service systems in dining facilities, hotel self-check-in, and automated hotel check-out”(Riebeck, Stark, Modsching, & Kawalek, 2008). “The selection of any SST depends on several factors such as degree of complexity, nature of the service to be delivered, size of the service firm, perception of staff members and the type of service customers” (Lam, 2007; Ong, 2010). “A few basic types of SSTs are: Self-service kiosks (SSKs) which are the most widely used applications in the offline hospitality context; the Internet based self-services which has emerged in the recent past as a dynamic medium for channeling transactions between customers and firms in the virtual marketplace; and Mobile-commerce (M-commerce) which differs from ecommerce as it allows customers access to real time information by letting them avail information at their fingertips and providing them complete control over it” (Rahman, 2003; Kim, Park, & Morrison, 2008).

“Hospitality is the relationship process, presentation, formality and procedure experienced between a visitor/customer/guest and a host. It specifically includes the reception and entertainment of those who require or are invited to experience an organisation's service. It is essential to take all this into account in order to provide excellent customer service. The way in which different cultures and subcultures expect to be treated in terms of the hospitality offered wavers greatly, and it is important that hospitality is measured in terms of what the customer expects as opposed to what the employees themselves expect” (HYPERLINK www.blurtit.com, accessed on July 21, 2014).
“Service quality is an approach that increases effectiveness, competitiveness and flexibility of the hotel. It is a method to guarantee guests’ total satisfaction. Guest service in the hospitality industry is one of the main business processes which leads to growth and attracts potential guests. A great value and tool for enhancing service quality is essential in a competitive market. Hotel’s service quality is the service provided to guests expectations, and almost all hotels are able to gain customer satisfaction through providing a high quality of services” (Kasavana, 2008).

Since service quality will lead to guests’ satisfaction, implementing a successful service quality strategy will be needed. Poor service quality in a hotel will lead to dissatisfied guests, as a result decreasing demand, which leads to decreased hotel performance. Almost totally rely on the sales and marketing department to attract new guests, but to retain them, indeed make them a loyal one, is the direct responsibility of the operations departments, which create service for the customers. Most hotels are seeking quality enhancement systems for competitive advantages. Each service that the hotel provides will add value and provide satisfaction to its guests. Some hotels have a specific service department, which assesses guests’ satisfaction and meets their needs and expectations. At the present time, the key to success of a competitive market depends on delivering a high quality of service, and this will lead to an increase in the level of customer satisfaction. Therefore, the need to ascertain the extent to which service quality is affected by the use of SSTs in hotels has become very crucial in recent times.


Statement of the Problem
“One of the key drivers of customers’ satisfaction and loyalty is the quality of service rendered by hoteliers. Due to the rising demands for faster and convenient services from customers, firms have been looking for a better way to serve their customers effectively and efficiently. Many industries have successfully embraced these technologies, including the airline industry and the banking industry. It is also becoming increasingly evident that technological advances and innovations will be the key component of customer and firm interactions” (Meuter et al., 2000). It is worrisome to note that the hotel industry in Nigeria has been reluctant to introduce new technologies to its customers in the last decade; this has resulted in low patronage and lack of satisfaction of customers. It is therefore imperative and of utmost importance to understand the issues behind the slow adaptation of SSTs in the hotel industry in the Southeast States of Nigeria 

The extant literatures suggest that SSTs have the potential to increase, or at least maintain current service satisfaction. According to a study by Beatson et al., (2006), “consumers who have a successful interaction with SSTs are more likely to stay loyal to the firm. They are also likely to have positive word of mouth and repurchase intentions. Based on the foregoing, this research will look at the benefits of SSTs to the hotels in Southeast states of Nigeria need to have a better understanding of the relationship between self-service technologies and service quality of selected hotels in the Southeastern region of Nigeria”.
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Fig. 1. Operational Framework: Self-service Technologies and Service Quality
Objectives of the Study
The main objective of this study is to examine self-service technologies and service quality of hotels in South-eastern Nigeria. The specific objectives are to:
1. Determine the extent to which self-service kiosks affect service quality;
2. Determine the extent to which internet-based self-services affect service quality;
3. Determine the extent to which mobile commerce affects service quality.
Research Questions 
This study is guided by the following research questions: To what:
1. extent do self-service kiosks affect the service quality of Hotels in Southeast Nigeria?
2. extent do internet-based self-services affect the service quality of Hotels in Southeast Nigeria?
3. extent does mobile commerce affect service quality of Hotels in Southeast Nigeria?
Research Hypotheses 
 The following hypotheses have been formulated to guide the study:
H01:	There is no significant relationship between self-service kiosks and service quality of hotels in Southeast Nigeria.
H02:	There is no significant relationship between internet-based self-services and service quality of hotels in Southeast Nigeria.
H03:	There is no significant relationship between mobile commerce and service quality of hotels in Southeast Nigeria.

Scope of the Study

Geographical Scope
This work shall be done within the Southeastern Nigeria. The focus of the study will be on self-service technologies and customers’ satisfaction in selected hotels in Abia, Anambra, Ebonyi, Enugu, and Imo States of Nigeria. 

Content Scope
The researcher looked at Service quality (SQU), as well as three basic types of self-service technologies (SSTs) - Self-service kiosks (SSKs), Internet-based self-services (IBSS); and Mobile-commerce (M-commerce). 

Unit Scope
The researcher restricted the study to employees of the selected hotels under study.

Conceptual Review 

Self-Service Technology 
“Self-Service Technology is a technological interface allowing customers to produce services independent of the involvement of a direct service employee. Having a self-service system in customer service has advantages and disadvantages” (Lovelock &Wirtz, 2007). “The research in the area has shown a positive effect between SSTs and customer satisfaction. The advantages from the hotel’s point of view are savings in cost and time. Furthermore, it is flexible, is located conveniently, can be more customised and the service provider can control the service delivery more easily. Customers benefit from this too; they save time and they might enjoy the SST use for different reasons” (Lovelock &Wirtz, 2007). “For example, customers who prefer doing things on their own prefer self-service. It enables customers to get service 24/7 without the need for an employee. When customers use technology in a service situation, they are co-working with the technology and they can handle the service at their own pace. Technology also makes customisation in services easier. The adoption of the self-service systems is not easy, and according to research there are various factors that influence attitudes towards it” (Lovelock &Wirtz, 2007). “These include as a service company’s global reputation and perception of employees and customers’ knowledge of related technologies”(Lovelock &Wirtz, 2007). “One way to understand whether tourists would rather use self-service technology or human-based services can be explained by motivations. These motivations are divided into two different groups: extrinsic motivations and intrinsic motivations” (Oh, Jeong, & Baloglu, 2011). Oh, Jeong, and Baloglu (2011) define “extrinsic motivations as motivations that allow users to achieve the outcome without a direct connection between the act and the motivation. These are such as economic reasons, where people use the service only to get what they need and not because it satisfies them. For example, a person who uses SST wants to go through the service quickly without personal opinions involved. Time saving and avoiding congestion are the basic extrinsic motivators to use SST” (Oh, Jeong, & Baloglu, 2011). “Increased acceptance of newer SSTs has encouraged more hotels to implement SSTs for enhancing service quality standards, operational efficiencies, and most importantly, overall customer satisfaction” (Cunningham, Young, & Gerlach, 2009). The evolution of ICT applications has led to the appearance of a variety of SSTs in the marketplace. According to Kasavana (2008), “hospitality firms must implement user-friendly machines with clear and easy instructions for the successful implementation of SSTs. A few basic types of SSTs are discussed below”.

Self-Service Kiosks
“Self-service kiosks (SSKs) are the most widely used applications in the offline hospitality context. However, a number of problems were faced by customers during the introduction of SSKs in the Hilton hotels. These problems ranged from non-functionality of SSKs to glitches in the delivery of various services, resulting in increased customer frustration. Role conflict between employees and customers also emanated because of increased technology interface” (Griffy-Brown, Chun, & Machen, 2008).

“The challenges and failures experienced during the use of various SSKs have been a source of valuable learning for the hotel industry. The failures of SSKs could be attributed to the unrealistic expectations of hotels, unnecessary utilisation of a few SSKs, inappropriate positioning of kiosks, etc. It has been observed that the widespread popularity of airline self-service check-in kiosks made customers more familiar with, and led to the adoption of SSTs in other areas too” (Ostrowski, 2010). “Self-check-in and check-out kiosks are the prominently used hotel services. For increasing the acceptance rate of SSTs, a few hotels like the Hilton group provide a kiosk facility that can print restaurant coupons on one side and airline boarding passes on the other while a customer checks out from the hotel” (Shaw, 2004).

Internet-Based Self-Services
“The internet has emerged in the recent past as a dynamic medium for channelling transactions between customers and firms in the virtual marketplace” (Rahman, 2003). In addition, it provides an extended range of self-service opportunities. For instance, customers can now interact directly with service firms for the requisite information by asking questions on different issues and contacting employees online. Products can be directly sold to customers without any constraints. In hotels, the internet is effectively used for fulfilling customers' needs. Law and Hsu (2006) investigated “the usefulness of the different characteristics of hotel websites from users' perspectives and observed that website users were more interested in information on bookings, reservations, facilities, etc. Successful internet-based self-services require easy accessibility of information on the websites” (Kasavana, 2008).



Mobile-Commerce
“Mobile-commerce (also known as M-commerce) differs from e-commerce as it allows customers access to real-time information by letting them access information at their fingertips and providing them complete control over it” (Kim, Park, & Morrison, 2008). “A market research firm, In-Stat, forecasted an increase in smartphone usage from 161.4 million units in 2009 to 415.9 million units by 2014. Smartphones are the most preferred device related to voice, data, and video transferability, and storage capabilities” (Nessler, 2010). “The huge demand for mobile phones has additionally benefited the hotel industry in business promotions and operations. A majority of the hotels have started using the mobile network system for delivering services such as check-in and checkout facilities. Some hotels have introduced Apple iPad rental services to offer similar services to guests who do not have smartphones” (Lombardi, 2010).

Service Quality
“Service quality is a critical factor in a hotel organisation. Customers have expectations before they arrive in a hotel. These expectations are composed of the purposes, needs and motives of the stay. Also, earlier experiences have an influence on expectations. The purpose of a service is to meet customers’ needs” (Stickdorn, 2011). However, defining the needs of hotel customers can be challenging because the purpose of the need for accommodation can be anything from funerals to weddings. There is no particular client group, as many other service companies have. Hotel guests can be anyone, and the reason for their visit can be anything, and it is unlikely that these are known before their arrival at the hotel.

THEORETICAL FRAMEWORK 

Service Quality Model
“The Service Quality Model or SERVQUAL Model of Service Quality was developed and implemented by Valarie Zeithaml, A. Parasuraman and Leonard Berry in 1988. It is a method to capture and measure the service quality experienced by customers. Initially, emphasis was on the development of quality systems in the field of product quality. Over time, it became more and more important to improve the quality of services. The SERVQUAL Mode was developed with the main objective of establishing shortfalls in service provision. In this technique, customers get to evaluate and assess the quality of service offered within a certain industry by comparing their service expectations with the actual service. Typically, the SERVQUAL model attempts to measure customer demands and individual perceptions. Here, Q (quality gap) is derived through the subtraction of E (expectation) from P (the perception value). This factor leads to the equation Q=P-E. A combination of all Q values helps determine the service rating amongst various customers” (Hapsari et al., 2017). This factor serves as an indicator of how the service quality dimensions are influenced by customer perception. 

“The SERVQUAL model is considered standardised because it can be applied within a broad spectrum of industries, including the hotel industry. The SERVQUAL scale comprises two sections; the first section is used to evaluate customer expectations concerning service quality. The second section is used to measure customer perception concerning the industry providing the service. The SERVQUAL model is made up of twenty-two items, also known as "Likert-type." Moreover, it comprises the five-dimensional aspects like empathy, tangibles, responsiveness, assurance, and reliability. Ideally, through the five aspects, twenty-two statements are formed. These statements are used to evaluate customer expectations and perceptions about service quality from a given organisation. Here, the ratings of the services rendered are based on a five-point scale. Additionally, a separate scale rating is also provided to evaluate services based on customer perception”. (Fida et al., 2020).

Empirical Review

Zahari, Esa, Asshidin, Surbaini, Abdullah, and Majid (2023) examined “the study of customers’ expectations and real experiences using the self-service kiosk. The study focused on the gap between residential customers' expected and real experiences with self-service kiosks from the perspective of a major Malaysian electrical service provider. The comparative study of customers’ expectations and real experiences using the self-service kiosk is extensive in various sectors like banking and transportation, but limited in the energy sector in boosting customer engagement and leading to customer satisfaction. Using a stratified sample approach based on a sampling frame given by a Malaysian utility provider, survey questions were disseminated online to residential customers who have used self-service kiosks. The findings demonstrate that customers' expectations and real experiences significantly differ with a few variables, such as security/privacy, design, and convenience. However, the effect sizes were small. Moreover, some individual items in several factors like enjoyment, security/privacy, design, convenience, and customisation also showed significant differences.”

Lovemore, Thomas, Brighton, Edmore, and Tricia (2022) investigated “how graduates’ perceptions of self-service technology and perceived job performance can be used to assess university service quality. Also, the study examined the mediating role of perceived job performance on the effect of university service quality on graduates’ satisfaction and loyalty. A quantitative methodology was adopted where university graduates’ perceptions of self-service technology and job performance were used to assess the level of the university’s service quality. Through a cross-sectional survey, data were collected from 280 university graduates employed in Chinhoyi town, Zimbabwe, during the period between August and December 2021. The study’s findings indicate that self-service technology influences university service quality, which in turn impacts graduates’ perceived job performance, satisfaction and loyalty. Graduates’ perceived job performance was also found to partially mediate the effect of university service quality on satisfaction and loyalty among graduates”. 

Ekkarat and Siriporn(2022) examined “how the service quality of self-service technologies (SSTs) affects the attitudinal and behavioural loyalty of airline passengers. To examine the service quality in the customer–technology interaction context, the study employed the SSTQUAL scale. A total of 391 responses were analysed using a structural equation modelling technique. The results showed that the seven SSTQUAL dimensions reflected the service quality of airline SSTs, supporting the validity of the SSTQUAL scale in the airline context. The study also indicated a strong link between perceived SST service quality and passenger satisfaction. The mediating role of attitudinal loyalty in the link between passenger satisfaction and behavioural loyalty was also revealed”. 

Ugwuanyi et al (2022) focused on “understanding drivers of self-service technologies (SSTs) satisfaction and marketing bottom lines using evidence from Nigeria. The authors posit that whilst self-service technologies (SSTs) are novel and evolving, they have rapidly grown popular across various retail service settings. Utilising two theoretical perspectives, the study examined what drives customers’ satisfaction with banks’ SST and further assessed their influence on different marketing bottom lines. The study employed a quantitative approach to sampling 310 banks’ SST users within a popular university in Eastern Nigeria. Using the PLS-SEM technique, the study found that the perceived ease of use and perceived control are strong drivers of SST satisfaction and other marketing bottom lines. Surprisingly, perceived usefulness was found not to influence SST satisfaction, and therefore presents a unique result in this context”. 

Nasser and Khairul (2022) examined “factors impacting user behavioural intention to adopt self-service technology. The study aimed to identify the factors which determine the impact of self-service technology on users’ behavioural intention to adopt self-service technologies by examining the effects of performance expectancy, effort expectancy, trust, security and privacy, satisfaction, facilitating conditions and customisation and functionality on user behavioural intention to adopt self-service technology. This study also aims to integrate the developed UTAUT2 model into SST and Saudi Arabia’s retail industry. This study used a quantitative approach with an online Google Form survey to collect the data from 329 users of self-service technology in Saudi Arabia. The results showed that factors such as performance expectancy, effort expectancy, trust, security and privacy, satisfaction, facilitating conditions and customisation and functionality significantly, positively and directly affect user intention to adopt self-service technology”.

Anna, Ika, Rani, and Nunuk (2022) studied “the adoption of Linkaja mobile payment using the UTAUT model. The study aimed to examine the adoption of LinkAja, referring to the Unified Theory of Acceptance and Use of Technology (UTAUT) that analyses the effect of performance expectancy, effort expectancy, social influence, and facilitating conditions on behavioural intention and the effect of behavioural intention on actual use. The sample of the research was LinkAja users in East Java Province, taken using a purposive sampling technique. The final sample consisted of 100 respondents collected through an online questionnaire. Data were analysed using SEM (Structural Equation Modelling) with SmartPLS software. The results showed that performance expectation, social influence, and facilitating conditions had a significant effect on behavioural intention, and behavioural intention had a significant effect on actual use. However, effort expectancy had no significant effect on behavioural intention”.

Lu and Jiseon (2021) studied “self-service technology in the hospitality and tourism settings. The study employed a literature review approach. The authors posit that self-service technology (SST) and its applications are changing the way the hospitality and tourism industry provides products and services to its customers. The paper established that the use of SST is a remarkable change for service providers because its use can meet customers’ pursuit of an efficient life. The research provides a sufficient overview of how the usage of SST influences customers’ service experience in the tourism and hospitality”. 

Badra (2021) investigated “customer value co-creation intention, practices, co-destruction and experience in self-service technologies. Based on the positivistic approach, a quantitative study was carried out, distributing self-administered questionnaires to 600 individuals chosen based on a non-probabilistic convenience sampling method. The study found that customer value co-creation intention has significant positive effects on customer value co-creation practices and significant negative effects on customer value co-destruction in SSTs. Value co-creation practices show a strong positive effect on customer functional experiences and ‘positive emotional experiences’ while having a negative effect on ‘negative emotional experiences. In contrast, co-destruction shows inverse relationships. The study assists practitioners to understand why customers collaborate with SSTs, what they do in co-creating value and how this links with their experience”.

Myra, De Leon, Ringgold, Atienza, and Daniel (2020) assessed “whether the self-service technology service quality (SSTQUAL) dimensions influence the perceived value and customer satisfaction in mobile banking applications. The data was gathered from 200 users of mobile banking. Data analysis was carried out with Structural Equation Modelling (SEM) using AMOS. Service quality is a second-order factor composed of seven first-order factors of quality dimensions. The findings of the study reveal that service quality significantly influences the perceived value and customer satisfaction. These findings provide insights for banks and mobile application providers to develop strategies that will enhance customer experience, perceived value, and customer satisfaction”.

Alaa and Michalis (2020), “in a conceptual framework, studied self-service technologies (SST) and guest satisfaction in the hotel industry. The conceptual paper is based solely on a review and analysis of research and data from previous empirical studies. By referring to the previous research on SSTs, it was found that ease of use, reliability, technology readiness, and interactivity were among the factors enormously discussed extensively by previous researchers. The study concluded that the customers are very much depending on current technology, which is very much needed to make their visiting to the hotel premises smooth and enjoyable during the stay”.

Buditama and Rahyuda (2019) focused on “what determines tourists to use travel apps, a sem analysis based on the UTAUT-2 framework. The study aimed to explain what factors based on the UTAUT-2 framework influence tourists to use travel apps. Data was collected by distributing questionnaires to 145 domestic tourists in Bali. The study used a non-probability sampling method and Structural Equation Modelling (SEM) to analyse the data. The results showed significant factors to predict behavioural intention are performance expectancy, effort expectancy, social influence, hedonic motivation, and price saving, while significant factors to predict use behaviour are habit and behavioural intention”.


Gap in Literature
Several studies have addressed self-service technologies and service quality in non-hotel organisations and also organisations outside Southeast Nigeria. The few that exist in the hotel organisations do not cover the selected hotels in this study, using the variables adopted in this study. This, therefore, offers a basis for this research work.

METHODOLOGY
The design used in this study is the descriptive survey design, which made use of questionnaires to extract information from the respondents. 
The population of this study comprise employees and customers of the selected hotels in the Southeast States of Nigeria, which is nine thousand two hundred and sixty-two (9,262).
Taro Yamene's formula was used to determine the sample size, and we have n = 398.
The data gathered were analysed using frequency counts, mean, and standard deviations presented in tables.  Pearson’s Correlation technique will be used to test the formulated null hypotheses at 0.05 significance levels.

Results and Discussion
Data Presentation
This chapter focuses on data presentation, analysis, and discussion of empirical results.

Distribution and Return of Questionnaires

Table 1: Analysis of Questionnaire Distribution and Return Rate
	South-Easter State
	Number Distributed
	%
	Number Returned (Valid)
	%
	Number Returned (Invalid)
	%
	Number not Returned
	%

	Imo
	131
	32.9
	107
	26.9
	4
	1.0
	20
	5.0

	Abia
	49
	12.3
	43
	10.8
	2
	0.5
	4
	1.0

	Anambra
	62
	15.6
	54
	13.6
	1
	0.3
	7
	1.8

	Enugu
	113
	28.4
	95
	23.9
	3
	0.8
	15
	3.8

	Ebonyi
	43
	10.8
	36
	9.0
	0
	0.0
	7
	1.8

	Total
	398
	100.0
	335
	84.2
	10
	2.5
	53
	13.3


Source: Field Survey, 2025
From Table 1 above, it could be observed that a total of three hundred and ninety-eight (398) copies of questionnaire were distributed to respondents at the five (5) South-Eastern States selected for the study; this comprises 131 questionnaires to respondents in Imo, 49 in Abia, 62 in Anambra, 113 in Enugu, and 43 in Ebonyi States. Expectedly, the aggregate figure tallies with the earlier computed sample size. Out of the 398 copies of the questionnaire, 345 (representing 86.7%) were returned. Unfortunately, 10 (2.5%) out of the number returned were considered invalid as they were not properly completed. The remaining 53 (representing 13.3%) constitute the number not returned. Hence, further analysis was based on 335 (84.2%) properly completed and returned questionnaires. Interestingly, this number is adjudged reasonably high.

Presentation of Descriptive Statistics
The tables and computations below show the descriptive statistics (mean and standard deviation) of the responses from the various hotels under study. An average response (mean) of 2.5 has been adopted as the decision point. Note that the rating/ranking of the responses is as follows: Very high extent (VHE) - 4.0, High extent (HE) - 3.0, Low extent (LE) - 2.0, Very low extent (VLE) - 1.0, giving an average response of 2.5.

Table 2:	Descriptive Statistics on Self-service Kiosk and Service Quality
	S/N
	Self-service kiosk affects Service Quality as it:
	VHE(4)
	HE
(3)
	LE
(2)
	VLE(1)
	Total
	Mean
	Std Dev

	1
	Helps customers (hotel guests) check into business locations without assistance
	102
(30.4)
	97
(29.0)
	83
(24.8)
	53
(15.8)
	335
(100)
	2.74

	1.06

	2
	Helps hotel guests carry out tasks without involving administrators and front office assistance
	84
(25.1)
	141
(42.1)
	17
(5.1)
	93
(27.8)
	335
(100)
	2.64

	1.14

	3
	Can be used to boost productivity while it’s still unsafe or otherwise impossible to keep a full staff on-hand
	109
(32.5)
	199
(59.4)
	16
(4.8)
	11
(3.3)
	335
(100)
	3.21

	0.68

	4
	Helps hotel guests save waiting time
	179
(53.4)
	66
(19.7)
	61
(18.2)
	29
(8.7)
	335
(100)
	3.18

	1.02

	5
	Makes guests feel satisfied with the hotel services received.
	190
(56.7)
	64
(19.1)
	13
(3.9)
	68
(20.3)
	335
(100)
	3.12

	1.19


Source: Field Survey (2025) 

In Table 2 above, five (5) research statements were put forward to respondents in relation to how self-service kiosk affects service quality. From the responses (mean score of 2.74), the respondents agreed to the notion that a self-service kiosk helps customers check into business locations without assistance. The next mean scores of 2.64 and 3.21 imply that the respondents admitted that self-service kiosk affects leadership-driven behaviour as it helps customers carry out tasks without involving administrators and front office assistance, and can be used to boost productivity while it’s still unsafe or otherwise impossible to keep a full staff on-hand. Furthermore, with mean scores of 3.18 and 3.12, it could be concluded that the self-service kiosk affects service quality as it helps customers save waiting time and makes guests feel satisfied with the hotel services received.



Table 3:	Descriptive Statistics on Internet-based Self-service and Service Quality
	S/N
	Internet-based self-service affects Service Quality as it:
	VHE(4)
	HE
(3)
	LE
(2)
	VLE(1)
	Total
	Mean
	Std Dev

	6.
	Guarantees global access to hotel services at all times.
	82
(24.5)
	106
(31.6)
	72
(21.5)
	75
(22.4)
	335
(100)
	2.58

	1.09

	7.
	Improves efficiency in service delivery through greater flexibility.
	98
(29.3)
	159
(47.5)
	39
(11.6)
	39
(11.6)
	335
(100)
	2.94

	0.93

	8.
	Saves cost for hotel guests.
	117
(34.9)
	88
(26.3)
	59
(17.6)
	71
(21.2)
	335
(100)
	2.75

	1.15

	9.
	Ensures faster delivery of products/services.
	91
(27.2)
	115
(34.3)
	42
(12.5)
	87
(26.0)
	335
(100)
	2.63

	1.14

	10.
	Increases cordial business relationships with hotel guests.
	207
(61.8)
	88
(26.3)
	21
(6.3)
	19
(5.7)
	335
(100)
	3.44

	0.85


Source: Field Survey (2025) 

Responses on whether or not the respondents agree that internet-based self-service affects service quality are presented in Table 3 above. From the information in the table, it can be deduced (following the mean scores of 2.58 and 2.94), that internet-based self-service guarantees global access to hotel services at all times, and also improves client service through greater flexibility. Furthermore, questions 18, 19, and 20 produced mean scores of 2.75, 2.63, and 3.44, respectively; the conclusion therefore follows that internet-based self-service saves cost for hotel guests, ensures faster delivery of products/services, and increases cordial business relationships with hotel guests.
Table 4:	Descriptive Statistics on Mobile Commerce and Service Quality
	S/N
	Mobile commerce affects Service Quality as it guarantees:
	VHE(4)
	HE
(3)
	LE
(2)
	VLE(1)
	Total
	Mean
	Std Dev

	11.
	Easy store access
	94
(28.1)
	114
(43.0)
	51
(15.2)
	46
(13.7)
	335
(100)
	2.85

	0.98

	12.
	Enhanced user experience
	62
(18.5)
	211
(63.0)
	41
(12.2)
	21
(6.3)
	335
(100)
	2.94

	0.75

	13.
	New marketing channel
	109
(32.5)
	22
(6.6)
	98
(29.3)
	106
(31.6)
	335
(100)
	2.40

	1.24

	14.
	Location tracking with notifications
	75
(22.4)
	104
(31.0)
	57
(17.0)
	99
(29.6)
	335
(100)
	2.46

	1.14

	15.
	Traditional retail sales benefit
	125
(37.3)
	105
(31.3)
	65
(19.4)
	40
(11.9)
	335
(100)
	2.94

	1.02


Source: Field Survey (2025) 

In order to determine whether or not respondents agree with questions revolving around the relationship between mobile commerce and service quality, five (5) questions as measures of the construct were raised. Thus, with the first question, the study tried to find out if respondents agreed with the notion that mobile commerce leads to easy store access; the responses elicited from the respondents generated a mean score of 2.85, which indicates that the respondents agreed with the notion. Furthermore, questions 12 and 15 produced mean scores of 2.94 each, implying that mobile commerce guarantees enhanced user experience and traditional retail sales benefit. However, questions 13 and 14 produced mean scores of 2.40 and 2.46, respectively (which fall below the decision point of 2.5). Hence, the conclusion follows that the mobile commerce techniques adopted by the hotels under study do not affect service quality, as it does not guarantee a new marketing channel as well as location tracking with notifications.
	
Table 5: 	Reliability Statistics

	Cronbach's Alpha
	Cronbach's Alpha Based on Standardised Items
	N of Items

	.924
	.949
	15


Source: Reliability Result (SPSS 23.0 Output)

Table 5 above shows the Cronbach's Alpha Coefficient result. It could be observed that the Cronbach Alpha Coefficient is 92.4%, which is a highly desirable rate. This implies that the 15 multiple-likert questions in the study’s questionnaire are internally consistent, reliable, and can be used for further analysis, including hypothesis testing as presented below.

Test of Hypotheses
The three (3) hypotheses earlier stated in the introductory chapter are hereunder subjected to test using the correlation technique. The SPSS correlation results showing the relationship between the dependent and explanatory variables are as indicated in the Tables.

Hypothesis One:
H01:	There is no significant relationship between self-service kiosks and service quality of hotels in Southeast Nigeria.

Test statistic:
	Table 6: Correlation between Self-service Kiosks and Service Quality

	
	Self-service Kiosks
	Service Quality

	Self-service Kiosks
	Pearson Correlation
	1
	.986**

	
	Sig. (2-tailed)
	
	.000

	
	N
	335
	335

	Service Quality
	Pearson Correlation
	.986**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	335
	335

	**. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS 23.0 Output 

	Conclusion: Since the Sig. value of 0.000 is less than 0.05; we reject the null hypothesis (H01) and conclude that there is a significant relationship between self-service kiosks and service quality of hotels in Southeast Nigeria.

.	











            Hypothesis Two:
H02:	There is no significant relationship between internet-based self-services and service quality of hotels in Southeast Nigeria.

Test statistic:
	Table 7: 	Correlation between Internet-based Self-service and Service Quality
	

	
	Internet-based Self-service
	Service Quality

	Internet-based Self-service
	Pearson Correlation
	1
	.985**

	
	Sig. (2-tailed)
	
	.000

	
	N
	335
	335

	Service Quality
	Pearson Correlation
	.985**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	335
	335

	**. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS 23.0 Output

Since the Sig. value of 0.000 falls within 0.05; we reject the null hypothesis (H02) and conclude that there is a significant relationship between internet-based self-services and service quality of hotels in Southeast Nigeria.

Hypothesis Three:
H03:	There is no significant relationship between mobile commerce and service quality of hotels in Southeast Nigeria.

Test statistic:
Table 8: 	Correlation between Mobile Commerce and Service Quality
	

	
	Mobile Commerce
	Service Quality

	Mobile Commerce
	Pearson Correlation
	1
	.979**

	
	Sig. (2-tailed)
	
	.000

	
	N
	335
	335

	Service Quality
	Pearson Correlation
	.979**
	1

	
	Sig. (2-tailed)
	.000
	

	
	N
	335
	335

	**. Correlation is significant at the 0.01 level (2-tailed).


Source: SPSS 23.0 Output

	Since the Sig. value of 0.000 is less than 0.05; we reject the null hypothesis (H03) and conclude that there is a significant relationship between mobile commerce and service quality of hotels in Southeast Nigeria.
Discussion 

This study examined self-service technologies and service quality of selected hotels in the South-East region of Nigeria. The indices of self-service technologies analysed in the study include self-service kiosks, internet-based self-service, and mobile commerce, while service quality was adopted as a measure of hotel performance. The empirical results reveal that the coefficients of the study’s explanatory variables are all positive. From the hypothesis testing results, the study found that there is a significant and positive relationship between self-service technologies (including self-service kiosks, internet-based self-service, and mobile commerce) and service quality. The findings of this study corroborate those in Indonesia, which found that self-service technology, service quality and relationship marketing significantly affect customer satisfaction. In another similar study, Berthania, Yudha, and Agung (2023) established that there are significant impacts between the self-order kiosk and customer experience, service quality on customer experience, and a significant impact between the self-order kiosk and service quality on the customer experience.

The implication of the findings is that the more hotel organisations adopt modern self-service technologies (SSTs), the higher the tendency that the quality of service provided to customers/guests will be improved, which will eventually result in customer satisfaction and loyalty. However, other factors that enhance quality service delivery in hotels should not be totally overlooked by hoteliers. For instance, proper training and reward system for staff, establishing quality assurance procedures, personalising guest experience, should be given serious consideration as they seem to complement the use of SSTs in the efforts to continually maintain service excellence in hotels. The study also confirms the Service Quality (SERVQUAL) Model, which is the theoretical foundation of this study. The SERVQUAL Model emphasises customer expectations concerning service quality and measures of customer perception concerning the service provided. In this study, the ratings (basis for service quality perception) of hotel guests basically hover around the effective usage of self-service technologies such as self-service kiosks, internet-based self-service, and mobile commerce.

Conclusion
Self-service technology (SST) is a concept used to describe a wide range of technology interfaces that allow customers to provide services without the involvement of direct employees (Belias, 2020). The current research confirmed the numerous advantages of implementing SSTs in hotel establishments in the South-eastern region of Nigeria, considering SSTs' perceived usefulness and their ease of use. The research aimed to investigate the effect of self-service technology indicators (self-service kiosks, internet-based services, and mobile commerce)on service quality of selected hotels in the South-eastern region of Nigeria. The study found that self-service kiosks, internet-based services, and mobile commerce were significantly and positively correlated to service quality. In other words, the more hotel organisations adopt modern self-service technologies (SSTs), the higher the tendency that the quality of service provided to customers/guests will be improved, and this will eventually result in customer satisfaction and loyalty. By implication, hotels in the South-eastern region of Nigeria should strongly embrace the idea of implementing SST practices, as they guarantee quality service delivery, which is a precondition for customer loyalty in particular and the success of the hotels in general.

Recommendations
Based on the findings, it is recommended that: 
1.	Hotel managers should make self-service kiosks available for customers’ use at all times , as this would enhance quality service delivery.
2.	Hotel organisations should provide internet facilities to enable guests to control the temperature, lighting, and entertainment systems for a personalised and comfortable stay.
3.	Hotel management should continuously improve customers’ experience via mobile commerce by allowing its customers to control every aspect of their stay with their 	smartphones.
4.	Check-in kiosks should be established by hoteliers to provide customers with a convenient check-in option for entering the hotel while simultaneously streamlining the 	process of checking in.
5.	Hotels should endeavour to use websites and mobile applications to improve the quality of their operations.
6.	In addition to self-service technologies, other factors that enhance quality service delivery in hotels should not be totally overlooked by proprietors/managers.
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