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Abstract

Background Recently, behind the offline restaurant market, the issue of polarization among the self-employed
is emerging. Changes in consumer propensity due to limited dining experience after COVID-19 have caused various
problems in the stagnant restaurant business situation. Restaurants that can utilize online channels, have secured
exposure to consumers, and small restaurants that cannot utilize them, have suffered a serious blow to their sales. In
addition, the need for a change in the offline-based restaurant industry is being raised to meet the increased consumer
expectations due to the rapid use of delivery apps and online services. However, existing research mainly focuses on
separate access to online and offline channels or does not consider special environments such as small restaurants. At
this point, this study derives the factors and detailed functions of the integrated online and offline dining experience, and
presents the online for offline (040) service design platform prototype and service blueprint for improving the dining
experience of small restaurants and strengthening COVID-19 responsiveness.

Methods In this study, a total of three stages of theoretical and practical research were conducted. Through
literature review, on/offline restaurant service quality and experience factors were derived. Next, a case study of the non-
face-to-face ordering service was conducted to identify the interaction and experience factors of each contact point in
the user's journey from online search to offline restaurant use. The detailed functions for improving the online/offline
integrated dining experience were verified using the Kano model and Timko customer satisfaction coefficient. Through
this, a service development area for upgrading the integrated online/offline dining experience was derived. Based on
this, in-depth interviews with service providers and users of 'small restaurants' were conducted to present service design
principles reflecting specific needs.

Results
experience factors of integrated online/offline dining service were derived. Service quality is divided into 'original quality’'
and 'additional quality', and the experience factors are 'accessibility’, 'convenience', 'mobility’, 'accuracy’, 'relevance'
and 'reliability’. Second, 27 detailed functions and three service design development areas were derived to enhance the

In this study, a total of three outcomes were derived for each research stage. First, quality and

online/offline integrated dining experience. Third, by applying this to small restaurants, the design principles of the
omnichannel strategy after COVID-19 were proposed as follows: 1) Support various information search by discovering
regional-based restaurants and developing content for joint participation by editors and customers who provide content
that takes advantage of local characteristics; 2) Connect the online and offline purchasing process by providing various
online commerce functions within the service platform; and 3) Enhance the offline dining experience of consumers by
providing various additional services through cooperation with local governments and POS/service linkage of stores.
Based on this, the prototype and service blueprint of the 040 service platform were presented.

Conclusions Accordingly, this study has theoretical and practical implications. First, this study tries to formulate
a plan to advance the customer experience as well as online and offline channels by approaching the restaurant service
with an omnichannel strategy rather than a single channel. Second, as a case study method, the customer-oriented dining
experience journey is identified and contact points are analyzed by using the Customer Journey MAP, Kano model, and
Timko customer satisfaction coefficient. This can be used to interpret the integrated online/offline dining experience in
the future and can be applied as a research methodology in various fields to expand the consumer's experience. Third, this
study presents an 040 service platform that applies a solution specialized for 'small restaurants' by mixing quantitative
and qualitative research. The derived 040 service design principles and service blueprints can provide practical help in
online and IT technology utilization of small restaurants.
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Table 1 Step-by-step research questions and methods, purpose
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Table 2 Service quality factors and sub-factors (Seo, Kim, & Lee, 2007)
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Table 3 Preceding Studies Online and Offline Dining Out Service Experience Factors
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Figure 1 Online and offline integrated dining experience customer journey map
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Table 10 Example of Kano Model Question
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Table 12 Kano, Timko Better/Worse Index (Information search before visiting)
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Table 13 Kano, Timko Better/Worse Index (Arrived at the restaurant, seated)
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Table 14 Kano, Timko Better/Worse Index (Before ordering, look at the service)
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Table 15 Kano, Timko2| Better/Worse Index (Order and Pay)
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Table 16 Kano, Timko Better/Worse Index (Order completed, before receiving food)
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Table 17 Kano, Timko Better/Worse Index (During meal, finishing meal, leaving restaurant)
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Figure 3 Kano Model and Timko Customer Satisfaction Index Analysis Graph
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Table 18 Integrated online and offline dining experience enhancement service plan
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