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Ⅰ. Introduction

Consumers frequently face situations in which 

they spend time waiting for their desired 

products or services. Waiting in line is often 

seen as a necessary but an undesirable activity 

that consumers must undertake to complete 
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their purchases. When waiting is mentioned, 

the negative emotions that accompanies this 

process is often the first thing that comes to 

mind for consumers. Previous studies that 

focused on minimizing negative emotions of 

consumers during waits in line fall mainly into 

two groups. The first group focuses on reducing 

consumers’ real waiting times through operational 

techniques, the other group of related studies 

is concerned with efforts to reduce the consumers’ 

perceived waiting time, without affecting the 

consumers’ actual or objective waiting time.

However, another aspect of waiting lines is 

mentioned more in recent studies. Considering 

that, in real purchase situations, consumers 

may rely on a variety of quality signals to 

judge the quality of a product or service, such 

as price (Rao and Monroe 1988), the physical 

environment of store (Baker et al. 2002), 

advertisements or warranties (Akdeniz et al. 

2014, Srivastava and Mitra 1998). Waiting lines, 

which function as a form of social influence, 

are suggested to serve as a quality signal 

(Giebelhausen et al. 2011; Koo and Fishach 

2010). 

Based on the social impact theory proposed 

by Latane (1981), individual can be affected 

by the real, implied actions of other individuals. 

Not only in interactive situations, individuals 

are also known to be influenced by the non- 

verbal actions of other consumers (Argo et al. 

2005). Behavior of others can be a guidance 

for individuals, and they use imitation as a 

practical heuristic given that behavior is thought 

to be a trustworthy form of information (Senecal 

and Nantel 2004). Thus, simply observing 

others waiting many positively influence one’s 

decision and behavior. Prior studies in marketing 

literature discussed the positive effect of waiting 

line on consumers’ quality (Giebelhausen et al. 

2011) and whether this effect will occur only 

in a particular situation. For instance, the 

signal value of waiting line is more notable for 

consumer when others are behind them rather 

than ahead them in line (Koo and Fishach 

2010). Compared with waiting for products, long 

waiting have more positive effect on consumers’ 

positive emotions (e.g. pleasant and enjoyable) 

when they waiting for experiences (Kumar et 

al. 2014). In negative service environments, 

long waiting can also have positive effect on 

consumers’ personal coping strategies (Miller 

et al. 2007).       

Considering that there are conflicting conclusions 

about the effect of waiting line, this study 

aims to demonstrate this dual effect of waiting 

lines and understand which effect is more 

significant on the relation between waiting line 

and purchase intention. If the positive effect of 

waiting line is more dominant, stores can 

exploits them by better managing capacity 

and by modifying the design of the store to 

effectively show off the line to other or potential 

customers. Thus, more practical and useful 

wait management strategies can be made.

This study uses restaurant settings to examine 
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the relationship between waiting lines, perceived 

quality, and emotional state associated with the 

waiting experience. The study also examines 

the relationship between waiting lines and 

consumers’ purchase intentions. With respect 

to perceived quality, product quality and service 

quality are considered separately. The research 

model assumes that waiting in line affects 

consumers’ perceived product and service quality 

and emotional state associated with the waiting 

experience. In addition, the effects of perceived 

product and service quality on emotional state 

are also examined. Furthermore, the moderation 

effect of consumer knowledge level is considered 

because knowledgeable consumers are assumed 

to be less dependent on quality signals such as 

waiting in line. In accomplishing these objectives, 

this research provides overall insight into how 

practitioners can better manage consumers’ 

perceived product and service quality by modifying 

various aspects of the waiting situation.  

Ⅱ. Theoretical Background and 
Hypothesis Development

2.1 Waiting in line and perceived quality

Waiting in line occurs whenever the number 

of arrivals at a facility exceeds the capacity of 

the system to process them (Lovelock and 

Wirtz 2011). Customers may wait in a line 

before, during, or after a transaction. Besides 

the visible waiting situation, the invisible waiting 

also occurs in online situation which is discussed 

in Lee’s (2017) study. The purpose of this 

study is to investigate the dual effect of waiting 

line on consumers’ purchase intentions, and to 

estimate which effect may dominate the relation. 

Considering that offline waiting occurs more 

frequently in daily life and can be more easily 

observed by individuals, this study only focuses 

on visible waiting lines rather than online 

waiting situation. 

In previous studies, perceived quality is defined 

as consumers’ judgment about a product or 

service’s overall excellence or superiority (Zeithaml 

1988). Based on Rust and Oliver’s (1993) 

research, service quality can be evaluated on 

three dimensions: service product quality, service 

delivery quality, and service environment. 

Considering that consumers can easily judge 

the quality of the service environment through 

simple observation and that the waiting line 

itself can also be regarded as part of the 

service environment, including service environment 

in the study seemed unnecessary. Thus, in this 

study, service product quality and delivery 

quality are the main dimensions of the evaluation 

of quality. 

Consumers’ perceived quality may not totally 

reflect a service’s actual quality, because 

information asymmetry often exists between 

firms and consumers. As a result of this 

information asymmetry, consumers can have 
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impaired perceptions of quality, which increases 

the risk associated with their purchase decisions. 

Thus, from the perspective of the firm, producing 

and launching a high-quality product or service 

is simply not enough for success. Firms must 

also understand what customers perceive as 

high quality, and engage in marketing activities 

to inform consumers about it (Hennig-Thurau 

et al. 2006, Rajala et al. 2015). Conversely, 

customers also need to use quality signals as 

evaluative cues. Dual-process models can be 

used to explain quality signals’ effect at the 

individual level. In the real world, individuals 

tend to use fast and frugal heuristics to reduce 

cognitive load and to make easy decisions in 

various situations (Gigerenzer and Todd 1999). 

Quality signals can be used as effective heuristics 

to help individuals make quality judgments. 

As Brady et al. (2005) summarized in their 

study, consumers have different motivations 

for using quality signals: to reduce perceived 

risk, to compensate for a lack of expertise, to 

compensate for a lack of intention to devote 

effort, to overcome complexity, and to match 

information searching preferences. In the service 

context, all the elements of a marketing 

system―ranging from service personnel to 

service facilities and equipment―represent cues 

which consumers could use to assess service 

quality (Lovelock 1983).

Many previous studies explored the effect of 

quality signals. James (1979) suggested that 

physical environment is experienced as a 

meaningful entity and that perceptions about 

it convey direct information, when people make 

quality-related decisions. Mari and Poggersi 

(2013) demonstrated the relationship between 

servicescape cues and customer behavior. 

Lehtinen and Lehtinen (1991) argued that 

behaviors of other customers may have a 

stronger impact on perception of service 

quality than contact with service personnel, 

and Kennedy (1994) demonstrated that word- 

of-mouth communication between consumers 

can also serve as a signal of quality. Although 

a variety of quality signals is discussed in prior 

studies, the signaling effect of the waiting line 

has not yet been mentioned. Whether or not 

consumers use waiting line as a popularity cue 

to judge product or service quality is an 

interesting and worthy subject to explore. 

In this study, the signaling effect of the 

waiting line on consumers’ perceived quality is 

illustrated by understanding the line as 

information about popularity, and explanations 

from both demand and supply perspectives are 

provided separately. On the demand side, the 

wisdom of the crowd effect can be used to 

explain the signaling effect of waiting in line 

on consumers’ decision-making. The wisdom 

of the crowd effect refers to the phenomenon 

that the aggregate prediction or forecast of a 

group can be more accurate than most or all of 

the individual forecasts of group members 

(Mavrodiev et al. 2012). When individuals 

become aware of the estimates of others, they 
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may revise their own estimates because they 

suspect others have better information (Banerjee 

1992, Bikchandani et al. 1992). Thus, they will 

follow the wisdom of the crowd to make a 

decisions (Mannes 2009). Based on the wisdom 

of the crowd effect, a long waiting line may 

attract consumers’ attention and entice them 

to infer that the quality of product or service 

for which the other people are waiting is 

worthy of an expenditure of time, and this 

quality inference will further influence their 

own quality judgments. 

Interestingly, a recent study also demonstrated 

an even more extreme popularity bias phenomenon 

in which individuals favor more frequently 

reviewed products, even when they had lower 

objective quality, to higher quality and less 

frequently reviewed product. They viewed a 

product’s popularity as an important social cue 

of its quality (Powell et al. 2017). That is to 

say, even when individuals know precisely 

that a product has low quality, they still prefer 

to act as intuitive statisticians and make 

incorrect quality inferences. Thus, in a waiting 

situation, the longer the waiting line is, the 

greater is the possibility that this bias phenomenon 

may occur. 

The bandwagon effect of information about 

popularity can also apply to the signaling effect 

of waiting in line on perceived quality. According 

to the information cascade theory, when 

individual consumers have limited information 

on the product or service’s quality, they observe 

their predecessors’ behavior and draw quality 

inferences from predecessors’ decisions. In other 

words, the decision maker imitates previous 

decision makers’ behavior and conforms to the 

same judgment, even while ignoring their own 

personal preferences (Bikhchandani et al. 1992, 

1998). 

Moreover, the concept of conformity also can 

be used to explain the relationship between 

waiting in line and perceived quality. Because 

of a natural desire for interpersonal attachment 

(Baumeister and Leary 1995), human beings 

have a fundamental motivation to belong. This 

interpersonal attachment can increase one’s 

perceived belongingness and elicit a positive 

emotional response (Baumeister and Leary 1995, 

Festinger et al. 1950). As Oshagan (1996) 

suggested that consumers are more influenced 

by the opinion of their reference groups than 

that of the societal majority. Thus, in the 

waiting process, consumers may try to discover 

characteristics of the group of consumers 

waiting in line by observing their appearance 

and behavior and using these characteristics to 

judge whether the group is an appropriate 

reference group for them. If they considerate 

the group of waiting consumers as an appropriate 

reference group, they will have a strong sense 

of belongingness and will tend to follow the 

same decisions made by the group.

From the supply perspective, the number of 

customers that a company can serve per day 

is limited. When a long waiting line is observed 



26  ASIA MARKETING JOURNAL Vol. 21 No. 02 July 2019

by consumers, it may convey a scarcity message 

that the product or service the company provides 

is difficult to obtain. This unavailability threatens 

people’s perceived freedom to possess an 

unavailable resource (Worchel 1992). Furthermore 

it may also increase the people’s desire to own 

a scarce product and make people perceive more 

value for this product or service (Lynn 1991).

In a related vein, Giebelhausen et al. (2011) 

suggested that, due to time spent waiting for 

services has an economic value to consumer, 

which can be considered as ‘time price’, thus, 

when a ‘time price’ is perceived as too low, 

consumers’ suspicions of quality will arise. 

Based on these discussions, this study predicts 

that consumers will use waiting lines as 

popularity cues to infer high quality for the 

products. Therefore, the following hypothesis is 

suggested:

H1a: Long waiting lines will increase perceived 

product quality.

H2b: Long waiting lines will increase perceived 

service quality.  

2.2 Waiting in line, perceived quality, 

and emotional state

Most people hate waiting in line even though 

it can suggest high quality of a product or 

service. Psychologists have suggested that 

waiting is objectionable because it wastes time, 

takes control away from customers, creates 

boredom, leads to feelings of crowding and 

neglect, and delays gratification (Carmon et al. 

1995, Osuna 1985, Schwartz 1975). These negative 

emotions are also mentioned as non-monetary 

costs, which include the time expenditures, 

physical and mental effort, and unwanted 

sensory experiences associated with searching 

for, buying, and using a service (Lovelock and 

Wirtz 2011). In this study, we merely focus on 

this negative emotions which arouse during 

the waiting time.

Based on previous studies, there are mainly 

two explanations for why long waiting times 

negatively affect the consumers’ emotional state. 

First, waiting in line means spending time, 

which consumers often evaluate as equivalent 

to money. Similar to money, consumers treat 

time as a scarce resource. Time spent on waiting 

is considered to be an investment or cost 

necessary to obtain a service, and it reduces 

the net utility that can be derived from the 

service (Berry et al. 2002, Schwartz 1975). As 

Etkin et al. (2015) suggested, requiring consumers 

to wait makes them feel time-constrained and 

causes them to value their time more highly. 

The more valuable the customers perceive their 

time is, the more negative their perception 

about the waiting time becomes (Antonides et 

al. 2002, Osuna 1985).

Another explanation for the relationship between 

waiting in line and negative emotional state is 

that almost all consumers are goal oriented. 

Consumers engage in a service transaction to 
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achieve a certain outcome (Bagozzi 1992), and 

anything that blocks them from their goal can 

prompt a feeling of “desire-outcome conflict,” 

which can trigger negative affective reactions 

to a situation that ultimately detract from 

positive feelings toward a provider (Voorhees 

et al. 2009). In a waiting context, the waiting 

act stands between consumers and the 

accomplishment of desired goals (Meyer 1994); 

therefore, it often creates a sense of frustration 

or anger (Rafaeli et al. 2002, Voorhees et al. 

2009). When consumers perceive greater goal 

conflict, the more stress and anxiety they feel 

during the waiting process.

Moreover, in waiting situations, inconvenient 

physical space may result in negative psychological 

changes. Researchers have found that when a 

social presence in close proximity is large in 

size, a personal space becomes invaded, creating 

stress and discomfort (Dabbs 1971, Sommer 

1969). Considering that negative emotions and 

positive emotions are two opposed emotional 

states (Jang et al. 2009), our study mainly 

makes an assumption about negative emotions. 

Thus, to summarize the above discussions, the 

following hypothesis with respect to the 

relationship between waiting in line and 

emotional state is offered: 

H2: Long waiting lines will increase negative 

emotions.

Our tolerance for waiting depends upon the 

perceived value of the service for which we 

wait (Wirtz et al. 2012 p.285, Maister 1984). 

This effect of perceived value on individuals’ 

tolerance can be demonstrated by our common 

experience. For example, as Loewenstein (1987) 

suggested, when individuals wait eagerly for a 

kiss from a movie star, they will feel more 

expectant than bored. A delicious food may be 

incomparable with a movie star’s kiss, but the 

more quality the consumers perceive for this 

product or service, the more patience and 

tolerance they will have in a long waiting 

process, and the less likely it is that they will 

feel negative emotions. Positive emotions, such 

as satisfy or delight, are always derived from 

a high-quality product or service experience, 

and these positive emotions seem to have an 

adverse effect on the perception of negative 

emotions (Izard 2013, Westbrook 1987). A 

product’s appealing taste, freshness, appealing 

presentation, or the reliability of the service 

with which it is presented has been shown to 

positively influence perceived quality and 

satisfaction with the product or experience 

(Acebrón and Dopico 2000, Brady and Roberson 

2001, Johns and Tyas 1996, Raajpoot 2002). As 

Jang et al. (2009) suggested, consumers’ 

perception of both product and service quality 

has a positive effect on emotion, and when 

consumers feel strong positive emotions through 

their perception of a superior product or service, 

negative emotions may be preclude. In line 

with this viewpoint, when consumers wait for 
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a service or product which is confirmed to 

have a superior quality, they may feel an increase 

in strong positive emotions and the probability 

of negative emotions will relatively decrease. 

Thus, consistent with prior research, we 

predict the following:    

H3a: Perceived product quality will decrease 

negative emotions.

H3b: Perceived service quality will decrease 

negative emotions.

2.3 Perceived quality, emotional state, 

and purchase intention

Purchase intention refers to the attempt to 

purchase a product or service (Dodds et al. 

1991). Purchase intention at a retail store is 

influenced by several factors and perceived 

quality is one such factor that has attracted 

significant attention by researchers. In prior 

studies, both theoretical and empirical evidence 

supports the idea that there is a positive 

relationship between consumers’ perceived 

quality and purchase intentions (Boulding et 

al. 1993, Wells et al. 2011). Purchase intentions 

often arise after consumers perceive the net 

utility and value of a product or service (Dodds 

et al. 1991), which directly influences actual 

purchase behavior (Luo et al. 2011, Morrison 

1979).

Based on prior studies, it is hypothesized that 

perceived product quality and service quality 

affect purchase intention positively. Thus, we 

offer our hypothesis:

H4a: Perceived product quality will increase 

purchase intention.

H4b: Perceived service quality will increase 

purchase intention.

Prior studies also suggest that there is a 

direct effect of negative emotions on purchase 

intention. The literature on poverty-of-time 

(Berry and Cooper 1990) and crowding (Eroglu 

and Harrell 1986, Hui and Bateson 1991) as 

well as studies on consumer responses to waiting 

(e.g., Hui et al. 1997, Taylor 1994) all suggest 

that negative emotions as a result of waiting 

weaken purchase intention. 

Similar to prior studies, this study expects a 

negative link between negative emotions and 

purchase intention. This link is consistent with 

the association between affective reactions and 

behavioral response posited by Mehrabian and 

Russell (1974) and is also supported by 

marketing studies (Baker et al. 1992, Donovan 

et al. 1994, Hui and Bateson 1991, Wakefield 

and Baker 1998). Therefore, we hypothesize 

the following:

H5: Negative emotions will decrease purchase 

intention.
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2.4 Moderating effect of consumer 

knowledge level

The manner in which product-related cues 

are used in quality evaluations may depend on 

individual differences (Cordell 1977, Lee and 

Lou 1995). Malhotra (1983) suggested that 

consumers with a high knowledge level 

experience a lack of motivation to search for 

information. They are more aware of their 

preferences and have more confidence when 

making decision (Bettman and Park 1980, 

Brucks 1985, Schraagen and Leijenhorst 2001). 

Subsequently, they are less dependent on 

additional information or quality cues such as 

waiting lines. Deutsch and Gerard (1955) also 

provide experimental evidence that the more 

uncertain an individual is about the accuracy 

of his or her judgment, the more susceptible he 

or she is to informational influences on decisions. 

This implies that consumers with low-level 

knowledge, which results in a high level of 

uncertainty, will rely more on quality cues. 

The moderation effect of consumer knowledge 

level can also be explained by the prominence 

principle (Tversky et al. 1988, Hsee et al. 

2008). According to this principle, when other 

attributes are difficult to evaluate, individuals 

will depend on an obvious attribute to make a 

judgment. Waiting lines, which are very easily 

observed by consumers and have intuitive 

associations with popularity, become more 

prominent to consumers with low-level knowledge 

than to those with high-level knowledge. 

Giebelhausen et al. (2011) also demonstrated 

that for an unfamiliar service the presence of 

a wait can increases perceived quality, while 

for a familiar service the present of a wait has 

no such effect on perceived quality.   

All the above discussions suggest that consumer 

knowledge level can play a moderating role in 

the relationship between waiting in line and 

perceived quality, and therefore, the following 

is hypothesized,  

H6a: Level of consumer knowledge moderates 

the effect of waiting in line on perceived 

product quality, such that the positive 

effect of waiting in line on perceived 

product quality occurs only when there 

is low-level knowledge.

H6b: Level of consumer knowledge moderates 

the effect of waiting in line on perceived 

service quality, such that the positive 

effect of waiting in line on perceived 

service quality occurs only when there 

is low-level knowledge.

Based on the hypotheses above, the 

conceptual framework of this study is depicted 

in Figure 1.
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<Appendix 1> Scenario and waiting line photograph used in the experiment 

(low information setting)  

<Figure A1> Scenario and waiting line photograph (low information setting)

Statement

Imagine that you are going to have lunch with your friend now. On the way, you saw a 

newly opened food store. This food store are mainly sells a kind of Japanese noodle 

which named Ho Myeon. The price of this Japanese noodle is $4. After you order your 

food, you and your friend can enjoy your lunch in the store.

Short Waiting Line
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<Appendix 2> Scenario and waiting line photograph used in the experiment 

(high information setting)

<Figure A2> Scenario and waiting line photograph (high information setting)

Statement

Imagine that you are going to have lunch with your friend now. On the way, you saw a 

newly opened food store. This food store are mainly sells a kind of Japanese noodle 

which named Ho Myeon. The price of this Japanese noodle is $4. After you order your 

food, you and your friend can enjoy your lunch in the store.

• This Japanese noodle is a new menu which 

is developed by a famous Japanese noodle 

store named Rokurinsha.

• Through the fresh material of food and 

delicious bone soup, it can bring a spicy 

and very rich flavor to diners, which make it 

become very popular in SNS.

Long Waiting Line 

 


