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AS CONSUMERS experience a greater squeeze on their time, even short waits seem longer than
ever before. If firms can improve customers’ perceptions of the time they spend waiting to be
served, then customers will experience less frustration and may feel more satisfied with the ser-
vice encounter. This paper examines customer perceptions of waiting in line and investigates
methods for making waiting more tolerable.

ISTORICALLY, SERVICE businesses inter-
ested in customer satisfaction have fo-
cused on hiring and training knowledge-

able, pleasant servers. Today this approach is
nsufficient. Consumers not only demand quality,
they also demand speed. They do not tolerate wait-
ing in line for long periods of time. Firms must
respond to this change if they wish to remain com-
petitive. In this paper, we argue that improving cus-
tomers’ perceptions of the waiting experience can
be as effective as reducing the actual length of the
wait, and we focus on methods for managing per-
ceptions.

Why Is Speed Important

to Consumers?

Americans today work longer, more varied hours
than they have since World War II. The past de-
cade has seen stagnating wages and drastic unem-
ployment shifts. Consequently, many Americans
have been forced to work overtime or hold sec-
ond jobs in order to maintain middle-class lifestyles.
The average work week has risen from 40.6 hours
in 1973 to 47 hours a week in 1988." During the
same period, U.S. leisure time has declined from
26.2 hours to 16.6 hours a week.2 Furthermore,
as the service sector expands, the structure of the
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traditional forty-hour work week erodes. Today,
weekends are workdays for many people, and
twenty-four-hour service operations are common-
place. These changes have shifted consumer values.
Since workers have fewer nonworking hours, they
place a greater value on their free time—witness
the increase in time-buying and time-saving ser-
vices,® and the concept of “quality time”

As consumers experience a greater squeeze on
their time, short waits seem longer and more waste-
ful to them than ever before. The lesson for
managers, then, is that transactions should seem
brief. There are two basic ways to approach that
goal: through operations management and through
perceptions management.

The logic behind perceptions management—the
focus of this research —is that when it comes to
customer satisfaction perception is reality. If cus-
tomers think that they are satisfied, then they are
satisfied. Similarly, if customers think that their wait
was short enough, then it was short enough, regard-
less of how long it actually was. A major benefit
of perceptions management is that it is often very
inexpensive to implement.

Previous Work in Queue
Psychology

Empirical research into the psychology of waiting
dates back to at least 1955, when 1J. Hirsch et
al. studied the effects of auditory and visual back-
grounds on perceptions of duration. They asked
subjects to replicate a tone heard in either a quiet
or a noisy environment. Short durations tended
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to be overestimated, while long durations tended
to be underestimated. In addition, subjects thought
they heard the tone for a longer time in a quiet
environment than in a noisy environment.*

A more recent study focused on the perceptions
of commuters waiting for and traveling on a train
in the Boston subway system. Arnold Barnett and
Anthony Saponaro found that, while recent con-
struction had not disturbed the trains’ operations,
it had disturbed perceptions. The authors concluded
that riders experienced an asymmetry in percep-
tions: although they were quick to sense a decline
in service quality, they were far slower to recog-
nize when the problem had been corrected.®

David Maister has developed a theory of queue
psychology that focuses on a combination of per-
ceptions and expectations management.® In par-
ticular, he has defined a concept he calls the “First
Law of Service”:

Satisfaction = Perception — Expectation

According to Maister,

If you expect a certain level of service, and per-
ceive the service received to be higher, you will
be a satisfied customer. . . . There are two main
directions in which customer satisfaction with
waits (and all other aspects of service) can be
influenced: by working on what the customer ex-
pects and what the customer perceives.

Maister proposes eight principles that organiza-
tions can use to influence customers’ satisfaction
with waiting times:
¢ Unoccupied time feels longer than occupied
time.

* Preprocess waits feel longer than in-process
waits.

* Anxiety makes waits seem longer.

¢ Uncertain waits are longer than known, finite
walits.

* Unexplained waits are longer than explained
waits.

® Unfair waits are longer than equitable waits.
* The more valuable the service, the longer peo-
ple will wait.

* Solo waiting feels longer than group waiting.

Richard Larson has observed that a key deter-
minant in waiting satisfaction is the degree of “so-
cial justice” Even when waiting times are very short,
customers may become infuriated if the system vio-
lates the first in, first out principle.” Larson’s re-

search has also uncovered instances where percep-
tions of queuing have influenced satisfaction. For
example, for fast food customers, satisfaction in
a single-queue system (such as Wendy’s) may be
higher than in a multi-queue chain (such as
McDonald’s)—even though customers wait longer
in a single-queue system.®

Two of the world's foremost test sites for queu-
ng psychology experiments are Disneyland and Dis-
ney World. Disney management realizes that
“there’s a real art to line management,” and does
its utmost to make the waiting experience less psy-
chologically wearing.® Lines at Disney theme parks
are always kept moving, even if only to dump cus-
tomers into one of a series of preride waiting areas.
A Newsweek reporter observed that, to influence
customer expectations,

the waiting times posted by each attraction are
generously overestimated, so that one comes away
mysteriously grateful for having hung around 20
minutes for a §8-second twirl in the Alice in Won-
derland teacups.

Their effort appears to have paid off: even though
Disney’s theme park lines get longer each year, cus-
tomer satisfaction, as measured by exit polls, con-
tinues to rise.

The Study

In November 1988, the Bank of Boston was con-
templating installing two different technologies in-
tended to influence customers waiting line ex-
periences. The first, by a firm called SilentRadio,
1s an electronic newsboard. One of these had been
installed at an off-premise ATM site, and managers
considered it a great success. They were interested
in determining if customers waiting for human
tellers would respond well to a similar installation.
The second, by Camtron Corporation, utilizes “elec-
tric eyes” at the entrance and exit of the queue chan-
nel to estimate line waits and provide statistics for
improving stafhing and service levels.

The bank’s managers had many questions they
wished to answer before investing further. They
wondered if the equipment worked accurately, how
employees would adapt to the equipment, and,
most important, how customers would perceive
the improvements. Our own interests focused pri-
marily on the psychology of queuing. We believed
that if we could improve customer satisfaction by
managing perceptions in a real-world setting, then
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altering perceived waiting times would be further
legitimized as a management tool.

The purpose of the study was to measure cus-
tomer perceptions of waiting under different con-
ditions. We tested the following hypotheses:
¢ As the perception of waiting time increases, cus-
tomer satisfaction decreases.

* Increased distractions reduce the perception of
waiting time, increase customer interest level, and
may improve customer satisfaction.

¢ A wait where the length is known in advance
is less stressful than an open-ended wait; such

Waltmg knowledge may improve customer satisfaction.
in Line In addition, we explored differences between cus-
tomers’ perceptions of waiting and their actual wait-
46 ing times, as well as what customers considered
a “reasonable” waiting time.
Katz et al.
Methodology
Our study site was the Bank of Boston’s 60 State
Street branch in downtown Boston. We gathered
data on Wednesdays, Thursdays, and Fridays, when
the branch had the heaviest traffic. In two of the
three phases, our data-gathering days included the
first or the fifteenth of the month, which are the
most common paydays.
Table 1 Summary Statistics for All Respondents
Phase | Phase 1I* Phase IlI**
(Contrel) (Board)  (Clock) Total
# Responses 116 89 72 277
Actual Wait
0-4 minutes 75% 40% 56% 59%
4-12 minutes 19% 60% 44% 38%
> 12 minutes 6% 0% 0% 3%
Average actual wait (In minutes) 3.6 4.8 4.3 4.2
Perceived Wait
Average perceived wait (In minutes) 4.7 6.0 4.6 51
Average overestimate (In minutes) 1.1 1.2 0.2 0.9
Average % overestimate 78% 43% 22% 52%
Reasonable Wait
Average reasonable wait (In minutes) 5.8 5.9 6.1 5.9
Description of Time in Line (Averages
on 1 to 10 scales):
Short/long 2.9 3.4 3.3 3.2
Boring/interesting 3.9 5.4 3.8 4.3
Stressful/relaxing 6.9 6.6 6.8 6.7
Overall Satisfaction (Averages on
1 to 10 scales):
Today 9.1 9.2 9.0 9.1
Usually 8.1 8.1 8.0 8.1
* Respondents who noticed the newsboard.
** Respondents who noticed the time on the clock.

Two video cameras filmed customers as they en-
tered the queue and as they left the queue to see
a teller; the cameras recorded the time as they
filmed. We and our research assistants then inter-
viewed approximately one-third of the customers
after they finished their transactions, and asked
them about perceived waiting times. Later, when
we identified each interviewed customer on the
videotape, we were able to compare individual cus-
tomers perceptions with how long they actually
waited. (To our knowledge, no earlier studies have
matched individual perceptions to reality in this
way. Most compare individuals’ perceptions with
average waiting periods.)

We also asked customers to rate their wait on
three attributes: duration, boredom, and stress level.
We asked an open-ended question of what a “rea-
sonable” wait would be. We measured general satis-
faction by asking customers to rate the branch’s
service overall, and on that day in particular.

The study took place in three phases. The first
phase served as a control. In the second and third
phases, we introduced variables that we hypothe-
sized would alter the perceived waiting times and
customer satisfaction levels. The second-phase vari-
able was SilentRadio — implemented as a large, black
electronic board that displayed two lines of bright
red print in “Times Square” fashion. Everyone wait-
ing in line could see the board, which transmitted
fifteen minutes of up-to-date news and informa-
tion, interspersed with Bank of Boston ads. Dur-
ing phase three, we removed SilentRadio and in-
troduced Camrron’s digital clock feature. The clock,
positioned at the entrance to the line, gave an esti-
mate of how long the customer’s wait would be.

During the newsboard and clock phases, we asked
customers whether they had noticed the new in-
stallations and, if so, whether they had read them.

Altogether we conducted 324 personal inter-
views, which were distributed fairly evenly over
the three phases. In analyzing them, we omitted
responses from 14 newsboard-phase respondents
who had not noticed the installation and from 33
electronic-clock phase respondents who had not
noticed the time indicated.

Results

Table 1 provides summary statistics for the 277
questionnaires included in our analysis.
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Actual Waiting Times

We determined actual waiting times by analyzing
videotapes of customers entering and leaving the
teller line. Figure [ shows the distribution of ac-
tual wairing times for the 277 customers we inter
viewed. Nearly 60 percent of the customers we
interviewed waited less than four minutes to be
served, and only 1 percent waited over twelve
munutes. On average, survey respondents wasted
it line 4.2 minutes before seeing a telier. Actual
gverage walting time for all customers was some-
what shoreer because we did not interview cus-
tomers who did not have to wait before being
served.

Perceived Waiting Times

“We asked subjects, “How long do you think you
waited in line today (in minutes)?” Figure 2 shows
the distribution of percetved waiting times for the
277 customers we interviewed. On average, respon-
dents thought they waited 5.1 minutes 1o see a teller.
‘Fwenty-five percent of respondents believed they
had waited five minutes. In general, we observed
perceptual “anchor points” at five-minure intervals.

As we had expected, people rended o overesti-
mate the amount of time they spent waiting in line.
Figure 3 shows the distribution of differences be-
tween perceived and actual waiting times. Differ-
ences between perceived and actual waiting times
were approximately normally distributed, with a
mean overestimation of just under one minute and
a2 standard deviation of 2.5 minutes. Waits of less
than one minute typically were not perceived to
he waits ar all.

Reasonable Waiting Times

Customers had very different notions of how long
a reasonable wait is. Many said that their concept
of “reasonable” varied based on when they came
into the bank; for example, they were willing o
wait longest during lunchtme or on payday. Fig-
ure 4 shows the distribution of responses to the
question about reasonable waiting times. On av-
erage, customers thought that 5.9 minutes was a
reasonable amount of time to wait, However, as
with perceived waiting time respornses, descripuions
of what constitutes a reasonable waiting time tended
t0 anchor around five-minute intervals. More than

Figere 1 Bistribution of Actez] Waiting Times
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40 percent of respondents specified exactly five
MInUCES.

Descripdons of Time Spent in Line

Subjects rended to fall into one of three groups,
which we called “watchers” “impatients,” and “neu-
trals” “Waichers” enjoved observing people and

events at the bank. “Impatients) on the other hand,
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could think of nothing more boring than waiting
in line. “Neutrals” as their name indicates, fell some-
where in the middle.

¢ Interest Level. When customers were asked to
describe how interesting their wait was, on a 10-
point scale, with 1 being the least interesting, the
three most frequent responses were 1 (26%), §
(22%), and 10 (11%). Figure § provides the distri-
bution of responses to this question.

* Length of Time in Line. When asked to de-

Figure 3 Perceived vs. Actual Waits
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scribe the length of the wait on a 10-point scale
(I=short, 10=long), most respondents described
their waits as relatively short. On average, cus-
tomers rated the length of their wait as a 3.2 out
of 10. Eighty-five percent rated the wait as § or
lower.

* Anxiety Level. We asked customers to describe
the waiting experience on a 10-point scale (1 =stress-
ful, 10=relaxing). The majority of respondents did
not find waiting in line stressful. The average re-
sponse to this question was 6.7, and 83 percent
of subjects responded with a § or greater.

Overall Customer Satisfaction

In general, we found that customers were very sat-
isfied with the bank. Overall sausfaction “today”
received a rating of 9.1, with 64 percent of respon-
dents indicating their satisfaction was at 10. Over-
all satisfaction with the bank’s usual service recetved
a rating of 8.1, with 41 percent rating it at 10. As
a result, it became difficult to detect effects of the
installation of the electronic newsboard and clock
on customer satisfaction; there simply was not
much room for improvement.

Correlations

Correlations between the variables were as expected.
Changes in actual waiting time tended to influence
customer perceptions: as actual waiting times in-
creased, overall customer satisfaction tended to de-
crease and stress levels tended to increase. In addi-
tion, as actual waiting times increased, both
perceived waiting times and “reasonable” waiting
times increased. Thus, customers recognized that
they were waiting longer, but also indicated that
they were willing to wait longer. This correlation
suggests that customers’ definitions of a reasonable
wait may be based on the length of the current
service encounter.

Similarly, increases in perceived waiting times
were associated with decreases in satisfaction and
with increases in stress levels and definitions of a
reasonable wait.

Overall sausfaction with the service received on
the day of the survey was correlated with descrip-
tions of what constitutes a reasonable wait and with
usual satisfaction. Customers who had a longer
definition of a reasonable wait tended to be more
satisfied than customers with a shorter definition.
In addition, customers who were usually satisfied
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were more likely 1o be satisfied with the service
on the survey date. Customers may have used their
survey date satsfaction as a reference point for rat-
ing their usual satisfaction.

High nterest levels and low stress levels were as-
sociated wich high levels ’n customer satisfaction,
hoth in general gmi on the survey date.

Customer satisfaction &a;gzear&i 10 depend on
how closelv reality matched c“&rpcjftmum D@rmgﬁ
the seudy, several customers commented that the
'ﬁzﬂer fines were much shorter than n:e;uah and thus
that they were very satisfied.

Comparisons berween the Three Phases

er for us to make cv.;cxrzgarirsm;s berween the
survey phe giting times needed 1o be
equl w&krm ACFOSS d‘n@ three phases. We controliec
for this by looking at two gubgﬁwgs with com-
parable mean waiting times: those who waited less
than four minutes, and those who watted berwern
four and twelve minutes.

This divisien may have some wpawtia’mal s

ntficance. Since customers ¢ /pn:am' said they we
willing to wait around five minutes, but tended
oy umatc their waits by arcund one minute, thes
may actually be willing o wait only four minutes
befare the wait becomes “unreasornable”
e Empact of the Electronic Newshoard. News.
board installavion did nov significantly affece per-
ceived waiting umes nor the amount by which
respondents overestimated their waits. Nor did it
affect how customers rated the lengrh of the waie
on 8 ﬁi}pmm scate.

However, the newshoard did make the time spent
i line more patatable. Interest level, mea eﬁi on
& 10-point scale, increased from 3.9 1o 5.0 for cus-
Vume: who waited less than four minues, and fmm

i .8 1o 5.6 for customers who watted Jour to twelve
minutes. Figre 6 shows the effects of the electronic
ne’wgbmum O CU interest levels.

When asked to describe the wait in line on the
bornng-to-interesting scale, many respondents said
that che line was usually very boring, but Z" Ving
the newshoard to watch made it much more in-
reresting. After the newsboard had been remo w&cﬁ,
rnaiy customers noticed it was gone and said they
wished the bank would remnseall 1. R&spoqmm

whao SPeLl @ greater percentage of their ome in
fine warching the newshoard were more interested
and relaxed than other customers and rended to
overestimate the length of their wait by a smaller
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newsboard was present. While the increase was not
statistically significant, the trend was clearly in the
hypothesized direction.

The newsboard had a noticeable physical effect
on the line, as well. Normally, customers face the
back of the person in front of them. This forma-
tion can have the symbolic effect of crowding,
which is often linked to stress.!® In order to view
the electronic newsboard, customers had to either
twist their heads or turn their bodies so they stood
shoulder to shoulder. In so doing, customers may
have subconsciously felt less crowded.

In addition, customers tended to stand com-
pletely still with their arms at their sides while
watching the newsboard. During other phases of
the study, subjects were extremely fidgety; they con-
stantly moved around and touched their faces and
hair. We believe that a relaxed customer will have
a more positive experience than a tense one.

* Impact of the Electronic Clock. Installation
of the electronic clock appeared to influence per-
ceived waiting times and overestimation of wait-
ing times. Specifically, perceived waiting times were
lower for clock-phase respondents than for control-
phase respondents. Clock-phase respondents also

Figure 7
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tended to overestimate their wait by less than
control-phase respondents. While these differences
are on the borderline in terms of statistical
significance, they are clearly in the hypothesized
direction (see Figure 7).

There are two reasons why the clock may have
improved the accuracy of perceived waiting times.
Customers may have believed what the clock told
them about their waiting time and thus adjusted
their perceptions. Alternatively, the clock may have
made customers more aware of time, and thus more
aware than usual of exactly how much time they
spent in line.

We had hypothesized that a wait where the
length is known in advance would be less stressful
than an open-ended wait, so we hoped to find that
the clock reduced stress levels. However, control-
phase and clock-phase respondents did not rate their
stress levels differently.

Nor did the clock improve customers’ overall satis-
faction with the service they received. This may
be because the clock made respondents more aware
of the time wasted standing in line.

We observed that customers liked to play “beat
the clock” and felr as if they were “winning” if they
spent less time in line than the clock had indicated
that they would. Since the clock tended to overes-
timate waiting times by about one minute, most
respondents did beat the clock; however, some cus-
tomers became annoyed when their wait turned
out to be longer than estimated. In addition, the
balking rate appeared to increase during the
electronic-clock phase: more people looked into
the bank, saw the clock, and left (presumably be-
cause the wait was too long) than did so when the
clock was not there.

Further Observations

Throughout the electronic newsboard and clock
phases, customers commented that service had im-
proved dramatically over the last few weeks and
that lines were much shorter than they had been
in the past. Some even commented that they
thought the improvements were due to the addi-
tion of new staff members (even though there were
no additional staff at the time they made the com-
ments!). These observations may have surfaced be-
cause the installation of the Camtron system
affected teller productivity or because February was
a slow month at the bank. Or these perceptions
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may have occurred simply because customers were
being entertained and interviewed, and they felt
that the bank cared about their concerns.

Summary of Findings

In general, our findings supported our preliminary
hypotheses. However, there were a couple of sur-
prises. The major findings were as follows:

¢ In this setting, the average overestimate is about
one minute, and waits of five minutes or less are
considered reasonable.

* As perceptions of waiting time increase, cus-
tomer satisfaction tends to decrease.

® Increased distractions make the waiting ex-
perience more interesting and tend to increase cus-
tomer satisfaction.

¢ However, information on expected time in
queue tends to improve the accuracy of customer
perceptions of waiting but does not influence cus-
tomer satisfaction.

Management Implications

Every line is different. Therefore, when attempt-
Ing to manage customer perceptions of waiting,
managers should consider the experience from the
customer’s point of view. Important issues include
the following:

¢ Fairness. Can newcomers cut ir front of cus-
tomers who arrived before them, or is the line first
come, first served?

¢ Interest Level. Are interesting things happen-
ing that the customer can watch?

» Customer Attitudes. What time pressures do
customers face?

¢ Environment. [s waiting comfortable? Does the
customer have to freeze in the cold or bake in the
sun?

¢ Value of Service. How important is the result
of the transaction to the customer? Could it easily
be obtained elsewhere? Can the customer come
back another time, or is the transaction urgent?

Suggestions

We have formulated ten suggestions for managers.
Some are direct applications of our research results,
while others are based on qualitative observations
and previous work in the field of queue psychology.
1. Do not overlook the effects of perceptions

management: consumer concern about waiting
is growing. There is no limit to the frustration that
waiting can cause. Cities are becoming more
crowded, the work week is expanding, the econ-
omy is worsening, and people need more free time
to deal with their frustrations. Now, more than
ever, excellent service is the key to success. Using
perceptions management to Improve customer satis-
faction is only a tool, but it’s a good tool.

2. Determine the acceptable waiting time for
your customers. One minute of waiting in a bank
will probably go unnoticed, whereas a minute on
hold on the telephone can be infuriating. Deter-
mining an acceptable waiting period ‘will help
managers set operational objectives and, if those
are met, will improve customer satisfaction.

3. Install distractions that entertain and physi-
cally involve the customer. Keep the content
lighthearted. Piped-in music or live piano players
may create a more pleasant atmosphere, but they
do not effectively rope the customer into the ac-
tivity. If the content of the distraction is light, fresh,
and engaging, customers remain interested and en-
tertained for many visits. Customers at the bank
preferred horoscopes and tabloid headlines to more
informative headline news.

The SilentRadio used in our study managed per-

ceptions effectively. It was inexpensive, easy to oper-
ate, and did not disrupt normal operations. In ad-
dition, since most customers had to stand still to
read the screen, they became physically involved
with the distraction and did not mind waiting as
much. Screen placement forced customers to turn
slightly in order to read it; thus they stood shoul-
der to shoulder rather than front to back.
4. Gert customers out of line. Whenever cus-
tomers can be served without having to stand in
line, both company and customer can benefit. For
example, queues can be avoided by advance reser-
vations, by mail or telephone service, or by better
automation.

In banking, there are many ways to conduct
transactions without using a teller—for example,
direct deposit, ATMs, automatic loan payments,
and check-cashing machines. The challenge is to
increase customer awareness and use of these tools.
5. Only make people conscious of time if they
grossly overestimate waiting times. There is a
tradeoff between the accuracy of waiting time per-
ceptions and the awareness of time. In the bank,
perceptions were fairly close to reality, perhaps be-
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cause customers had previous experience with the
branch, or because the lines were short. For
whatever reason, informing customers of their ex-
pected waiting time backfired. The clock made peo-
ple more aware of the waiting time. It also appeared
to increase balking rates.

However, there may be numerous instances in
which information on expected waiting times is
helpful. Airline passengers, for example, have no
way of knowing when a plane sitting on the run-
way will take off unless they're told. In such cases,
Maister’s principle that an informed wait is better
than an uninformed wait may still hold.

6. Modify customer arrival behavior. Customers
are often aware of peak times before they arrive
at a service location, but they show up then any-
way. If some customers could be convinced to ar-
rive at other times, everyone would be better off.
To achieve this, signs that list off-peak hours could
be posted in stores and banks. Servers could also
mention off-peak hours to customers who have
waited amrinordinate amount of time. In addition,
incentives could be used to encourage off-peak ar-
rivals.

7. Keep resources not serving customers out of
sight. Several customers commented that they do
not mind waiting so long as the tellers seem to be
working as hard as they can. Customers tend to
become annoyed if they see several unstaffed teller
windows or if tellers are present but not serving
customers. To address this perception, managers
can adopt several policies:

* Keep idle employees out of view.

¢ Conduct activities that do not involve customer
interactions out of the customer’s sight.

e Staff stations closest to the exit point of the
queue first. This practice creates a better first im-
pression for the customer.

e Keep unused physical capacity out of view (e.g.,
portable cash registers for the Christmas season).
8. Segment customers by personality types. The
three types of customers we observed —watchers,
impatients, and neutrals—want different types of
service from the bank. Watchers find the bustle
of the bank entertaining and prefer a friendly teller
with a smile to a shorter line. The impatient group
is more apt to emphasize the length of the queue
in their definition of overall satisfaction.

The needs of the “impatients” can be met through
innovative products, services, and educational pro-
grams that either avoid or reduce the waiting ex-

perience. The airline and hotel industries, for ex-
ample, have developed club memberships that
provide express check-in and check-out policies.
Some retailers satisfy convenience-seeking con-
sumers by creating express check-out cashier lines.
The emergence of convenience-oriented businesses
proves that people are willing to pay more for ser-
vices that save them time.!!

9. Adopt a long-term perspective. In our re-
search, respondents rated their overall satisfaction
significantly lower on a historical basis than on the
survey date itself. And, although daily satisfaction
improved as the study progressed, historical satis-
faction did not. It evidently takes a tremendous
number of “good days” before customers’ histori-
cal opinions change. Managers must take a long-
term approach when attempting to improve per-
ceptions.

10. Never underestimate the power of a friendly
server. Although waiting is an issue worth address-
ing, managers should not lose perspective. Servers
should continually be trained and rewarded for
good service, since their efforts can overcome many
negative effects of waiting. W
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