




































































































































































Chapter 2
is “the study of the processes involved when individuals or groups select, purchase, use, or
dispose of products, services, ideas, or experiences to satisfy needs and desires” (Solomon
et al., 2006, p. 6). Therefore, Consumer Behavior is a discipline that studies a large variety
of behaviors carried out by consumers. These behaviors are not limited to the purchase of
a product. Choosing the product, recommending it, and disposing of it are some of the
many actions that are studied in Consumer Behavior. Therefore, Consumer Behavior
includes actions and decision processes preceding, following, and taking place during the
purchase (Blackwell et al., 2001; Loudon & Della, 1993). It is important to highlight that
Consumer Behavior doesn’t only examine behaviors but also experiences (Hirshleifer &
Becker, 2009; Mano & Oliver, 1993; Unger & Kernan, 1983). Finally, it is worth noting
that consumer behavior is not limited to the study of consumers as individuals. It also
investigates groups of consumers (Swarbrooke & Horner, 2007).

2.1.2. Evolution of the research on Consumer Behavior

The origins of Consumer Behavior as a field of research go back to the late 1950s.
The necessity of the study of consumer behaviors was the result of a shift of vision and
orientation in the practice of marketing. An increasing interest was given to the consumer
and companies started putting the consumer at the center of their strategies. Indeed, the
new orientation was that the companies should only sell to the consumer the products that
he would actually want to buy. This orientation would be known as the marketing concept

(Drucker, 2017; Kotler, 1972; Levitt, 1960; Schiffman & Kanuk, 1997). From that point,
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the study of consumers will become a fundamental part of the research and practice of
marketing.

Between the 1960’s and the 1980°s the main focus of the research on Consumer
Behavior was to understand consumer behavior. A strong emphasis was put on the motives
of the consumers and the reasons behind their choices. Additionally, great importance was
given to consumers’ behaviors and how they actually behaved. Some of the main concerns
of researchers in that period were brand selection and purchase decision (Holbrook, 1995)
processes in order to predict and influence customers’ behavior (Schiffman & Kanuk,
1997). During this period, the study of Consumer Behavior was based on a positivist view
that considered the consumer as a rational agent (Schiffman & Kanuk, 1997).

In the 1980’s, the study of Consumer Behavior saw an important evolution. The
researchers’ overwhelming focus on purchase decisions started to leave room for research
that is more concerned with the consumption experience (Holbrook, 1995). This evolution
resulted in an increased interest for the emotional and affective aspects of consumer’s
behaviors in opposition to the cognitive dimensions of Consumers Behavior studies in the
previous decades.

Another important evolution of the study of Consumer Behavior in this period is
the increasing adoption of postmodernist views (Sherry, 1991) and orientation towards
constructivist and interpretivist approaches (S. Brown & Turley, 2005; Hirschman &

Holbrook, 1986; Holbrook, 1995). These changes allowed to nuance the traditional
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positivist view and the dominant use of deductive methods (Marsden & Littler, 1998; Peter
& Olson, 1983).

Starting from the 1990’s, the research on Consumer Behavior opened to many fields
of research. Indeed, Consumer Behavior was already an area of research that relied on a
variety of disciplines such as Economics, Macroeconomics, Microeconomics |,
Experimental Psychology, Clinical Psychology, Social Psychology, Sociology,
Anthropology...etc. (Schiffman & Kanuk, 1997). Nonetheless, from that moment on, the
study of Consumer Behavior broadened its spectrum to include new fields of research such
as literary criticism, semiotics, Human Ecology, History, Cultural Anthropology
(Holbrook, 1995; Mick, 1986; Shankar & Goulding, 2001; Thompson et al., 1994).

To sum it up, the research on Consumer Behavior has strongly evolved from its
beginnings to this day. This evolution was characterized by a progressive opening to a
variety of influences. Indeed, the study of Consumer Behavior has progressively opened to
new objectives and research question, epistemological views, methodological approaches,
and fields of research. All these influences contributed to make of Consumer Behavior an
extremely rich and diverse area of research.

2.1.3. Consumer Behavior: An interdisciplinary field

As explained in the previous section, the study of Consumer Behavior is open to
the influence of many fields of research. Indeed, Consumer Behavior is a relatively new
area of research. Therefore, in its early days, the field of Consumer Behavior didn’t have a

strong foundation, in terms of theoretical and empirical background. As a result, many

30



UNIVERSITAT ROVIRA I VIRGILI
A HOLISTIC CONCEPTUALIZATION OF CONSUMER WAITING BEHAVIOR IN ONLINE LIVE STREAMING PLATFORMS

Othmane Aride

Chapter 2
elements were borrowed from existing disciplines such as psychology, sociology, social-
psychology, anthropology...etc. (Schiffman & Kanuk, 1997). These bodies of knowledge
helped build the foundation of Consumer Behavior as a new discipline. Later, even more
fields of research will be integrated and used in the study of Consumer Behavior. As
explained earlier, researchers applied principles developed in a variety of fields such as
Psychophysiology, Literature, Cultural Studies...etc. (Shankar & Goulding, 2001).

As a result, researchers from a wide variety of backgrounds are involved in the
study of Consumer Behavior. In fact, as put by Solomon (2006), “It is hard to think of a
field that is more interdisciplinary” (p. 32) than Consumer Behavior.

This interdisciplinarity is not only a source of richness; it is also a necessity in the
study of Consumer Behavior. In fact, the large variety of consumers’ behaviors, contexts,
environments, manifestations...etc., make it necessary to use such a wide array of fields of
reference. Indeed, in Consumer Behavior, “There’s an awful lot to understand and many
ways to go about it” (Solomon, 2006, p.32).

2.1.4. Consumer Behaviors: Variety and pervasiveness

An extremely wide variety of behaviors displayed by persons and groups can be
considered as Consumer Behaviors. Indeed, the field of Consumer Behavior encompasses
behaviors going from the purchase of carton milk in a supermarket, to the selection of a
complex computer network system in a company. Donating to charity, deciding which
phone to buy, searching for information about a product on the Internet, having an

unpleasant experience at a store, recommending a product to a friend, waiting in a queue,
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complaining about the service to a manager, trying on clothes in a fitting-room, enjoying a
relaxing experience at a spa...all of these behaviors are only a few examples of the infinite
possibilities in terms of consumption behaviors displayed by consumers. These examples
illustrate the presence of Consumer Behavior in all our daily activities (Loudon & Della,
1993). This pervasiveness and variety of consumer behavior is an important reason behind
the interest given to the research on Consumer Behavior.
2.2. Waiting in services

The objective pursued in this chapter is to identify the bodies of knowledge that are
important to the research conducted in the current thesis and that constitute its theoretical
background. The previous sections allowed us to go through the literature on Consumer
Behavior. Indeed, consumer behavior is the most general field of reference for the present
project. In what follows, we will address a body of knowledge that is more specific to our
work, that is, Waiting in services.

Waiting time, in services, is defined as ‘the time from which a customer is ready to
receive the service until the service commences” (Taylor, 1994, p. 56). Waiting time is an
important part consumers’ daily life (Gasparini, 1995; Kostecki, 1996; Nie, 2000; Soman
& Zhou, 2002). Indeed, all through the day, consumers wait for the services they are
receiving. Either they are waiting for the bus, for a waiter in a café, waiting in a queue at a
fast-food, waiting for a product delivery...consumers will inevitably experience some form

of waiting in the process of acquisition of goods and services (Tom and Lucey, 1997).
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2.2.1. Areas of research

2.2.1.1. Research on time

The earliest studies that can be linked to consumer waiting date back to the late
1960’s. This early research didn’t focus on waiting per se. Instead, it was mainly concerned
with the various aspects of time and its influence on the consumers. For instance,
researchers tried to understand the influence of time pressure on consumer’s decision
process (P. T. Gibbs, 1998; Howard & Sheth, 1969; Jacoby et al., 1976; Leclerc et al.,
1995; Wright, 1974). Later work on time focuses on consumers’ perception of time and
consumer’s time allocation (L. P. Feldman & Hornik, 1981; Hornik, 1982, 1984).

In the early 1980’s, the research on Consumer Behavior will see the rise of the study
of one particular aspect of time, i.e., waiting time (Hornik, 1984; Maister, 1985).

2.2.1.2. Waiting in Marketing

The seminal work on waiting in marketing was impulsed by Hornik (1984) and
Maister (1985). Hornik’s and Maister’s work was quickly followed by a large number of
articles treating of a wide variety of subjects. Most of these articles were particularly
centered on consumer’s experience of waiting (J. Baker & Cameron, 1996; Hui et al., 2006;
Kumar et al., 1997; Sarel & Marmorstein, 1999). Moreover, a large part of the literature
has tried to link consumer’s experience of waiting to their satisfaction. Thus, many articles
have focused on the impact of waiting on consumer’s satisfaction and the way in which
they evaluated the services received (Alvarado Valencia & Trespalacios Leal, 2016; M. M.

Davis & Voilmann, 1990; Dellaert & Kahn, 1999: Folkes et al., 1987; Hill & Joonas, 2006;
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Houston et al., 1998; Hui & Tse, 1996; Pruyn & Smidts, 1998; Taylor, 1994, 1995; Tom

& Lucey, 1995).

2.2.1.3. Waiting in Psychology

Many aspects of consumers’ waiting have been studied within the field of

Psychology. The literature has investigated a variety of different subjects such as consumer

time perception (J.-C. C. Chebat et al., 2010; Groth & Gilliland, 2006; Guéguen & Jacob,

2002; Hui & Zhou, 1996; Munichor & Rafaeli, 2007; Oakes, 2003), consumers affective

response towards waiting (Dubé et al., 1991; Groth & Gilliland, 2006; Yan & Lotz, 2006),

their satisfaction (Hui & Zhou, 1996; Tom & Lucey, 1995) and their evaluation of the

service (Antonides et al., 2002; Houston et al., 1998; Unzicker, 1999). Overall, the

investigation of waiting in services in the field of psychology shares many of the concerns

and questions with the field of Marketing. Indeed, both areas of research try to understand

the many ways in which the consumer experiences the wait and the way this experience

impacts customers’ satisfaction in general, and evaluation of the service in particular.

Nonetheless, some differences remain between the two fields (i.e., Marketing and

Psychology). Indeed, besides the subjects of research listed above, the research on

consumer’s waiting in Psychology addresses a number of different questions related to the

psychological (and financial) cost of waiting for consumers (Carmon et al., 1995; Osuna,

1985), fairness of waiting (Avi-ltzhak & Levy, 2004; Larson, 1987; Milgram et al.,

1986)...etc.
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Another key difference between the research on waiting in Psychology and
Marketing is that the former is essentially focused on the consumer as an individual.
Conversely, the study of waiting in marketing often considers the different aspects of
waiting not only for individuals but also for groups (Sommer & Sommer, 1989).

2.2.1.4. Waiting in Operations Management

The main goal of the study of waiting in Operations Management is to provide
operational solutions to the issues caused by waiting situation. As a result, the research in
this field of investigation strongly focused on one object of research, that is, the queue.
Through its investigation of queues, Operations Management attempted to provide
effective solutions to the problems caused by different kinds of queues, to propose ways to
improve companies’ efficiency (Ho et al., 1995; M. E. Pullman & Thompson, 2004; M.
Pullman & Rodgers, 2010; Sheu & Babbar, 1996) through a better queue organization and
management (M. M. Davis & Heineke, 1994; Ho et al., 1995; Jain et al., 2011; Koole &
Mandelbaum, 2002; Sheu et al., 2003). In order to achieve these goals, the study of
Operations Management considers many aspects of waiting in queues such as the social
organization of queues, as systems (Schmitt et al., 1992), or customers’ behavior while
waiting in queues (M. M. Davis & Maggard, 1990; Guo & Zipkin, 2009; Jones & Peppiatt,
1996; Larson, 1987; Rafaeli et al., 2002).

2.2.1.5. Other areas investigating waiting

Marketing, Psychology and Operations Management are the main disciplines

studying waiting in services. Nonetheless, waiting is also studied in other fields of research.
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Some of those fields are Economics (lttig, 2002; Leclerc et al., 1995; Martin et al., 1992;
Siciliani et al., 2009), Sociology (Mann, 1969; Sommer & Sommer, 1989), Ethnography
(Minton, 2008), Management (Bennett, 1998; Dawes & Rowley, 1996; Jones & Dent,
1994; McGuire et al., 2010; Miller et al., 2008; Minton, 2008; Pearce, 1989; Zohar et al.,
2002).

In the fields of study listed above, a wide variety of objectives, research questions
and themes have been treated. The reduction of consumers dissatisfaction, the real cost of
waiting time (Ittig, 2002; Leclerc et al., 1995; Okada & Hoch, 2004) the organization of
queues as a social system, social justice (Mann, 1969) (Mann 1969; Mann 1977) time
management in companies (Dawes & Rowley, 1996)...are some of the many subjects
studied within this context.

2.2.2. Research methods in the study of waiting

In terms of methodologies, the research on waiting in services follows the same
trend of the field of Consumer Behavior. Just like Consumer Behavior, the study of waiting
is strongly dominated by quantitative approaches. Indeed, the large majority of articles
empirical papers on waiting are quantitative (J.-C. Chebat et al., 1995; J.-C. Chebat &
Filiatrault, 1993; Dube-Rioux et al., 1989; Hensley & Sulek, 2007; W. Lee & Lambert,
2000, 2006; W. L. Li, 2010; Tom & Lucey, 1995). The majority of the quantitative papers
published in the area are experiments. This was particularly true in the early studies on
waiting in services. As for today, the literature is still dominated by studies using either

experiments, alone (Dellaert & Kahn, 1999; Janakiraman et al., 2011; Pyone & Isen, 2011;
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Seawright & Sampson, 2007; P. R. Selvidge et al., 2002; Spangenberg et al., 1996) or
studies relying on a combined use of experiments and questionnaires (Clemmer &
Schneider, 1989; Dubé et al., 1991; Gorn et al., 2004; Hui et al., 2006; Koo & Fishbach,
2010; Marquis, 1998; Soman & Zhou, 2002; Taylor, 1995; Tom & Lucey, 1995, 1997;
Weinberg, 2000).

After experiments, questionnaires are the most used method in the study of waiting
in services. Some studies use only questionnaires (Bielen & Demoulin, 2007; Robert East
et al., 1994; Fraser et al., 2008; Stefanie Naumann & Miles, 2001; Rajamma et al., 2009;
Sarel & Marmorstein, 1999; Taylor, 1994) while other studies use observation methods in
conjunction with questionnaires (Heineke & Davis, 1998; Katz et al., 1991; Pruyn &
Smidts, 1998). Thus, the overwhelming majority of articles on waiting in services are
quantitative articles based on experiments and questionnaires.

In comparison, there is very limited research using qualitative methods. Indeed,
there are only a few studies relying either on interviews (Unzicker, 1999), Personal diaries
(Ryan & Valverde, 2006), Personal Diaries and Focus Groups (Ryan & Valverde, 2005),
case studies (Dawes & Rowley, 1996) observation methods (Mobach, 2007) observation
methods combined with interview (Mann, 1969) and Focus Group (Minton, 2008).

As for the use of mixed methods in the investigation of waiting in services. It is
more limited, in terms of number of studies than any other methodological approach (Mc

Donnell, 2002; McDonnell, 2007).
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Finally, besides the quantitative and qualitative empirical investigation detailed
above, researchers have contributed with a number of conceptual articles in their study of
waiting in services such as literature reviews (J. Baker & Cameron, 1996; Church &
Newman, 2000), Theoretical model propositions (Avi-ltzhak & Levy, 2004) and
conceptual studies (Dabholkar & Sheng, 2008b). Despite the fact that there is much less
conceptual investigation than empirical investigation, the study of waiting in services
experienced an increase of published papers in the recent years (Avi-ltzhak & Levy, 2004;
Debo, Parlour, et al., 2012; Guo & Zipkin, 2009; Ittig, 2002; Jain et al., 2011; Nie, 2000;
Sellerberg, 2008).

Nonetheless, it is important to highlight that, despite the increase in theoretical
articles, the study of waiting in services still needs to strengthen and enrich its theoretical
frame. Indeed, the conceptual research conducted so far has been strongly focused on
testing narrow and univariable relationships between specific factors in specific
environments and settings (Ryan, 2004). Therefore, the literature can only count on a few
and isolated efforts to propose an integrated and holistic framework that simultaneously
includes the many factors and phenomenon related to waiting.

In this context, the present work aims to contribute to the state of the art in many
ways. Firstly, one of the main purposes of this doctoral thesis is to propose a theoretical
framework that explores a conjunction of aspects and dimensions of waiting. Indeed, this
work attempts to build an integrating, holistic theoretical frame. The framework proposed

should help tackle the limited holistic research in the study of waiting and contribute to a
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more holistic understanding of waiting in services. Secondly, as previously explained, the
study of waiting in services is strongly dominated by quantitative methods. Indeed, there
are only a few qualitative studies in this field of study. The present project proposes a
qualitative approach to study customer’s behavior on the Internet, in online live stream
platforms. Therefore, the present study will, indeed, contribute to making the study of
waiting in services an area that is less quantitative oriented and more diverse in terms of
methodological approach.

Nonetheless, the adoption of a qualitative is not simply based on the lack qualitative
research. Rather, it is a deliberate methodological choice motivated by the context and
particularities of the present project. Indeed, Qualitative approaches allow for a greater
understanding of complex and nuanced phenomena. They provide rich and detailed data
that allow for a deeper understanding of the subject matter (Denzin & Lincoln, 2006).
Additionally, they are valuable for providing new insights and hypotheses (Locke, 2001).
In the context of the study of waiting, qualitative approaches can provide rich data on
consumers’ subjective and personal experiences of waiting (Pamies et al., 2016b), as well
as the social and cultural contexts that shape their waiting experience (Mann, 1969).
Qualitative approaches are also particularly useful for exploring the complexity of waiting
and the different factors and interact it involves, which can help develop comprehensive
understandings of waiting (Pamies et al.,, 2016a). Despite certain efforts of
conceptualization in the study of waiting (Demoulin & Djelassi, 2013; Mahmud &

Rumman, 2020; Ryan et al., 2015), there remains a need for theoretical frameworks. This
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is particularly true for the contemporary forms of waiting on the Internet. All the reasons

listed above support the value and usefulness of using qualitative methods in the study of

waiting.

2.2.3. Conceptual Foundation of waiting in services

As previously explained, two articles are considered as the seminal work, that gave

birth to the study of waiting in services. Those articles have been written by Hornik (1984)

and Maister (1985). Maister’s conceptual article attempted to consider the psychological

dimensions of waiting in services. The effort of theorization conducted in this article

resulted in 8 propositions that are fundamental for the whole field of study. In addition to

these proposition Davis & Heineke (1994) suggested two additional postulates related to

consumers’ waiting in services. This resulted in 10 fundamental proposition that paved the

way to the research on waiting.

In what follows, we present a short summary of these propositions. This is followed

by a presentation of the ways in which subsequent empirical assesses these key

propositions.

1. Unoccupied time feels longer than occupied time: This is probably one of the most

intuitive propositions on waiting in services. When nothing is happening during the

wait, the consumer feels the wait as much longer than if it was filled with some type

of activity (Larson, 1987; Maister, 1985)
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Pre-process waits feel longer than in-process waits: Pre-process wait refers to the

wait that happens before the service begins. According to Maister (1985), this
waiting time, preceding the beginning of the service, feels longer to the consumer.

Anxiety makes waits seem longer: When consumers are anxious, the wait feels

longer to them. Common causes of anxiety during the wait are related to waiting
uncertainty and unexplained waits (Maister, 1985).

Uncertain waits are longer than certain waits: When consumers knows how long

they will need to wait, the wait feels shorter and is more pleasant. Conversely, in
the absence of information about the duration of the wait, customers “spends the
whole time in a state of nervous anticipation” (Maister, 1985, p. 5).

Unexplained waits are longer than explained waits: When consumers have no

explanation about why they waiting, they experience waiting time as longer.
Conversely, when the provider of the service explains the reasons of the delay the
waiting period is experienced as shorter and induces more positive reactions from
the customers.

Unfair waits are longer than fair waits: If a person arrives late to a queue and is

served before those who have been waiting in the queue ahead of them, this will
generate a feeling of injustice. This will result in the waiting time being experienced

as longer (Maister, 1985).
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The more valuable the service, the longer the customer will wait: Customers are

keener to wait for services that they perceive to be of higher value (Maister, 1985)
because they consider them as worthy of the wait.

Solo waits feel longer than group waits: When consumers are waiting in groups,

they perceive waiting as significantly shorter (Maister, 1985).

Uncomfortable waits feel longer than comfortable waits: “Temperature, lightning,
seating, sound levels should all be considered” (Davis & Heineke, 1994, p. 28) in
order to increase the comfort of customers and reduce their perception of waiting
time.

New or infrequent customers feel that the wait is longer than frequent customers:

Consumers that frequently use a service will experience the wait as shorter than
consumers who have never or rarely used said service (M. M. Davis & Heineke,

1994).

In what follows, we further detail how the literature supports the propositions listed

above and to what extent.

1. Unoccupied time feels longer than occupied time:

The literature on waiting confirms that unoccupied waiting time feels longer than

occupied one. Indeed, when consumers don’t engage in any activity, the waiting time feels

longer for them (Miller et al., 2008).
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The relationship between the wait and how time is occupied can be impacted by
two types of factors: Internal and external. Internal factors certainly have a positive impact
on the user. Indeed, when the consumers keep themselves busy, not only does the waiting
time feel shorter but it also feels more pleasurable (Jones & Peppiatt, 1996; Taylor, 1994).
As for the external factors studied, they consist of the actions that can be undertaken by the
company to fill the wait such as the use of music (Areni & Grantham, 2009; J. Baker &
Cameron, 1996; Cameron et al., 2003), TV, magazines, etc. (McDonnell, 2007). External
factors were found to have a positive impact on the user. Not only do they reduce the
perceived duration of the waiting time (Bell & Baron, 1977; Goldstone et al., 1978), but
they also have a positive impact on consumers’ emotional state, satisfaction, and evaluation
of the service (J. Baker & Cameron, 1996; Bell & Baron, 1977; Bellizzi et al., 1983; Gorn
et al., 2004; Hoagland, 1966; Pruyn & Smidts, 1998). Nevertheless, there are some
inconsistencies in the literature regarding the impact of external factors on the consumer.
Indeed, a number of studies highlighted the potential of external factors in increasing the
perceived duration of the wait and reducing the pleasantness of the waiting situation (J.-C.
C. Chebat et al., 2010; Pruyn & Smidts, 1998; Tom & Lucey, 1997).

2. Pre-process waits feel longer than in-process waits

Pre-process waiting refers to the waiting period that begins when the client is ready
to receive the service until they receive it (Church & Newman, 2000; M. M. Davis &

Maggard, 1990).
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Regarding the proposition that pre-process waits feel longer than in-process waits,

the literature presents mixed results. Indeed, it confirms that in-process wait can impact the

consumer. Nevertheless, it focuses essentially on the impact of the wait on satisfaction

rather than waiting time perception. Moreover, it shows that pre-process and in-process

waiting impact on the consumer is mitigated by other factors such as the type of service
being delivered (M. M. Davis & Maggard, 1990; Dubé et al., 1994; Ellis et al., 2005)

3. Anxiety makes waits seem longer

Maister (1985) asserts that feeling anxious makes the consumers perceive the wait
as longer. Subsequent research confirms this proposition (Gorn et al., 2004; Jones &
Peppiatt, 1996; Kostecki, 1996). Nonetheless, the literature introduces some nuances to the
understanding of this phenomenon. For instance, the claim that anxiety makes the wait feel
longer applies more strongly to infrequent users than frequent ones (Jones & Peppiatt,
1996). The literature also explored the many ways in which companies can reduce
consumers’ levels of stress and thus, reduce their perception of time duration (e.g.,
customer training, service design, color choice (Gorn et al., 2004; Jones & Peppiatt, 1996;
Kostecki, 1996).

4. Uncertain waits are longer than certain waits

Overall, the literature confirms that uncertain waits feel longer while certain waits
feel shorter. It also shows that uncertain waits feel more stressful than certain waits, while
certain waits are more pleasant than uncertain ones (Hui & Tse, 1996; Larson, 1987;

Taylor, 1994). For instance, announcements about the wait duration can reduce negative
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reactions towards the wait (Hui & Tse, 1996). Nonetheless, there are confliction results in
the literature regarding the impact of being informed about the wait duration on user
experience. Indeed, some studies suggest a positive effect while others indicate a negative
effect or no significant impact at all (Groth & Gilliland, 2006; Hui & Tse, 1996; Kumar &
Krishnamurthy, 2008; Anita Whiting & Donthu, 2009). The impact of being informed
about the wait duration also shows to be inconsistent depending on the individuals and the
situations (Katz et al., 1991).

5. Unexplained waits are longer than explained waits

The literature only partially confirms the fact that unexplained waits are longer than
explained ones. The consumer can be informed about the duration of the wait in two
different ways, that is, direct information, and indirect information. Regarding indirect
information, it refers to the contextual cues that can be observed by the consumer during
the waiting situation (e.g., employees’ efforts to solve the wait). The literature shows that
this type of information has, indeed, a positive impact on consumers’ perception of waiting
time (i.e., indirect information about the duration of the wait can make it feel shorter).

Nonetheless, when it comes to direct information about the wait, the literature
presents mixed results regarding its impact on the perceived duration of waiting, as well as
various other factors (e.g., pleasantness, anxiety, reactions towards the wait...etc.) (Groth
& Gilliland, 2006; Hui & Tse, 1996; Katz et al., 1991; Kumar et al., 1997; Stefanie
Naumann & Miles, 2001; Peevers et al., 2009; Anita Whiting & Donthu, 2009).

Furthermore, the literature presents conflicting results regarding whether the consumer
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knows or doesn’t know the cause of the wait. Some studies suggest that knowing the cause
of the wait can cause positive reactions (Taylor, 1994) while other studies suggest that it
can cause negative reactions (Folkes et al., 1987).

6. Unfair waits are longer than fair wait is

The literature support the claim that consumers can perceive unfair waits as longer
than fair ones (J. Baker & Cameron, 1996; Jones & Peppiatt, 1996). Unfair waits can also
impact the consumers in many ways. Indeed, it can be seen as an intentional affront (Sulek
& Hensley, 2004), and decrease consumer satisfaction (Durrande-Moreau & Usunier,
1999; Kostecki, 1996).

7. The more valuable the service, the longer the customer will wait

Research confirms that the duration of the wait is closely linked to the perceived
value of the service. In other words, the higher the value of the service, the longer the wait
(Gavilan-bouzas & Garcia-Madariaga, 2009; Jones & Peppiatt, 1996; Koo & Fishbach,
2010). The typical example of this dynamic can be found in express-checkout counters in
supermarkets. In this case, customers with a few articles are less tolerant to waiting than
those with carts full of products. This is because the goods they are acquiring are of
(relatively) low perceived value. Thus, they are only disposed to allocate a small amount
of waiting time in order to acquire them (M. M. Davis & Heineke, 1994; Jones & Peppiatt,
1996; Maister, 1985). Another finding related to the point of interest is that the more the
service is perceived as valuable, the lesser consumers react negatively to the wait (M. M.

Davis & Heineke, 1994; Jones & Peppiatt, 1996)

46



UNIVERSITAT ROVIRA I VIRGILI
A HOLISTIC CONCEPTUALIZATION OF CONSUMER WAITING BEHAVIOR IN ONLINE LIVE STREAMING PLATFORMS

Othmane Aride

Chapter 2

8. Solo waits feel longer than group waits

The literature supports the claim that waiting alone feels longer than waiting in a
group. Indeed, consumers waiting in a group appear to be more tolerant to waiting time
(Gavilan-bouzas & Garcia-Madariaga, 2009).

It is important to highlight the fact that the positive impact of group waiting needs
to be nuanced (K. S. Ahmadi, 1984). Indeed, since the early work of Maister (1985), some
studies have shown that sharing the waiting experience with other consumers can be either
positive or negative (K. S. Ahmadi, 1984; J. Baker & Cameron, 1996; Zourrig & Chebat,
2009). In fact, the social interactions while waiting can be experienced as positive or
negative depending on the consumer. In some instances, the social interaction can be seen
as a way to fill the time by the consumer. Nonetheless, in other cases, consumers can see
the social interaction as an intrusion (J. Baker & Cameron, 1996).

9. Uncomfortable waits feel longer than comfortable waits

It was proposed that uncomfortable waits feel longer to the consumer than
comfortable ones (M. M. Davis & Heineke, 1994). The literature supports this claim.
Indeed, many factors showed to be efficient in lowering consumers perception of the
waiting time such as lightning (Goldstone et al., 1978), room temperature (Mc Donnell,
2002), scent, and colors (Bellizzi et al., 1983; Gorn et al., 2004).

The comfort of the environment can also have a positive impact on many other

factors related to consumers’ experience of the wait such as a reduced stress level, an
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improved evaluation of the service, and satisfaction (J. Baker & Cameron, 1996; Mc
Donnell, 2002; Pruyn & Smidts, 1998).

10. New or infrequent customers feel that the wait is longer than frequent customers

The literature (Jones & Peppiatt, 1996) supports the claim that new and infrequent
customers feel the wait as longer than frequent ones (M. M. Davis & Heineke, 1994). One
of the reasons explaining this difference is that “frequent users will not be having uncertain
waits as they have used the service before” (Jones & Peppiatt, 1996, p. 57). In contrast,
new or infrequent customers do, indeed, experience uncertain waits. Due to this
uncertainty, new and infrequent customers experience the wait as longer.

2.2.4. Influential factors: Before, during and after the wait

In the previous sections we have defined the concept of waiting. We have explained
the evolution of the research on waiting. We have also identified the main bodies of
knowledge and literature treating the subject of waiting in services. Additionally, we have
considered the many methodological approaches used in the study of waiting in services.
Finally, we have identified the fundamental concepts that define consumers’ waiting
behavior in services and shown how empirical research has confirmed many of these
fundamental concepts. In what follows, we will review the main findings made in the
literature about the many aspects of waiting in services.

In this section, we organize the conclusions and findings made in the area of waiting
in services using the approach followed by (Durrande-Moreau, 1999). Indeed, Durrande-

Moreau’s approach presents a useful, structured and comprehensive way of classifying the
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different factors in play in waiting for services. Moreover, Durrande-Moreau’s structure
has been used in a large number of later works (Durrande-Moreau & Usunier, 1999; Fraser
et al., 2008; Lin & Chang, 2011; Zourrig & Chebat, 2009). Therefore, by adopting such an
approach we are opting for a way of conceptualization that is recognized and established
in the field of waiting in services. In sum, in this section, we divide the different factors
and interactions found in the literature within three categories, i.e., before, during and after
the wait. Additionally, for each category, we will make the distinction between the personal
factors and the situational factors impacting consumers’ behaviors while waiting in
Services.

2.2.4.1. Before the wait: Personal factors

2.2.4.1.1. Personality

Consumer’s personality is one of the most important factors that have been
investigated in the research on waiting. Indeed, the personality of the consumers has shown
to have an impact on the way they reacted to the wait. The literature shows that there is a
temporal dimension of personality that impacts a large variety of behaviors that can be
displayed by the consumers (Durrande-Moreau & Usunier, 1999; Fraisse, 1984). Many
areas of research have studied the link between personality, time and waiting. Fields such
as Psychology (Calabresi & Cohen, 1968; Wessman, 1973), Anthropology (Graham, 1981)
or marketing (Bergadaa, 1990; Holman, 1981; Settle et al., 1978) have all investigated the
relationship between personality and time. All these contributed served as a foundation for

the study of the impact of personality on waiting in the field of Consumer Behavior.
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The early research on identity has identified two main different types of
personalities (Friedman & Rosenman, 1974; Rodin, 1985). On the one hand, the
individuals displaying the first type of personality are impatient, irritable, aggressive...etc.
On the second hand, the persons displaying the second type of personalities are more
conciliant and relaxed. Research has shown that those two types of personalities reacted
differently to waiting (Bennett, 1998). Indeed, the first type of personality showed higher
levels of frustration in waiting situations compared to the second type.

Another key contribution related to personality in waiting is the concept of “time
styles” (Durrande-Moreau & Usunier, 1999). Time styles have been defined as “the general
attitude towards time” (Durrande-Moreau & Usunier, 1999, p. 175). Time styles can be
defined through their characteristic dimensions which are: economic time, orientation
toward the past, orientation towards the future, time submissiveness, feeling of
unusefulness of time. Time styles have been found to have an impact on consumers
behavior in relation to waiting. Indeed, time style have shown to influence the state of mind
with which consumers start waiting for the service, and that will, in turn, impact on the
way they experience waiting.

2.2.4.1.2. Types of consumers

Based on Ad Hoc observations, Jones & Dent (1994) suggested 3 types of
consumers. The first category of customer are the “watchers”, that is, those customers who
“enjoy the bustle and do not mind waiting too much” (Jones & Dent, 1994, p. 56). The

second category are the “neutrals”. These customers don’t experience neither enjoyment
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nor frustration. Finally, the third category are the “inpatients”. They are customers that hate
waiting. They can go to great lengths to avoid waiting and are more likely to complain
about the service.

2.2.4.1.3. Gender

The research examining consumer gender differences in consumer behavior has
found a significant impact of gender on behaviors related to time and waiting (J.-C. C.
Chebat et al., 2010; Kellaris & Mantel, 1994). For instance, the literature has shown a
significant difference in emotional response between men and women in specific waiting
situations (J.-C. C. Chebat et al., 2010). Gender was also found to have an impact on the
estimation of time duration (Kellaris & Mantel, 1994).

2.2.4.1.4. Expectations

In the seminal work of Maister (1985) we already find the that an important role is
given to consumers’ expectations in regard to waiting. Indeed, according to Maister,
customers’ expectations play a key role in their satisfaction about the service. In fact, for
Maister, the satisfaction is nothing more than the difference between the consumer’s
perception of the service and his expectation (Bielen & Demoulin, 2007; Dellaert & Kahn,
1999; Maister, 1985). Therefore, the expectation of the consumers have a direct influence
on their satisfaction as well as on their actual behavior in waiting situations (Bielen &
Demoulin, 2007; Durrande-Moreau, 1999). Due to the important of consumer’s

expectations toward waiting, a number of indicators have been built (Yan & Lotz, 2006)
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such as the “zone of wait tolerance’, the “perceived wait duration’ and the “wait
disconfirmation” that all place expectations at the center of their conceptualization.

2.2.4.1.5. Previous experiences

One of the individual factors that influence the consumer’s experience of the wait
prior to him entering in a waiting situation is his previous experiences (M. M. Davis &
Voilmann, 1990; Kostecki, 1996; Sarel & Marmorstein, 1999) in relation to this type of
services. Indeed, previous experiences of the customer with the service shape their
expectation. Thus, consumers come to expect waiting times that are similar to what they
have experienced before in the same situation (Kumar & Krishnamurthy, 2008; Sarel &
Marmorstein, 1999).

2.2.4.1.6. Frequency and experience with the service

As explained in the last section (2.2.3.) customers that are new to a service or that
use at a very low frequency experience the wait as longer than consumers that are
experienced in the service and use it frequently (M. M. Davis & Heineke, 1994; Jones &
Peppiatt, 1996). Some of the reasons given to this difference of perception is that the
frequent consumer is more familiar with the service. Therefore, he experiences less
uncertainty about the duration of the wait and has more realistic expectations about the
waiting time (Jones & Peppiatt, 1996).

2.2.4.1.7. Perceived value of the service

As previously explained (2.2.3.) the more the consumers perceives the service as

being of high value, the more he is willing to wait (Maister, 1985). Moreover, the more
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valuable the service the longer the consumer is ready to wait. Furthermore, the higher the
value of the service the lesser consumers will react negatively to the waiting situation (M.
M. Davis & Heineke, 1994; Jones & Peppiatt, 1996).

2.2.4.1.8. Prior mood

It has been shown that the mood of the customer, before taking part in a waiting
situation has a real influence on his reaction to the wait (A. Borges et al., 2015; J.-C. Chebat
et al., 1995; M. M. Davis & Heineke, 1994; Hui et al., 1997). Indeed, if a customer is in a
good mood will be more tolerant towards waiting. Conversely, a consumer that is in a bad
mood will show more frustration in a similar situation.

2.2.4.1.9. Time pressure

Facing a waiting situation, a consumer that is in a hurry will not react the same as
a consumer that has time. Indeed, customers under time pressure will react more negatively
to the wait and show higher frustration (Robert East, 1997; R. A. Feinberg & Smith, 1989;
Gross, 1987; Mattson, 1982).

2.2.4.2. Before the wait: Environmental factors

Because there are very little interactions between the company and the customer
before the latter takes part in the service there is very little factors than can count as
situation factors, that is, factors from the environment that can influence the behavior of

the consumer and that can be changed by the actions of the companies.
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2.2.4.2.1. Information about the waiting duration

The one factor that is situational before the consumers gets in the waiting situation
is the announcement of the time duration. Depending on the service the announcement can
take different forms. For instance, in a restaurant, the customers can be informed that they
will be seated in a few minutes. In public administrations, signs can indicate the estimate
duration of the wait...etc.

Information about the wait can be important for the consumer. Indeed, as previously
seen (2.2.3.) consumers don’t like uncertain waits (Maister, 1985). Indeed, on the one hand,
uncertain waits are stressful and feel longer. On the other hand certain wait feel shorter and
are more pleasant for the consumer (Hui & Tse, 1996; Larson, 1987; Taylor, 1994).

Announcement about the duration of the wait before the wait begins can have
positive impact on the consumer. In some cases, announcement can reduce the negative
reaction of the consumer towards the wait (Hui & Tse, 1996). Nonetheless, there is no real
consensus in regard to the effect of announcements. Indeed, the findings on that subject are
inconsistent (Katz et al., 1991). Moreover, the effect of the announcements is not consistent
across individuals, nor is it consistent across situation. Therefore, the findings on the
announcements of waiting duration before the customer joins the service should be
interpreted with caution.

2.2.4.3. During the wait: Pre Process, In Process and Post Process

Researchers have differentiated between three types of waiting, depending on the

consumers’ position in the wait. The three categories identified are pre-process waiting, in-
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process waiting and post-process waiting (M. M. Davis & Maggard, 1990; Hui et al., 1998;
Maister, 1985; Taylor, 1994).

Pre-process waiting is the waiting time that starts from the moment the client is
ready to receive the service until the service is provided to him by the company (Church &
Newman, 2000; M. M. Davis & Maggard, 1990). In-process waiting refers to the waiting
time corresponding to the period during which the company provides to the consumer the
service that has been asked for (Church & Newman, 2000; M. M. Davis & Maggard, 1990).
Post-process waiting refers to the period stretching from the service has been provided to
the client to the moment the client can actually leave (Dube-Rioux et al., 1989; Dubé et al.,
1991).

The general assumption made by researchers is that in-process waiting is better than
post-process waiting. Indeed, Maister (1985) defends that pre-process waits feel longer to
the consumer than in-process waiting. Later work goes in the same direction, suggesting
that pre-process wait impacts the satisfaction of consumers.

Nonetheless, the findings regarding pre-process, in- process, and post-process wait
are quite inconsistent. Indeed, the effect of a consumer’s position in the wait can be
conditioned by the type of service involved or the perception of the consumer on how the

delay might impact them (M. M. Davis & Maggard, 1990; Ellis et al., 2005; Maister, 1985).
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2.2.4.4. During the wait: Personal factors

During the wait, many factors that are internal to the consumer can affect the way
they are experiencing the situation. In what follows, we go through the more important of
these factors.

2.2.4.4.1. Filling the wait

As explained in the previous section (2.2.3.), unoccupied waits are better than
unoccupied waits for the consumers’ experience (Maister, 1985). When the consumer
doesn’t engage in any activity while waiting, time goes even slower for them (Miller et al.,
2008). Conversely, consumers who keep themselves busy during the wait experience
waiting time as more pleasant (Jones & Peppiatt, 1996; Taylor, 1994). In this section, since
we are discussing the personal factors impacting the wait, we are not talking about external
factors used by companies to influence the consumer (J. Baker & Cameron, 1996; Cameron
et al., 2003; Durrande-Moreau, 1999). Instead, we are discussing the many actions that can
be undertaken by the consumer, on his own initiative, to fill the wait. For instance, a
consumer can read messages, listen to music or watch videos on his phone, engage in small
talk with other people in a queue, read...etc.

2.2.4.4.2. Positivity about the environment

Consumers that have a positive perception of their physical environment will
experience the wait as more agreeable (Pruyn & Smidts, 1993; Smidts & Pruyn, 1994).
Nonetheless, it is important to highlight that we are discussing the internal factors

impacting consumers’ waiting and not the external ones (J. Baker & Cameron, 1996;
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Cameron et al., 2003; Durrande-Moreau, 1999). Indeed, the consumers’ perception of their
surroundings has little to nothing to do with the actual environment. Instead, consumers
apply their own subjective evaluation of the environment. When this subjective evaluation
is positive, they tend to experience a more pleasant wait (Pruyn & Smidts, 1993).

2.2.4.4.3. Responsibility attribution

Many factors can cause waiting situations. In some cases, these factors can be
within the control of the service provider. In other cases, the factors causing the wait are
beyond the control of the company. This is the case when the wait is caused by an extremely
slow customer in a queue (Folkes et al., 1987; Tom & Lucey, 1995), a technical
malfunction in the IT System, or a mechanical failure in airlines company plane (Folkes et
al., 1987). Regardless of if the delay is actually caused by the company of by incontrollable
factors, it is the perception of the consumer who the responsible of the delay is that really
matters. This perceived responsibility of the company or external factors is known as
customer attribution (Taylor, 1995; Tom & Lucey, 1995). In this regard, it has been shown
that, when consumers attribute the delay to causes other the service provider they
experience the wait as more pleasant (Bitner et al., 1990; R East et al., 1991; Folkes, 1984,
1988; Folkes et al., 1987; Taylor, 1995; Tom & Lucey, 1995).

2.2.4.4.4. State of mind and humor

As preciously explained (section 2.2.4.5.8.), consumers’ disposition plays an
important role in their reaction to the wait. This is true before the consumer starts waiting

but also when the wait has already started. Indeed, a positive state of mind or good humor
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will reduce the negative reaction of the consumer while waiting (J.-C. Chebat et al., 1995;
J.-C. Chebat & Gélinas-Chebat, 1995; M. M. Davis & Heineke, 1994; Hui et al., 1997). In
fact, the consumers’ disposition and humor is directly linked to their evaluation of the
service (Cameron et al., 2003), that is, the better the humor the more positive the evaluation
of'the service. Moreover, consumers’ state of mind has an impact on their evaluation of the
waiting time (Hornik, 1992; Kellaris & Mantel, 1994).

2.2.4.4.5. Anxiety

As previously seen (2.2.3.), one of the most fundamental propositions made by
Maister is about the role of feelings of anxiety in waiting. Indeed, Maister (1985) suggests
that ‘anxiety makes waits seem longer’ (p. 4). The anxiety experienced by the consumer
during the wait can have many causes (Jones & Peppiatt, 1996; Kostecki, 1996) such as
being temperamentally sensitive to time and schedule (Mattila & Hanks, 2012; Usunier &
Valette-Florence, 2007), not knowing the duration of the wait, or being late for work (Jones
& Peppiatt, 1996).

2.2.4.4.6. Urgency

One of the key factors, occurring before the waiting situation, and that impacts
consumers’ reaction to the wait is the time pressure (2.2.4.5.9). Nonetheless, having little
time doesn’t only affect the consumer before the wait (Robert East, 1997; Gross, 1987;
Mattson, 1982), but it also influences they behavior during the wait. Indeed, consumers

that have urgent matters to attend show more interest toward the pace of time in the waiting
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situation. They also tend to perceive the waiting time as longer than it actually is (Anita
Whiting & Donthu, 2009).

2.2.4.4.7. Perception of the service value

Another factor that influences the behavior of consumers before the wait (2.2.4.5.7)
has an impact on them during the waiting situation. This is the case for the perceived value
of the service (Gavilan-bouzas & Garcia-Madariaga, 2009; Jones & Peppiatt, 1996; Koo
& Fishbach, 2010). Indeed, when consumers have a more positive perception of the service
value they show a more positive reaction to the wait and a disposition to wait longer (M.
M. Davis & Heineke, 1994; Jones & Peppiatt, 1996).

2.2.4.5. During the wait: Environmental factors

Some of the factors impacting consumers’ experience during the wait are
situational, that is, they are not internal to the customer and originate from the surroundings
of the consumer. These environmental factors are very important for companies because
service providers can impact them. Indeed, companies have no agency over the personal
factors impacting the consumer. Nonetheless, they have the possibility to modify the
environment and the surroundings of the consumer in order to shape the waiting situation.

2.2.4.5.1. Environment and sensorial factors

The surroundings of the consumers can have an impact on the way in which they
experiment the waiting situation. Many elements can be controlled by the companies in
order to impact the perception of the wait. One of the main objectives pursued by service

providers in this regard is to reduce the duration of the perceived waiting time.
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Many elements of the physical environment of the consumer can be leveraged by
the company to improve their experience of the wait. Among these elements we can find a
number of sensorial factors such as the lighting (J. Baker & Cameron, 1996; Baron, 1990),
the temperature (J. Baker & Cameron, 1996; Bell & Baron, 1977), the scent (Mc Donnell,
2002; McDonnell, 2007), the color (J. Baker & Cameron, 1996; Gorn et al., 2004), the
furniture (M. M. Davis & Heineke, 1994) and the overall aspect of the waiting room or
waiting space (Pruyn & Smidts, 1998).

The sensorial factors can be used to achieve many goals related to the improvement
of the waiting experience of the customer. For instance, by lowering the lighting it is
possible to make the waiting time seem shorter (Goldstone et al., 1978). Maintaining the
temperature withing an optimal comfort level and allows to prevent the consumer from
feeling additional negative emotions. Indeed, uncomfortable temperatures such as high
temperatures (Hoagland, 1966) can have a negative impact on the consumer and can make
the waiting time feel longer (Bell & Baron, 1977). A scented waiting room can make the
consumers feel that they are wasting less time (Spangenberg et al., 1996) and improve their
evaluation of the service (Mc Donnell, 2002). By using cold colors in the waiting space the
service provider can help induce lower levels of stress related to the waiting situation and
consequently cause the consumers to perceive the waiting time as shorter (J. Baker &
Cameron, 1996; Bellizzi et al., 1983; Gorn et al., 2004). Finally, an attractive waiting room

with comfortable furniture can help increase consumers’ satisfaction and evaluation of the
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service while making the wait feel shorter (J. Baker & Cameron, 1996; M. M. Davis &
Heineke, 1994; Pruyn & Smidts, 1998).

2.2.4.5.2. Filling the wait

During the wait, besides the colors, lights, scents and other environmental factors
discussed above, service providers can influence a number of other factors in order to shape
consumer’s experience of waiting. Indeed, one of the uses that can be made of the
environment of the consumer is to fill the wait. Surely, as suggested by Maister (1985),
unoccupied time feels longer than unoccupied time. Thus, by keeping the consumer
occupied we can make the wait feel shorter. Among the elements leveraged by companies
to fill the wait we can find the use of music, magazines, tv, and other electronic devices
(Areni & Grantham, 2009; Cameron et al., 2003; J.-C. Chebat & Filiatrault, 1993; Katz et
al., 1991; Kellaris & Kent, 1991; McDonnell, 2007; Pruyn & Smidts, 1998).

Nonetheless, it is important to highlight that there are conflicting results in the
literature (Tom et al., 1997). In some situations (J.-C. C. Chebat et al., 2010) factors such
as music can cause emotional responses such as an increased arousal or a drop in pleasure
related to the waiting situation. These emotional responses can actually cause the
consumers to perceive the waiting time as longer than what is acceptable for them. Other
factors such as the use of TV in waiting rooms have shown to have very little impact. In
fact, TV had almost no impact in distracting the consumers or improving their experience

of the waiting situation (Pruyn & Smidts, 1998).
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2.2.4.5.3. Informing about the wait

During the wait, information is one of the environmental elements that can be
leveraged by companies to influence the waiting experience of their consumers. We have
already discussed how the information about the duration of the wait can be used as an
external factor to influence the consumer before the wait starts (2.2.4.6.1.). In what follows,
we will see how information about the wait can be used to impact consumers’ behavior
during the wait.

Companies can provide both direct and indirect information about the wait. Direct
information is the explicit information that is generally given about practical aspects of the
waiting situation such as the expected duration of the wait, the customer’s position in the
queue or the motives of the delay. The results about the positive effect of direct information
of the consumer about the wait are quite conflicted and inconsistent. The discrepancies in
results are true for all three types of direct information, that is, information about the
duration of the wait (Groth & Gilliland, 2006; Hui & Tse, 1996; Katz et al., 1991; Kumar
et al., 1997; Maister, 1985; Stefanie Naumann & Miles, 2001; Peevers et al., 2009; Anita
Whiting & Donthu, 2009; Winblad et al., 2010), information about the position in the queue
(Hui & Tse, 1996; Munichor & Rafaeli, 2007; Anita Whiting & Donthu, 2009), and
information about the reason of the delay (Groth & Gilliland, 2006; Maister, 1985;
Seawright & Sampson, 2007). Indeed, some researchers support the positive impact of
direct information about the wait (Groth & Gilliland, 2006; Hui et al., 2006; Maister, 1985;

Stefanie Naumann & Miles, 2001; Peevers et al., 2009) while others support that there are
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no positive aspects related to the information about the wait. Some even suggest that the
information about the wait can have negative effects on the consumer (Groth & Gilliland,
2006; Hui et al., 2006; Hui & Tse, 1996; Katz et al., 1991; Kumar et al., 1997; Munichor
& Rafaeli, 2007; Seawright & Sampson, 2007; Anita Whiting & Donthu, 2009).

Besides the direct information provided by the company, indirect cues can allow
the consumer to stay informed (J. Baker & Cameron, 1996; Sarel & Marmorstein, 1999).
The indirect information of the consumer about the wait can be done either through
employees visibility as well as their perceived effort (J. Baker & Cameron, 1996; Sarel &
Marmorstein, 1999). Unlike direct information about the wait, indirect information has
shown to have a real impact on the consumer. Indeed, the more the employees of the
company are visible, the shorter the consumers will perceive the waiting time. Moreover,
the more the consumers perceive the employees as working hard to reduce the wait the
better their reaction to the wait will be.

2.2.4.5.4. Apologies and attribution of delays

The delays occurring in a service can be caused by the service providers. They can
also result from external factors over which the company has no agency. In the face of
delays and waiting time, the company can react in several ways. Indeed, the company can
either own the delay and take responsibility of it or deflect its responsibility (assuming that
the company did, in fact, play a role in the delay imposed on the consumers). When it is
responsible of the delay, the company can also choose to apologize or not. In this section

we will focus on consumers’ relationship with waiting and service providers responsibility.
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We will also pay attention to consumer’s reaction to apologies from companies about
delays and waiting time (J.-C. Chebat et al., 1995; Folkes et al., 1987; Taylor, 1994).

It is important to highlight that there is a difference between the actual responsibility
in regard to the wait and the responsibility attribution. Indeed, either they are informed or
not, consumers will try to find a responsible for the wait. Regardless of who is, in fact,
responsible of the delay, the consumers will attribute the responsibility either to the service
provider or to external factors (Taylor, 1994). The consumers will also try to identify the
cause of the wait and whether the company has control over the situation and can reduce
the waiting time (J.-C. Chebat et al., 1995).

One of the main findings on the attribution of delays is that the more the company
is perceived as the cause of the delay the more the evaluation of the service is negative
(Taylor, 1994, 1995). Nonetheless, all the results are not as clear and definitive. In fact,
most of the results related to the other aspects of delay attribution are inconsistent. For
instance, regarding the delay attribution, some studies conclude that react positively when
the cause of the delay is established (Taylor, 1994). Conversely, other studies found that
establishing the cause of the delay actually caused negative reactions from the customers
(Folkes, 1984).

Regarding the company’s apologies about delays and additional waiting time the
literature vouches in favor of a positive effect of apologies. Indeed, the apologies can
alleviate negative feelings caused by the delay (Sarel & Marmorstein, 1999). Nonetheless,

this positive effect of apologies is conditional. Indeed, the service providers apologies will
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have no effect on the consumers’ negative reactions to the wait or their perception of the
duration of the wait unless the customers perceive an effort on part of the company.
Nonetheless, when the apologies of the company are accompanied by a compensation,
consumers reaction is clearer. Indeed, when the company apologies to the consumer and
rewards them this increases their satisfaction as well as their positive feelings toward the
company (Yan & Lotz, 2006).

2.2.4.5.5. Design of the queue

Most often than not, waiting groups in physical spaces (such as stores) take the form
of queues. As a result, the large majority of the studies on waiting are focused on queues
(Alexander et al., 2012; Avi-ltzhak & Levy, 2004; Bekker et al., 2011; Groth & Gilliland,
2006; Katz et al., 1991; Luo et al., 2004; Mann, 2002; Schmitt et al., 1992; Sciences &
Zhang, 2009).

We can identify two types of queues, i.e., multiple queues and unique queues. A
single queue (unique line) is a configuration where customers wait in a common line and
are served in the order of their arrival, while a multiple queue involves the presence of
separate queues corresponding to different service points (Rafaeli et al., 2002). In this
regard, no significative difference has been found between the two types of queues on
customers’ reaction to the wait (Hornik, 1984; Pruyn & Smidts, 1993).

Nonetheless, the type of queue is not the only factor related to queue design that
impacts consumers’ waiting behavior. Indeed, the literature has identified 5 factors that

impact the experience of the consumer in the queue. Those factors are social justice, queue
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progress, queue design, queue environment and information about the queue (J. Baker &
Cameron, 1996; Homans, 1974; Jacoby et al., 1971; Larson, 1987; Mann, 1969; Rafaeli et
al., 2002; Soman & Zhou, 2002). By promoting creative queue designs (Larson, 1987) and
conceiving queues that optimize these factors, companies are able to have a positive impact
on the waiting situation. For instance, service providers can modify the spatial structure of
the queue to create such a positive impact. Indeed, the literature suggests that a spatial
distribution of the queue that conveys an impression of social justice will cause more
positive reactions of the consumers as well a shorter perception of the waiting time. In the
same way, if the queue is designed in such a manner that the consumers perceive a smooth
and steady queue progress their reaction will be more positive and their perception of the
waiting time shorter.

2.2.4.6. After the wait: Affective response, reaction and service evaluation

Besides consumer behavior before and during the wait, researchers have also
studied consumers’ responses after the wait (Durrande-Moreau, 1999). For instance, it is
in this phase that comes after the wait that the consumer will evaluate how the service has
been carried out and form his evaluation of the waiting situation (Buonanno, 2010; M. M.
Davis & Heineke, 1994; Taylor, 1994). The way in which consumers process their
experience of the wait in the ‘after wait” phase follows a certain sequence. First, the waiting
situation generates affective responses in the consumer (Folkes et al., 1987; Maister, 1985;

Taylor, 1994). Secondly, these affective responses to the wait will cause the consumer to
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(1) react to the service in a way or another (Bielen & Demoulin, 2007; Folkes et al., 1987;

G. M. Rose et al., 2008) and to (2) produce his evaluation of the service (Taylor, 1994).

The literature has identified many affective responses of the consumers to the wait.

Some of these affective responses are negative such as stress, anxiety, frustration, anger,

loss of control...etc. (Abrahamse & Steg, 2009; Katz et al., 1991; W. Lee & Lambert, 2006;

Maister, 1985; B. Schwartz, 1975; Taylor, 1994). Some other affective responses are

neither positive nor negative (Ryan et al., 2015). This is the case for feelings such as

indifference. There are also positive affective responses to the wait such as attractiveness

(Kostecki, 1996) and perception of service quality (Chuo & Heywood, 2014; Gavilan-

bouzas & Garcia-Madariaga, 2009; Kostecki, 1996; Rafaeli et al., 2002).

All these affective responses to the wait can cause the consumer to react to the

waiting situation in several ways. Indeed, these affects can impact positively or negatively,

a variety of behaviors such as future visit frequency of the selling point, recommendation

and word-of-mouth (M. M. Davis & Heineke, 1994; M. M. Davis & Voilmann, 1990;

Heineke & Davis, 1998), attitude towards the brand (G. M. Rose & Straub, 2001), loyalty

(Bielen & Demoulin, 2007), service abandonment (Dabholkar & Sheng, 2008b; Munichor

& Rafaeli, 2007; Rajamma et al., 2009; Soman & Zhou, 2002; Zhou & Soman, 2003; Zohar

et al., 2002), sales point re-visit and (Casado Diaz & Mas Ruiz, 2002), consumption habits

(R East et al., 1991; Robert East et al., 1994), complaints (Casado Diaz & Mas Ruiz, 2002;

Folkes et al., 1987).
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Consumers’ affective responses to the wait also impacts consumers’ evaluation of
the service, that is, customers’ global satisfaction about the quality of the service provided
(Groth & Gilliland, 2006; Sheu et al., 2003; Sheu & Babbar, 1996; Unzicker, 1999).
Depending on a variety of factors, this evaluation of the service might be positive or
negative (Antonides et al., 2002; Cameron et al., 2003; Dellaert & Kahn, 1999; Houston et
al., 1998; Sheu & Babbar, 1996; Taylor, 1994, 1995).
2.3. Marketing on the Internet

In this section, we aim to present an overview that will allow us to provide a
framework for subsequent examination of waiting in the more specific context of the
Internet.
2.3.1. Original concepts of marketing on the Internet

With the development of communication technologies and the Internet, the 90’s
saw an explosion of concepts related to the practice of business and marketing on the
Internet. The more general concept originally proposed is the concept of “e-business”. It
is the most englobing concept developed because it is related to all the managerial, business
and marketing practices that can be deployed by companies and organizations. Moreover,
“e-business” is the most general concept proposed because it includes all the information
technologies and tools developed at that time. Internet is, indeed, one of the key
technologies used in e-business. Nonetheless, it is not the only one (El-gohary, 2010; Y.

Lee et al., 2012).
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In the same period, another concept, more specific than e-business has emerged,
that is, the concept of “e-commerce”. The difference between ‘e-business’ and ‘e-
commerce’ is that the latter is limited to a particular set of managerial practices such as
customer service, business collaboration, marketing, etc. Finally, the more specific concept
that has emerged in this era is the concept of “e-marketing”. The concept of “e-marketing”
can be defined as the result of the application of information technology, such as the
Internet, and its use for marketing purposes (Seargeant & Tagg, 2014; J. Strauss et al.,
2003; Tagg, 2015). Other terms can be used to refer to ‘e-marketing’ such as online
marketing, web marketing or marketing on the Internet.
In the early 2000°’s the way the World Wide Web is conceived and used will know
a significant change. Indeed, both users and developers started to use the Internet in a way
that largely differs from the way it was used before (Kaplan & Haenlein, 2010). In effect,
prior to this change, content and applications were developed by individuals and developers
who would create them and then published them. Nonetheless, after this turning point,
content, platforms and application were continuously modified by all users in a
participatory manner. This significant evolution will mark the start of the era of the Internet
2.0 (Alalwan et al., 2017; Kapoor et al., 2018).
In this work, either we are talking about the 1.0 or the 2.0 Internet era, we will use
the term ‘e-marketing’ interchangeably with the other terms that share the same meaning

such as online marketing, web marketing, or marketing on the Internet.
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2.3.2. Importance of the research of Marketing on the Internet

The study of web marketing has drawn the interest of many researchers. In fact, it
is one of the most important bodies of knowledge studied in marketing in the last decades.
This importance of the study of marketing on the Internet is due to many reasons. One of
the main reasons of the interest of researchers for marketing on the Internet is the crucial
role Internet plays in the economy, society, consumers’ daily life, and companies survival
and success (Clarke, 2000; Hajarian et al., 2021; Hinz et al., 2011). For instance, in 2019
alone, more than 333 billion USD have been spent on digital marketing by companies.
Moreover, the budget allocated to digital marketing are expected to keep going up to reach
more than 517 billion USD in 2023 (Hajarian et al., 2021).

The interest of Internet in the field of marketing is not recent. Surely, a large number
of articles have been treating the subject since its early days (Coomber, 1997). The interest
for web marketing didn’t fade, quite the opposite (Ngai, 2003; Parasuraman & Zinkhan,
2002). The research on the subject kept growing and adapting to the evolutions of the
technology and use of the Internet by consumers and marketing practitioners alike (L. R.
Baker & Oswald, 2010; C. P. Chen, 2013; Clarke, 2000; El-gohary, 2010; Frisby et al.,
2002; Garcia-Crespo et al., 2010; Kao, 2009; Oliveira & Henderson, 2003; Parasuraman
& Zinkhan, 2002; Rajamma et al., 2009).

2.3.3. Consumer Behavior on the Internet
Consumers’ behavior online is one of the central issues treated in the research on

marketing on the Internet (Fuciu, 2015; Garcia-Alvarez et al., 2015; Haugtvedt et al.,
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2005). Indeed, researchers have been investigating the behavior of online consumers for
more than 2 decades (Stone & Abbott, 2002) and the interest for the subject is as strong as
ever (Y. K. Dwivedi et al., 2021). A large number of different topics have been studied in
the area of online consumer behavior such as understanding the consumers’ behavior
online (Novak et al., 2000; Strader & Hendrickson, 2001) and identifying Internet users (J.
Chang & Samuel, 2006; C. Dennis et al., 2002; Jayawardhena et al., 2003), their
motivations (Lohse et al., 2000; Morganosky & Cude, 2000; Phau & Meng Poon, 2000),
their use of the Internet, the products sold on the Internet (Einwiller, 2003), online
consumers’ types and profiles (Phau & Meng Poon, 2000; Rowley, 2000), consumers’
online experience (Novak et al., 2000; Rettie, 2001), online search behavior (Jiang, 2002;
Ward & Lee, 2000), consumers reaction to online advertising (Goldsmith & Lafferty, 2002;
Jill Austin & Lynn Reed, 1999), virtual presence (H. Li et al., 1999, 2003), online banking
(Mols, 1998; Sathye, 1999), online shopping (Deshprabhu -Sadekar & Pereira, 2018;
Kolesar & Galbraith, 1108; Morganosky & Cude, 2000; Waite & Harrison, 2015), and
consumers’ use of the Internet as a business environment (Fuciu, 2015).

It is important to highlight that the research on consumer behavior online follows
the evolution of the technology, and the habits related to the use of Internet by consumers
and companies. Thus, a strong tendency of the research is its growing interest for social
media (Abed et al., 2015; Alalwan et al., 2017; Batrinca & Treleaven, 2014; Fotiadou et
al., 2014; Goh et al., 2012; Legewie & Nassauer, 2018; Mohammadian & Mohammadreza,

2012; Poecze et al., 2018; Wilson et al., 2012; Y. Q. Zhu & Chen, 2015) and its more recent
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forms such as online live streaming (Brindl & Hess, 2016; Friedlander, 2017b; J. S. Lim
et al., 2020; Z. Lu et al., 2018).
2.4. Marketing and social media

Social media can be defined as user-driven platforms that facilitate the diffusion of
the content, dialogue, creation, and communication to a large number of users (Kapoor et
al., 2018). Social media is, by definition, a digital space on the Internet. It is an environment
that encourages interactions and networking. Some of the more recognizable social media
platforms are Facebook, Instagram, WhatsApp, YouTube, linked in...etc. (Kapoor et al.,
2018).

We can identify different types of social media (Kaplan & Haenlein, 2010):

. Blogs, collaborative projects (e.g., Wikipedia)
. Content communities (e.g., YouTube)

. Virtual Social Worlds (e.g., Second Life)

. Virtual Game Worlds (e.g., World of Warcraft)
. Social Networking Sites (e.g., Facebook)

Because of their importance and their role, social media have been largely studied
in marketing). Within this field, researchers have investigated a large variety of subjects
such as the behavioral aspects of social media use consumers’ intentions. Researchers have
also studied a variety of factors allowing to explain, influence and predict social media use.

Some other aspects related to marketing have drawn significant interest in the study of
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social media such as the interaction between organizations, customer participation and
patronage, word to mouth, consumer engagement, satisfaction (A. R. Dennis et al., 2016).
2.5. Marketing and online live streaming

Online live streaming is an online media that is used to broadcast and record video
and audio content in real time It is a Social Network System (SNS) and a type of social
media (Hsu et al., 2020; Zimmer, 2018). Some of the most known online live streaming
platforms are Twitch (Hu et al., 2017; Recktenwald, 2017), YouTube Live, Facebook Live
(Legewie & Nassauer, 2018), Instagram Live...etc.

Live streams usually involve a broadcaster that uploads a video in real time (Hu et
al., 2017) while playing video games, performing a daily task, singing, playing an
instrument, dancing...etc. Live streams also involve viewers. The viewers are an audience
that watches the video, makes comments and interacts through a text-based chat room.

Live streaming platforms present a number of characteristic features (Scheibe et al.,

2016; Zimmer et al., 2018). These features come as follows:

. Are Synchronous

. Allow the users to broadcast content in real-time

. Allow the users use their own devices

. Allow the viewers to interact with the broadcaster and with other

members of the audience via chat

. Permit to reward the broadcaster with points, badges, or money
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