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ABSTRACT 

Purpose: This paper seeks to explore how queuing and waiting in the banking hall affect 

customers’ service experience and to suggest avenues for future success in handling customer 

frustration in the banking sector in Ghana. This is important because delay in the queuing system results 

in frustration and customer dissatisfaction.  

Design/methodology/approach: Using a survey research design, data was collected from 306 

bank account holders by the help of self-administered questionnaires and was analyzed using Partial 

Least Squares Structural Equation Modeling (PLS-SEM) approach. 

Findings: The study found that queue management (Seeking hedonic gratification) queue 

environment (Seeking social interaction) impact on customer experience while available services 

(Seeking economic performance); queuing time (Seeking convenience) did not impact on customer 

experience. The study also found that customer experience impacts positively service delivery.  

Originality/value: First, this study helps to improve our understanding of customer experience of 

waiting and queuing for services. Second, it examines the impact of waiting and queuing has on 

customer experience and quality service delivery. Third, the study then examines customer perceptions 

of waiting in line and focuses on methods for making waiting time more tolerable. 

Keywords: Queuing, Waiting, Customer experience, Service delivery. 

 

INTRODUCTION 

Queues are a phenomenon that pervades in our everyday life. Usually, the phenomenon is 

observed at bus stops post offices, bank, hospitals, petrol filing stations and even call centers, etc. Queues 

usually are formed when the number of customers demanding a service exceed the of representatives or 

gadgets that are ready to serve them (Sharma, 2007). Queues are not uncommon in the service industry, 

especially in the banking sector. This is important because people are concerned about the length of 

time, they spend in queues to be served. Additionally, queueing and waiting time are considered to have 

great impact on customer perception of service delivery (Bielen and Demoul 2007), as research reveals 

that customers’ satisfaction with the in-branch experience has the greatest impact on their overall 

experience with their banks.  
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Individuals attach so much value to time as it is a very precious commodity to them and it passes 

so quickly and so fast (Alfakia et al., 2019). According to Abban (2011), time management is “a set of 

principles, practices, skills, tools and systems that help us use time to accomplish what we want”. In the 

banking sector especially, time helps in improving the quality of services as it reduces the frustration 

that customers go through in queues to be served.  

Waiting in the queue is frustrating but it is even more frustrating when one does not know how 

long to be in queue described by Maister (1985) as uncertainty. Waiting is often a negative experience 

from both an economic and a psychological perspective which leads to all that is done in the service 

area (Kumar and Gilovich, 2016; Voorhees et al., 2017). In the banking industry, customers mostly are 

motivated by the speed with which they get services delivered to them (Amoaka, 2012). Usually waiting 

for services is in almost all services industry areas is inevitable as it is the reason why managers in the 

banks face a huge task in the management of queues in both the banking hall and at the ATM point of 

service (Eze and Odunukwe, 2015).  

Given the importance of waiting time, Porter (2018), argued that, in recent times customers in a 

queue are compensated for the time they spend waiting. While waiting they are giving certain things for 

free which are part of the reasons they are at the company. Services such as free coffee or snack are 

enough to make some customers wait for longer than they would hitherto have. Another phenomenon 

that is creeping in the service industry is the issue of what is called “queue walkers” who walk through 

the queues to find out customer queries and direct them to the right solution area or help solve the issue 

if it can be solved there and then. The importance and role of waiting time has widely been discussed in 

literature in the field of marketing, economics, and operations. Competition in most of the service 

operations, such as banks, fast-food, call centres, drive-through restaurants, retail shops and health care 

facilities, is largely based on waiting time, quality and price (Singhal et al., 2018).  

Existing literature examining customer queuing (Waiting time) have looked at the need to improve 

the efficiency in the banking sector with regards to queue management. Specific mention can be made 

of increasing staffing levels to improve employee’s productivity (Katz and Martin, 1985). Customer 

willingness to wait (Anderson et al., 2007), making wait more meaningful to the customer (Ulku et al., 

2019), modelling the queue system in the banks for efficiency (Williams, et al., 2014; Agyei, Asare-

Darko and Odilon, 2015), service improvement in the banking sector (Alfakia, et al., 2019; Azad, et al., 

2019) and ATM service optimization (Burodoet et al., 2019) are some areas in the literature that have 

been done. Customer waiting experience literature have largely been based on Maister (1985) theory of 

queue psychology and rehearsed by Furnham et al., 2020. The focus is on a combination of expectations 

and perceptions management measures that are related to lowering customers’ perceptions of waiting 

time. Areas such as employee’s visibility (Clemmer and Schneider, 1989) lighting color (Shibasaki and 

Masataka, 2014; Bilgili, et al., 2018), design and decorations of the bank (Chien and Lin, 2015), 

television (Borges et al., 2015) and ambient waiting environment (Fenko and Loock 2014) have been 

worked on. 

Studies on the relationship customer waiting experience and service delivery are not adequate 

especially in the context of emerging economies. Literature on customer waiting experience has also 

been limited especially regarding service delivery as argued by Giebelhausen et al., (2011); Debo et al., 

(2012) and Kremer and Debo (2016). Much of the literature aforementioned have concentrated on queue 

efficiency, perception management and modeling and analysis of queueing as well as customer 

experience at the service point to the neglect of customer experience in waiting lines and how it affects 

quality of services delivered (van Vaerenbergh et al., 2019) especially in emerging economies. This is 
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particularly important as this paper seeks to examine the ingredients that will make customers wait to 

be served. The affluent and high standards of living further enhance Ghanaian customers’ search for 

value in services. Economic pressures have shifted consumer values. Since workers have fewer non-

working hours, they place a greater value on their free time. Filling this gap in literature make this 

research very important.  

Rather than taking an operational approach, such as looking at the effects of reducing actual waiting 

times on customer satisfaction this study largely has two aims: 

1. To investigate customer experience of queuing (waiting time) and its impact on servile delivery in banking sector 

in Ghana and 

2. To test customer experience antecedents by Anteblian et al. (2014) and its impact on waiting in line in order to 

attempt to deal with the call for research on individual experience in waiting by Durrande‐Moreau (1999).  

This study contributes to both theory and literature. The theoretical contribution of this study is the 

fact that it has tested the Social Exchange Theory in an emerging economy such as Ghana and in the 

service industry where majority of waiting and queuing to be serve is observed. This study comes almost 

the first in Ghana to be conducted in order to examine the customer experience with regards to waiting 

and queuing and service delivery quality. This study uses the model by Anteblian et al., (2014) in 

customer experience and redefines the constructs to suit customer waiting and queuing experience and 

test the model in a different environment with a different concept such as waiting.  

 

Theoretical Background 

The theoretical underpinning of this study is the social exchange theory (SET) to demonstrate the 

customer experience in queue and how they perceive service delivery. Homans (1961) defined Social 

exchange as “the exchange of activity, tangible or intangible, and more or less rewarding or costly, 

between at least two persons”. Blau (1964) also defined social exchange “as voluntary actions of 

individuals that are motivated by the returns they are expected to bring and typically do in fact bring 

from others." The theory argues that social exchange needs a number of transactions or interactions that 

are interdependent to force supportive actions from another area (Cropanzano and Mitchell 2005) and 

also, that within the process of exchange a particular behavior or transaction by one party in the process 

needs to create a mutual understanding (Blau 1964; Emerson 1976). Blau (1964), argues that SET in 

any transaction or exchange relationship the action taken by one party is conditioned by rewarding the 

reaction of the other party in the transaction. From the perspective of SET, customers visit the service 

point because they require some services and they have an expectation not to spend so much time to be 

served. Bank customers expect that they spend less time in the queues when they are in the banking hall 

so the bank should provide avenues for easy access.  

In the banking sector, the bank provides services to the myriad of customers. Whiles the bank 

would want to deliver excellent services to the customers, the customers in turn have a perception about 

the services rendered by the bank. In this exchange when the customer values the interaction to be 

positive, the bank should also view the interaction as such. Therefore, a mutual social mechanism is in 

place.  

In this study, SET and the modified Anteblian et al., (2013) model of customer experiences the 

study sets out basic constructs that can lead to the mutual exchange would include Available services, 

waiting environment, queue management and customer and waiting time. 
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LITERATURE REVIEW  

Queueing and Time Waiting  

According to Davis and Heinek (1993), “every organization which directly interacts with its 

customers confronts the issue of queues”. Singhal and Singhal (2018) argued that for service 

organizations, the most crucial issue to handle is waiting time in queues. Customers wait for service in 

a wide variety of settings, including manufacturing and services business, profit and non-profit 

organizations, and private and public agencies. In each instance the key issue associated with queues is 

that: customers do not like to wait. It is a phenomenon universally that a customer does not like to wait. 

But for Ryan, et al., (2018) to diffuse this notion that is held long and conclude that waiting is not all 

that negative as they propose some positive effects of wait and queuing. This is evident in the fact that 

two very vital effects of waiting have been identified in the literature when it comes to firm performance. 

In the first place, queues have been seen to affect sales negatively due to loss of customers (Allon et al., 

2011; Lu et al., 2013). Secondly, queues show the sign of quality and therefore help in customer 

attraction (Giebelhausen et al., 2011; Debo et al., 2012; Kremer and Debo 2016). 

Customer Experience  

One of the topical issues is gaining attention in marketing both in academia and practice is the 

concept of customer experience. Thus, Schmitt, et al., (2015), accordingly argue that some sort of 

customer experience is present in every exchange in services. Meyer and Schwager (2007) defined 

customer experience as ‘the subjective and internal responses that customers have in any direct or 

indirect contact with a company’. In the literature of services, the concept of experience is not highly 

developed (Dube and Helkkula, 2015). Customer experience research is approached differently, for 

example Helkkula, (2011) described it as a “process (focusing on the architectural and time element of 

the experience); as an antecedent to various outputs (such as satisfaction and repurchase intentions); or 

as a phenomenon (specific to an individual in a specific context)”. It can be argued that the concept is 

key in driving both business success customer satisfaction and competitive advantage (McColl-Kennedy 

et al., 2015; Lemon and Verhoef 2016; Mosavi, et al., 2018). For Jaakkola et al., (2017) customer 

experience is largely focusing on customers as the actors and is described as an internal and how 

customers subjectively respond (Dagger et al., 2013). Customer experience in waiting lines can be very 

frustrating and can either be positive or negative depending the length of time spent. Waiting is often a 

negative experience from both an economic and a psychological perspective which leads to all that is 

done in the service area. Holbrook and Hirschman (1982) introduced the concept ‘customer experience’ 

where they stated that consumers are not completely rational solvers of problems. According to Verleye, 

(2015) a positive customer experience leads to a much powerful way of explaining firms’ performance 

in the market. Providing an interesting Customer Experience gives the firm an advantage over its 

competitors (Schmitt, 2010), a better Customer Experience is acknowledged as a key to obtaining 

customer loyalty (Klaus and Maklan, 2011; Liu, Gong, et al., 2017). Marketing practitioners praise 

customer experience as one of consumer industries promising strategies (Homburg et al., 2015). 

Customer experience is a reflection of customer’s route throughout all their interactions with the 

organization–pre-consumption, consumption and post-consumption (Kandampully and Solnet, 2015). 

Customer experience has been seen as important in acquiring customer loyalty (Klaus and Maklan, 

2011). As time becomes more precious for people now compared to about 10 to 20 years ago, it is 

important for an organization to properly deal with the management of customers’ waiting time to 

transact a business.  
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Antecedents of Customer Experience 

Services availability: Customers visit firms because they have needs. Service firms provide those 

services to satisfy the needs desired by customers. In the banking sector for instance there are different 

types of services rendered in order to satisfy the needs of customers. Customer experience is seen as 

subjective customer’s responses that emanate from customer-organization interaction (Scheidt and 

Chung, 2018; Scherpena et al., 2018). Once the company is brought to the attention of a customer that 

is when experience begins and this affects all the channels from pre purchase to post purchase. Within 

this chain the customer considers what services are available to him/her from the firm (Heshmati, et al., 

2019). Customer experience is motivated by the firm, its partners, and its peers, nature of the work, the 

environment, the services available and the character of the customer. Hinson et al., (2011) identified 

international banks to be doing better than their local counterparts in Ghana and this was attributed to 

factors such as the availability of services. In this regard customers would want to consider a firm 

because of the availability of services. Literature available have considered other areas such as the 

willingness of customers to pay and spent time waiting for products (Schoder et al., 2006). Spaulding 

and Perry (2013), Aichner and Coletti (2013) and Mehra et al. (2015) all studied the willingness of 

customers to pay a premium price and wait for tailor-made products/services a bit longer. dell’Olio et al 

(2011) found a relationship between available services, age and customer willingness to pay for quality 

services. Literature that examines the relationship between available services and the customers 

experience in waiting has been very little. Therefore, it is hoped this study will provide an insight that 

is helpful. Accordingly, this hypothesis has been developed 

H1 Services available at the service center has an impact on customer experience. 

Customer Waiting Time  

Acceptable waiting time is defined as “the longest waiting time a customer will accept in a 

particular environment” (Nunkoo, et al., 2017). Customer waiting time can either be perceived or actual 

(Baker and Cameron, 1996). Indeed, it is accepted generally that consumers disliked waiting regardless 

of their culture (Pamies, et al., 2016). One of the most common phenomena in the service industry is 

waiting. While researchers agree that consumers have expectation of negative experiences to move more 

faster when divided into different steps, the evidence is conflicting when it comes to positive experiences 

can be predicted to be longer (Tsai and Min 2011) or shorter (Lim et al., 2015) when divided into more 

episodes. Judging retrospectively how long an experience can last, consumers segmentation leads to a 

perception that a longer time compared with the similar experience unsegmented (Tsai and Min 2011). 

Customers do not tolerate waiting in line for long periods of time just to receive whatever kind of 

products or services unless those things are really important or more valuable than the time spent for 

waiting.  

  Tsai and Min (2011) explored the perceptions of waiting time between separate episodes. An 

experiment in manipulating customer waiting times at ATM, evidence showed that an effect of expected 

waiting times when judging prospectively, and judging retrospectively a recency effect with actual 

waiting time. Zhang, et al., (2017) found a positive relative between customer waiting and customer 

experience in queuing in online restaurant services. Qin, et al., (2019) observed a positive relationship 

between waiting satisfaction and customers’ waiting time and argue that customers will wait once they 

are satisfied with pre-service recovery.  

H2 Customer’s waiting time has an impact on customer experience in service delivery. 

Queue Management  
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A queue is largely described as a waiting line as well as a phenomenon in a social setting which 

is common our current societies as a result of insufficient or unavailability of facilities that will meet the 

needs of customers for a service or a product (Pardo and de La Fuente, 2010; Marin and Rossi, 2017). 

Queue management can be described as the process through which customer waiting times is managed 

so as to optimize end user and employee productivity. Firms in the services sector attempt to reduce 

waiting times of customers because when customers are frustrated by the long queues in the bank they 

leave and sought for more friendly competition (Adedoyin, et al., 2014). Most service firms have now 

introduced what is described as “queue walkers” to help customers whose issues can be solved easily so 

as to reduce the length of the queue while others encourage customers to buy more during off peak 

periods. Some studies conclude that, customers get dissatisfied even more when their expected waits are 

longer due to challenges that could be remedied by the organization e.g. understaffing, inefficient queue 

personnel, failure to provide express services (McCarthy, 2018) than delays which are as a result of 

external factors example random crowding, system breakdowns, time of day or the presence of 

customers with bulk amounts of deposits. Liang, (2016) has also stated that promotional activities are 

likely to affect customer’s perception of queuing management positively. Afolalu et al., (2019) in 

looking at the impact of queueing management model in the banking sector argued that customers would 

prefer a well-managed queue and support staff than the one without. Agyei et al., 2015) also modelling 

and analyzing the queuing theory in Ghana commercial bank in Kumasi found a relationship between 

queue management and customer experience therefore. 

H3 Queue management has an impact on customer experience in service delivery.  

Waiting Environment  

Waiting environments according to (Pruyn & Smidts 1998) consist of “physical design elements 

such as architecture, layout and lighting, which create attractiveness in terms of, e.g., comfort, 

spaciousness and atmosphere, and elements of explicit distraction such as reading material and TV”. 

Arguably different factors affect customer waiting experience and the waiting environment is very key 

(de Vries et al., 2018). Studies into waiting experience have also looked at the environment. The 

decoration and design of the waiting environment (Chien & Lin, 2015), music (Bae and Kim, 2014), 

lighting color (Bilgili et al., 2018) scent (McDonnell, 2018), all of these affect the perceptions of 

customers about waiting time, and affects waiting experience indirectly (Qin, et al., 2019). Waiting 

environment can either be virtual (Hwang, et al., 2012). or physical (Borges, et al., 2015) and what is 

seen in that environment can affect customer experience positively or negatively (Baker and Camdron, 

1996). Chang and Horng (2010), also mentioned physical environment as a component of service 

experience which can be juxtaposed to mean the waiting environment. In a paper by Ryan et al., (2018) 

they found that the environment in which one is waiting can impact on the experience of the customer 

not only negatively but also positively. Liang (2017) studied waiting time that is enjoyable and found 

queue environment to have positive impact on the customer experience. Customers can be influenced to 

ignore perceptions of the company that are negative about the waiting environment due to promotional 

activities (Saaksjarvi, et al., 2015). Therefore;  

H4 The waiting environment has an impact on customer experience in service delivery. 

Service Delivery and Customer Experience  

According to Parasuraman et al. (1991), competitive advantage can be gained by companies if 

they use technology as a means enhancing service quality and gathering market demand. Chang (2008) 

argued that the concept of service quality should be generally approached from the customer’s point of 
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view because they may have different values, different ground of assessment, and different 

circumstances. Lovelock and Wirtz (2007, P.420) also argued that the nature of service quality requires 

a distinctive approach to identify and measure service quality. It is difficult to evaluate service because 

of its multifaceted nature as compared to tangible products. Service quality is defined as “the global 

evaluation or attitude of overall excellence of services” (Parasuraman et al., 1985). There is a high degree 

of human interaction and intervention in the delivery of services (Kim and Kim, 2012). Quality of 

service, service experience and satisfaction are seen as some constructs of customer experience (Bueno 

et al., 2019) which complement one another (Vasconcelos et al., 2015). Afthanorhan et al., (2019) in 

research on library service quality found a significant relationship between service quality and customer 

satisfaction. Fullerton and Taylor, (2015) found that in circumstances where consumers expectations 

regarding the length of wait time for the completion of a service they become dissatisfied once the 

expectations are not met (Figure 1). Which shows a relationship between quality of service delivered 

and customer experience. Therefore; 

H5 Customer experience influences customer perception of service delivery. 

 

Figure 1 

MODIFIED MODEL OF CONSUMER EXPERIENCE 

Methodology  

To analyze the antecedents of customer experience and their influence of quality service delivery, 

such as testing the Antebilan et al., (2014) model we carried out an empirical study in the Ghanaian 

capital of Accra. This empirical study had two main objectives including 1) to investigate customer 

experience of queuing (waiting time) and its impact on service delivery in the banking sector in Ghana 

and (2) to test how the customer experience antecedents by Anteblian et al. (2014) can lead to experience 

and its influence service delivery using waiting in lines.  

Sample 

The study population of comprised of customers of banks aged 18 years and above. This age group 

was taken because per the laws of any one less than 18 years is not qualified to open a bank account. 

The account holders included both service and current accounts. Accra was chosen because it serves as 

home of the headquarters of all commercial and investment banks in Ghana (Bank of Ghana, 2020). The 
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account holders were drawn from both private and public owned banks. Respondents were selected 

through convenience sampling method. A total of 400 questionnaires was sent out of which 340 were 

returned. A screening of data was carried out and completed responses was 306 obtained which is about 

90 % of returned responses. 

Data Collection and Instrumentation 

Data for this empirical study was collected using questionnaire developed from literature 

extensively reviewed using the scales in Antebilan et al., (2014). The scales in the study have all been 

obtained from previous literature used in the area of customer experience as the model was adopted and 

modified to suit this study. The antecedents to customer experience were adopted from Mehra et al., 

(2015), Nunkoo et al. (2017), Afolalu et al., (2019), and Ryan et al. (2018). The items that have been 

used for the research were on a five-point Likert scale with strongly disagree (1) to strongly agree (5). 

Customer experience scales were adopted from Dube and Helkkula, (2015) while service quality scales 

were taken from Bueno et al., (2019) and Vasconcelos et al., (2015). 

 

RESULTS 

Sample Characteristics 

About 400 questionnaires were distributed to respondents who either have a bank account or have 

transacted business with a bank before. Out of this number, 306 responses were retrieved which 

represented three quarters of the questionnaires that went out. Gender was evenly distributed as 49.7% 

were female and almost a similar percentage of 48.7 were males with less than 2% missing. Majority 

(62.7%) were between 18-30 age bracket followed by 31 to 45 with 30.1%, 45-60 age group were 5.2% 

whiles above 60 were 7%. Students and employees had 51.3% and 37.9% respectively while employers 

had 6.9% traders only 15 and others 2.3%. In dealings with banks in Ghana majority (52.9%) had opened 

a bank accounts for over five years and almost same number (48.7) had operated with their banks for 

over five years. Over 90% had gone to the bank for deposits and withdrawals and about 60% had 

accounts or dealt with public owned banks whiles 29.7% were operating with private banks. Only 10% 

had businesses with public private banks.  

Measures and Analysis 

The SmartPLS software is used for the analysis of the study which is often recommended and 

preferable in situations where there is the need to balance predictions and explanations (Sarstedt et al., 

2017a). SmartPLS is often considered to be preferable to other software for examining formative and 

reflective indicators (Henseler, 2009), such as what this study examined. 

The measurement of waiting variables was based on the research conducted by Anteblian et al., 

(2014). Six constructs were used to test the validity of variables in waiting including Available Services 

(AS); Customer Waiting Time (CWT), Queue Management (QM), Waiting Environment (WE) 

representing the antecedents of customer experience. Customer Experience (CE) representing 

experience which can either be positive or negative in relation to time and Customer Perception of 

Service Delivery(CPSD) representing results of customer experience. The measurement of the 

dimensions used a five-point Likert scale, including strongly disagree, disagree, neutral, agree and 

strongly agree’. The social exchange theory (SET) and Antéblian et al., (2014) scale was then modified 

for the purpose of this study. Partial least squares (PLS), which is a variance-based Structural Equation 

Modeling (SEM) approach, has been used to test the model (Hair, et al., 2017). The decision was based 
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primarily looking at the nature of the constructs. When combinations are linear, composites are formed 

as their dimensions or indicators. When dimensions or indicators are dropped from a construct the 

meaning of the construct is altered (Henseler, 2017). Unidimensional constructs can also be modeled 

through the PLS. To examine the convergent validity of the study, two different tests are used including 

are construct reliability and validity (Hair et al., 2017). Nunnally (1978) suggests that a 0.7 value as a 

good point for an agreed composite reliability. In this study, using the Nunnally’s suggested value of 

composite reliability (0.7) the output generated from the SmartPLS and SPSS 23 is shown in Table 1. 

The results for the table indicate the existence of convergent validity in the measurement model; the 

composite reliability is acceptable in this survey (Table 1). 

In order to assess the validity, the average variance extracted (AVE) was used. Fornell and Lacker 

(1981) indicated that an AVE should be greater than 0.5. The AVE estimates for this study are greater 

than 0.5 for all the variables. The composite reliability score for this study shows more than 0.7. The 

composite reliability (CR) and the average variance extracted (AVE) have all met the requirement.  

Table 1  

CONSTRUCT RELIABILITY AND VALIDITY 

  CR AVE 

Available services 0.957 0.917 

Customer perception of service delivery 0.812 0.687 

Customer waiting time 0.753 0.604 

Queue management 0.829 0.619 

Waiting environment 0.836 0.718 

Customer experience 0.943 0.769 

 

One of the tests used to examine discriminant validity is cross loading. We conducted cross-

loading analysis and all the items showed high loadings of (>.707) presented in Table 2 considering 

their constructs demonstrating a very strong discriminant validity presented in Table 3. Together both 

the constructs discriminant and convergent properties were deemed to be excellent as presented in 

Tables 1 and 3. 

Table 2 

CROSS LOADINGS 

  AS CPSD CWT QM WE CE 

I am usually unable to wait for too long to be 

served because I can get the services else 

where 0.939 -0.035 0.166 -0.159 0.236 0.024 

I go inside the bank depending on my need 0.976 -0.005 0.098 -0.103 0.158 0.038 

Service delivery is efficient at the banking hall 

because of shorter waiting times -0.001 0.127 -0.089 0.153 -0.209 0.828 

Service provision is interactive whiles I am in 

the queue 0.005 0.239 0.021 0.236 -0.136 0.913 

Service provision is friendly because there is 

queue support 0.081 0.291 -0.049 0.279 -0.15 0.9 

The service process is relative short 0.058 0.21 -0.032 0.166 -0.19 0.9 

The bank has customized service provision to 

my unique needs -0.011 0.209 -0.117 0.137 -0.308 0.841 

Seats at the banking hall are adequate -0.111 0.309 -0.2 0.779 -0.215 0.192 

I feel more comfortable in the banking hall 

than out side -0.127 0.271 -0.066 0.844 -0.213 0.203 
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I feel entertained by TV screen at the banking 

hall -0.054 0.253 0.033 0.733 -0.089 0.128 

I always wait for long to served 0.157 -0.188 0.807 -0.137 0.283 -0.048 

Automated queuing machine is convenient for 

requesting for service at the banking hall 0.038 0.151 0.747 -0.035 0.272 -0.043 

I have always complained about the delay in 

queue movement 0.227 0.063 0.313 -0.144 0.874 -0.204 

For a very long time I have not gone inside the 

bank due to queues 0.095 -0.053 0.291 -0.257 0.82 -0.173 

Queue support helps in reducing the waiting 

time 0.038 0.71 0.069 0.296 0.038 0.133 

My bank provides queue staff to support 

customers -0.042 0.933 -0.083 0.307 -0.005 0.26 

 

Table 3 

DISCRIMINANT VALIDITY  

  AS CPSD CWT QM WE CE 

AS 0.957      

CPSD -0.018 0.829     

CWT 0.13 -0.037 0.777    

QM -0.13 0.354 -0.115 0.787   

WE 0.196 0.011 0.357 -0.231 0.847  

CE 0.034 0.253 -0.059 0.228 -0.224 0.877 

 

Structural Model 

The results of the assessment model are shown in Table 4. Hypothesis 1 is not supported since 

both the t-value and p-value are positively insignificant for available services, as the t-value (1.051) and 

the p- Value (0.294), with the significance level of 0.001(t=1.051: p<0.001). Hypothesis 2 is also not 

supported because customer waiting time was positively insignificant effect on customer experience 

(t=0.256: p<0.001) (p=0.798: p<.01). All the other antecedents were said to have a significant positive 

effect on customer experience because the t-values with a significance level of 0.001 for hypothesis 

3(t=2.355: p<0.001) indicating a strong positive relationship between queue management and customer 

experience. Therefore, hypothesis 3 is supported. Hypothesis 4 is also supported.  

This is because the waiting environment had a positive significant effect on customer experience, 

as the t-values with a significance level of 0.001 shows (t=2.32: p<0.001). Customer experience had a 

positive significant effect on customer perception of service delivery (t=3.296: p<0.001). Therefore, 

hypothesis 5 is supported since the t-values with a significance level of 0.001 is greater 2. 

Table 4 

PATH ANALYSIS 

  Original 

Sample 

(O) 

Sample 

Mean (M) 

Standard 

Deviation 

(STDEV) 

T Statistics 

(|O/STDEV|) 

P Values  

AS -> CE 0.096 0.101 0.092 1.051 0.294 Not 

significant 

CWT -> CE 0.025 -0.009 0.097 0.256 0.798 Not 

significant 

QM -> CE 0.195 0.205 0.083 2.355 0.019 Significant 

WE -> CE -0.206 -0.196 0.089 2.32 0.021 Significant 
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CE -> CPSD 0.253 0.259 0.077 3.296 0.001 Significant 

R Squared 

 R square R square adjusted 

Customer perception of service delivery 0.064  0.059 

Customer experience 0.092 0.07 

 

DISCUSSION 

The research findings indicate the importance of customer experience and service delivery for 

organizations in the banking sector. The results and model indicate that the four constructs including 

available services; customer waiting time, queue management, waiting environment representing the 

antecedents of customer experience are key to customer experience and customer perception of service 

delivery. The findings demonstrate that from the Anteblian et al., (2014) model, queue management 

(Seeking hedonic gratification) waiting environment (Seeking social interaction) are more important to 

customers than available services (Seeking economic performance); waiting time (Seeking 

convenience), since the two are significant and the other two are not significant. 

These findings come with several academic implications. First, the scales used in the Anteblian et 

al., (2014) model has been tested in a different context looking at customer queuing and waiting 

experience with the use of Social Exchange Theory that focuses on a combination of expectations and 

perceptions management. Which has been shown in the study to be very key to managing the psychology 

of customers.  

Second, the research emphasizes the fact that customers experience can come from seeking 

hedonistic gratification which we see as in our model as queue management is significant confirming 

studies conducted by (Zeithaml and Bitner, 2002; McCarthy, 2018; Liang, 2016) which found queue 

management strategies to play an important in customer experience and that can lead to quality service 

delivery. (Bielen and Demoul, 2007; McCarthy, 2018; Liang, 2016) study also confirms the importance 

of queue management strategies.  

The findings of the study indicate customer waiting environment as part of customer experience. 

It is indicated that waiting environment has an impact on customer experience in the sense that customers 

will prefer a very conducive environment that comes with anything that can entertain them whiles they 

wait to be served. The findings support (Pruyn and Smidts, 1993; Bae & Kim, 2014) study which found 

waiting environment that is attractive to have a positive influence on service satisfaction and that the 

presence of a TV has an impact on the waiting room. Zakay, (1989) also found the presence of closer 

detractors to have influence on customer experience of the service delivered. Another interesting finding 

of the study is that customer experience has an impact on service delivery which has been supported by 

previous studies such as Fullerton and Taylor, (2015) who argued that the experience of customers with 

regards to length of waiting time can lead to customer dissatisfaction and that affects the services 

delivered. Interestingly, the findings of this study did not show availability of service to impact on 

customers experience with regards to waiting. This does not support the findings of (Meyer and 

Schwager, 2007) who described customer experience to entail all the offering of a company and that 

once there are available services customers are prepared to wait to be served. This study found that the 

available services do not matter to customers, maybe because same services could be found in a 

competitor environment.  
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Waiting is frustrating but interestingly our findings showed that most customers do not feel it 

when they are waiting so long as they will be served supporting the findings of Qin, et al., (2019). 

Researchers such as (Katz, et al., 2003; Tsai and Min 2011) have all found waiting to be enunciating but 

our study found otherwise in the sense that it is not of much concern to customers. 

Limitations of the Study 

There are limitations in this current study. The research was conducted in the banking sector in 

Ghana which is a developing economy faced with banking crises over the past three years which in itself 

is a limitation because most customers could be queuing for long because of the collapse of their parent 

banks which the study did not capture. More importantly the study was only limited to customers of 

banks in Accra the capital city of Ghana. The study also used a theory that is related to social exchange 

even though there are other theories of customer experience such as consumption value theory and 

service dominant logic that can also be used. Another limitation of this study is that the constructs that 

are used could not have been exhaustive and more constructs could be employed to get a broader picture 

of customer experience. 

Managerial Implications  

The question to answer by the findings now is whether there is the need to take a look at waiting 

and queuing inconveniences in a firm especially within the banking sector? The result is that 

management needs to critically examine the waiting environment and implement strategies that will not 

create boredom within the time that the customer is waiting to be served. It indicates that a serene waiting 

environment in our opinion is one of the ways that can give customers a positive experience. First of all, 

real time experience and expectations affect customers as it is seen to be core in issues of waiting. 

Therefore, management should work towards the expectation and experiences of customers. Secondly, 

queue management is very critical to customers indicating management should develop queue support 

strategies such as what is now popularly called “queue walkers” who will be attending to customers in 

the queue since there are some customer issues that can be solved without spending long time in the 

queue. The third implication for management is that queue distractors such as background music, TV, 

Point of Sale (POS) material can still be controlled by management but those things have not been 

proven to be efficient. However, if management understands more clearly how customers perceive 

waiting time, and how waiting time influences customer experience and evaluation of service quality, it 

will help to control costs and enhance customer satisfaction (Lee and Lambert 2005). 

Directions for Future Research  

In the light of these limitations we propose some directions for future research to be carried out in 

this area. For instance, since research into customer queuing and waiting experience is quite limited in 

emerging economies much more could be done in other countries. Our sample, even though quite large, 

bigger samples can be extended to obtain higher representation of the study population. Researchers 

could also extend the study into other fields especially in the service sector. The constructs used in this 

study could be helpful in other fields of study such as even the online business where queuing and 

internet traffic is also an issue. Longitudinal studies could also be carried out in order to measure 

customers’ memory of their stay in a queue to be served. Since the research into queuing is largely on 

customers, we propose that waiting in business-to-business and channels of distribution should be 

looked at. 

 



Academy of Marketing Studies Journal Volume 29, Issue 2, 2025 

13 1528-2678 -29-2-133 

 
Citation Information: Iddrisu, M., Peter, K.K., Heward-Mills, I., & Kantanka, A.S. (2025). Waiting to be Served: Investigating the Customer 

Waiting Experience in the Banking Sector in an Emerging Economy. Academy of Marketing Studies Journal, 29(2), 1-18. 

 
 

 
 

CONCLUSION 

Research into queuing and customer experience will as puts it “be one of the most challenging 

research issues in the years ahead. Service experience include sensory cognitive, social, emotional and 

behavioral responses to the firm and its environment. The study highlights the crucial role that waiting 

environment and queue management play in the perception of customers and their experience in service 

delivery. The study combines the theory of psychology of waiting and the model of customer experience 

to test the queue experience of customers and it showed that there is the need to consider this as part of 

strategies. 

Although it is not completely true to think that waiting is always negative, one can argue that 

waiting is sometimes positive as some customers do not mind waiting which is argued in the studies of 

Reisinger and Turner; Pullman and Thompson; and Dickson et al. Hence, the study indicates that 

propositions outlined in this paper suggest that rather than struggling to eliminate, hide or camouflage 

waiting times, waiting can sometimes be beneficial for companies. 
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