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1 ABSTRACT 

Purpose  

The purpose of the master thesis is to explore Danish consumers’ perception of the 

phenomenon of queuing, their queuing behaviour and how a proposed app called “Wait a 

Second” could benefit the consumers’ queuing behaviour. 

Design/methodology/Approach:  

Taking an interpretivistic approach the study is conducted on a basis of theoretical 

underpinnings and primary data collection consisting of one background interview, two 

focus groups and a participant observation study.  

Findings 

The master thesis shows how queuing perception and behaviour is affected by the interplay 

of individual, situational, context-dependant and cultural dimensions. “Wait a Second” could 

benefit users in aligning their queuing expectations and planning to reduce waiting time.  

Originality/value 

The findings contribute to theoretical knowledge of Danish consumers, how several 

dimensions affect queuing perceptions and consumer behaviour, and how technologies may 

bridge and align expectations, thus affecting consumer behaviour. The study provides 

valuable insight into how users demand information on how to reduce waiting time, which 

businesses could benefit from in order to optimise the consumer experience.  

Type of paper: 

Master thesis 

 

Keywords 

Queuing behaviour, queuing perceptions, consumer behaviour, expectation management, 

time management, technology.   
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2 INTRODUCTION 

Waiting for service is an inevitable everyday aspect of life for consumers globally (Pàmies et 

al, 2016). The waiting experience affects the overall impression of a company (Zhao et al. 

2014), as “Perceived service quality is the consumer’s judgment about a firm’s overall excellence or 

superiority” (Dawes & Rowley, 1996) and as waiting time increases, consumers’ satisfaction 

decreases (McGuire, 2010). Time spent in queues represents ‘empty time’ and is resented by 

customers, as it obstructs them from achieving their desired actions (Bernakiva & Lerman, 

1995). Davis and Heineke (1994) explain time perception as the dominant factor for 

dissatisfaction: “The real issue in queue management is not only the actual amount of time that the 

customer waits in a queue, but also the customer’s perception of that wait and his or her associated 

level of satisfaction. Providing a high level of customer satisfaction is the true objective of effective 

queue management. “ (Davis and Heineke, 1994:22). Subsequently, research states that the 

most desirable point of optimization for enhancing consumers’ shopping experience is time 

reduction (Willumsen, 2015).  

Companies and service industries employ several tools for optimizing queue management 

and decreasing waiting time for consumers. Entertainment during queues, self-check-out 

cashiers at supermarkets and a larger number of staff during rush hours are all initiatives to 

shorten the wait or the perception of the wait. But what if customers could have an 

understanding of how long they were going to wait for a service prior to even entering the 

facility? Instead of focusing solely on minimising the queues the root to the problem might 

be solved by time and expectation management. That is the idea behind “Wait a Second”. 

The master thesis investigates consumer behaviour in terms of queuing in the physical 

environment. Research states that an interaction between users and technology is beneficial 

in terms of saving time (Berry et al., 2009). Previous studies show that consumers’ are 

willing to encompass technologies in order to reduce time and waiting in queues 

(Willumsen, 2015). The thesis explores how an app would benefit the consumers if they 

were provided with an overview of current queuing times at the physical destinations. 

Through interviews, focus groups and a participant observation study the master thesis will 

focus on how an app will meet the consumers' needs. The idea is to create an app called 

“Wait a Second”, which will provide users with an overview of current queuing times at 

physical locations. The app would allow users to view several locations at the same time and 

would therefore be a tool for planning activities to avoid queues and thereby optimize time 

consumption. But are customers even interested in avoiding queues or willing to use digital 

platforms as a tool for reducing time? To understand consumers’ behaviour it is essential to 

understand their perception of queues, as well as their willingness to employ technologies.  
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According to Voorhees et al. (2009), literature on the waiting experience reveals a limited 

qualitative knowledge from real interactions between customers and service facilities 

(Voorhees et al., 2009). This notion is backed by Ramseook-Munhurrun (2016) who calls for 

a need to fill the research gap by expanding the waiting experience literature (Ramseook-

Munhurrun, 2016). Research on Danish consumer behaviour in terms of queuing in physical 

locations is extremely limited. The urgency of acknowledging cultural characteristics is 

paramount according to Pàmies et al. (2016), who explain the lack of focusing on culture as a 

pitfall for understanding consumer behaviour: “this gap in our understanding inhibits our ability 

to fully appreciate the dynamics of waiting situations in services across cultures. Consequently, it 

undermines our ability to develop appropriate services marketing solutions for waiting in different 

cultural contexts.” (Pàmies et al., 2016:427). Therefore, it is essential to understand the 

cultural context in which research is carried out.  

The master thesis will contribute to provide insights into the phenomenon of queuing by 

extending the knowledge of time and perception management. The study is carried out 

focusing on consumers situated in Frederiksberg, thus providing insights into their cultural 

consumer behaviour. Furthermore, the master thesis is bridging the findings of queue 

management with a technological approach to encompass users’ queuing preferences. 

Thereby, the purpose of the master thesis is dual: 1) contributing to knowledge of 

consumers’ perception of queuing, and 2) providing practical solutions to be incorporated 

via technology. The master thesis will therefore explore consumer behaviour in terms of 

queuing and using technologies. These revelations will be used as a foundation for the 

potential establishment of the app “Wait a Second”. The master thesis will be concentrated 

around the following research questions: 

RQ1: How do Danish consumers  perceive  queuing as  a phenomenon and how does  i t  

affec t  their  behaviour?  

RQ2: How could “Wait  a  Second” benefi t  consumers in terms of  queuing? 

To understand the research area and focus of the master thesis, a presentation of the scope is 

elaborated upon in the following section. 

2.1 SCOPE AND LIMITATIONS 

The idea behind “Wait a Second” is to provide users with an overview of current waiting 

times at physical destinations by building a mobile application (henceforth app). In doing so 

users will get the possibility to plan their daily activities to avoid or reduce queuing. “Wait a 

Second” could encompass several industries such as the tourist industry, supermarkets, 

pharmacies, shops, postal offices and public administrations. As the app is not yet developed 
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the master thesis will investigate potential users’ preferences and desires to use such an app 

rather than the technical requirements and coding of the app.  

The idea is that the participating industries should cooperate with “Wait a Second” in 

providing information of current waiting times. This could be done via sensors or 

integration of number systems and app software. In terms of using sensors, this possibility 

could be implemented at a venue, such as a supermarket, where the sensors would track 

customers’ entering and leaving, with the possibility to further incorporate designated 

sensors at the check-out facilities, so users would not only see the number of people at the 

destination but also the number queuing at the check-out area. An integration of a number 

system could potentially be employed at a post office, where data would be sent to the app 

every time a new customer physically took a number. In this scenario there would be an 

overview of how many were queuing (how many took a number) versus what number in the 

line is receiving the service.  

Users would have the possibility of selecting different companies/industries in the app and 

get an overview of how many people are waiting or present at the physical destinations. 

Moreover, the app would encompass data collection to provide an overview of rush hours 

based on tracking the information. The users could therefore get insight into how long the 

estimated wait would be at certain times a day or weekdays compared to weekends. Users 

should be able to choose to see when the best time for visiting the facility in order to avoid 

queues. Further functions could be implemented due to users’ wishes, which will be analysed 

through the master thesis.  

The pilot study is limited to focus on users of Frederiksberg Kommunes Borgerservice 

(Frederiksberg Citizen Service Centre, henceforth FKB). FKB is a facility at the 

Municipality of Frederiksberg that helps citizens residing in Frederiksberg. The service 

includes passports services, day-care opportunities, school registrations and drivers’ license 

registration (Source: Frederiksberg Kommunes website). While a lot of the services are 

available online, some actions require physical presence, e.g. passport service. To shorten 

waiting lines, FKB has initiated an online time registration service, where citizens who are 

in need of a new passport have the possibility to choose a time slot to come and collect it at 

FKB. The purpose for this service is “To offer citizens the opportunity to plan their time, so they 

know that they can get [service at] the ordered time” (Jens Duesen, Appendix 1). Therefore, it is 

of interest to see whether or not the citizens are making use of this possibility and how it 

lived up to their expectations. FKB is also an interesting venue, as it has very limited 

opening hours with little room of navigating around as shown below in figure 1 
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OPENING HOURS 

Monday and Thursday 9 am-5 pm  
Tuesday, Wednesday and Friday 9 am-1 pm  
Saturday, Sunday and Holidays closed  
 

Figure 1: Opening hours at Frederiksberg Kommunes Borgerservice. Source: Frederiksberg 

Kommunes website. 

The target group is aimed at citizens of Frederiksberg, who have made use of a service at 

FKB, which required physical presence. Hereby, there is a natural age limit of the target 

group aged 18 or older, as this is the legal age to use a service at FKB.  

As this is a pilot study to explore users’ preferences and behaviour, the master thesis is 

limited to focus on the app development as a future aspect, rather than employing technical 

preferences and coding. Thus, there will not be any system requirements or app 

specifications mentioned in the thesis. Only the wishes and desires expressed from the 

respondents will be outlined in the project. The point of investigation is solely user-

oriented, thus the potential app users are the primary stakeholders. Subsequently, the 

master thesis will only secondarily touch upon the benefits for organisations.  

The master thesis will investigate the potential for “Wait a Second” by conducting focus 

group interviews and a participant observation study to learn about consumers’ perception 

of queuing and willingness to use digital measures. Therefore, the master thesis will 

contribute to several dimensions: 1) Get insights into how Danish consumers perceive 

queuing and understand their queuing behaviour, 2) Contribute to existing theories on 

queuing as a phenomenon by adding a layer of how certain drivers are connected, thus 

affecting consumer behaviour, 3) a practical solution to manage expectations and planning 

for queuing by using an app.  

Though the scope of the app is to incorporate several industries the aim of the master thesis 

is concentrated around FKB. Expressions made from the focus groups’ desires towards 

using “Wait a Second” in different sectors are analysed in terms of future possibilities for the 

app creation, but only limited to regard certain diverging factors to potentially consider.  

As it is of importance to understand the phenomenon of queuing and queuing behaviour on 

a theoretical foundation, the ‘theoretical underpinnings’ will be presented before the 

presentation of the research design.  
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3 THEORETICAL UNDERPINNINGS 

Overall, there are three main areas to cover: Consumers’ perception of queuing, consumers’ 

queuing behaviour and how they could benefit by using a technology. These will be 

presented in the following sections. 

3.1 THE PHENOMENON OF QUEUING 

The phenomenon of queuing has been widely described in terms of queuing psychology, 

seen from a marketing stance and as a part of sociological behaviour. Pàmies et al (2016) 

describes that waiting for service is an inevitable everyday aspect of life for consumers 

globally (Pàmies et al, 2016:427). Queuing is identified as one of the major factors for 

reducing customer satisfaction (ibid.), as shown in Prabha Ramseook-Munhurrun’s (2014) 

study, which outlines the impact of queuing perception and customer satisfaction 

(Ramseook-Munhurrun, 2014:248). The study points to that nearly 70 per cent of 

complaints in service operations are time-related (ibid.). Many factors are considered to 

affect the consumers’ willingness to queue, including: the purpose for queuing, the individual 

drivers such as personal time and expectations to the duration of the wait. These drivers are 

to be taken into consideration when understanding consumers´ perception and willingness 

to queue. Furthermore, the cultural queuing environment in which the queuing context is 

conducted affects queuing.  

To get a better understanding of consumer behaviour in relation to queuing there are 

several notions to be aware of. First of all, time management and planning is the essence of 

understanding the phenomenon of waiting. The following section will serve as a foundation 

for structuring the theories by employing Hornik & Zakay’s (1996) conceptual framework 

on consumer behaviour in queues, which will be presented in the following.  

3.2 CONSUMER BEHAVIOUR: A CONCEPTUAL FRAMEWORK 

Time spent in queues represents ‘empty time’ and is resented by customers as it obstructs 

them from achieving their desired actions (Bernakiva & Lerman, 1995). According to R. 

Bennett (1998) the uncertainty of how much time will be lost due to queuing generates 

concerns, as consumers worry about being late for subsequent activities (Bennett, 1998). 

Hence, an estimation of the potential duration of waiting time would benefit consumers as 

stated by Bennett: “ (…) cues regarding expected waiting time reduce stress and uncertainty and, it 

has been alleged, cause customers to feel more comfortable and thus to interpret the waiting period as 

“reasonable”.” (ibid.:79). Time management is therefore a tool for aligning consumers’ 

expectations.  
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Through an extensive literature review Hornik & Zakay (1996) have made a conceptual 

framework of consumer time behaviour as showed in the figure below.  

 

 Figure 2. Consumer time behaviour: a conceptual framework. Source: Hornik & Zakay (1996).  
 

The figure shows how time is perceived due to a number of factors and how this is affecting 

the queuing situation. The model will be used as a foundation for assessing the focus group’s 

queuing experiences. Therefore a brief explanation of the different factors will be presented. 

The conceptual framework is crucial in relation to understanding consumers’ perception of 

queuing and their queuing behaviour. However, a need to encompass further key aspects 

Individual dimensions – Factors such as age, gender, occupation  

Individual temporal expectations – What the consumer is expecting in terms of 
queuing/not queuing 

Individual value system – How queuing as a phenomenon is perceived by the consumer 

Individual situational variables – The overall mood of the consumer 

Environmental situational circumstances – The physical environment of queuing 

Temporal behaviour – How the queuing is carried out and at what time, based on the 
other drivers.  

Figure 3. Presenting the dimensions of the consumer time behaviour. Source: Hornik & Zakay (1996)  
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within these dimensions was found necessary through an extensive literature review 

exploring the area of queuing behaviour. Therefore there is a need to understand how other 

theoretical underpinnings are characterising the phenomenon of queuing. These will be 

assessed in the following sections 

3.2.1 CULTURALLY BOUND QUEUING  

Research suggests that queue structures and environment are often divergent across 

cultures (Rose et al, 2003). Despite this fact the role of culture in terms of queuing for 

services has not been adequately considered. According to Pàmies et al. (2016) “this gap in 

our understanding inhibits our ability to fully appreciate the dynamics of waiting situations in 

services across cultures. Consequently, it undermines our ability to develop appropriate services 

marketing solutions for waiting in different cultural contexts.” (Pàmies et al., 2016:427). In 

Pàmies et al.’s research from 2016, cultural aspects are a foundation for understanding 

queuing patterns. The study consists of three aspects: 1) Knowledge on time and culture 

studies deriving from anthropology, sociology and psychology studies. 2) Empirical 

evidence of diverging patterns and reactions to queuing situations depending on cultural 

settings. 3) Practical implications of cultural reactions to waiting (ibid.) Therefore, it is of 

importance to understand the culturally bound ‘rules’ for queuing in a Danish context. As 

the majority of studies conducted on queuing management are carried out in the UK, the 

USA and Canada (ibid.:428) there might be other ‘social rules’ to follow in the queuing 

context in other countries. Consequently, there are some theoretical gaps, as the cultural 

identity is important in terms of understanding the actual consumer in the adequate context. 

In Pàmies et al.’s study they investigate the ‘silent language of queuing’ by interviewing 19 

self-initiated expatriates from 19 different countries all located in Catalonia in Spain (ibid.). 

Having the same location for the study but with participants with different cultural 

backgrounds allows the study to understand how queuing is culturally bound depending on 

experiences from their native countries. The study reveals that there are diverging opinions 

whether the expected wait is viewed as fast or slow (ibid.). Furthermore, the study 

highlights that the concept of when the waiting was initiated depends on the different 

cultures. Therefore, it is essential to understand the target group and the culturally bound 

context for queuing, as customers’ expectations, preferences and willingness to queue are 

depending on this. Thus, there is a need for understanding Danish consumers’ perception of 

queuing.  

Time as a phenomenon is essential in terms of understanding consumer’s perceptions and 

expectations for the queuing environment. According to Hall (1976) monochromic cultures 

(Northern Europe and North America) interpret time “in a linear, unidimensional fashion, with 

an emphasis on undertaking one task at a time, and the fragmentation of time into sequential 
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intervals” (Hall, 1976). A monochromic society puts importance on actual clock time and 

defines time consumption in terms of either spending, saving or wasting time (Brodowsky et 

al., 2008.). The perception of time management in these three areas is therefore essential for 

consumer’s evaluation of a service experience. Thereby time as a factor should be 

distinguished between spending, saving or wasting in terms of understanding consumers’ 

perception of a queue.  

3.2.2 EXPECTATION MANAGEMENT 

The consumers’ queuing experience is characterised by the consumers’ expectations in 

terms of waiting in line. The master thesis employs Luoma-aho & Olkkonen (2016) 

definition of expectations as: ”Expectations in the organizational context are understood as 

twofold assessments consisting of what is considered desirable or undesirable, and the likeliness of it 

occurring, or the confidence placed in the organization, ranging from high to low” (Luoma-aho & 

Olkkonen, 2016:304). Managing expectations is therefore desirable for an organisation to 

provide to a customer in order to meet their requirements and thereby keep them satisfied. 

Expectations emerge on several levels and are shaped by societal, moral and cultural values 

(ibid.). In order to manage expectations it is vital to understand what the expectations are 

based on. According to Luoma-aho & Olkkonen there are four major types of expectations: 

1) Value-based expectations – a normative perception indicating the ideal state e.g. 

that there is no queue at all  

2) Information-based expectations – relies on the source of available or unavailable 

information, emphasising a realistic and explicit type of expectation e.g. According to 

FKB the rush hours are in the late afternoon. The extent of the knowledge will lead to 

preciseness of the evaluation, thus a high level of information creates more accurate 

expectations, whereas a lack of information causes unrealistic measures.  

3) Experience-based expectations – based on own experiences with the given 

company or with similar organisations e.g. last time I was at FKB there was a long 

queue.  

4) Personal interest expectations – the desirable achievement of what is thought of as 

meeting the consumers’ need e.g. I chose to come early, therefore I do not deserve to queue. 

(Source: Luoma-aho & Olkkonen, 2016). 

Understanding the type of expectation will shed light on how to manage and align 

consumers’ expectations with reality. In this regard it is easier to deal with an information-

based expectation than a personal interest, as it is easier to provide more information than to 

change a person’s judgement of what is fair in terms of personal interests. In order to 

manage expectations it is also necessary to understand the predominant expectation 

approach, which will determine how the queuing is perceived. Below the four possible 
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outcomes are mapped with reference to Luoma-aho & Olkkonen’s model of expectation 

mapping. 

Figure 4. Mapping of expectations in terms of outcome versus confidence in organisation. Source: own 

created based on Luoma-aho and Olkkonen’s 2016 theory. 

The figure shows the four potential outcomes explained as: 

Cynical = Low confidence in organisation, positive outcome in queuing, e.g. expectation: “I 

am probably going to wait for a very long time at FKB” – reality: queuing is faster than expected 

Pessimistic = Low confidence in organisation, negative experience, e.g. expectation: “No 

matter what, it is going to be a bad experience if there is a queue” – reality: subsequent bad 

experience.  

Optimistic = High confidence in organisation, positive experience, e.g. expectation “Usually 

it is fast at FKB” – reality = positive experience 

Cautious = High confidence in organisation, negative outcome, e.g. “I am not going to wait at 

all at FKB” – reality = If there is a wait, the experience will be perceived as negative.  

Understanding the users’ perception and confidence in the organisation gives insight to how 

the outcome will be. Thereby, it is of interest to map the users of FKB in terms of 

understanding what they were expecting and how it affected their perception of the 

situation. Having these insights will determine how “Wait a Second” should encompass 

these expectations either by providing information about the most busy times or by letting 

the user get an overview of the current queuing situation. As this is depending on the 

confidence in the organisation it is necessary to understand how this affects consumers.  
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3.2.3 THE MARKETING PARADIGM OF QUEUING 

According to Jillian Dawes and Jenifer Rowley (1996) customers’ judgement of a firm is 

interlinked with the perception of service quality: “Perceived service quality is the consumer’s 

judgment about a firm’s overall excellence or superiority. This definition suggests that perceived 

quality is similar to an individual’s general attitude towards the firm” (Dawes & Rowley, 

1996:16). Consumers’ expectations to a company’s service is therefore of importance to the 

evaluation and it may very well affect the overall impression of the wait. This notion is 

important, as high expectations of a company require the company to live up to these 

expectations, whereas low expectations of the service level may very well result in a positive 

experience. Moreover, Dawes and Rowley points to customers’ previous encounters with a 

company as a foundation for how they will judge the future service quality (ibid.). If 

customers have had a good experience before they count on getting the same experience and 

on the contrary if they had a negative experience, they are not expecting a good service. 

This dynamic is important as it falls under the term of expectation management, where the 

organization or company should focus on aligning the consumers’ expectations with the 

experiences. A consumer who has a bad perception of a company, but who experiences good 

service may be positive in relation to the company for future reference and may perhaps 

even affect other consumers. Expectation management is therefore an important part of 

providing a good experience for the consumer, which the company would benefit from.  

As the perception of service quality and time management is shaping the consumers’ 

impression of companies, it is relevant to see the marketing issues for the company. Michel 

Kostecki (1996) points to five main aspects to consider as a marketing issue in terms of 

queuing:  

1) Lost time. Directly connected to the time wasted for a customer 

2) Pace of life. The social perception of rapidity and the interruption of the daily 

routines for consumers 

3) Customer satisfaction. Negative performance evaluation of the services if the waits 

are too long.  

4) Time as a competing factor. If competitors are offering shorter queuing times, these 

businesses might be favourable for the customer 

5) Shapes client’s view of the service in general. A business may be perceived as 

ineffective. 

(Kostecki, 1996:295-296).  

The five statements are also important in the context of consumers’ perception before the 

queuing is initiated, as past experiences will shape future perceptions. It is important to 

understand which part of the waiting experience that is annoying the customer. Kostecki 
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points to an example from his studies, where customers waiting in a bank were annoyed 

when they observed the staff performing administrative duties instead of offering service to 

the people queuing (ibid.:301). Thereby, the physical environment and circumstances has a 

mediating effect on the perception of the queuing experience. The master thesis will seek 

insight into what the participants address as an issue for waiting to understand how these 

could potentially be handled through “Wait a Second”.  

On the contrary queuing might be a competitive advantage, as it can be associated with 

popularity. Kostecki refers to an example of tourists who prefer to eat at a crowded 

restaurant rather than and empty (ibid.:297). The tourist industry has other social rules and 

norms than other industries (ibid.), but the consumer may also be more willingly to join 

queues while on holiday. An important notion is, therefore, to establish how queuing as a 

phenomenon is viewed. According to Chin-Chin Liang (2016) queuing can be experienced as 

an enjoyable activity (Liang, 2016:257). In this sense queuing is not to be avoided but 

something to take part in. Liang points to the notion of consumers benefitting of waiting in 

a group that signifies the quality of the service or item that is being waited for (ibid.). If 

queuing is viewed as an enjoyable part of the shopping experience then the aim of avoiding 

long queues is therefore redundant. In this scenario it may be worth exploring how the 

consumers will choose a more crowded time rather than a time with fewer customers. Thus 

it is necessary to understand how queuing is perceived for the individual consumers.  

Demand of certain valuable products is also a factor that affects the willingness to queue, as 

queuing is then expected. In these scenarios the phenomenon of ‘tolerable waiting lines’ are 

used, which indicates the maximum duration of wait, which the customer is prepared to 

accept (ibid.:298). Consequently, the understanding of the circumstances and situation of 

queuing is essential in order to understand the consumer behaviour. This insight will be 

used to address the users’ motivation to queue and if queuing is to be avoided at all costs. 

The focus group participants will be asked both in terms of the scene of FKB but also asked 

to elaborate on other industries, as the theories show that the circumstances changes due to 

both the context, but also in terms of queuing as an enjoyable experience. The master thesis 

will therefore investigate consumers’ perceptions of a company based on their experiences to 

understand how this is affecting their queuing behaviour. In relation to this, the users’ 

perceptions on time consumption will be assessed in the following section.  

3.2.4 PERCEPTION OF TIME CONSUMPTION 

Queue management solutions are often focused on reducing the actual waiting time rather 

than managing the perception of waiting time. According to Jones and Hwang (2005) there 

should be an emphasis of aligning the expectations of waiting with the actual waiting time 

(Jones and Hwang, 2005). If the actual waiting times exceeds the expectation of how long 
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the wait was supposed to be, then the customers are more likely to describe the wait as a 

negative experience (ibid.). Moreover, customers often have a misconception of the actual 

time of waiting. In this sense when customers are asked how long time they have waited in a 

line they are often more likely to answer a higher number of minutes than they have actually 

waited, which indicates that their expectations are not met and thus the waiting time have 

been too long (Hornik, 1984). Jones and Hwangs’ study furthermore underlines that though 

the majority of the investigated consumers tended to overestimate their perception of the 

wait, it vastly depended on the demographic profiles in relation to the culturally bound 

queuing cf. 3.2.1.  

Davis and Henieke (1994) explain the time perception as the dominant factor for 

dissatisfaction: “The real issue in queue management is not only the actual amount of time that the 

customer waits in a queue, but also the customer’s perception of that wait and his or her associated 

level of satisfaction. Providing a high level of customer satisfaction is the true objective of effective 

queue management. “ (Davis and Heineke, 1994:22). In their study they made an overview of 

time relatable factors affecting their satisfaction, which is shown below. 

 

Figure 5. The role of satisfaction in a customer behaviour model. Adapted from Davis & 

Heineke,1994 

The figure shows the six stages over time, which leads to the evaluation of a consumers’ 

perception of the service: 

1) Expectations: the reflection of a customer’s anticipated performance of a product prior to 

purchase.  
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2) Performance: the primary role of performance is to provide a standard of comparison from 

which satisfaction or dissatisfaction can be assessed.   

3) Disconfirmation: the differences that are experienced by the customer between prior 

expectations of the product’s performance and its actual performance as perceived by the 

customer.   

4) Attitudes: a customer’s enduring favourable or unfavourable evaluations, emotional 

feelings, and action tendencies towards a product and/or the firm, which produced that 

product.   

5) Intentions: decisions by the customer regarding future actions towards the firm.   

6) Future behaviour: the actual future action taken by the customer towards a particular 

product or firm, based on current experience.  (ibid.).  

The figure shows that all of the steps eventually lead to an opinion about the firm, which 

will affect the willingness to make use of future services. Therefore, it is of value to ensure 

that the customers’ expectations are aligned with the actual waiting time.  

In their 1996 study Peter Jones and Emma Peppiatt outlays 8 propositions relating to the 

psychology of waiting (Jones and Peppiatt, 1996:48). Furthermore, they provide an 

overview of how to affect these propositions. 

Built upon Maister’s study (1985) eight “propositions” relating the psychology of waiting 

lines was identified as conceptual foundation for queuing experiences (Maister, 1985). The 

eight propositions are:  

. P1:  Unoccupied time feels longer than occupied time.   

. P2:  Pre-process waits feel longer than in-process waits.   

. P3:  Anxiety makes waits feel longer.   

. P4:  Uncertain waits seem longer than certain waits.   

. P5:  Unexplained waits seem longer than explained waits.   

. P6:  Unfair waits seem longer than equitable waits.   

. P7:  More valuable the service, the longer people will wait.   

. P8:  Solo waiting feels longer than group waiting.   

These eight propositions are important to understand, as they might give an indication of 

how the consumers evaluates a queuing situation after it has been conducted. This will be 

explored in the master thesis to understand what affected the consumers negatively in terms 

of their queuing experience, as this will shape their future experiences. 
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In addition, Davis and Heineke (1994) suggest that uncomfortable waits feel longer than 

comfortable waits. Peppiatt (1995) proposes that new or infrequent users feel they wait 

longer than frequent users. Thereby, it is also important to understand if it is consumers 

first time visiting the place or if they have been there more times, as this will affect how they 

experience the queue.  

As well as Maister’s conceptual framework, Davis and Heineke (1993) have developed “a 

taxonomy based on the service manager’s ability to control the customer’s perception of the waiting 

line experience”(Davis and Heineke, 1993). They review Maister and identify that it is 

possible to control or affect some propositions. They suggest that:  

 

These prepositions indicate that the lack of information – either in terms of how long to 

wait or why to wait – is more frustrating rather than the actual wait. Thus, it is important 

to inform the customers’ what they should expect in terms of waiting.  As this may be 

managed before the actual time of the waiting is initiated, this would prepare the customers 

and adjust their expectations. These assumptions needs to be addressed in the focus groups 

to understand how “Wait a Second” might be used to encompass these time issues. In order 

to get a more profound insight into the phenomenon of queuing it is essential to understand 

the queuing context.  

3.2.5 CONTEXT SPECIFIC QUEUING 

In Mark M. Davis & Thomas E. Vollmann’s (1990) the authors outline certain 

circumstances where customers accept longer service time (Davis & Vollmann, 1990:62). 

Customers do not mind waiting longer at fast food restaurants during weekends than on 

weekdays and in retailing, customers are more overbearing during Christmas shopping, as 
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they expect more customers (ibid.). The chosen time and day is therefore an important 

factor, as it may affect consumers’ patience and thereby the waiting experience. Moreover, 

the individual person’s time is also important to keep in mind. If a consumer has a deadline 

e.g. needs to go to work or get home, the patience might be lower as well. This connects the 

cultural aspect of monochromic societies where time is a dominant factor, as it is connected 

to either ‘loosing’ or ‘gaining’ time. Time as a competing factor is therefore essential and it 

is of interest to understand the consumers’ context for queuing to understand in which 

situations queuing tend to be more problematic compared to other scenarios. Therefore, the 

master thesis will address different scenarios to understand if there are changing behaviour 

depending on the individual persons’ situation.   

Rongrong Zhou and Dilip Soman (2003) have developed a framework for understanding 

factors affecting consumers to leave a queue – a phenomenon referred to as “reneging” 

(Zhou & Soman, 2003: 517). The reason for queuing is one of the most dominating factors to 

determine in relation to whether a customer would renege the queue or not. In this sense it 

is worth to establish if the queuing is at all necessary or could be avoided. In their examples 

they point to picking up a parcel at the post office or to choose to have it delivered (ibid.). 

Another example is to use self-service or to even decide to leave the queue and return at 

another time. However, leaving a queue might not always be a choice e.g. waiting in queue 

for restrooms, as the reneging action would posses an unfortunate outcome due to the 

circumstances. In this sense there could be a term called ‘the urgency of queuing’. Hereby, it 

is important to understand if the queuing is necessary or unnecessary and also if it has to be 

now or could wait to another time. These notions are relevant as it depends on how 

important the service is to be at a given time as it may determine the willingness for 

queuing. In understanding the scenario for queuing it is therefore also of relevance to see if 

the queuing is to be avoided and if so, how the users act accordingly.  

Though consumers may be nudged in a certain direction, it is important to view them as 

decision makers. According to Thierry Meyer (1994) consumers are: “not mindless passengers 

in a human line but can make decisions, and their affective states are also open to environmental 

influence” (Meyer, 1994: 819). It is necessary to understand that consumers have a choice 

regarding whether to queue or not depending on the circumstances. These choices are 

relevant to assess, as they may determine the willingness for using “Wait a Second”, as a 

solution to avoid long waiting hours if it is possible to postpone and plan the action. 

Therefore, the data will be analysed in terms of the individual persons’ time, the context and 

the reason for queuing. These findings will further be aligned with the consumers’ 

expectations. Thus, theories point to many factors are shaping the consumers perceptions, 

expectations and queuing behaviour, which will affect future queuing behaviour.  
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3.2.6 AN OVERVIEW OF THE THEORIES WITHIN QUEUING 
MANAGEMENT 

The theoretical foundation shows that there are a lot of different dimensions, which will 

determine the consumers’ perception of queuing and their queuing behaviour. As explained 

these will consist of: culturally-bound queuing, individual dimension, situational context, 

confidence in organisation, perceptions of queuing, expectations and how they are aligned 

with the reality. Thus, the master thesis will use this knowledge to investigate not only how 

they are affecting the consumers, but also how they relate. As these dimensions will shape 

the consumers’ future behaviour it is of interest to understand how “Wait a Second” could 

benefit consumers. Therefore, it is essential to understand consumers’ willingness to employ 

technologies, which will be outlined in the following section. 

3.3 ASSESSING TECHNOLOGIES 

The master thesis encompasses Bolton and Saxena-Iyers’s (2009) definition of interactive 

services as “services that have some form of customer-firm interaction in an environment 

characterized by any level of technology” (Bolton & Saxena-Iyers, 2009:90). An important notion 

is that technologies are aligned with the consumers’ desires and needs, which are individual 

drivers diverging from consumer to consumer (Willumsen, 2015). Some consumers would 

perhaps be interested in using a technology merely for its functional purpose, whereas other 

consumers may wish to alternate options in the technology to match them with their special 

preferences (ibid.). The possibility to customise a technology to take specific and individual 

requirements into account is therefore an important notion. To get an insight into the links 

between consumer behaviour and technologies would lead way to understand how “Wait a 

Second” could best meet the consumers’ needs.  

3.3.1 TECHNOLOGIES ENCOMPASSING MOTIVES 

In order to understand users’ willingness for using technologies, it is a prerequisite to 

understand their motives and reasons for wanting to use a technology. In my previous study 

(2015) I investigated the drivers’ for using technologies to optimise a supermarket shopping 

experience (Willumsen, 2015). As the study was conducted in terms of supermarket 

shopping the situation varies a lot from using a service at FKB in terms of frequency, 

opening hours and purpose for visiting the venue. However, the study investigated 

consumers’ overall interest in using technologies to optimise a shopping experience. The 

most important point of optimisation for enhancing a shopping experience for the 22 

interviewed consumers was ‘time optimisation’ (ibid.). Moreover, the consumers expressed a 

desire to use an app prior to their shopping experience to avoid queues and busy hours 

(ibid.). The reasons for this were, however, circumstantial as it depended on their shopping 
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patterns in terms of planned or spontaneous shopping behaviour (ibid.). Thus, one 

respondent wanted to use an app that would provide an overview of current queues, if it 

meant leaving earlier/staying a little longer on his job to match a quiet time, whereas 

another respondent always did the shopping directly after work, which was fixed hours 

(ibid.). Not only willingness but also circumstances are therefore an important notion in 

terms of employing technologies.  

The use of technologies for enhancing user experiences serves different purposes depending 

on the situation. Through Leonard L. Berry et al.’s study (2010) it is stated that 

technologies can serve multiple purposes at once (Berry, 2010:156). An example hereof is 

that a technology enhances the shopping experience for supplying easy access to products 

but at the same time supplies valuable product information to a consumer, thus increasing a 

consumer’s desire to earn knowledge (ibid.).  

3.3.2 USERS’ WILLINGNESS TO EMPLOY TECHNOLOGIES 

The master thesis assesses Davis’ (1989) Technology Acceptance Model (TAM) as a 

preliminary model for understanding users’ intentions to employ a technology. The purpose 

of the TAM model is to predict users’ willingness to use technologies and to explain their 

adaption of the technology (Davis, 1989).  Originally, TAM consists of three constructs:  

1) Perceived Ease of Use (PEU) - the degree to which a person believes that using a 

particular system would be frictionless  

2) Perceived Usefulness (PU) – The degree to which the technology would benefit the user 

in his purpose  

3) Usage – the overall usage depending on the PEU and PU. 

TAM has been criticized for leaving out aspects such as behavioural and sociological issues, 

which may affect the interaction between the user and the technology (Khosrow-Pour, 

2008). In Khosrow-Pour’s (2008) study the purpose was to investigate the role of 

impulsiveness in users online purchasing behaviour by incorporating the TAM-model 

(ibid.). Accordingly Khosrow-Pour (2008) added additional constructs of impulsiveness and 

subjective norms (ibid.). The moderation of the TAM-model showed beneficial in terms of 

achieving knowledge or obtaining insight in users’ shopping preferences.  
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Figure 6. Modified TAM-model in terms of queuing behaviour. Source: own creation with reference 

to Davis and Khosrow-Pour (Davis, 1989, Khosrow-Pour, 2008).  

However, the model does not take into account the other dimensions deriving from the 

theoretical assessment, such as individual dimension, expectations and experiences. Thus, 

the modified TAM-model will not adequately explain the relations between queuing 

perception, queuing behaviour and the technology adaption. Therefore, the master thesis 

wishes to make a link between these areas, which would contribute to theoretical grounds 

for seeing the relations between perceptions, behaviour and technology usage in the area of 

queuing.  

According to Collier & Bienstock service quality has in particular promoted customer 

loyalty (Collier & Bienstock, 2006:260). As this is a pilot study to see whether there would 

be a potential need of “Wait a Second” as an app, it is important to understand not only the 

purpose for using the app, but also which features would benefit the users to match their 

needs. First of all, the design of the app should be simplified, building on Kalnikaité et al.’s 

‘less is more’-principle which states that technology design should emphasise information 

frugality and simplicity (Kalnikaité et al., 2012:1047-1049). In the process of making a 

special user experience compared to competitors, most tend to end up around the same, 

which Levy et al. (2005) characterises as ‘the bid middle’ (Levy et al., 2005). A way to 

encompass this could be by co-creating features with the users. In this sense they will be 

adding value both to the app but also to their own experience. This shift from being passive 

consumers to active producers explains the term of ‘prosumers’ (Antéblian et al., 2014:92). 

In assessing the willingness to employ “Wait a Second” it is therefore of importance to 

understand if the consumers wishes to customise the app to meet their requirements. 
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4 RESEARCH PHILOSOPHY 

It is essential to understand the master thesis’ philosophical paradigm to get insight into 

how the project is constructed and carried out. Mark Saunders et al. (2009) explain a 

research philosophy as: “(…) the development of knowledge and the nature of that knowledge” 

(Saunders et al. 2009:1007). The chosen research philosophy is thereby the foundation not 

only for how knowledge is obtained but also how it is subsequently analysed (ibid.). 

According to Saunders et al.: “The research philosophy you adopt contains important assumptions 

about the way in which you view the world. These assumptions will underpin your research strategy 

and the methods you choose as part of that strategy.” (Saunders et al., 2009:1008). In the 

following the characteristics of the ‘interpretivist’ approach will be explained, as this is the 

chosen philosophical stance in the master thesis. 

4.1 INTERPRETIVISM   

The master thesis employs an interpretivist paradigm, which can be explained as an 

approach with the purpose of understanding, thus interpreting, peoples’ behaviour, choices 

and actions seen from their point of view (ibid.). As the master thesis’ aim is to get insight 

into consumers’ queuing behaviour and willingness to employ technologies, interpretivism 

is a way of understanding the consumers as social actors rather than objects (ibid.). The 

term of ‘social actors’ serve as a significant point in the interpretive approach, as explained 

by Saunders et al. (2009). “[…] we interpret our everyday social roles in accordance with the 

meaning we give to these roles. In addition, we interpret the social roles of others in accordance with 

our own set of meanings.” (Saunders et al., 2009:116). In accordance with the interpretivist 

view, the ontology1 is that knowledge is socially constructed and may be affected and 

changed due to circumstances (ibid.). Consequently, the epistemology 2  emphasizes 

participants’ subjectivity as the dominant factor for understanding their actions and motives 

(ibid.). The master thesis’ axiology3 is that the research is value bound, thus acknowledging 

the researchers’ role as an integrated subjective part of the study (ibid.). The findings in this 

thesis are therefore reflecting the truth seen from the participants’ point of view, in which 

the researchers’ mediating role is to interpret their decisions and opinions 

 

 

																																																													
1	 ’Ontology’ is the researcher’s view of the nature of reality or being” (Saunders et al., 2009:119) 
2   ‘Epistemology’ is “the researcher’s view regarding what constitutes acceptable knowledge” (Saunders et 
al., 2009:119)  
3   ’Axiology’ is ”the researcher’s view of the role of values in research” (Saunders et al. 2009:119).  
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5 METHODOLOGY 

The methodology section is the foundation for understanding how the data has been 

collected and subsequently analysed. This can be assessed through the research design.  

5.1RESEARCH DESIGN 

The research design shows all the necessary parts of the master thesis. The pivotal element 

is the research question, which sets the ground for the study. The theoretical framework 

covers thematic areas to get an understanding of the research area and theories to steer the 

project in the direction of the research question. The purpose of the master thesis is 

exploratory, as the aim is to understand consumers’ perception of queuing, queuing 

behaviour and their willingness to use technologies. Explorative studies seek to understand 

circumstances exemplified by Robson’s (2002) definition ‘what is happening; to seek new 

insights; to ask questions and to assess phenomena in a new light’ (Robson 2002:59). Below is an 

illustration of the design with an emphasis on the methodology. 

 

 
Figure 7: Research design. Source: own creation 

In the following section the grounds for the data collection will be handled. 

 

 



“Wait a Second” master thesis by Søs Bell Willumsen 

	 24 

5.2 RESEARCH APPROACH  

The master thesis contemplates a combined research approach including both inductive and 

deductive approaches. Deductively, the theories will serve as the preliminary grounds for 

understanding consumers’ queuing perception and behaviour. These theoretical 

underpinnings will be used to access knowledge and function as the grounds of the study. As 

queuing behaviour among Danes, the specific queuing context and the integration of 

technologies in these regards are not investigated, it changes the circumstances, and thus 

there is a need for encompassing inductive measures. The inductive approach is in 

compliance with the interpretivist stand, where knowledge and insights are obtained 

through acknowledging the social actors and their subjectivity (Saunders et al., 2009). 

Consequently, there is a need to assess the consumers’ desires and insights in the given 

context, which will provide new knowledge. This results in a combination of data deriving 

from theory and data obtained through primary data collection.  

5.3 MIXED-METHOD RESEARCH 

The master thesis integrates a mixed-method research consisting of a background interview, 

two focus groups, a participant observation study and an interview with the participant of 

the observation study. The reason to employ these different types of data collection methods 

is to get a preliminary understanding of the research area, obtaining contextual information 

(background interview), testing these findings and creating new knowledge (focus groups, 

interview) and understanding how queuing is carried out in its context (participant 

observation).  

5.4 DATA COLLECTION 

A thorough explanation of the four data collection methods will be presented in the 

subsequent sections.    

5.4.1 BACKGROUND INTERVIEW 

To understand the context of FKB as the scene of investigating queuing patterns and 

structures, some background information was needed. Accordingly, the master thesis would 

have ideally included an expert interview with staff from FKB. This invitation was however 

declined due to time restrictions and other priorities. Ultimately, the interview was carried 

out via e-mail with a limitation of five questions. The correspondence was with Jens Duesen, 

an employee of FKB with responsibilities for optimisation of queuing structures. The 

background information can be accessed in Appendix 1.  
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5.4.2 FOCUS GROUP INTERVIEW 

A focus group interview is an interview carried out in a group, where the aim is to discuss a 

particular issue, product, service or topic (Carson et al., 2001), which “encompasses the need for 

interactive discussion among participants” (Saunders et al, 2009:347). The group is encouraged 

to express their viewpoints, but at the same time they are steered towards certain talking 

points to control the focus (ibid.). Thereby, it is of importance to understand the mediating 

role of the researcher, as this will to some extent affect the answers. One of the advantages 

of conducting a focus group interview is that the participants can discuss and reflect on the 

other participants’ opinions, which creates interaction amongst the participants (Willumsen, 

2015). To understand the choice of conducting focus group interviews the selection process 

of the participants will be explained.  

5.4.2.1 SAMPLING METHOD 

Focus group participants are chosen, as they share certain characteristics, which relates to 

the topic, making them “information rich” informants (Krueger & Casey, 2000). The first 

prerequisite for participating in the focus group was to be a citizen of Frederiksberg 

municipality. Secondly, the participants were to have used a service at FKB, which required 

a physical appearance. To ensure that the foundation was as similar as possible it was 

further specified that the service should have been undertaken ‘recently’. This definition, 

however, proved to differ in terms of the participant’s perception of recent time, which will 

be reflected upon in the ‘validity section’ cf. 5.6.  

The selection process consisted of a combined self-selection and convenience sampling 

method. People were contacted through the researcher’s network and through posts on 

social media in groups for citizens of Frederiksberg. As FKB offers the possibility to pre-

register for a time when ordering passports, the search was focussed on finding participants, 

who had their first passport or renewed their old. Consequently, the search was narrowed to 

focus on “mødregrupper4” (mother groups) at Frederiksberg, as they were potentially 

issuing passports for their babies. Of the total number of nine focus group participants, three 

came from the ‘mødregrupper’, two from social media through a Facebook Frederiksberg 

homeowner association group and the remaining four people consisting of family and 

friends.  

As it was a prerequisite to be a citizen of Frederiksberg and to have used a service at FKB, 

which required physical appearance, these were the dominant factors determining the 

participants, rather than focusing on specific age or gender. However, there was a diverse 

representation in terms of gender (five males, four females) household size (ranging from 1-

6) and age (31-73) with a majority of participants in their thirties. The characteristics of the 
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focus group participants can be viewed in Appendix 2. The 9 participants were divided into 

two groups, were the first focus group had two females and three males and the second 

group consisted of two males and two females to allow a diverse representation. The 

situational constructs of the interview will be explained in the following section.  

5.4.2.2 INSTRUMENTATION 

The focus groups interviews were situated at the researchers’ home (focus group 1) and at 

the researchers extended family’s home (focus group 2). The participants were welcomed 

and provided with beverages and snacks. This was done to make the participants relax and 

feel comfortable in a homely setting. The interviews were recorded with the purpose of 

transcribing the content (can be accessed in Appendix 5 and 6). This was explained to the 

participants with an instruction to refer to persons’ names rather than point or say ‘he’ or 

‘she’ to avoid confusions in terms of the transcription. At the beginning of the session the 

purpose of the master thesis was explained and it was emphasised that there were no right 

or wrong answers, as the objective was to understand the participants’ experiences and 

opinions about queuing. The interview consisted of semi-structured questions allowing 

follow-up questions if necessary and to skip questions if they were already answered. The 

first question was constructed as a presentation round in order to get everybody to speak 

and to get to know the other participants, though some of the informants were acquainted. 

The structure of the interview was concentrated around three main areas: the specific 

queuing situation at FKB, queuing as a phenomenon and “Wait a Second” to understand 

how the participants would respond to this. This structure was presented to the participants 

in order for them to understand the purpose of interview, as well to have an orientation 

about the topics and flow of the conversation. The majority of questions were open-ended 

allowing the participants to freely express their viewpoints. The interview guide can be 

assessed in Appendix 3. The questions were composed with reference to the conceptual 

framework deriving from the theoretical underpinnings cf. 3.0. Thereby, it was of interest to 

both understand the participants’ perception on queuing and how context, individual factors, 

their previous experiences and their impression of FKB mattered. Furthermore, the 

participants were asked how “Wait a Second” could potentially be of interest to them, which 

allowed for a more imaginary process. How this data was analysed will be explained in the 

coding manual cf. 5.5.   

5.4.3 PARTICIPANT OBSERVATION STUDY  

Observation as a form of research is enabling the researcher to get a rich insight into 

consumers’ way of thinking and acting accordingly (Saunders, 2009). Participant 

observation emphasises exploring consumers’ behaviour, and thus it is aligned with the 

interpretive approach, as this seeks to understand and interpret given situations. The reason 
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for including the participant observation in the master thesis was to build another layer on 

the findings from the focus group interviews by witnessing first hand how planning for a 

potential queue, how queuing is perceived and subsequently carried out. This was carried 

out in two different scenarios by using the same informant.  

The overall situation was formed as if the participant Pernille was going to get a passport 

for her 14-month-old daughter, Nora. This required a pre-submission of details online as 

well as a visit at FKB. In the first scenario of registration online, it was of interest to 

understand how she would navigate around the possibility of booking a time prior to her 

visit, thus planning her time. In doing so it was valuable to understand how she was 

planning for her visit by understanding her reflections on the process and to learn if she 

would make use of the time booking system or not. The second scenario was in terms of 

observing Pernille and Nora’s visit at FKB by accompanying them before, during and after 

their visit. This gave insights into their queuing behaviour and subsequently the possibility 

of asking her about her experience. In both scenarios the researcher was participating as an 

observer, thus Pernille was aware of the presence and of the purpose.  

A participant observation study involves: the systematic observation, recording, description, 

analysis and interpretation of the participants’ behaviour (ibid.). This will be elaborated on 

in the ‘instrumentation’ in the following sections. 

5.4.3.1 INSTRUMENTATION OF THE WEBSITE MONITORING 

The first participant observation study was conducted with an exploratory purpose of 

understanding how the respondent would navigate on the website of FKB. This study was 

carried out at Pernille’s home in order to make the situation as real and comfortable as 

possible. Pernille was told to register a passport for her daughter at FKB within the time 

frame as soon as possible. The researcher provided her with a computer with the start-page 

of FKB passport service and asked her to complete the different steps of the process. Pernille 

was asked to think-aloud and share both what she was doing and her reflections about the 

process while following the different steps. Overall, there were four different screens 

(Appendix 8) 1) submission of personal information details, 2) uploading/paying, 3) 

ordering a time (if selected), 4) choosing a time. Pernille was not informed about the time 

registration page, as it was of interest to understand how she would go about it without 

being biased prior to the study. After the completion of the passport registration the 

researcher asked some follow-up questions to understand her choices and reflections. The 

whole scenario was recorded and subsequently transcribed (Appendix 8). Moreover, the 

researcher was taking notes during the observation study, thus the coding manual consists 

of three factors: the situation (what Pernille was doing on the website), Pernille’s statements 

and the researches’ notes and observations. In this sense it is of importance to reflect upon 
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how the set-up could have had an impact of the results, as Pernille was aware that she was 

being monitored. Thereby, there is an unnatural element, as she was told to speak her 

thoughts, which could have made her more alert and aware of her decisions, thus creating a 

staged situation.  

5.4.3.2 INSTRUMENTATION OF THE VISIT AT BORGERSERVICE 

The second observation study was concentrated around the period before, during and after 

the informants’ visit at FKB. Pernille was having her daughter, Nora, with her, as she was 

required to be present in order to get the passport issued. The study was conducted in terms 

of hand-written notes and is subsequently presented as a type of observational journal 

(Appendix 9). The researchers’ reflections and observations of the study were accompanied 

by taking photos during the observation study to document the events. Recording was 

proactively discarded due to ethical issues and the study was not carried out in the period 

during which the informants’ number was called, due to privacy issues (see more in cf. 5.6). 

After the session, a few clarifying questions were asked about Pernille’s perception of the 

queuing experience and the duration of wait. These questions were recorded and transcribed 

afterwards and can be accessed in Appendix 10.  

5.5 CODING MANUAL 

In order to get an overview of how to proceed with the transcripts and observations, a 

coding manual was established for the purpose of analysing and labelling the content. The 

first phase was to gather all relevant concepts from each of the six dimensions (individual 

dimensions, individual expectations, individual value system, individual situational variables, 

environmental situational variables and temporal behaviour, deriving from the theory cf. 3.0. 

An extra dimension of “Technology” was added, making a total of seven overall dimensions. 

Furthermore, it was of interest to explore the consumers’ willingness to employ 

technologies, hence this was added as well, making it a total of 21 codes as seen below.  
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Figure 8: Coding manual. Source: own creation.  
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After coding all of the data, four theory-based concepts were excluded, as there were not 

present in the coding. It is important to note that though the study participants mentioned 

age and gender, they were not mentioned in relation to why certain thoughts, actions or 

opinions were formed, e.g. no one said, “Because I am a female, this is important to me”. Age 

was only mentioned in the presentation round. Therefore, gender and age were omitted in 

the analysis, but as these could still be paramount for understanding the consumer 

behaviour they will be reflected upon in “future perspective” cf. 9.0. During the analysis, 

additional codes emerged based on the data (e.g. if the queuing was carried out alone or with 

someone). The last of these emerging codes was a category called “other findings”, which 

consisted of many other factors previously not considered or in direct relation to the 

research, yet still produced important insights e.g. users expressing an interest in reducing 

staff interference. All the coded data was later gathered in a single document where it is 

listed under each of the 7 categories (see Appendix 7). In the instances where the 

respondents were providing information, which could be coded in more than one category, 

the data was repeated under each of the relevant categories to look for patterns and 

relationships. In assessing these it would be possible to understand the interplay between 

the different categories.  

5.6 VALIDITY  

The master thesis will make use of Klein & Myers’ (1999) “7 principles for interpretative 

studies” in order to reflect on the validity (Klein & Myers, 1999). First of all, it is of relevance 

to reflect on “The principle of contextualisation”, which concerns the specific context of the 

study (ibid.). The respondents were chosen on a basis of having used a service at FKB 

recently. However, the term ‘recently’ was not specified adequately, thus the respondents 

had been there over a time period from 2014-2017. This notion is important as the online 

pre-registration system for passports was first incorporated in January 2015 (Appendix 1). 

Hereby, one of the respondents was not able to relate to this in practice. Furthermore, the 

respondents explained how they viewed information about rush hours on FKB’s website. 

This information is no longer available, which calls for some uneven conditions for the 

respondent’s evaluation, as well as some difficulties in understanding the relevant 

information, as it cannot be assessed.  

Secondly, “the Principle of Interaction Between the Researchers and the Subjects” (ibid.) is 

necessary to reflect upon. In accordance with the interpretivist approach both group 

dynamics, inter-personal relations and the role of the researcher is of essence here. In the 

second focus group there were two brothers’ present and two females who did not know 

anyone besides being in contact with the researcher. This group dynamic could have had an 

influence on the participants’ openness and eagerness to take part in the study, as it was 
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identified that the brothers were dominating the conversation and were commenting on 

each other’s opinions in terms of scepticism e.g. when Palle was explaining he was patient, 

Jes was questioning if that was true. In terms of the participant observation study there 

were some direct interferences from the researcher. In the observation study at FKB the 

researcher was talking to Pernille and interacting with her daughter, Nora, as well, thus I 

was part of the interaction process rather than merely observing.  

A concluding note: the focus group interviews and participant observation studies were 

conducted in Danish and subsequently fully transcribed in Danish. When referring to the 

data in the master thesis it is done in English, thus there could be some data ‘lost in 

translation’ as well as slang, meanings and essence.  

Lastly, it is acknowledged that the research could have been analysed in a different way, if 

another researcher conducted it. Though having a focus on reducing researcher bias by 

welcoming all answers and interpreting them through the respondents’ viewpoints, the 

interaction between researcher and social actors is still inevitable. Yet, the findings and 

overall structure of the research is deemed valid despite these notions.  

5.7 ETHICAL CONSIDERATIONS 

As part of the participant observation study was carried out at the FKB there had to be some 

adjustments made in term of the form of documentation. To respect the privacy of both staff 

and other people waiting at FKB the study was observed via taking notes rather than 

filming or recording. Moreover, the researcher did not take part in some of the stages, 

which required sensitive information e.g. credit card information.  

6 RESULTS 

This section presents the findings from analysing the two focus groups, as well as the 

participant observation studies. The master thesis is concentrated around three purposes: 1) 

how consumers perceive queuing, 2) how this affects them, and 3) how “Wait a Second” 

could benefit them in this regard. Therefore, the findings will contribute to these three focus 

areas, which will be displayed under 7 overall domains in the following sections.  

6.1 CONSUMERS’ ATTITUDES TOWARDS QUEUING 

To understand how the respondents perceive queuing it is paramount to understand their 

attitudes towards queuing. Deriving from the theoretical underpinnings (cf. 3.0) there are 

four types of queuing attitudes consisting of: cynical, optimistic, pessimistic and cautious 

approach. These four approaches along with the respondents’ own statements will be used 
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as the key indicators for understanding how the respondents perceive queuing as a 

phenomenon and how it affect their queuing behaviour.  

6.1.1 HOW CONSUMERS EXPRESS THEIR PERCEPTION OF QUEUING 

The majority of the focus group participants expressed a general dissatisfaction with 

queuing. Mathias, John, Mads, Kathrine (Focus group 1) and Mette (Focus group 2) directly 

stated how they ‘hate to queue’ (Appendix 5 & 6). Mads even describes queuing as “the most 

horrible thing. It feels like an absurd waste of time” (Appendix 5) and Mathias explains how “half 

an hour of waiting may feel like several weeks” (ibid.). Signy (focus group 2) is also not fond of 

queuing but tries to express some positive aspects of queuing: 

Thus, Signy positions herself among the other respondents, who are viewing queues as a 

negative phenomenon. Jes (focus group 2) explains how queuing can sometimes be all right, 

but how it is mostly frustrating (ibid.). Thereby, Jes is both expressing how queuing can be 

a negative and positive experience. On the contrary, Fie (focus group 1) and Palle (focus 

group 2) explain how queuing creates a sort of ‘Zen’-feeling, an expression both respondents 

used independently of each other. Palle shares his perception of queuing as follows:   

In this Palle is identifying how queuing can be relaxing, thus expressing a positive 

sentiment of the phenomenon of queuing. Fie is also sharing her thoughts and opinions 

about queuing: 

“The only consolation, I can think of, in long queues is the solidarity with the fellow people in line, 
as they are all in the same situation as me, so we nod to each other. Besides that I think it 

[queuing] is inconvenient.”  
(Signy, Focus Group 2, Appendix 6). 

“I think that there is a certain atmosphere about it. Because sometimes I can actually feel… Well, 
you rush around in a supermarket, and then you actually manage to get everything that’s on the 
list and it even looks somewhat nice. And then it can be relaxing to stand in the line, where you 

have time to check your phone”  
(Palle, Focus Group 2, Appendix 6). 

Fie: For me, Fie, it can vary widely. So it is also dependent on what I am queuing for. 
John: Mmm. 

Fie: And what I am doing afterwards (…) So it can be a very annoying experience, but it can also 
be a ... It shouldn’t’ sound like that, but in a way relaxing. So if I have time, then I can find myself 

to stand and observe other people and have a little fun with that. 
Kathrine: Yes. 

Fie: If I have to be completely honest. 
Mads: It must be great to feel that way. 

(Fie, Focus Group 1, Appendix 5). 
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There are several interesting findings to address here. Firstly, Fie is explaining how her 

queuing perception is depending on other factors, such as what she is queuing for (context 

specific) and what she is doing afterwards (plans before/after). These situational dimensions 

will be elaborated on later. In this Fie is acknowledging how queuing can be either annoying 

or relaxing. Secondly, it seems as if Fie is cautiously expressing her viewpoints to the other 

respondents, which is identified by the “it shouldn’t sound like that” and “If I have to be 

completely honest”. These choice of words are interesting, as they could reveal some sort of 

insight into how queuing as a phenomenon is dominantly thought of as a negative, and how 

expressing the opposite would therefore seem ‘off’ compared to the majority of people’s 

opinions. Fie is expressing her thought after three of the other respondents have just 

claimed how much they hate queuing, thus her experience is a complete contrast to their 

views. Thirdly, Mads is commenting on Fie’s shared thoughts on queuing, where he is 

saying that it must be nice to feel like that. Hereby, Mads is positioning himself from not 

being able to view queuing as pleasant or even positive.  

These findings give an insight into how consumers’ immediate perceptions of queuing as a 

phenomenon are identified in terms of negative, positive or a combination. To get a deeper 

understanding of their perceptions it is important to understand how their queuing 

approach relates to their queuing sentiment.  

6.1.2 THE RELATION BETWEEN PERCEPTION OF QUEUING AND 
QUEUING APPROACH 

Queuing approaches in terms of being cynical, pessimistic, optimistic or cautious could affect 

how consumers’ perceive queuing (cf. 3.2.2) Thereby, it is necessary to get an understanding 

of how different queuing approaches lead to an assessment of a queuing experience.  

Fie, who states that she can have both negative and positive queuing experiences, was 

positively surprised with her queuing experience at FKB. When asked how she experienced 

the queuing situation at FKB she explained:  

Fie discovered prior to going on holiday that her passport was about to expire, thus she had 

to react fast in terms of getting a new one. Her approach can be considered cynical in line 

with the four approaches explained in cf. 3.2.2, as she expected that there would be a lot of 

waiting time, as it was summer and that there would be a lot of people in the same situation 

“Well, faster than expected, as it was during the summer, where I would’ve expected that there 
would have been a lot of other people there who, like me, had ‘woops’ forgotten that their passport 
wasn’t valid. So I probably had an expectation of that there would be a lot of people in the same 

situation as me, who just had to go there prior to their travel. But there wasn’t. So that was… In 
that sense it was a positive experience. “  

(Fie, Focus Group 1, Appendix 5) 
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as her. However, there were not a lot of people at FKB, thus she was having a positive 

experience contrary to her expectation. There are several interesting aspects here: Firstly, 

Fie is thinking that because she is in this situation (not having checked when her passport 

expires) then a lot of other people are probably also in that situation. Thereby, she is 

transferring her circumstances to others’ as well. Secondly, she is expecting to wait because 

of the period (summer) and the situation (expired passport) rather than because it is at FKB. 

Thirdly, her cynical approach is turned to a positive experience, as there were not a lot of 

people during her visit. Thus, there are several factors affecting how Fie’s prior expectations 

and her subsequent opinion are differing in terms of sentiment. John is also positively 

surprised by the short amount of waiting time at FKB, which he describes as “swift” 

(Appendix 5). Though John would explain himself as connecting queuing with negative 

associations, he is still expressing how it was a good experience due to the relatively short 

duration of wait. Thereby, it is identified that a cynical approach may very well have a 

positive outcome.  

Palle, who calls himself a time-optimist, explains how his visit at FKB was also a positive 

experience:  

In this situation Palle is explaining how he was willing to accept waiting and did not pre-

order a time for FKB. Palle expresses how it was a fine experience and that there were not a 

lot of waiting time. As Palle previously stated he does not mind queuing in general, thus he 

had an optimistic approach with a positive outcome. However, during other circumstances 

there can be a change of approach and subsequent perception of the experience. Palle 

explains how unexpected events may affect these (Appendix 6). Thus, he explains how he 

can find himself behind a person who uses longer time, which changes his perception of the 

queuing situation:  

“I think it went absolutely painless. In and take a number… and I even think I came during rush-
hour just about… they [FKB] have such a day with long opening hours, I think it is Thursday, as 

I remember it. And you just go in and click [for a number] and wait for a moment… and these 
boys I had with me they were just playing with their computers or phones… I didn’t experience 

any… Well, I was also willing to accept waiting, though you could have ordered a time, which I 
hadn’t. But is was fine.”  

(Palle, Focus group 2, Appendix 6). 
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In the given example Palle is having a changed mind-set of the queuing situation, caused by 

a change in the pace due to unforeseen events. In this regard, the unpredictable events may 

change the perception and queuing experience. Palle is expressing how he is mentally ready 

and preparing himself for the following move and when that is changed, so is his mind-set. 

In that sense, you can have an optimistic approach and a positive mind-set but these can still 

be changed due to unexpected events. Hereby, queuing approaches should not be regarded 

as a constant, but as an interchangeable approach affected by other individual and context-

dependable factors.  

There were several examples of the pessimistic queuing approach. Mathias explains how a 

doctors’ appointment is never on time and how frustrating it is (Appendix 5). Mads wants to 

avoid queuing at all times if possible (ibid.). And Mette is referring to queuing as something 

that should be ‘over fast’ (Appendix 6). These are examples of a ‘pessimistic’ approach, as the 

respondents do not like queuing and if they are queuing, then this is having a negative 

association. Yet, the respondents reflect on how a queuing situation could actually be OK. 

Mads remembers situations where he doesn’t mind queuing, which would be in terms of 

waiting at the gate in airports (Appendix 5), which John and Mathias agrees upon. Hereby, 

it is identified that though consumers’ tend to have one approach to queuing (e.g. being 

pessimistic), this can change under certain circumstances (e.g. waiting for the gate at an 

airport).  Once again it is identified that a queuing approach is not a constant and that it is 

due to change under situational factors.  

Queuing perceptions’ may also change if the consumers’ expectations are not met, as 

explained by Mathias: 

“Well, because I am a time-optimist, then I am thinking ‘how long can it take’ to take those rusks 
through the cashier conveyer. But apparently that can take quite a while, because then she [the 
customer] has taken the one where the barcode is broken or [the cashier] where the receipt roll 

needs to be changed, which is not as difficult as it has been. No, so it is because I am expecting that 
now it is almost my turn, all my shopping goods are actually on the cashier conveyer and I am 

mentally prepared to take out my wallet, and maybe, if the passion runs high, my mobile so I can 
pay with that. So it is just this psychological feel where you think ‘now it is my turn’ and then it is 

not and you think ‘oh’. “  
(Palle, Focus Group 2, Appendix 6). 

Mathias: But I think that there is something, which is interesting, which Mads was briefly 
touching upon. In the situations with supermarkets and to some extent also pharmacies, you have 

an idea of when they would be most busy. 
Fie: Yes 

Mathias: But you experience how you can then sometimes go to Netto at 17 
Kathrine: Yes 

Mathias: Where you would think, “oh, this is going to be hell”, right and then when you’re there, 
there’s only two people there.  

Mathias: Then you get extremely happy. 
(Mathias, Focus group 2, Appendix 5).  
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Thereby, Mathias has a predominantly negative approach and is expecting the queuing 

situation to be like ‘hell’, but is then experiencing a positive outcome, as his expectations 

were not right. Kathrine explains it the other way around, when she had undertaking a 

cautious approach, as she had been planning to go to a supermarket during the least busy 

hours to avoid waiting:  

The statement identifies how waiting is not always attributed to the number of people in the 

given place but also the number of service staff to help you. Thus, there is also a connection 

between queuing perception and context.  

In the following a brief summary of the key findings regarding consumers’ attitudes towards 

queuing will be presented.  

6.1.3 KEY FINDINGS  

The respondents expressed different opinions on queuing as a phenomenon. The majority of 

the respondents associate queuing with negative experiences, some with mixed experiences 

and some with positive experiences. The respondents’ immediate perception is linked to 

their queuing approach of either being cynical, pessimistic, optimistic and cautious. This is, 

however, subject to change due to situational, individual or context-dependent factors. As 

these factors are affecting the approach, so is the perception of the queuing situation. Thus, 

consumers who may hate queuing can find themselves enjoying a queue under the right 

circumstances, whereas a person, who does not mind queuing, can experience a high level of 

frustration due to unforeseen events. Therefore, queuing perception and queuing approaches 

are interlinked with individual, situational and context-dependent factors. These will be 

assessed in the following chapter.  

6.2 HOW INDIVIDUAL AND SITUATIONAL DIMENSIONS SHAPE 
CONSUMERS’ PERCEPTION OF QUEUING AND QUEUING 

BEHAVIOUR 

In the first domain of individual dimensions, three important factors were identified: culture, 

geography and life situation. These will be presented below.  

 

“I can really relate to what you are saying, Mathias, because I too strive… Well, if I for an 
example have been to Føtex one day at 9 in the morning and thinks ‘there can’t be other people’, 

but then there is only one cashier open (…) and then I end up queuing longer than if I would have 
gotten there at 17. “ 

(Kathrine, Focus Group 2, Appendix 6) 
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6.2.1 CULTURE’S IMPACT ON PERCEPTION OF QUEUING AND QUEUING 
BEHAVIOUR  

The focus groups described how individual characteristics were affecting them both in terms 

of their queuing behaviour, as well as their perception of queuing. The analysis showed that 

both the persons’ own cultural inheritance and the cultural environment where the queuing 

is conducted is of relevance to the consumers’ queuing behaviour. Mathias explains: 

 

Mathias’ experience shows several notions. Firstly, he identifies that there are culturally-

dependent environments, where he describes Guatemala as a low-pace queuing culture and 

Denmark as a high-pace busy culture. Moreover, Mathias’ own queuing behaviour is not 

only affected by this culture but also adapting to the cultural scene. Thus, he explains how 

he changed his behaviour and at once could not identify himself with the “Danish way of 

queuing”. Over time he was then being more and more drawn back into his old queuing 

behaviour and changed back into what he refers to as “the cultural Danish way”. This aspect 

is interesting, as it reveals how queuing cultures are shaping the people’s perception and 

accordingly their behaviour. Mathias has previously explained how he does not like to queue 

and yet he went through a transition from experiencing the low-pace queuing culture in 

Guatemala, which he then transferred to how was queuing in a Danish queuing 

environment. This may, however, also be contributed to the fact that his life situation was 

different in Guatemala, where he was living as a volunteer and thus had a different situation. 

The respondents explained how they could change to a more relaxed approach during 

vacations (Appendix 5), which also could be the result of Mathias’ changed perception.  

The respondent, Palle, explains the need for cultural queuing adaption as an imperative 

factor (Appendix 6). From his time in Oman, he describes how people were jumping ahead of 

him in the line in the supermarkets, even though he was standing in a queue at the cashiers’ 

with a shopping trolley in front of him (ibid.). He explains that the other customers’ did not 

recognize him as queuing because he were too far (in his words ‘not touching’) the one 

queuing in front of him (ibid.). As a result, Palle would have to fit in in order to follow the 

socially constructed cultural rules. Another interesting notion in this regard is Palle’s 

explanation of the queuing demographic, as he is not talking of Omanis as such but refers to 

For me it is like a culturally dominant dependable experience to queue. I can clearly remember 
when I lived in Guatemala for six months how the pace of life is slower. When I got back here 

[Denmark] I had an experience while queuing in Netto and it didn’t bother me at all. And I just 
stood still and couldn’t understand why people were in such a rush and I would let them jump 

ahead of me and so on. And after being home for 14 days I became more and more upset. And then 
I went back into this Danish cultural thing, where you are constantly busy and therefore it is 

annoying, when you have to wait”  
(Mathias, Focus group 1, Appendix 5) 
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the migrant workers from Pakistan and Bangladesh and how their behaviour affected the 

queuing environment (ibid.). In this regard, the queuing environment is affected by more 

factors at the same time: the cultural scene and the culture of the people queuing. Thereby, 

queuing culture is interchangeable given the cultural inheritance of the people in line rather 

than solely just looking at the geographical destination. 

Jes has a girlfriend from the Dominican Republic and he reflects on the cultural queuing 

differences as well: 

This statement shows that Jes acknowledges the different cultural circumstances, in which 

he accepts and accordingly adapts to. However, he connects it to circumstantial in the sense 

of the domain in which the queuing is taking place. Thus, he would be more relaxed in a 

supermarket than in traffic. Hereby, he is showing that for him, it is possible to adapt to the 

cultural scene of the queuing environment to some extent, but that it is context-dependent. 

Thus, there are several factors in play in the assessment of the queuing situation. 

Kathrine, who is married to an Ethiopian man, describes how differently they react in 

situations connected to lost time, as she describes how it annoys her to miss the bus in the 

last second, though knowing there will come a new one in five minutes, whereas her 

husband could not care less (Appendix 5). According to Kathrine these are culturally 

dependent factors, and hereby her husband is still preserving his queuing perception even 

though he is queuing in different cultural environments (Ethiopia and Denmark). However, 

this could also derive from other personal characteristics, which would not be attributed to 

cultural inheritance but rather individual personality. Thus, it was seen how the respondents 

from the same cultural environment (Frederiksberg) were having different opinions about 

queuing in terms of being positive and negative. Thereby, it can be identified that there are a 

lot of individual characteristics that shape the queuing perception and that culture is just 

part of this, but cannot alone be attributed to this.  

Geography is mentioned as a considerable factor in connection to how willing people are to 

wait or not. Kathrine states that she has everything within a close range, as she lives in 

Frederiksberg, thus everything is nearby (ibid.). So if there is a huge line at the post office, 

she will come back another day, as it is not a long distance from her home. She reflects on 

the different queuing acceptance for people residing in other geographical parts, where a trip 

“There is a cultural difference and maybe also a technological difference they [the Dominican 
Republic]) are impeded by. (…) for them a trip to the supermarket is the same way we would 

throw a child’s birthday party: it is an experience that may very well take hours (…). Under these 
circumstances I can easily cope. But in other circumstances like in a traffic jam I am not so good at 

it”.  
(Jes, Focus group 2, Appendix 6). 
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to Borgerservice would require a long drive and therefore, the reneging opportunity is not a 

possibility (ibid.). Fie and John were agreeing with this notion, but no further comments 

were attributed to ‘geography’.  

6.2.2 INDIVIDUAL LIFE SITUATIONS’ IMPACT ON PERCEPTION OF 
QUEUING AND QUEUING BEHAVIOUR 

‘Life situation’ was added to the coding manual, as the respondents were characterising 

individual dimensions, which affected their queuing perception and behaviour depending on 

their life situation. This rather broad term is referring both to current occupation and in 

terms of the household size, especially in terms of having children. 

John explains his flexibility to choose less crowded times as a result of him being retired 

(ibid.). Consequently, John has to possibility to manage his own time without depending on 

a job, thus he chooses to go to FKB or at the golf club prior to their opening to avoid 

queuing. He refers to this as ‘the perks of being retired’ (ibid.), indicating that he is 

‘minimizing waiting time’, which for him is a positive outcome. Mette explains how her 

maternity leave was paramount for avoiding queuing at Borgerservice: 

The connection between her perception of queuing (disliking) and her current life situation 

(maternity leave) was therefore affecting her planned queuing behaviour, where she 

elaborated on how she made time between naps to go visit FKB (ibid.). Moreover, she states 

that she is ‘lucky to be on maternity leave’, which also reveals her sentiment of queuing 

(negative) and how she could prioritize time differently.  

On the contrary, a persons’ work life is also shown to have an impact both on how the 

queuing is perceived, but also in terms of when it is carried out. Palle explains how he would 

never go to Borgerservice between 8-10 as he is working during those hours (ibid.). Mads 

explains how work is the dominant factor for determining which time of day to go to FKB, 

where he would strive to take the earliest or latest time to adapt it in term of his work 

(Appendix 5). Thus, work as well as previous or subsequent plans is affecting the perception 

of queuing and when a potential visit is carried out e.g. the choice of when to go to FKB, 

would depend on when it is possible due to work rather than just looking at what would be 

convenient in terms of avoiding queuing. Though the respondents describe how they desire 

to plan to avoid queue, it is, therefore, not always possible to do so due to other 

circumstances.  

“I also hate queuing, so it must go fast. I was so lucky to be on maternity leave, so I thought, that 
there would be fewer people [at FKB] during the late mornings, so I thought I might as well come 

at that time rather than at 16 o’clock along with everybody else.”  
(Mette, Focus Group 2, Appendix 6). 
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This is explained by, Kathrine, who states: 

This notion is backed by Fie, who explain that she was choosing to visit FKB at the certain 

time, because it was possible due to work. Furthermore, she explains that it could 

potentially have been another experience, if she had come on another day. Thereby, there 

can be a lot of desires to avoid queuing but ultimately, the choice can be affected by the 

circumstances and thus this will be the decisive factor that determines when to go. This is 

an important notion, as you can only plan in terms of what is possible to achieve under the 

right circumstances. Thus, if one wish to avoid queue, but has to work at a given time, then 

the circumstances will affect the overall possibility of going, resulting in potential queuing 

situation. As stated earlier, Fie can enjoy the queuing experience, but not if she has plans 

after and need to be somewhere at a certain time (ibid.). Here she is giving an example of 

where she is not dependable of her work situation:  

Thereby, Fie is explaining how she is affected by having plans before or after and how that 

is shaping her perception of queuing. Furthermore, Fie connects children or the role as a 

parent to have an impact on how queuing is perceived, as she does not have children, she is 

more relaxed in terms of queuing.  

Mathias is explaining how he as a parent to a small child is more interested in planning and 

knowing what to expect both in terms of the duration of waiting time and the physical scene 

of the queuing (ibid.). As these drivers are not only affecting the persons’ individual 

characteristics but the way they are navigating around a potential queuing situation, there is 

a need to dig deeper into this. Kathrine explains how she can come to terms with queuing if 

she is by herself, but that she is more stressed when having her children with her: 

“I can easily stand in line in Netto, without loosing my temper. But of course of you are there with 
your child…And then he is pulling your arm and you get more stressed and ‘whoah’, then it is not 

quite as fun.” 
(Kathrine, Focus Group 1, Appendix 5). 

“Today is when I have the possibility of doing it. It is today where I am having a day off from 
work or can borrow a car (…). And then you do it today despite all other facts, because today is 

when it is achievable.” 
(Kathrine, Focus Group 1, Appendix 5). 

“ If you have time and plenty of it... I do not have children yet, so maybe it is because of that...and 
if you are not expecting guests or feeling stressed because you need the last [groceries], then I can 

almost have a Zen-experience [while queuing].“ 
 (Fie, Focus Group 1, Appendix 5).  
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Thereby, there is a difference for Kathrine, which is very much depending on whether she is 

on her own or with her children. Palle explains that if he is having his children with him he 

is always leaving 10 minutes earlier in order to plan for the unforeseeable (Appendix 6.). 

Thus, queuing is also affecting planning for the event depending on if you are alone or not.  

In order to get a better understanding of the respondents’ queuing perception it is necessary 

to understand how these situational factors affect them. This will be assessed in the 

following section.  

6.2.3 SITUATIONAL FACTORS’ IMPACT ON PERCEPTION OF QUEUING 
AND QUEUING BEHAVIOUR 

Situational factors cover several aspects: the purpose for queuing, physical environment and 

the service experience. 

The context for queuing is concerning the purpose that is to be achieved e.g. getting a 

passport. Thereby, the respondents mention that the context affects the queuing and 

perception hereof. Signy explains how the context is important in terms of how tolerant you 

are towards queuing:  

Thereby, it is identified that where you are queuing and what you are queuing for is 

affecting the level of willingness for waiting. Thus, the respondents comment on areas, 

where they would like to optimise the queuing situation. The respondents would like to 

reduce waiting time in areas such as pharmacies, waiting at the doctor, supermarkets, postal 

offices and in traffic (Appendix 5 & 6). This gives an insight in areas that could potentially 

be interesting to employ “Wait a Second” in, as means of minimizing queues.  

Though the master thesis is not focused on how to optimise the physical environmental 

dimension, it is, however, important to understand how the physical environment is 

affecting the respondents in terms of their perception on queuing and how it affects their 

queuing behaviour. Hereby, it will be possible to understand how a technology could 

encompass these factors. Mathias is describing the scene of Borgerservice as ‘confusing’, as 

it was difficult for him to know in which area he should wait, as there were so many different 

sections and service counters (Appendix 5). He would have liked to have this information in 

order to prepare himself for going to the right cashier to save time (ibid.). Signy described 

“Absolutely (that you are more tolerant depending on the context) because it is based on 
expectations. If it is a public institution then you will probably be more like… You would expect 

that the wait is longer compared to a shop – it depends on the shop – but it is like they would need 
to earn money on you fast, so then you expect that there will be more staff to give you service, so it 

depends where you are”.  
(Signy, Focus Group 2, Appendix 6). 
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that her waiting experience could depend on the physical surroundings in terms of being too 

crammed (Appendix 6). Thus, she would be seeking to reduce time in the context of at the 

doctors’ office and Palle explains how sitting in a crowded bus could affect his perception. 

These findings reveal that environmental situational circumstances will affect how willing a 

person is to avoid queuing, thus there could be a bigger need for investigating how to 

encompass waiting times in these places.  

‘Service’ was also described as a noticeable factor for assessing the experience. The majority 

of the respondents refer to the service at FKB to be good, even though some of the 

respondents had a bad perception in terms of waiting time. The level of service is described 

as contributing to a good experience and FKB was described as being service-minded, being 

patient, having a good sense of humour and being nice (Appendix 5 & 6). Thereby it is 

important to understand that even though the queuing perception was not viewed in a 

positive way the service level was compensating for this. Thereby, the users would be more 

positive in terms of evaluating the overall experience, whereas if the service would have 

been bad it could have impact on the respondents overall impression. However, both of the 

focus group respondents expressed their interest in not only avoiding queue but also to 

minimize the service staff’s involvement. Thus, some respondents expressed how they would 

always choose self-check-out cashiers at supermarkets, if possible. The notion is interesting 

in terms of how a potential technology could be encompassed to focus on reducing staff 

interference.  

6.2.4 KEY FINDINGS  

The focus groups gave insight into how culture is both affecting perceptions on queuing and 

queuing behaviour. Queuing was identified as ‘culturally different’ depending on the societal 

cultural settings (such as Guatemala and Oman), but also in terms of the people who were 

queuing. Thus, it was identified how people with different cultural heritages could affect the 

cultural queuing environment and that people from different cultures could view queuing in 

different ways. The respondents explained how they were changing their queuing behaviour 

adapting it to fit in at the given scene. This depended on the circumstances and situational 

factors; hence culture cannot be the sole influencer of both queuing perception and 

behaviour, but is instead an integrated part along with other factors. Furthermore, the 

respondents described how their occupational status could affect how they avoided to queue 

if they were flexible e.g. retired or on maternity leave, or whether they were bound by work 

and thus had to accommodate to that. Having children/not having children were also 

mentioned as factors for affecting consumers’ perception of queuing. The purpose for 

queuing was also having an impact in terms of the respondents’ level of tolerance for 
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queuing. This was affected by service, which could improve or aggravate the overall 

impression of the queuing experience, thus affecting future behaviour.  

All in all there were a lot of individual and situational factors, in combination, affecting the 

perception of queuing and queuing behaviour. Thereby, queuing perception is shaped by the 

interaction of different individual dimensions, as well as situational dimensions.  

6.3 HOW CONSUMERS MANAGE THEIR EXPECTATIONS PRIOR 
TO QUEUING  

Deriving from the theory section (cf. 3.0) there were four types of expectations based on: 

Values, Information, Experiences and Interests. The term ‘value-based’ was omitted, as it 

was not present in the data. Not only current expectation levels were considered, but also 

future expectations e.g. “I would have wanted to base my decision on information”. Adding this 

extra layer will give a richer understanding on how consumers’ act but also wish to act, 

which will lead to understanding how “Wait a Second” could help encompass these 

expectations. Subsequently, it is assessed how the respondents plan and decide when to go. 

This gives insight into how consumers are actively pursuing to minimize waiting time, 

which will also provide a foundation for how “Wait a Second” may be used as a tool for 

improving planning. 

6.3.1 USING INFORMATION TO MANAGE EXPECTATIONS 

The respondents describe how they use information as means of knowing what to expect of 

a given situation. When Kathrine was ordering passports online she noticed the possibility 

to register for a time, which she identified as an initiative that ‘makes sense’, as it would help 

her know what to expect in terms of waiting (Appendix 5). In this, she reveals a desire to 

align her expectations with the current events. Jes did not make use of the time registration 

but read on Frederiksberg Kommunes website when there was busiest at FKB. This 

information was used to adjust and plan for the visit at FKB, which Jes explained:  

“It was written on the website… at least it was at that time…they [FKB] wrote that there were 
some times during a day that would be better to come at than others. In this case it was in the late 
mornings on a weekday (…). I had taken the day off from work, originally because we had to go 
to the photographer and everything depended on this situation if he [his son, Marley] would have 
the photos taken or not and if it would subsequently be approved, so this was the reason why we 

did not register for an online time [at FKB], but we had planned to have a time at the 
photographer late morning qua it would then be faster at FKB. And I had investigated this 

through the [FKB’s] website.”  
(Jes, Focus Group 2, Appendix 6) 
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The example shows how Jes was actively searching for busy times and subsequently 

planning his time around this. Due to his scheduled time at the photographer prior to the 

visit at FKB, he could not make an online time registration, as he did not know the duration 

of the photographer. However, he was still using the information as a way of planning his 

activities and thereby to manage his expectations. Mette commented on the information on 

busy hours on the website, as well and said that this information led to her deciding to come 

in late in the morning to avoid queuing (ibid.).  

Information as a tool for managing expectations was the most sought expectation-

dimension according to the respondents. When asked if there would be any situations where 

it would not be desirable to know the duration of the wait and what to expect, the 

respondent Mads claimed: 

For Mads it would be paramount to have access to information, which would give him an 

idea of the duration of the wait. The other four respondents from focus group 1 agree upon 

his line of thoughts. This knowledge is valuable, as it could be used for the establishment of 

“Wait a Second”. Kathrine further elaborates by stating: 

In that sense the informational dimension is not only managing expectations it also affects 

how the queuing situation will be perceived, as described by Kathrine as the ‘stress-reducing 

factor”, where time can be allocated differently, if you know what to expect. Hereby, 

accurate information can affect consumer behaviour in a positive direction, as it will 1) align 

their expectations with the imminent potential situation, and/or 2) steer them away from 

rush hours, thus reducing waiting time.  

Fie is further explaining how information can be used as a tool for decision making. She 

points to the example of SKAT’s yearly release of whether people are bound to pay more tax 

or to have money back (Appendix 5). When this information is published SKAT’s website is 

extremely (ibid.). When visiting SKAT’s website, Fie would get a pop-up message 

displaying the expected waiting time, thus Fie could choose if she wanted to check it out 

immediately or at a later time (ibid.). She describes this as providing her with “an idea of 

“Well, it is always nice to know in a way. I am really trying to come up with a situation where it 
is not (…). I cannot come up with any scenario where it wouldn’t be nice to know”  

(Mads, Focus Group 1, Appendix 5). 

“It is the fact that you have an idea about the time perspective. It does…well it reduces stress. Then 
you can say “well ok, so the next 10 minutes I can do something else”. Really this gives a good 

effect. “  
(Kathrine, Focus Group 1, Appendix 5). 
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wanting to wait or not” (ibid.). Mads amplifies with this by stating how factors such as work 

would require a level of information about waiting times, as he would actively plan around 

it:  

Thereby, Mads would use information as a way of ensuring that he would not queue and 

thereby optimise his time usage. In this Mads’ queuing behaviour would change, as he 

would use the information as a tool for planning his time, thus leaving work to minimize the 

chances for queuing. This show a potential way for “Wait a Second” by providing consumers 

with valuable information they could use to steer around queuing.  

The respondents are also connecting information to be valuable in certain contexts. John 

misses the road-signs on the highways indicating current queuing time (ibid.). Kathrine, 

who is a doctor, praises the initiative of the emergency phone 1813, where a new initiative is 

that they can direct callers to the least busy emergency rooms, but also provide information 

about when the caller should expect to arrive (ibid.). This makes good sense for Kathrine, 

who clarifies, that she can then choose to stay at home longer rather than queuing at the 

hospital (ibid.). Mathias describes how it would be of great value for him in choosing to have 

a quick lunch at a cafeteria, where he would have to get back to work. In this scenario the 

selection of cafes would therefore depend on which could offer the shortest waiting time. 

Information-based expectations are thereby relevant in several contextual settings. Thus, 

information could encompass queuing perceptions and contribute positively within 

situational factors. The link between information and situational factors are therefore 

important to asses, when evaluating how “Wait a Second” could benefit consumers’ queuing 

experience.   

6.3.2 USING EXPERIENCES TO MANAGE EXPECTATIONS 

Building upon prior encounters, the respondents reflected on how their expectations were 

aligned with their experiences. However, the analysis showed that there was a difference 

between the domains of experiences in which the queuing was carried out. This lead to the 

identification of two types of experiences 1) Experiences directly deriving from a previous 

visit at a certain location e.g. “last time I was at Borgerservice”, and 2) Experiences based on 

‘common knowledge’ transferred from other situations e.g. “the roads are more busy during 16-

“…In relation to coordinate something in relation to work. As an example if I could see that there 
wouldn’t be any waiting time during noon. Then I could say “Oh, there is no waiting times now, 
so I will go down and get it fixed now in stead of driving from work an hour earlier and then use 

half the time queuing (…). Then you would just use more time all in all. So it would be more 
effective, if you were aware of peak hours, as you mention. So I would definitely make use of such a 

opportunity (of getting information) if it was possible.”  
(Mads, Focus Group 1, Appendix 5). 



“Wait a Second” master thesis by Søs Bell Willumsen 

	 46 

18, as everybody is leaving work”. Both types of experience-based expectations will be 

presented in the following.  

The respondent Palle, had visited FKB on several occasions and when asked what he 

expected prior to his last visit in terms of waiting he described: 

The quote shows that due to Palle’s previous encounters with Borgerservice he is building 

his expectations accordingly. As he had good experiences before he is therefore expecting 

that he would have a good experience again. An even if that would not be the case he would 

still be more indulgent as the majority of experiences would still be positive.  

Experiences from other domains used to encompass expectations in other situational 

contexts can be shown from Mathias’ explanation on why he visited FKB at the chosen time:  

Mathias is hereby transferring his knowledge and past experiences from rush hours at 

supermarkets to accommodate those of FKB. This notion of rush hours is backed by Mads, 

who refers to the time between 16-18 as “grotesque chaos” (Appendix 5). Palle is also basing 

his expectations of rush hours based on his own experiences, where he “knows that the busiest 

time in traffic is always when people are leaving for work or home” (Appendix 6). Thereby, 

experiences from previous encounters or from another context are identified to affect 

consumers’ expectations for a queuing situation. However, there is a potential pitfall here, as 

there might be other rules applying given the specific context. In the previous example of 

Kathrine’s visit to a supermarket early morning, she still experienced how she was waiting 

longer than if she would have gotten there at a later time due to understaffing. Therefore, it 

is not only relevant to know the number of people queuing, but also the number of staff, 

which may not be based on expectations.  

A few instances of the interest-based determinant of expectation alignment were discovered 

in the analysis of the data. John explains how he would rather take a golf time at 7 to avoid 

“So in this particular setting [FKB] I had previously had good experiences, so prior to visiting I 
was not preparing myself to get grumpy if I had to wait for more than five minutes. Which I 

shouldn’t…”  
(Palle, Focus Group 2, Appendix 6). 

“As I remember the circumstances, I had probably taken off from work earlier or something like 
that. Just to avoid some of those rush hour times from some sort of common consideration that it 

would be less busy. 
Interviewer: What do you base this on? 

Mathias: Well, yeah, what did I base that on. Rush hours in supermarkets I suppose. It is like 
this… well, when people are finished at work, then there is often a lot of people.”  

(Mathias, Focus Group 1, Appendix 5). 
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queuing than to go there at 10 and then wait (Appendix 5). In relation, John came prior to 

FKB opened to ensure that he would not wait (ibid.). Thereby, John is choosing some rather 

lean times to do activities, which could reduce waiting, thus his interest is to avoid queuing.  

In order to understand how the respondents’ are using these expectations to accommodate 

the queuing situation, it will be assessed how they are planning to reduce time.  

6.4.4 PLANNING TO AVOID QUEUING 

The overall most labelled concept came in terms of ‘planned’, which refers to: 1) if the 

respondents were actively planning in order to reduce queuing, 2) were interested in having 

tools to better plan for reducing time. All of the respondents explain how they are actively 

planning to reduce time and avoid queuing (Appendix 5 & 6). Mette explains how she is 

choosing to do grocery shopping as late as possible to avoid waiting (Appendix 6). This is 

done in order to improve efficiency. Palle states that: 

Planning is therefore a way of reducing time and thereby optimising your personal or work 

time. Mette adds a dimension to this insight as a way of adjusting expectations, when asked 

how “Wait a Second” could benefit her in planning to reduce waiting time: 

Though planning, as a mean to reduce waiting, is essential to Mette, the end does not justify 

the means. So if queuing cannot be avoided the informational level of knowing how to 

manage your expectations is essential. The connection between planning and having 

information is therefore an important notion, as these two concepts were often labelled 

together. The respondents are therefore interested in information that can be used not only 

for planning but also to manage expectations. This notion is important in relation to the 

encompassment of “Wait a Second”.  

“I think I would use it more in the sense of matching my expectations, in the sense of how long time 
I should expect to use. So I wouldn’t reject Slagter Lund (if there was a long queue), since I would 

want to have my “rullepølse”1 from there. But then it is more in terms of when I go there, then I 
would be like ‘ok, I am going to wait for an hour’. It would be used more in terms of managing 

expectations rather than choosing to avoid going to a specialized shop. Yes, if I were to go to 
Føtex, I would probably select a time, where I could come back home again as fast as possible. But 

if there is something I really want, then I would use time on at. I just want some sort of 
expectation of, when I leave, when I can be home again. Pure effectively speaking. “ 

(Mette, Focus Group 2, Appendix 6). 

“So yes, of course you aim at minimizing that time you need to do without one’s work or intrude 
in leisure activities or cooking” 

(Palle, Focus Group 2, Appendix 6). 
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The possibility of planning is therefore paramount for all of the respondents exemplified by 

Signy’s statement: 

This insight is important, as Signy describes how she feels that queuing is an unwanted 

interference in her personal time. Therefore, queuing is to be avoided and solutions for 

reducing time could come in form of planning by getting insights into the queuing 

structures and current waiting times. These discoveries could lead the way for how to 

encompass technologies to help effectively planning, as this is a sought for criteria for queue 

optimisation described by the respondents. Signy reflects on how “Wait a Second” could 

potentially change her consumer behaviour:  

These insights on future behaviour are relevant in terms of how the potential 

encompassment of “Wait of Second” would not only potentially change business structures, 

but also accordingly consumer behaviour. 

6.4.5 KEY FINDINGS  

The focus group participants use information, experiences and plans as a way of managing 

their expectations. Information is used to manage consumers’ expectations prior to a 

potential queuing experience. Information is used as a source for knowing when the busiest 

time of day would be, so that the consumers could either try to avoid it, thus adapting their 

consumer behaviour to actively reducing waiting time, or to manage their expectations, 

which would help them planning for the visit and reduce stress, which is identified as 

connected to uncertainty. Information is linked to a desire of planning, where the 

respondents wish to get access to information in order to reduce waiting time. Furthermore, 

experiences – either in terms of visiting a known place or adapted from another situation – 

is used for the respondents as a tool to use when to go at a certain time. Experiences are 

therefore also affecting consumers’ expectations, however these will not necessarily be as 

“I think it is crucial that you don’t feel that other people are economising with your time. (…) you 
need an estimation of knowing how many is in front of you (when queuing). If you could get an 

idea (about current queuing times) prior to arriving. That would be extremely helpful.”  
(Signy, Focus Group 2, Appendix 6). 

“You would start to plan the day in terms of ‘what would I do get there and there and so on’. I 
will add one notion (…) that you might change your consumer behaviour and that I find really 

interesting and perhaps somewhat short-termed. But in the long run the effect would perhaps lead 
to that business would compete on time and optimize their work processes and streamline the whole 
business, because now they wouldn’t just compete on money but on time. So it would be as a service 

and provide a whole new dimension in the business model at that I find interesting.” 
(Signy, Focus Group 2, Appendix 6) 
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accurate if applied from another context. The findings give insight into a potential for “Wait 

a Second” in order to provide consumers with information, which would optimise their 

queuing situation.  

6.5 CONSUMERS’ PERCEPTION OF TIME DURING QUEUES  

The consumers’ temporal behaviour during a queue is shaped by how they perceive time. To 

add another layer on the time perception phenomenon the labelling process was divided into 

sub-categories in terms of positive, negative or neutral. Thereby, it is possible to distinguish 

between how the respondents are experiencing their time usage.  

A lot of the respondents describe that they associate the visit at Borgerservice with a 

positive experience in terms of time. Mette, who had pre-ordered a time, explains how she 

was walking directly in, which she refers to as ‘pretty easy’ (Appendix 6). Palle is explaining 

some factors affecting that he was even more positively surprised by the fast flow: 

This notion shows that Palle was expecting to wait longer due to coming during rush hour 

and then he was having a positive experience. The finding is interesting, as it was stated 

earlier that there are longer waiting times during late afternoons, whereas this situation is 

described to be the opposite. Therefore, it is not only the time of day, but perhaps also the 

aligned perception that would affect the temporal behaviour and time perception.  

On the contrary, some of the respondents had bad encounters in terms of waiting in line at 

FKB, as the duration of time exceeded their expectations. Thus, Kathrine was expecting to 

wait for a maximum of 30 minutes, but stated that she perhaps waited for over 40 minutes 

(Appendix 6). Mads was also having a negative experience due to waiting longer than he 

had expected, but for him it was not only the duration of the wait, but the fact that he did 

not know how long it would take that was frustrating: 

This notion is important as it reveals that the lack of knowing what to expect can be an 

impeding factor for having a positive queuing experience. The uncertainty of the wait can 

therefore reduce the satisfaction even more than the wait itself. As Mathias describes it ’30 

“I think it was completely painless. In and take a number… I even think that we were there during 
rush hour”. 

(Palle, Focus group 2, Appendix 6). 

“But I don’t think it was like…That I could sort of estimate how long it would potentially take 
e.g. now I have to wait for 10 more minutes or now I have to wait for 30 more minutes. It was 

more that. “  
(Mads, Focus Group 1, Appendix 6). 



“Wait a Second” master thesis by Søs Bell Willumsen 

	 50 

minutes may very well feel like several weeks’ (ibid.). Once again it is paramount to link 

information with expectations, as it could then positively affect consumer behaviour. 

Mathias explained how he did not remember the exact amount of time he waited, while 

visiting FKB (ibid.). He does not recall waiting for a particular long time, or thinking that 

there was a lot of people, but he still believes that there was some sort of waiting time. As 

this notion cannot be labelled as either positively or negatively derived, it is labelled as 

‘neutral’. Mathias explain how the queuing situation is also random and unpredictable: 

The notion shows that there are factors, which affect the perception of time perception, thus 

making it difficult to give accurate encounters of the actual duration of the wait. This is an 

important notion, as there seem to be a pattern of how perception of queuing, expectations 

and the time perceptions are connected. This can be illustrated through Palle’s queuing 

experience: Palle is accepting in terms of waiting and describe that queuing can be viewed as 

a relaxing experience. He had previously had good encounters with both service and waiting 

time at FKB. He is planning his visit from a practical perspective, as it has to accommodate 

him being off duty, matching his children’s calendars and be in good time before leisure 

activities, thus there is no room for deviations, as he is selecting a time that fits his schedule 

rather that a time which would be less crowded. During the queuing experience he and his 

children are entertained and he subsequently explains it as a positive experience in terms of 

service and waiting time. Thereby, there is a relation between his sentiment towards 

queuing and his previous visits at FKB and how he perceives the queuing experience. On the 

other hand there is Kathrine, who is not fond of queuing, and would have wanted to make 

use of the pre-ordering time, but could not, as there was a technical error. She came there 

around 15 due to external circumstances, as her mother was visiting from out of town and 

her son was in kindergarten (Appendix 5). She would have expected to wait for 30 minutes, 

but ended up waiting for around 40. She explained that during the waiting time it was good 

that she had brought candy for her son, as the wait exceeded her expectations (ibid.). She 

thought the experience was negative in terms of waiting but positive in terms of service. 

This example also shows a connection between perception, expectation and subsequent 

experience, which can be affected by individual and situational factors. Kathrine would have 

wanted to make use of the time registration, or knowledge on how long she could expect to 

wait. As she was with her son, this was especially important. Thus, she ended up waiting 

longer than she would have thought, leaving a negative impression of the queuing situation. 

“There is something in relation to the situation of just waiting for something. When you are in 
that situation, you often come in in a queue. Because it's not something you plan in advance. Now 

I stand in line for so long and then you have some idea of what to do in that time. It's often 
somewhat random, how long you should be there, and it feels just like extremely long wait.”  

(Mathias, Focus group 1, Appendix 5). 
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An interesting thought is that the impression of waiting time does not necessarily match 

actual time spend. In this sense the time perception is an approximate estimation based on 

the respondents’ perception. All of the respondents replied in terms of ‘I think’, indicating 

that they were not sure. So Palle could potentially have been waiting for a longer time than 

Kathrine, but due to their expectations and sentiment it might have felt longer/shorter. 

Therefore, it would be interesting to understand how the time perception is affected by 

other dimensions, such as individual, situational and expectation dimensions. This will be 

assessed in the participant observation after a brief presentation of the key findings from this 

setting.  

6.5.1 KEY FINDINGS  

The respondents assessed their perception of actual waiting time at FKB in terms of 

positive, negative or neutral. The positive perception was based on short waiting time and 

an overall good experience while queuing and with the received service. The negative time 

perception was due to both waiting time exceeding expectations, as well as a level of 

uncertainty of not knowing for how long the wait was going to be. In examining the 

respondents’ time perception it was found that there was a connection between the 

respondent’s sentiment on queuing, expectations and perception of time. It was further 

established that individual and situational dimensions affect these, thus affecting the 

temporal behaviour.  

6.6 QUEUING IN ACTION: ASSESSING THE PARTICIPANT 
OBSERVATION STUDY 

The participant observation study gave insight into how queuing perception, individual 

dimensions, situational factors and expectations are interrelated, thus affecting the temporal 

behaviour. These findings will be explained below in terms of a chronological presentation 

of the process: from ordering a passport online, planning for the visit, going to FKB and 

evaluating on the process and experience.  

During the online passport registration, Pernille was sharing her immediate thoughts on the 

imminent visit at FKB. As Pernille is offered the possibility of pre-registering for a time, 

which she makes us of as her daughter Nora is going with her (Appendix 8). She wishes to 

find a time in the late afternoon on the Wednesday March 15, depending on two aspects: she 

wants to get the passport as soon as possible and Nora being in kindergarten, so she wishes 

to go to FKB after picking her up. Pernille uses her past experiences from Borgerservice to 

match her expectations prior to her visit (ibid.). Thus she is reflecting: 
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Pernille is therefore basing her expectations on her previous visits at Borgerservice, where 

she has experienced a wait but not for long. Accordingly, she is prepared to wait but has an 

expectation that it will not be for long. However, there is no times in the afternoon on a 

Wednesday, thus Pernille needs to adjust her requirements. She subsequently finds a free 

time on Thursday, March 16 at 15.15 o’clock. As she chooses the time she explains:  

The quote shows that Pernille is making a decision of pre-ordering a time due to a 

combination of individual and situational factors: having Nora with her and planning to 

reduce waiting time. These factors are aligned with her plans before (Nora is in 

kindergarten) and contextual circumstances (there were no available times on a 

Wednesday). The most dominant factor for Pernille is that Nora is going with her, which is 

the dominant causes for her to be planning for the visit in the first place (situational factors). 

If she were going there by herself, the situation would have been different. In this 

assessment an important finding is found: though there are many factors (individual and 

situational) at the same time, some factors might be more dominating. Thus, Pernille is 

stressing how her behaviour and choices are based on bringing Nora with her, which is then 

identified as the biggest driver for her decision-making. It is therefore not only important to 

understand which factors are in play but also to which extent these are measured and 

valued. For Pernille, the imperative factor is to reduce waiting time, as Nora is going with 

her. 

Pernille explains that as she ordered an online time for her visit at FKB, she expects that she 

is not going to wait (Appendix 8). Thereby, her action of registering for a time is coherent 

with her interest of not wanting to wait, thus her expectations are aligned. In the process 

prior to her visit, Pernille was rather cautious in her expectations on the upcoming queuing 

situation, as she expected that she would not need to wait at all, as she had booked a time 

(ibid.). She explains her expectations after pre-booking a time: 

“So I will now order a time at 15.15. And that is because I think had it just been me, then it 
perhaps wouldn’t be so necessary to know when I could get it [service at FKB]), but now that I 

am taking Nora with me then it would be really good to know that I can go straight to the service 
counter as I cannot imagine that it will be particularly fun to have a small child with you when 
you risk waiting in line. So I am also thinking that during the late afternoon there could be a lot 

of people. People are getting home from work. “  
(Pernille, Participant Observation Study, Appendix 8). 

“Well, I must say when I have previously visited Borgerservice, I must say, I don’t think that 
I’ve…well I have waited…But not for long”.  

(Pernille, Participant Observation study, Appendix 8) 
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The circumstances did, however, change due to a lot of connecting factors. First of all, 

Pernille’s mother came to town, and subsequently Nora was not in kindergarten (change in 

situational factors). She was therefore delayed and when she reached FKB she was 

experiencing troubles finding the right entrance, where she could take the baby stroller in 

and waiting for the escalators, all resulting in that she was one minute late for her 

rescheduled time and therefore had to wait for her turn (physical circumstances). As she did 

not expect this outcome, she was not prepared for the queuing situation (changed 

expectations). It was observed that she was frequently stating ‘when is it my turn’ or would 

look at the screen displaying the numbers, indicating that she was not enjoying the queue 

(Appendix 9). She got her optimism back once she saw on the screen that her number was 

next in line, but then the number system changed into calling other enquires than passports 

(ibid.).  

Due to observing Pernille’s queuing experience it was possible to understand how she 

perceived the phenomenon of time spent and how it was aligned with reality. As soon as 

Pernille took a number at FKB, a stop watch was turned on in order to observe how long 

she would actually queue and how she would perceive the duration of the wait. As soon as 

her number was called for the service desks, the stop watch was turned off and displayed 

that she waited for 27 minutes. When asked about the time perception afterwards Pernille 

shared her thoughts as follows: 

The dialogue contains several interesting findings. Pernille is underestimating the duration 

of time she waited, which would theoretically be associated with a positive outcome in terms 

“Well, I am thinking that this will ease the process when having a set time. And you know that you 
can come and don’t have to wait, when it is at Borgerservice, and I am thinking this is really nice 
when you are having your child with you. (…) So I think, that I expect that when I have a time 

then I will be serviced at that time. And then I don’t think that I am going to wait. I hope.  
(Pernille, Participant Observation Study, Appendix 8 

Interviewer: How long did you wait? 
Pernille: Honestly, I have no idea. I didn’t even look at the clock. I think that it was more than 15 

minutes at least. 
Interviewer: What if I tell you that it was 27 minutes? What are your thoughts on that? 

Pernille: Then it is certainly a long time. I really wouldn’t have thought that it would have been 
that long. Then it was good that I was not in a hurry I would say. 

Interviewer: Originally you made a time reservation yet you came later. What was the reason for 
this? 

Pernille: I just think… there was just something with her (Nora)…like unpredictable events. 
Then time just passed by…yeah, I don’t know. And because of that we waited 30 minutes. 

(Pernille, Participant observation group, Appendix 10)  
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of time perception. However, she is responding to this with cynicism indicating that it was a 

very long time by stating that it was good that she was not in a hurry. This notion gives an 

insight into how the evaluation of time perception as an indicator for a positive experience is 

not only determined by the underestimation of the overall duration but also in connection to 

how she would have wanted to use that amount of time. So even though the wait did not feel 

long, the fact that it was that long is having a negative affect on her. Furthermore, the study 

shows that though people tend to overestimate the duration time of their wait, Pernille is 

actually doing the opposite and even by 12 minutes. Furthermore, Pernille is rounding the 

number up from 27 to 30 minutes, which indicates that she is exaggerating the time spent, 

which is further contributing to the negative experience.  

Once the queuing was finished, Pernille reflected upon the process, where she stated, that 

she would not have expected that she would have been ‘enjoying’ being there for half an 

hour, and if she would have known, she would have left to come at another day (Appendix 

10). The observation shows that due to several factors one’s queuing experience can change 

and thus one’s perception of the queuing situation. Thus, Pernille shifted from having 

cautious expectations to having a negative experience, which could potentially affect how 

she will perceive her next experience at FKB. In this study there were a lot of changing 

situational variables that changed the process and these notions are noteworthy in order to 

assess how queuing is identified and what drivers to look for when wanting to comprehend 

how to address the issues by means of utilizing technologies. 

Subsequently, Pernille describes that the variable that affected her visit at FKB the most 

was that Nora was with her (ibid.). Thus, she had to be alert at all times and make sure that 

Nora would not run away. This was affecting her perception to a high degree and also how 

she reflects on future potential queuing situations, where she would like to avoid queuing 

and use planning as a mean to reduce waiting time (ibid.). Thereby, a lot of different factors 

were in play at the same time, but the degree of how much they mattered differed. In both 

the planning phase, the visit and the time following the most dominant factor was that Nora 

was with her, thus Pernille’s reason to plan, perception of the queuing situation and future 

behaviour will be affected by the this. Therefore, it is vital to understand the extent to which 

each factor is important, as identified through observing and asking Pernille. This notion is 

important, as there might be a lot of different factors in play, but not all of them would be 

paramount and potentially affect the situation or perception.  Pernille expressed a profound 

interest in using technologies to encompass her expectations and avoid future queuing 

situations as the one at FKB. These findings will be presented after a brief summary of the 

participant observation study.  
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6.6.1 KEY FINDINGS 

The participant observation study gave a unique insight in how the interplay of several 

dimensions is affecting the perception of queuing and the queuing behaviour. Pernille was 

pre-ordering a time at FKB, due to individual factors (having Nora with her) and situational 

factors (going directly after kindergarten). Her choice for choosing 15.15 was based on 

practical reasons (kindergarten) and as this time of day would be busy, which was identified 

through an experience-based expectation, she wanted to order a time to avoid queuing. Due 

to unforeseen events, such as Nora not being in kindergarten because her grandmother was 

visiting, having troubles entering FKB with a baby stroller (environmental factors) and 

underestimating her time, she came too late for her pre-booked time, thus had to pick a 

regular number. This changed her expectation approach from being cautious (having a pre-

booked number would equal not to wait at all) to a cynical approach. During the queuing it 

was observed that she was both explicitly (stating ‘when is it my turn’) and implicitly 

(looking at screens repeatedly) impatient. Pernille underestimated her perception of the wait 

duration, but was negatively surprised when she heard that she had spent 27 minutes. The 

participant observation study showed that there were many individual and situational 

factors in play at the same time, which had an impact of both decision-making and queuing 

behaviour. It was established that it is important to understand how these factors are game-

changers, as some of them were imperative in terms of affecting Pernille’s experience. 

Following the unforeseen events it was established that there was a change in queuing 

behaviour, due to a change of expectations and lack of information. This was finally affecting 

Pernille’s queuing perception and her future queuing behaviour in terms of avoiding to 

queue.  

6.7 HOW “WAIT A SECOND” WOULD BENEFIT CONSUMERS’ 
QUEUING EXPERIENCE  

In order to understand how technologies may be encompassing consumers’ demands it is 

necessary to view how willing the users are to employ technologies and for which purposes 

they use apps. Generally, the respondents are frequent users of apps for several purposes, 

which is exemplified by Mads’ explanation of app usage: 

The other respondents were agreeing with this notion, both in terms of the other focus 

group and the participant observation informant Pernille. Kathrine reflects on how she uses 

her phone for a lot of purposes, but is not updated in terms of knowing all the new apps and 

“Yes, I use apps all of the time. I use apps for everything. Both for organising my calendar, for 
work purposes, mails, entertainment, games, news. You name it. You use your phone for 

everything. “ 
(Mads, Focus Group 1, Appendix 5). 
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ways to use them. Mathias is commenting on that by stating that there could potentially be 

a lot of apps that he is not aware of but could benefit him in all kind of ways. Thus, there is a 

positive sentiment towards app usage in general. In the following sub-sections it will be 

explored how “Wait a Second” could benefit in terms of: individual & situational dimensions, 

expectation management and perception of time. .   

6.7.1 HOW “WAIT A SECOND” WOULD ENCOMPASS INDIVIDUAL AND 
SITIUATIONAL DIMENSIONS 

The respondents reflected upon how a technology could be used in order to accommodate 

certain life situations. As mentioned earlier, Mads explains how it would be beneficial to use 

apps in connection to planning his time around work. The respondents also expressed how 

it would be of interest to employ apps in terms of knowing how to avoid queues when 

bringing children.  

The focus group participants explained how they would like to reduce waiting times in 

several situational dimensions and in specific physical places. The focus groups discussed 

how the supermarket experience could be enhanced if they were provided with an overview 

of current peak hours. Mathias explains: 

Thereby, an app displaying current waiting times would be beneficial in terms of avoiding 

queue and it would change consumer behaviour, as Mathias expresses how he would base 

his decision on lowest waiting time as the predominant factor for which supermarket to 

choose. Mads is elaborating on the supermarket scenario, in which he would not be finding 

the app useful:  

For Mads the context of the supermarket would therefore not deem relevant for his needs, 

though he at first acknowledges how it could be interesting. However, he explains that he is 

planning ahead, therefore the possibility of viewing current waiting times would not be 

“It could be smart in terms of e.g. Netto and Fakta, which are right next to each other. And if you 
were able to see ‘well, there is no one in Netto and Fakta is crowded’ then I would just go to 

Netto, right. “ 
(Mathias, Focus Group 1, Appendix5). 

“I agree. I also think supermarkets could be interesting, but then again you sort of have an idea 
of…I mean based on your own experiences you would now that during 16-18 or perhaps 16:30-

17:30 there is grotesque chaos. I wouldn’t need an app to tell me that. But I would still check it if I 
could…Well, I mean you use a lot of time on making decisions… So I wouldn’t check it and then 

be like ‘Ok, now I am leaving’. Or in that regard say ‘Ok, now I have my chance to go to the 
supermarket’. If it was a feature like that on an app or elsewhere, then I am not sure I would use 

it”. 
(Mads, Focus Group 1, Appendix 5). 
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matching his preferences. Hereby, it can be assessed that there are individual perceptions of 

desires for an app and these opinions may be associated with the person’s individual way of 

planning.  

Kathrine explain how she would find it useful to be able to see the current waiting times, but 

in other contexts, such as postal offices. This would make her decide if she would pick up a 

parcel on a given day or not. In that sense use the app when leaving from work and thereby 

see if there is crowded at the post office, which would result in her choosing another day to 

go. In this sense Kathrine would change her consumer behaviour based on the app in terms 

of making a decision to go or not. Mathias is elaborating on this perspective if he were to go 

to both the pharmacy and the post office. Then he would use the app to see, which of the 

places he would go to first. In that sense his consumer behaviour would also be changed, as 

he would base his decision on information from an app that could reduce time.  

Places such as bars and restaurants are also being described as potential interesting places 

where it would be useful to see current waiting times and even the number of guests in 

order to decide where to go for dinner or drinks. Mads is elaborating on this: 

This notion is interesting as it reveals how “Wait a Second” could also have a reverse effect 

and be used as a tool for determining if a place is popular or not. Thereby, it could serve 

several purposes depending on the situational circumstances.  

Other situations were mentioned in terms of situational places, where “Wait a Second” could 

display current waiting times, such as at the doctor or in airports. Palle is expressing how he 

cannot see a need for an app like “Wait a Second”: 

 

 

 

“Now I am not exactly going much out recently, but in the way of imagining the situation where 
you plan where to go…When I used to go out (on bars) or if you’re going out to eat with friends, 
hen you could just check how it would match your desires because you would be like ‘no, I don’t 

want to go there, because there is probably a lot of people’ or something like that. Then it could be 
fun to have some sort of app, where you could view and then be like ‘oh, there is not so crowded 

there…In this period…or in the next hour there are usually not that many people. 

Interviewer: But… just to follow up on that thought, Mads is expressing. Could it also be the other 
way around? I mean, if you are planning to go out for drinks would you then wish to go to a place, 

where there weren’t any people? 

Mads: Yes, that is a very good point. In that sense it would be a choice of what to want”. 
(Mads, Focus Group 1, Appendix 5). 
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This gives an insight into how Palle would not find it beneficial to employ technologies to 

avoid queues due to several factors: 1) he describes that he would not need information 

about queuing times, thus the app would be redundant, 2) he explains how he is accepting of 

queues, thus he is not seeking measures to avoid them. Thereby, there is a direct link 

between the perception of queuing, as a phenomenon and subsequent consumer behaviour.  

Palle does, however, remember a current experience in which he found both the information 

about queuing times and the encompassment of technology useful. During a holiday in 

Berlin he was visiting the ‘Berliner Fernsehturm”. When he was at the tourist attraction he 

would collect a number, but instead of just being a number, it was a paper displaying a slot 

time, for when he could expect to enter (Appendix 6). This was convenient for Palle, who 

could then go outside of the building and return when it was his turn. In the context of 

queuing for tourist attractions, Palle could then see the use of employing a technology for 

enhancing the waiting experience. This could be as a result of not having to queue at that 

particular moment, as he would be on holiday and thus be more flexible. Thus, there is a 

potential to employ “Wait a Second” in the tourist industry.  

6.7.2 KEY FINDINGS 

The analysis showed that “Wait a Second” could benefit consumers in terms of both 

individual and situational dimensions. For individual factors it was assessed how to employ 

it in terms of work or being on maternity leave. In relation to situational dimensions, “Wait 

a Second” could both benefit specific contexts such as supermarkets, pharmacies, bars and 

tourist attractions. This was assessed due to several ways of employing “Wait a Second”: to 

choose between supermarkets with the shortest queues, to decide whether or not to go to 

the post office a given day, to plan a night out and to take a number prior to entering. The 

analysis showed that there were differences in terms of the respondents’ interest in all of the 

possibilities, which can be attributed to individual characteristics and queuing perceptions. 

6.8 HOW “WAIT A SECOND” WOULD BENEFIT CONSUMERS IN 
MANAGING EXPECTATIONS AND TIME PERCEPTION 

The respondents distinguished between employing “Wait a Second” as means of managing 

expectations prior to their visit or during the queue. The way of using it prior to a visit was 

“I really don’t see the need. At all. (…). You have in a way mentally prepared yourself for ‘getting 
the best out of it’ (queuing). So I really don’t see… now I am rarely in a situation where I am in 
need of knowing where the queues are shortest. I am really not. Because typically I would just go 

there, where I could get what I am after…well, I don’t go to specialized shops (…) so I go to 
Magasin, if I am going to buy shirts… 

Jes: Yes to queue along with everybody else.  
Palle: Yes, but I accept that. You know, I simply just accept that.” 

(Palle, Focus Group 2, Appendix 6). 
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explained by Mette regarding her visit at Slagter Lund (Appendix 6), where she states that 

she would be more accepting of the queue if she were prepared for it. Mathias would also use 

an app that would display current waiting times at several locations, but his incitement 

would be to plan his route if he was going more places, so that he could minimize waiting 

times. Signy is thrilled with the possibility of employing a technology that would display 

current rush hours: 

These notions express how Signy and Mette would benefit from using such an app in 

several ways: 1) making the day more effective, 2) communicating to other’s to let them 

know when you would be finished queuing, 3) planning the order of which shops to go to. 

Signy and Mette both express how they could see the potential of the app to be incorporated 

widely in terms of contexts. As previously stated, “Wait a Second” could help align 

consumers’ expectations to meet the actual waiting time. Matching expectations with reality 

is further having a positive perception in terms of the queuing experience as a whole. 

However, it can also have the opposite effect. Mathias explains how the app should not be 

too optimistic, in the sense of estimating queues to be faster than they are. Otherwise the 

outcome would be negatively assessed.  

Mads and Fie reflect on how the app could be used to plan a specific route by typing in all 

the errands and then get an ideal route of when to do what in order to use the least time as 

possible. Mads is elaborating on this: 

“I think it would be really fantastic. It is a really great idea if you think it as the way of 
MobilePay, where you are logging in (in the app) and there you can view all of the shops were you 
can pay via MobilePay within a short distance. If you could view shops within close proximity and 
know how long the waiting time is. I think that would be genius. It could be used everywhere. You 

ask where, I say everywhere.  
Mette: I agree with Signy, I think it would be fantastic. To make the days more effective. For us, it 

is all about making the every-day more effective (…).  
Signy: And if you knew in advance (how long you were going to queue for) then you would also be 

able to communicate this to others and you would be able to go to another place first.” 
(Signy and Mette, Focus Group 2, Appendix 6). 

“Yes, but it would be smart if…well…as I said…If you could plan in advance, right. That you 
could open your app and then say ‘ok, I going to do these four things on my way home from work’. 
(…) How should I go about it to wait the least. But I wouldn’t use it during a queue. I mean if I 

was at Borgerservice queuing I wouldn’t be viewing and be like ‘well, should I go to the pharmacy 
or Netto first. Or the other way around. I wouldn’t use it for that purpose. 

John: You wouldn’t? If you were standing in line and had nothing else to do, anyway.  
Mathias: I actually think that I would might use it for that. 

Mads: Yeah, that is true. 
(Mads, John, Mathias, Focus Group 1, Appendix 5). 
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This dialogue gives insight into how the respondents have different opinions of what would 

be preferable to meet their individual requirements. One interesting notion is that Mads is 

changing his opinions as John and Mathias are expressing their viewpoints. Thereby the 

interaction in the focus group were affecting and shaping the respondents’ attitudes.  

Palle is still sceptical about the need for the app and cannot see how he would benefit for 

having information about the progress of the queue at FKB: 

Besides sharing his dubious thoughts of the app, Palle is also rejecting the thought of 

queuing as something to be managed. This gives insight into Palle’s perception of queuing 

as something inevitable; therefore he cannot see how an app would be relevant. Thus, it is 

identified that the users’ preferences on how to use or not to use is based on their perception 

of queuing as phenomenon. 

6.8.1 KEY FINDINGS 

“Wait a Second” could benefit consumers’ way of managing expectations in several ways. 

Firstly, it would align their expectations with the current waiting times and provide them 

with an understanding of what to prepare for. Secondly, it could be used as a tool to plan 

either by choosing a route or by choosing between venues. Thirdly, it could be used as a way 

of communicating to others how long you would expect the queue to last. The assessment of 

the app showed that the respondents would employ it for different purposes, if they would at 

all be interested in the idea. Thus, consumers have different priorities and demands, 

depending on their perception on queuing.  

6.9 HOW TECHNOLOGIES COULD ENHANCE THE QUEUING 
EXPERIENCE – OBSERVATIONS FROM THE FIELD 

The participant observation study gave insight into how technologies could be employed 

prior to or during a queuing situation to benefit consumers. As Pernille was ordering the 

passport online she had to produce a declaration of consent, as she was acting on behalf of 

her daughter Nora. In this context she had to make use of NemID in order to verify the 

consent form. She made use of an app, which provided her with all of her codes in terms of 

the NemID, rather than physically looking at the card. Afterwards she explained how smart 

“Well, well there was a time where you would think, in relation to driving your car, that if you 
could just keep it moving, then it would be optimal, as you would then feel like something was 
happening. But it isn’t necessarily smart to take a detour just for the sake of driving. But it 

(queuing) is just something you have to come to terms with, as there is not really anything you can 
do about it. So it is more if you are reactive or proactive. It depends on how you think. You cannot 
change it. Necessarily. You can try to plan your way around it, but I don’t think that is the case.” 

(Palle, Focus Group 2, Appendix 6). 
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this app was as it was reducing time and complications (Appendix 8). She further expressed 

how she employs several apps and how it creates value for her. She also made use of the 

online time registration option, as she wished to eliminate waiting time. Thus, her strong 

motivation for using technologies was identified.  

During the observation study at FKB the researcher noted that there was a QR-code on the 

ticket. On the waiting screens it was described that people could scan the QR-code with 

their phones and then get an overview of what number you were in line and the approximate 

waiting time (see Appendix 9). This option was interesting and was a new discovery, as 

none of the focus group participants had reflected upon this. During the wait the researcher 

investigated how it worked and thereby scanned the QR-code. Unfortunately, an error-page 

was displayed and it was not possible to view how it would have worked. Once Pernille’s 

visit at FKB was finished she was asked about this initiative: 

Pernille describes how she would have used a technology during the queue to inform her 

about the current waiting situation. She did not notice that there was a QR-code on her 

ticket or directions on the screens on how to use them. Though she expressed an immediate 

interest to know the duration time, she would not have made use of the QR-code due to: 1) 

lack of time as she was accompanied by Nora, 2) As it was an unfamiliar app, which she 

would not worry about. Thus, it is identified that though she would have wanted to employ 

a technology to manage her expectations during the queue, a QR-code scanner would not be 

valuable to her, as she is not accustomed to use it or would feel it would take too much of an 

effort to manage. She explains how an app would met her demands: 

“Interviewer: If you could have used a technology along the way to know how long you should have 
waited, would you have made use of it? 

Pernille: Yes, I would. Absolutely. 
Interviewer: Why would you do that? 

Pernille: Well it'd ... well in relation to having Nora with me, then it would have been nice to 
know. And today I actually had plans afterwards. So it would have been nice. But it is not certain 
I could have used it (that information) for anything. It may also be difficult to see how long these 

expeditions take. So I do not know if I could have used that information anyway. It might not 
have been as precise. 

Interviewer: Did you notice that on your ticket there was a QR code you could scan on your phone? 
... so if you scanned the code, you would see how long the wait was? 

Pernille: No, I did not notice that. 
Interviewer: Would you have used it, if you were aware of it? 

Pernille: I do not know if I'd had time. I was indeed very concentrated about Nora. So no, I do not 
think during these circumstances. So I thought, it's probably a bit difficult to use and how would I 

scan it at all and why. So no, I would probably never use a function like this.” 

(Pernille, participant observation study, Appendix 10) 
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Pernille describes how simplicity and less focus on text are paramount for her decision to 

use and app. She further states that given her recent experience she would be more inclined 

to make use of an app as means of managing expectations and to plan around queuing: 

The participant observation study provides an insight into how queuing perception, 

individual and situational dimensions, as well as the temporal behaviour are interrelated and 

how “Wait a Second” would benefit in terms of optimising the queuing experience. Due to 

Pernille’s life situation (being a student) she would not need to neither plan nor avoid 

queuing, as she is flexible and prone to wait. If Nora would accompany her, the situational 

circumstances would change, and she would want to plan to reduce waiting time and to 

align her expectations – both prior to and during her visit. Built upon her recent experience 

she would be more inclined to make use of an app to manage these expectations and plan 

around queuing, given that the app was user-friendly. Hereby, it is assessed how the current 

queuing experience at FKB is changing her queuing behaviour, as she would now try to 

actively plan around a potential queuing situation by seeking insights and managing 

expectations.  

6.10 SUMMARY OF FINDINGS 

The focus groups and participant observation study gave insight into how queuing as a 

phenomenon is viewed, how this affect the respondents’ consumer behaviour and how “Wait 

a Second” could benefit consumers. First it was assessed, that the respondents had a 

preliminary attitude towards queuing, as being positive, negative or neutral. These attitudes 

were due to change depending on individual, situational, context-dependent or cultural 

dimensions, thus queuing perception is not a fixed set of beliefs, but interchangeable. 

Queuing behaviour was also found to change depending on these dimensions, where it was 

e.g. showed that plans before or going with a child would change the behaviour and the 

planning of the visit. Thus, it was assessed how “Wait a Second” could be used as a tool for 

planning to reduce waiting time or to align expectations prior to a visit. These findings will 

be discussed in the following sections.  

“Well, it should have limited functions, be very simple and have concrete text. Really not too much 
text, it should be like ‘this’ and ‘this’, so I wouldn’t have to read a lot once in the app. Then I 

wouldn’t use it. In a sense ordering a passport is also a very concrete procedure. So it should be 
easy to use” 

(Pernille, Participant Observation Study, Appendix 10). 

“Yes, it would be smart. I can imagine that I would use it. But if I was going alone, I might not 
use it. I have a lot of time these days and in that sense I am more flexible and can wait. But it is 

different when it concerns Nora. Then it would be nice to know”.  
(Pernille, Participant Observation Study, Appendix 10). 
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7 DISCUSSION 

The discussion consists of four parts 1) The relationship between theory and findings, 2) 

Assessing the dimensions’ interplay and high priority factors, 3) Aligning “Wait a Second” 

with consumers’ desires, and 4) Contributions.  

7.1 RELATING THEORY AND FINDINGS 

As the theoretical underpinnings served as a preliminary foundation for understanding the 

area of queuing behaviour, it is essential to understand how the findings align and diverge 

from these.  

The focus group participants reflected upon differences detected in other cultural queuing 

environments. Thereby, it was stated that the pace of queuing, acceptance for queuing and 

social norms was culture-dependent. Assessing the Danish cultural environment showed a 

clear connection to that of a monochromic culture, where time is considered as either spent, 

saved or wasted with reference to Brodowsky et al.’s notion (2008). However, the data 

pointed to some factors that could change these cultural-dependent perceptions. First of all, 

Mathias was explaining how he changed his queuing approach and behaviour as a 

consequence of living in Guatemala for six months. Consequently, he adapted to the 

environment he was queuing in, which was a slower-pace and more relaxed setting 

compared to the Danish context. This queuing-approach was transferred into the Danish 

context, where Mathias explained how he could not relate to the Danes’ busyness and 

impatience towards queuing, as he returned to Denmark. Over time he was changing back 

into his old habits and queuing behaviour, thus adapting to the cultural context. This 

phenomenon is interesting, as it does not only give insight into how consumers adapt their 

behaviour to match a different cultural setting, but also how it becomes an integrated part of 

their queuing behaviour once returning back to customary settings. Theories on culturally 

bound queuing are limited to examine how people with different cultural inheritances will 

have different perceptions of the same queuing environment, without taking the 

transformation process in mind. Thereby, there is a potential gap in our knowledge with 

regard to culturally-dependent adaptations in consumer behaviour. The respondent Palle 

was further adding to this notion by stating that an adaptation to the social norms and rules 

is necessary in order to cope in the cultural setting. In his case he referred to the context of 

Oman, but not of the Omani people queuing, but the migrant workers from Pakistan and 

Bangladesh. This sheds light on a whole new dimension, as queuing environment is not only 

culturally bound in the sense of geography, but also in terms of the people queuing. Hereby, 

the queuing environment is subject to change, as the people, who are queuing, affect it. 

Culturally-bound queuing is therefore not only in terms of monochromic or polychromic 
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societies but can be assessed as an interchangeable process dependent on the people queuing 

within a given context.  

Davis and Heineke’s model on “The role of satisfaction in customer behaviour” (cf. 3.2.4) 

gave a good overview of how consumers’ expectations are affected by a 

disconfirmation/confirmation of their expectations in relation with the actual queuing 

experience and how this affects future behaviour. However, the ‘expectations’ were only 

addressed in terms of ‘expecting to queue or not’, which is too vague given that consumers’ 

are to be thought of as decision makers, who choose and plan their decisions in accordance 

with Meyer’s (1994) notion on consumers as not being mindless passengers in a line (Meyer, 

1994:819). The analysis of the findings hereby assessed that consumers have a desire to plan 

and manage their expectations, which gives a new dimension of Davis and Heineke’s model. 

These new derived motives will be elaborated on in cf. 7.2.   

The foundation of the theoretical grounds was composed on a basis of Hornik and Zakay’s 

(1996) consumer time behaviour modelled, as presented in cf. 3.2. The model showed that 

overall the different dimensions were shaping how the consumers’ perceptions were aligned 

with the temporal behaviour. However, there were some factors not considered, such as life 

situation and if the queuing was carried out with their children. Furthermore, the model was 

not showing the interplay between these dimensions, as well as to which extent these factors 

had impact on the consumers’ situation. As the findings in the master thesis give insight in 

to seeing how many different factors are shaping consumers’ perceptions and queuing 

behaviour, this is important to address. The interplay between these factors, as well as the 

emphasis on certain factors will be assessed in the following.  

7.2 ASSESSING THE INTERPLAY BETWEEN DIMENSIONS AND 
HIGH PRIORITY FACTORS 

The theoretical underpinnings provided a profound understanding of how different factors 

shape consumers’ perception and willingness to queue. Thus, theory and data were aligned 

on several grounds, such as the context specific queuing. In this regard it was assessed how 

external factors, such as work, would reduce the respondents’ stress level when queuing, 

which is in compliance with the theoretical grounds (cf. 3). However, the theories seem 

limited in terms of two major areas: 1) establishing the links between factors, 2) taking into 

account how some factors are crucial for the consumers’ perception and behaviour, whereas 

others are not influential, although present.  

The coding of the data gave an insight into how some factors frequently co-occurred. Thus, 

it was revealed how “planning” and “information” were interlinked, given that consumers 

who would like to plan would benefit from having information. The purpose for wanting 



“Wait a Second” master thesis by Søs Bell Willumsen 

	 65 

information was, however, diverging, as some respondents would use information as means 

for managing expectations and some would use it specifically to minimize waiting time. This 

insight is important to understand, as it indicates the level of willingness to queue. To 

exemplify: information used to know what to expect has to do with the alignment of 

expectations and reality in line with Maister’s proposition of “uncertain waits seems longer 

than certain waits” (Maister, 1985), thus queuing is not to be avoided but to be realigned 

with expectations. Using information to avoid queuing gives an insight into a planning 

behaviour, where queuing is undesirable in all forms. This example shows that two people 

can both be making use of information, as a tool for adjusting expectations and/or for 

planning, however the outcome can vary. Factors are therefore important to see as 

individually based and furthermore in context. In the figure below a model encompassing 

several dimensions at once is presented. 

 

 

Figure 9: Queuing perception and queuing behaviour. Source: own creation 

The figure shows the six dimensions, which instead of being in a linear direction are 

interrelated, thus influencing each other. The six dimensions are based both on the findings 

from Hornik & Zakay’s (1996) “consumer time behaviour”, as well as the emerged findings 

from the data analysis (planning, life situation). “Expectations” and “Reality” show if the 

expectations are aligned with the actual visit, which will impact the experience. The six 

dimensions will lead to an experience in either a negative, positive or neutral way. In this 

context it is important to keep in mind that some aspects of the experience might be positive 

e.g. due to good service and yet the experience would be negatively presented e.g. long 

waiting hours. The experience will further lead to a foundation for shaping future behaviour. 



“Wait a Second” master thesis by Søs Bell Willumsen 

	 66 

An important addition is that some events are unforseen, but might have a huge impact on 

the experience e.g. a fast queue in the supermarket, but then the person in front of you is 

slow at the checkout service. Thus, this dimension is included as potentially disrupting the 

overall experience. To understand more in-depth how the interplay is of importance I will 

provide an overview of three of the respondents’ queuing experiences at FKB. Therefore, it 

is not enough to see which factors are in play but also to which extent they are of 

importance for the consumer.  
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Figure 10: Three queuing experiences. Source: own creation.  

As shown above there are a lot of comparable characteristic shared by the respondents. If 

looking solely at the individual dimension the characteristics appear to be identical. Yet, 

there is a diverging factor in terms of household characteristics. Though all of the three 

respondents have two children each, there are differences situation-dependent factors as 

Mette’s daughter is not in kindergarten, Kathrine’s son is in kindergarten and Signy’s 

daughter is in school. Thereby, it is not only relevant to understand the individual persons’ 

characteristics, but also how their child’s situational dimension is affecting the queuing 

situation if they are going with them. Though Signy and Mette are both on maternity leave, 
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and thus from a first glance in similar situations, the situation is different, as Signy has to 

plan around her daughters’ school which is fixed hours e.g. 8-15 o’clock, whereas Mette only 

has to plan around her daughters’ naps, which is flexible e.g. 9-10 o’clock and 13-14 o’clock 

with room for moderation. Furthermore, the respondents share similar perceptions of how 

they value queuing, though Signy tends to be more accepting in terms of a potential queuing 

situation. They ended up having three different queuing experiences, which were affected by 

several dimensions at each time. Mette’s expectations and subsequent queuing experience 

were aligned, but unforeseen events in the actual service encounter affected the overall 

experience. Signy had a positive experience, as the actual waiting time was diminished 

compared to her expectations. Kathrine would have wanted to make use of the pre-

registering possibility, which unfortunately was not working. She adjusted her expectations 

accordingly, but was still having a negative experience as the actual waiting time (40 

minutes) exceeded her expectations (30 minutes). In this sense it is necessary to point to the 

notion of how consumers’ tend to overestimate the duration of a wait, thus the ‘actual wait’ 

should be more in terms of ‘the perceived wait’, as some uncertainty is connected to this. It 

is hereby identified that though some characteristics are identical the overall assessment of 

the queuing experienced is connected to the interplay between the different dimensions. 

Another important notion is the relationship between waiting time and received service to 

characterise the overall experience. Kathrine was negative in terms of queuing but positive 

in terms of the service received by the service employees. This overall characterised the 

experience as positive, which challenges Kostecki’s (1996) notion of the proportional 

relation between waiting time and service (cf. 3). Hereby, it is identified that the received 

service can make up for long waiting times.  

Furthermore, it was identified that the emphasis on some factors is crucial in terms of 

understanding how the overall queuing is experienced. For the participant observation 

respondent, Pernille, the most imperative factor was that her daughter was going with her, 

which reduced her willingness to queue and increased her motive for planning to avoid 

queuing. Hereby, Pernille’s queuing situation can be displayed as shown below: 
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Figure 11 Pernille’s queuing experience. Source: own creation 

In this it is assessed that though there is still a circular relation consisting of the six 

dimensions, the most dominant and crucial one is the one of ‘context’, as the fact that Nora 

was going with her was not only changing her perception of queuing prior to the event but 

also her queuing experience as a whole. Her life situation was therefore to some extent 

flexible, as she is studying, but has to encompass Nora’s kindergarten. However, due to 

Nora not going to kindergarten, as it was originally planned for, the life situation became 

more flexible. The dynamics therefore changed, and due to unforeseen events she ended up 

being too late for her visit, thus the expectations and actual situation were not aligned. In 

this it is essential to understand that these unforeseen events are not only affecting her 

isolated behaviour, but also affecting her behaviour because Nora was with her. This is vital, 

as Pernille would not have made use of the pre-registering time opportunity, if she were 

alone, as she is studying and thereby more flexible and acceptable of queuing. Thereby, the 

unforeseen events of being too late for the arranged time would not have occurred, as she 

would not have had a reservation. Thus, the unforeseen events are affecting her more 

because Nora is present, rather than the inconvenience of having to wait longer. 

Furthermore, Pernille underestimated the perceived waiting time, which could have 

indicated that the queuing experience was undertaken with a positive mind-set. However, 

this revelation caused her to be sceptical and frustrated for the realisation of the lost time. 

Thereby, it is not only how the queuing time is perceived but also how it is connected to the 

thought about lost time. Pernille’s experience influenced how she would plan for future 

situations with a higher emphasis on actively planning to reduce queuing time and to ensure 

that her expectations are aligned with queuing situation. Thus, there is a connection 

between her queuing experience and future behaviour.   
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The master thesis has hereby assessed how the interplay between several dimensions and 

how the emphasis on some factors are shaping consumers’ perceptions, experience and 

future queuing behaviour. These notions are important in terms of understanding how 

“Wait a Second” could benefit consumers’ queuing experience, which will be assessed in the 

following. 

7.3 ALIGNING “WAIT A SECOND” WITH CONSUMERS’ DESIRES 

As identified in the findings, there are two main areas, which concerns consumers’ desire to 

plan their queuing: 1) aligning expectations (knowing what to expect), 2) reducing actual 

waiting time. Furthermore, it was established that the possibility for incorporating certain 

dimensions in the app was desired. These consisted of:  

- Encompassing factors that are unalterable e.g. I have to work until XX, when would I 

have to go to have the shortest queuing experience  

- A cross-sectional comparison to see differences between similar shops or service 

providers e.g. current waiting times between Fakta and Netto 

- Making an optimal route based on shortest waiting times e.g. go to FKB first and 

then pharmacy to save most time. 

Thereby, “Wait a Second” could encompass users’ desires to align expectations, avoid 

queuing or both. This framework could be employed via displaying current queuing 

situations or by providing information of rush hours based on collected data at the given 

venue. The user would have the possibility to add ‘fixed circumstances’ in terms of work, 

which would then make “Wait a Second” suggest the best time for visiting due to these 

unalterable circumstances. The users would have the possibility of comparing data within 

more sections at the same time e.g. current waiting times/typical rush hours between i.e. 

Netto and Fakta, thus planning which one to visit to reduce waiting. “Wait a Second” would 

also allow for a route suggestion, where the user could add several tasks within the app to 

make a suggestion on which order these should be visited in to reduce time.  

Thus, “Wait a Second” could benefit consumers in terms of aligning expectations, avoiding 

queues, planning routes and comparing industries. An important notion in this regard is 

that “Wait a Second” should not be too optimistic, in the sense of it is stating that there 

would not be a queue, if the reality is different. This could cause users to discard the app. 

The master thesis’ findings and discussions will be presented in terms of how they 

contribute to theory and practice.  
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7.4 CONTRIBUTIONS 

The master thesis contributes both on a theoretical and practical level as shown below.  

Through data collection, data analysis and discussion the master thesis has provided new 

insights into Danish consumers’ perception of queuing, their behaviour and how 

technologies may encompass their needs. Though the insight into Danish consumers is 

fairly narrow, as it is focused on residents in Frederiksberg, the master thesis still provides 

valuable information of the respondents’ values, attitudes and behaviour within queuing in 

the physical environment. In ‘future research’ it will be assessed how these findings could be 

further investigated cf. 9.  

 

FKB would benefit from learning how consumers seek information about rush hours to plan 

their visit and align their expectations in terms of potential waiting times. Moreover, the 

master thesis assessed how the choice of technology was also a considerable factor, as QR-

codes were viewed less desirable than an app.  

The master thesis has explored how “Wait a Second” could benefit consumers’ in planning 

their visit to manage their expectations in terms of queuing and to avoid rush hours.  

Theoretical contributions  

- Insights into how Danish consumers perceive queuing as a phenomenon and how 
this affects their behaviour 

- A link between how several dimensions are shaping these perceptions and 
attitudes by assessing the interplay and emphasis on certain factors 

- How technologies may bridge and align these expectations and affect consumer 
behaviour  

Practical contributions 

For FKB 

- Insight into how consumers’ value information, as a tool for planning their 
behaviour and aligning their expectations.  

- Insight into how users would be willing to employ technologies for this purpose  

Practical contributions  
For consumers:  

- Help align expectations 
- Help avoid queues  
- Help plan routes 
- Help compare industries  
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8 CONCLUSION  

The master thesis has explored how Danish consumers perceive the phenomenon of 

queuing, how it affects their behaviour and how “Wait a Second” could be beneficial for 

them.  

By collecting data from focus groups and a participant observations study it was established 

how consumers’ perceive queuing as a phenomenon. Though the respondents had 

predominant opinions about queuing, the findings showed that these were due to change if 

affected by individual, situational and contextual dimensions or if the queuing was carried 

out in other cultural environments. It was assessed that queuing can be viewed as a relaxing 

experience for some respondents: if the consumer is not in a hurry, if the queuing 

environment is not too crowded or if the duration of waiting time is lower than expected. 

For the majority of the respondents, queuing is perceived as inconvenient and frustrating, 

which is further emphasised: in certain places e.g. traffic, if there are unforeseen events, if 

their young children are with them, if there is lack of information on how long to expect to 

queue or if the duration of waiting time exceeds the consumers’ expectations. The 

consumers’ perception of queuing should thereby be viewed as an interchangeable process 

affected by several dimensions.  

The master thesis found that consumers are adapting their queuing behaviour if the queuing 

is undertaken in a different cultural setting to encompass the social rules of queuing in the 

given context. Moreover, it was analysed that individual and situational dimensions, as well 

as the context for queuing affected consumers’ behaviour. In this sense, the findings showed 

that consumers who are working are less flexible in choosing when to go to a given venue 

than consumers who are on maternity leave. It was also assessed how planning to avoid 

queues was more important if the consumers were having their children with them. 

Furthermore, it was established that the consumers’ perception of a given queuing situation 

would shape the consumers’ future queuing behaviour e.g. by planning to avoid queuing.  

The analysis showed that “Wait a Second” could benefit consumers’ way of managing 

expectations in terms of aligning expectations of waiting time with actual waiting time by 

displaying when a given a venue is the most/least busy. Furthermore, “Wait a Second” 

could be used as a tool for avoiding queues or reducing waiting times. “Wait a Second” could 

also benefit consumers’ in comparing different venues at the same time, e.g. Netto and 

Fakta, so consumers would be able to choose the least busy. Lastly, “Wait a Second” could 

benefit consumers in planning a shopping route to reduce waiting time. Thus, “Wait a 

Second” could benefit consumers in terms of aligning expectations, avoiding queues, 

comparing industries and planning routes. 
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9 FUTURE RESEARCH 

The master thesis’ aim was to explore and understand consumers’ perception of queuing, their 

subsequent behaviour and how technologies specified by the app “Wait a Second” could 

benefit them. The study was established in accordance with the interpretivistic approach, 

thus the master thesis was exploring rather than explaining. However, in order for developing 

“Wait a Second” it would require a broader insight into Danish consumers’ queuing 

behaviour. Therefore, a positivistic approach could be employed to understand if the 

findings in the study would be generalizable. Further research would need to investigate a 

broader context of Danish consumers both in terms of age, gender and geography. 

Furthermore, it would be of interest to understand how ‘gender’ and ‘age’ are potentially 

influencing the perception of queuing, queuing behaviour and willingness to employ 

technologies, as these perspectives were not investigated thoroughly in the master thesis. 

The findings in the master thesis should serve as preliminary grounds for investigating if 

these are generalizable. These insights would provide a deeper understanding of how “Wait 

a Second” should be developed.  
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