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Abstract
Nearly all service and hospitality experiences require customers to wait at some point in the service process. Unless the provider of the service has unlimited capacity or can precisely match customer demand to available capacity, customers will be forced to wait for the experience they seek. Although waiting is an expected part of many services (say, gracious dining), for most customers waiting is an annoyance to be minimized or avoided. Waiting can also cause customer dissatisfaction that can greatly influence the intent to return whenever that service experience is sought again. To minimize the negative aspects of waiting, managers have available the following three strategies. The first is to manage the reality of the actual wait through the use of techniques that can help better match capacity with customer demand. The second is to manage the perception of the wait by responding to how customers perceive the wait. The third, and most innovative, is to make the wait invisible through developing virtual queues, which allow customers to participate in other activities while they wait for an appointed time at their desired activity.
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Summary:
[bookmark: _GoBack]Waiting can also give rise to customer dissatisfaction, which can greatly influence the intent to return whenever the service experience is again desired. Managers have the following three methods available for reducing the negative aspects of waiting. The first is to handle the actual reality of waiting by using strategies that can help better match capability to customer demand. The second is to control the await experience by listening to how clients view the wait. The third, and most creative, is to make the wait invisible by creating automated queues that allow customers to engage in other tasks while they are waiting at their preferred operation for an appointed time.

Conclusion
Customers of hospitality and service organizations generally do not want to wait for the service they are paying good money to get. The challenge is to make sure the actual wait or the perceived wait is well managed so that any negative aspects of this service experience caused by the wait are minimized. We think the most promising strategy to develop is the virtual queue. As developed at Disney, this concept offers hospitality and service organizations a new weapon in their arsenal of tools to diminish the negative aspects of customer waits. While it might be argued that this concept would work best in theme and amusement parks, we think it offers an innovative approach to managing guests’ waits.
The sophisticated organizations in services and hospitality have long used a variety of quantitative models to reduce actual wait times. Once these models have maximized capacity use and minimized customer dissatisfaction as much as they can, however, managers need to rely on other tools to keep customers as satisfied as possible. We have seen in this article that managing the customers’ perceptions of the wait time can be just as important as reducing the actual wait time. With the development of virtual queues, however, this industry can now think of exciting ways to make the wait virtually invisible. We think this concept offers many ways to increase the use of an organization’s physical and human capacity while maximizing guests’ satisfaction.

VIRGINIA POLYTECHNIC INSTITUTE AND STATE UNIVERSITY
An equal opportunity, affirmative action institution



VIRGINIA POLYTECHNIC INSTITUTE AND STATE UNIVERSITY
An equal opportunity, affirmative action institution


image1.jpg
5 VirginiaTech.

Pamplin College of Business




