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ABSTRACT 

Purpose – This research aims to investigate the impact of waiting time on retail customer satisfaction and in-

store behaviors, especially when they shop under time pressure as they wait for their connecting flights at an airport.                

The study is about finding the impact of various elements associated with the cashiering/ billing process on the retail 

customer buying experience.  

Design/Methodology/Approach – The study covered around 10 retail units (duty free shops) located at the 

Dubai International Airport. For the purpose of the study, 100 respondents were chosen using convenience sampling 

technique. Survey method is used for collecting the data. 

A structured questionnaire having strictly closed ended questions with a five point Likert scale is used for 

collecting the data. After completing the field edit, tabulation of the data was done by using SPSS.   

Findings – The results of this study revealed that 1) Longer waiting time in the ‘Q’ results in a negative 

shopping experience. 2) Longer ‘Q’s for billing builds tension of missing the connecting flight and customers tend to give 

up shopping from the store. 3) Increase in the number of billing counters would solve the problem of longer ‘Q’s 4) faster 

checkout possibilities would improve chances of buying from a store. 5) Faster billing and reduced waiting time for 

billing contributes in happy buying experience.  

Practical Implications – The findings of this study indicate that retailers need to pay attention not only to the 

pleasantness of the store environment, but also to reduce the customers waiting time for billing, which would stimulate 

customer purchases under time pressure and offers them a positive shopping experience with the store.  
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INTRODUCTION 

Customer satisfaction is crucial to the survival of any business organization. This research aims to 

investigate the impact of waiting time on retail customer satisfaction and in-store behaviors, especially when they 

shop under time pressure as they wait for their connecting flights at an airport. The study is about finding the 

impact of various elements associated with the cashiering/ billing process on the retail customer buying experience.  

“Customer’s concerns in a retail store tend to fall into four categories: time, quality, performance and 

service and cost” (Kaplan and Norton, 1992)1. From the four categories time is every customer’s first priority and 

waiting for service in a retail store is an experience that can lead to consumer dissatisfaction, which in turn can 

result in negative effects on store patronage behavior.  Consumers are drawn to a store, not by its broad assortment, 

but by the benefits of shopping made simpler. Hence Retail firms need to interact directly with consumers and must 
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rely on being able to furnish goods and services which satisfy their needs and wants (Turley and Chebat, 2002)2. When 

retailers satisfy people-based needs, they are delivering value, which puts them in a much stronger position in the              

long-term and provides insulation from economic cycles. “Creating value means more than offering low prices; it means 

offering a bundle of benefits that reward customers in proportion to their expenditures of time, energy and money"     

(Negley, 1998)3.  

The ‘atmospherics’ in a store also adds to customer value as they affect “the speed at which consumers move from 

one point to another in the store, the degree of well-being felt by the staff working in the environment, the total sales 

revenue, sales pattern and type of product sold, the image the consumer has of the store and its merchandise, etc.”          

(Gilbert, 2003)4. A retailer in a quest to provide value must define who its customers are, and more specifically which 

segment it will target. With its operations in place it then looks to those essential tools that add value and define the target 

segment. It is in the execution of these that the benefits to the customer are reaped. While retailers cannot eliminate 

complaints, they can learn to effectively respond to them. This response, termed service recovery, is defined as the process 

by which the firm attempts to rectify a service or product related failure (Kelley & Davis, 1994)5. Although implementing 

an atmospheric design is critical “it takes time, money and a great deal of managerial attention” (Turley and Chebat, 2002).  

About Dubai Airport Duty Free 

Dubai Duty Free is a paradise of duty-free shopping located in the Dubai International Airport. With a wide range 

of cosmetics and perfumes, gold and jewelry, electronics, snuff and alcohol products, this is considered as one of the main 

airport retail operations in the world. Dubai Duty Free is famed for its promotions, including luxury car raffle. One can get 

massive discounts on 20 December, the anniversary of its opening. For example, in 2006, celebrated its 23rd   anniversary 

by offering a discount of 23% for the day Dubai Duty Free is open 24 hours a day. Most stores are located in the departure 

area, although there is a smaller section of the arrivals.  

In 2008 the airport broke the barrier of $ 1bn in retail sales, a floor of 7,000 square meters, with a team of 3,700 

staff members who keep the shops open 24 hours a day. The passengers are attracted by the variety of fragrances that are 

available here and the exclusive releases often take place in this center, several weeks before they can be found in the local 

UAE market. Liquor, is also most wanted in the Dubai Duty Free shops. For a federation of Islamic states may seem 

strange to see liquor available at the airport, but due to the large number of people who transfer here from around the world 

and all backgrounds, alcoholic beverages are in high demand and are relatively cheap compared to other airport stores.  

The principal tax-free international Terminal 1 is like a big department store and consists of two islands, one of 

gold, precious stones and pearls, and other luxury pen , lighters and watches (DDF is one of the few retailers that sells 

Rolex airport), around which there are five major "stores." Two sell liquor and products including snuff habit Casa de 

Habano which offers an impressive selection of Cuban cigars, is one of the perfumes and cosmetics, one for electronics, 

and the last is for sports and fashion gifts, including glass Waterford, Swarovski, etc.  

There are kiosks, great raffles for DDF in the world now famous for luxury cars ($ 139 a ticket) and his new 

promotion, where you can earn multimillion U.S. $ 5 million if you're willing to part with $ 1,360 for a ticket! Last 

October, Dubai International doubled its sales area of 7,000 square meters to 15,000 square meters with the opening of the 

new and highly acclaimed Emirates Terminal 3.  
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Need for the Study 

In today’s world of globalization, liberalization, increased competition & enlightened customers, the market is no 

less a battle field. Owing to these competitive pressures, only those organizations which offer customers an exciting buying 

experience are likely to stay ahead of others, survive and grow. Retail is not an exception for this. Factors such as growth 

of nuclear families, phenomenal expansion of cities, hectic jobs, increased distance between the residence and the work 

place and extended working hours have resulted in lack of time. This in turn has changed the traditional customer to a 

customer in hurry. Therefore today’s customer looks for economy in the utilization of time and any time wasted due to 

waiting is resisted upon. Hence reducing the waiting time along with offering customers a memorable shopping experience 

is inevitable for the success of retail today.  Hence, the current study has been taken up with the following objectives.  

Objectives of the Study 

The present study has been taken up with the following specific objectives:  

• To study the impact of waiting time on customers shopping experience at a retail store.   

• To examine if longer waiting time makes customer give up shopping from the store.  

• To investigate if increase in the number of billing counters and faster checkout possibilities would enhance 

customers shopping experience with the store 

• To suggest measures for improvement wherever necessary.  

Hypothesis: The following null hypothesis has been set for the study  

H0: Longer waiting time does not have a negative impact on retail consumer behavior.  

METHODOLOGY 

To pursue the objectives of the study, the data from primary and secondary sources were collected and analyzed.  

The secondary sources of data include reports of the researchers and other published literature relevant to the study.   

The present study depends mostly on primary data sources.  For the purpose of collecting primary data, the 

following research methodology has been adopted.  

Area of the Study: The scope of the study is limited to the duty free retail stores at the Dubai International 

Airport, which is one of busiest airports in the world. Also the customer traffic at these stores is sufficiently large & diverse 

enough to cater to the objectives of the study.  

Sample Selection:  For the purpose of the study, 100 respondents were chosen using convenience sampling 

technique. 

Research Instrument: Survey method is used for collecting the data. A questionnaire having strictly closed ended 

questions with a five point Likert scale is used.   

Scaling Technique 

A five point Likert scale has been used as depicted in the table below  
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Table 1 

1 2 3 4 5 
Strongly Disagree Disagree Neutral Agree Strongly Agree 

 
Data Analysis, Interpretation and Presentation: After completing the field edit, tabulation of the data was done 

by using SPSS.  Analysis of Variance (ANOVA) is applied using SPSS 16.0.  

Table 2: Impact of Waiting Time on Retail Consumer Behavior 

Impact of Waiting 
Time on Retail 

Consumer Behavior 

Strongly 
Disagree 

Disagree Neutral Agree 
Strongly 
Agree 

Score Mean 
% To 
Max. 
Score 

Longer ‘Q’s for 
billing makes me give 
up shopping from the 
store 

9 12 12 50 17 659 2.44 48.81 

Longer waiting time 
in the ‘Q’ results in a 
negative shopping 
experience  

8 15 12 44 21 657 2.43 48.67 

Faster billing and 
reduced waiting time 
contributes in happy 
buying experience  

12 22 19 30 17 760 2.81 56.30 

Faster Checkout 
possibilities would 
improve chances of 
buying from a store 

12 21 17 33 17 755 2.80 55.93 

Increase in the 
number of billing 
counters would solve 
the problem of 
longer 'Q’s 

8 16 17 42 17 696 2.58 51.56 

      
Group 
Mean 

2.61 52.25 

      SD 0.19 
 

Source: Survey  

An attempt was made to extract the opinion of the customers about the impact of waiting time on their behavior at 

duty free retail stores. Five options, about waiting time and billing ‘Q’s that normally influences behaviors of customers 

were asked to respondents the results are presented in table 1. The mean values of the statements varied between 2.43 and 

2.81. The statement ‘Faster billing and reduced waiting time contributes in happy buying experience.’ secured the highest 

rating with a mean value of 2.81 and 56.30 per cent score respectively. The statement ‘Faster Checkout possibilities would 

improve chances of buying from a store’ secured second position with a mean value of 2.80 and 55.93 per cent score 

respectively. The third preference has been given to the statement ‘Increase in the number of billing counters would solve 

the problem of longer 'Q’s’ with a mean value of 2.58 and 51.56 per cent score. The statement ‘Longer waiting time in the 

‘Q’ results in a negative shopping experience’ secured the least mean value 2.43 and 48.67 per cent score respectively.                 

The standard deviation 0.19 signifies the consistency in respondents’ opinion for the statements used in the question.  

1.1 Comparison of Impact of Impact of Waiting Time on Consumer Behavior between Male and Female  

The mean scores of gender wise responses on impact of Waiting Time on Consumer Behavior is given in the      

Table 1.1a followed by ANOVA Table 1.1b.  
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The mean scores of the sample respondents was found to be 67.74 indicating that the respondents have given fair 

importance to faster billing process. Further, the average scores for Male and Female are 75.20 and 51.23 respectively.  

Table 1.1a: Mean Scores on Impact of Waiting  
                Time across Gender of Customers 

Gender N Mean Std. Deviation 
Male 69 75.2043 11.95899 
Female 31 51.2381 10.43583 
Total 100 67.7481 15.98499 

                                             Source: Survey  

Table-1.1b: Comparison of Impact of Waiting Time on Consumer 
                  Behavior Between Male and Female Using ANOVA 

Gender Sum of Squares Df Mean Square F Sig. 
Between Groups 33237.399 1 33237.399 250.937 .000 
Within Groups 35497.475 98 132.453   

Total 68734.874 99    
                     Source: survey  

The Analysis of Variance (ANOVA) was conducted to find out whether there existed any significant difference 

between Male and Female in their average scores as expressed in the table 1.1a. The result of the ANOVA is given in                 

Table 1.1b. The calculated F value (250.93) was found to be significant at 5% level. The results indicated that there existed 

a significant variation in the perception of Male and Female employees towards impact of waiting time on their behavior.  

1.2 Comparison of Impact of Waiting Time on Consumer Behavior with respect to Age  

The mean scores of age wise responses on impact of Waiting Time on Consumer Behavior is given in the Table 

1.2a followed by ANOVA Table 1.2b.  

The mean scores of the sample respondents was found to be 67.74 indicating that respondents have given fair importance 

to faster billing process. The mean scores of Impact of Waiting Time on Consumer Behavior were given in Table 1.2a for 

identified age groups 20-30, 31-45, 45 above. The average scores for respondents of age group 20-30 is 66.20, for the age 

group 31-45 is 63.06, and for the age group 45 above the average score is 76.18 respectively.   

Table 1.2a: Mean Scores on Waiting Time on  
                         Consumers of Different Age Groups 

Age N Mean Std. Deviation 
20-30 47 66.2047 17.13964 
31-45 29 63.0649 14.68112 
>45 24 76.1818 11.53844 

Total 100 67.7481 15.98499 
                                                Source: Survey  

Table 1.2b: Comparison of Impact of Waiting Time on Consumer  
                  Behavior among Different Age Groups Using ANOVA 

Age 
Sum of 
Squares 

Df Mean Square F Sig. 

Between Groups 6685.703 2 3342.852 14.384 .000 
Within Groups 62049.171 97 232.394   

Total 68734.874 99    
        Source: Survey  
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The Analysis of Variance (ANOVA) was conducted to find out whether there existed any significant difference 

among respondents of three age groups as expressed in the table 1.2a. The result of the ANOVA is given in Table 1.2b.              

The ANOVA result showed that the calculated F value (14.38) was found to be significant at 5% level. The results 

indicated that there exists a significant variation among customers of different age groups in their average scores on impact 

of waiting time on their behavior.  

1.3. Comparison of Impact of Waiting Time on Consumer Behavior with respect to Educational Qualification   

The mean scores of educational qualification wise responses on impact of Waiting Time on Consumer Behavior is 

given in the Table 1.3a followed by ANOVA Table 1.3b.  

The mean scores of sample respondents was found to be 67.74 indicating that the respondents have given fair 

importance to faster billing process. The average scores for respondents having SSC/Inter qualification is 66.04, for 

respondents of degree qualification the average score is 74.71, for respondents having post-graduation and above the 

average score is 61.78 respectively.  

Table 1.3a: Mean scores on Impact of Waiting Time on Consumer 
    Behavior based on Educational Qualification 

Education N Mean Std. Deviation 
SSC/Inter 17 66.0426 14.75298 
Degree 40 74.7156 15.03458 
PG & above 43 61.7895 14.82492 

Total 100 67.7481 15.98499 
                                           Source: Survey  

Table 1.3b: Comparison of Impact of Waiting Time on Consumer Behavior 
Based on Educational Qualification using ANOVA 

Education Sum of Squares Df Mean Square F Sig. 
Between Groups 9475.828 2 4737.914 21.347 .000 
Within Groups 59259.046 97 221.944   

Total 68734.874 99    
                      Source: Survey  

The Analysis of Variance (ANOVA) was conducted to find out whether there existed any significant difference 

among respondents of three educational groups as expressed in the table 1.3a. The result of the ANOVA is given in               

Table 1.3b. The ANOVA result showed that the calculated F value (21.34) was found to be significant at 5% level.                     

The results indicated that there exists a significant variation among employees with different educational qualification in 

their average scores on impact of waiting time on their behavior.  

1.4 Comparison of Impact of Waiting Time on Consumer Behavior with respect to Occupation    

The mean scores of Occupation wise responses on impact of Waiting Time on Consumer Behavior is given in the 

Table 1.4a followed by ANOVA Table 1.4b.  

The mean scores of the sample respondents was found to be 67.74 indicating that the respondents have given fair 

importance to faster billing process. The average score for Employees was 70.59, for floor Businessmen the average score 

is 64.00, for Students the average score is 62.35, for consumers with other occupations the average score is 66.58 

respectively.  
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Table 1.4a: Mean Scores on Impact of Waiting Time on  
                Consumer Behavior Based on Occupation 

Designation  N Mean Std. Deviation 
Employee 56 70.5960 15.18735 
Businessman  18 64.0000 14.21267 
Student 14 62.3590 19.33022 
Others 12 66.5806 15.44188 

Total 100 67.7481 15.98499 
                                            Source: Survey  

Table-1.4b: Comparison of Impact of Waiting Time on Consumer 
        Behavior Based on Occupation Using ANOVA 

Designation  Sum of Squares Df Mean Square F Sig. 
Between Groups 3087.994 3 1029.331 4.171 .007 
Within Groups 65646.880 96 246.793   

Total 68734.874 99    
                       Source: Survey  

The Analysis of Variance (ANOVA) was conducted to find out whether there existed any significant difference 

among respondents of different occupational groups as expressed in the table 1.4a. The result of the ANOVA is given in 

Table 1.4b. The ANOVA result showed that the calculated F value (4.17) was found to be significant at 5% level.                    

The results indicated that there exists a significant variation among customers with different occupations in their average 

scores on impact of waiting time on their behavior.  

The study revealed significant differences on the identified categorical variables such as gender, age, education 

and occupation of the respondents. Hence, the null hypothesis is rejected.  

FINDINGS OF THE STUDY 

The following are the findings of the study.  

• Longer waiting time in the ‘Q’ results in a negative shopping experience.  

• Longer ‘Q’s for billing builds tension of missing the connecting flight and customers tend to give up shopping 

from the store.  

• Increase in the number of billing counters would solve the problem of longer ‘Q’s   

• Faster checkout possibilities would improve chances of buying from a store.  

• Faster billing and reduced waiting time for billing contributes in happy buying experience.  

MANAGERIAL IMPLICATIONS AND CONCLUSIONS 

The retail industry is confronted with unprecedented change. Though economic times have brought into rapid 

focus the reality of changing consumer behaviors, a shopper today has vastly different and more sophisticated expectations 

of product, service, value and environment. The findings of this study indicate that retailers need to pay attention not only 

to the pleasantness of the store environment, but also to reduce the customers waiting time for billing, which would 

stimulate customer purchases under time pressure and offers them a positive shopping experience with the store. In this 

new reality, retailers need to redefine their store proposition and identify how they can best address the changing customer 

need within the four walls of the store especially for customers who shop under time pressure. This study helps retailers 
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achieve improved customer service, increased store efficiency, improved selling opportunities, improved customer 

profiling and targeting, and increased share of customer and overall profitability.  
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