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Abstract

This research aims to examine the influences of waiting time information,
personality characteristics and service attributes on the waiting time
perception, and, the interactions between these three influential factors. The
research is based on the laboratory experimentation. In the experiment, we
study that whether waiting time information is given or not has influence on
consumers’ waiting time perception. The personality characteristics (type A
and type B) and service attributes (hedonic and utilitarian) are used as
moderators in the experiment. This experimental design is a three-way
ANOVA analysis.

The main conclusions are as follows. First, consumers percept shorter waiting
time when they are given hedonic service than given utilitarian service.
Second, consumers percept shorter waiting time when they are given waiting
time information. Third, consumers with type A personality percept shorter
waiting time than those with type B personality. We also have the following
new findings. When consumers are given utilitarian service, personality
characteristics and waiting time information have interactions on consumers’
waiting time perception. For consumers with type A personality, service
attributes and waiting time information have interactions on consumers’
waiting time perception.
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