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Abstract 

Waiting involves both cognition and emotions. It has a bearing on the overall percep-
tion of retail service quality. The advancement in retailing has triggered scholarly con-
versations on the psychological impact of waiting at the retail checkout. Prior studies 
confirm customers being deeply involved in the passage of time and time estimation 
during the entire waiting period. This study investigates the customer idle time and its 
implication on emotional discomfort resulting from crowding stress. The study em-
ployed confirmatory sampling wherein specific sample elements are chosen since they 
are the key respondents to confirm hypotheses being tested. Accordingly, 385 respon-
dents (shoppers) visiting the leading organized retailers located in major localities in 
Bengaluru were approached. The responses were analyzed using a Chi-squared test 
and Pearson correlation. The outcome reveals that irrespective of age and gender, cus-
tomers visiting the offline retail outlets experience emotional discomfort. The young 
customers aged 18-30 dislike waiting in the queue at the checkout compared to older 
customers. In contrast, gender did not affect the inclination to wait. The idleness dur-
ing the checkout waits causes emotional discomfort on most occasions. The findings 
supplement the growing research in psychology on the actual and perceived consump-
tion of time, focusing on idleness. The study concludes that customers desire to avert 
an unproductive use of time, thus lowering their emotional discomfort. 
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INTRODUCTION 

Waiting is coupled with negative customer sentiments, undermin-
ing satisfaction levels (Tom & Lucey, 1995). It adversely affects ser-
vice appraisal (Haynes, 1990) and results in the relinquishment of 
service (Bielen & Demoulin, 2007). Most organizations regulate the 
wait by marshaling customers in different queues (Rafaeli et al., 2002). 
Efforts are made to lessen the waiting time through operational tech-
niques to acclimate the service facility to varying demands (Sarel & 
Marmorstein, 1998). However, service providers fail to capitulate to 
the fluctuating demand despite the struggles due to capacity limita-
tions (Pamies et al., 2016). The waiting line, even though a momentary 
social system, is discerned to confront all these intricacies.

Customers accrue stress when idle. The extent of strain can denote the 
degree of accrual of stress at any point in time. The critical negative 
outcome of waiting is ‘time lost’. It is argued that the longer the per-
ceived waiting time, the higher the negative evaluation of service (Hui 
& Tse, 1996). Additionally, this is an essential process in the shop-
ping activity (Gupta & Sharma, 2014; Larson, 1987). Though earlier 
research findings confirm the positive distraction of consumers’ per-
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ceived waiting by continuously providing the waiting information, the existing literature highlights the 
need for identifying the significance of other factors like uncertainty reduction and cognitive reapprais-
al of waiting time. Arguments are in favor of customers being deeply involved in the passage of time 
and time estimation during the entire waiting period (Zakay & Hornik, 1991). The time in an idle state 
is perceived relatively longer compared to occupied time (Loehlin, 1959). The filled time is perceived to 
progress sooner than unoccupied time (Melbin et al., 1987).

Hornik (1984) contended that the customer wait duration is subjective and might not directly relate to 
the empirically measured wait times. The perceived wait time by the customer often diverges noticeably 
from the actual measured values, which infer the perceived duration of wait is on the higher side and 
is most likely to affect the consumer evaluation of their purchase and store experience (Seawright & 
Sampson, 2007; Yan & Lotz, 2006). 

Operations management techniques have fairly addressed idle wait near the checkout: applying 
principles of queue disciplines, opening new counters when queue size exceeds the threshold, using 
emerging technologies such as mobile self-checkout, and exploring the feasibility of cashier-less 
stores. Digital disruption and innovative approaches, though, can relieve boredom and discomfort; 
the process involves considerable investments compounding surging operating costs, haunting 
Indian retailers. Perception management techniques, therefore, appear to be a viable, cost-effective 
alternative. Moreover, any impetuses that can divert a person’s attention to the waiting period can 
significantly reduce a customer’s negative service evaluation. The paper intends to draw the atten-
tion of retailers to the perceived idle wait of the customer waiting at the checkout and its implica-
tions on their emotional state. Thus, the paper will assist the retailers in minimizing the idle wait-
ing time and keeping the customers satisfied.

1. LITERATURE REVIEW  

AND HYPOTHESES

The extent of intrusion is the critical element 
of ‘crowding stress’ and one of the many ena-
blers of the personal intuition of being crowded 
(Schopler & Stockdale, 1977). The term ‘crowd-
ing’ is broadly defined as interference created by 
the presence of others. Interference has sub-sets 
like perceived inadequacy of space, restrictions 
on behavioral choices, excessive stimulation 
from social sources and familiar or inappropri-
ate contacts, unwanted social interactions, in-
terference, and blocking or inability to attain 
desired levels of privacy (Schopler & Stockdale, 
1977, p. 82). Evans (1979) studied the conse-
quence of crowding on human performance. 
Exposure to a stressful situation might cause 
a feeling of discomfort and even mental signs 
of stress. At times, the discomfort is associated 
with customer emotions and is termed as ‘emo-
tional discomfort’ that may be understood as 

“notably feelings of being cramped and crowd-
ed and frustration at not being able to get away” 
(Bennett, 1998; Schmitt et al., 1992; Schopler & 

Stockdale, 1977). Boredom induced by waiting 
in line will lead to impatience, tension, and anx-
iety. Most supermarket customers are irritated, 
bored, frustrated, and unhappy to various ex-
tents while waiting at the checkout of a super-
market (Van Riel et al., 2012). The emotional 
response to wait tends to become more negative 
when the customer’s perceived wait duration is 
high. 

Demographic factors such as gender and age 
(Hemsley-Brown & Oplatka, 2016), and psycho-
logical aspects such as perception (Kotler et al., 
2005) are found to impact consumer behavior. 
Therefore, this study deliberates on age, gender, 
and perceived idle wait as important individual 
attributes persuading wait perception. Gender 
is often recognized as a critical predictor of con-
trasting outcomes in social psychology (Correll 
et al., 2007). Grewal et al. (2003) demoed con-
vincing evidence to demonstrate the effect of 
gender on wait expectations and store evalua-
tions. Cheng and Tsai (2014) observed a distinct 
tolerance level of waiting among passengers of 
different ages and gender. Experiments con-



3

Innovative Marketing, Volume 18, Issue 1, 2022

http://dx.doi.org/10.21511/im.18(1).2022.01

ducted by Kellaris and Mantel (1994) suggest 
that gender’s interaction with mood can in-
f luence perceived time to be shorter or longer. 
Demographics such as age and gender can mod-
erate queue perceptions and affective responses 
(Baker & Cameron, 1996). In addition, varying 
age groups perceive the wait duration differ-
ently though gender did not show any impact 
on the latter (Wu et al., 2013). Thus, the study 
regard customers of specific age groups, gen-
der to confront emotional discomfort. In the 
process of achieving a purchase goal, custom-
ers make progress of their experience, percep-
tion of the retail store, and attain satisfaction. 
Sherman et al. (1997) stated that a customer’s 
emotional state might affect their shopping be-
havior. Customers evenly react to the length of 
the queue, context, and environment in which 
wait transpires (Schmitt et al., 1992). While 
Puccinelli et al. (2009) noted that a similar re-
tail situation might generate very different re-
sults and moods, depending on the set goal. A 
packed retail store might be thrilling and mo-
tivating for a customer pursuing entertainment 
but produce a perception of inefficient service 
and disappointment for a customer who wish-
es to buy a specific set of goods to meet an ur-
gent need. People’s minds strolled irrespective 
of what they were performing, were less happy 
when their minds wandered than when not. In 
addition, their thoughts were mulling over bet-
ter indicators of pleasure than what they were 
doing (Killingsworth & Gilbert, 2010). Store 
preferences are indirectly inf luenced by cus-
tomer density, gender, number of staff, and 
the number of fellow customers in the store 
through wait anticipations (Puccinelli et al., 
2009). However, a direct relationship between 
customers’ demographics and waiting tendency 
is barely explored in the literature. 

Customers may have to wait before buying a 
product or service, during, and after the pur-
chase is made (Taylor, 1994). Customers fill 
their wait times with physical and mental ac-
tivities that divert their attention from the wait 
duration (Gilliland et al., 1946). Time fillers 
can be either context-related or unrelated based 
on their significance to the purchase situation 
(Taylor, 1994, 1995). Concerning customer-per-
ceived wait duration, the cognitive timer model 

by Zakay (1989) posits ‘individuals possess cog-
nitive timers that use attentional resources to 
process temporal information’, and assert that 
service setting can implicitly stimulate ‘affect 
component’ either through favorable social in-
teraction or distraction, representing ways of 
filling time (Baker & Cameron, 1996). Hornik 
(1984) buoyed this concept and emphasized that 
‘empty time’ filled with no distraction will ap-
pear lengthier than a time occupied with some-
thing fascinating. Taylor (1995) acknowledged 
a similar trend when customers evaluated their 
service experience as higher even when there 
was a delay in the waiting. The filled time is per-
ceived to progress sooner than unoccupied time 
(Melbin et al., 1987). Likewise, the time in an 
idle state is perceived relatively longer than oc-
cupied time (Loehlin, 1959). The idle wait was 
coined frequently in a hospital environment 
where patients eagerly wait to consult their doc-
tor. Several studies on the idle and busy time 
perceptions shared the notion that waiting is a 
hatred experience and opined that people pur-
sue varied experiences (Hsee et al., 2010, p. 926). 
Idle waiting time has conceivably received more 
attention in psychology (Buckner et al., 2008; 
Eastwood et al., 2012; Osuna, 1985; Yang & 
Hsee, 2019). While most of the studies in opera-
tions research were on the idleness of the server 
and not the customer (Frenk et al., 1991; Haji & 
Ross, 2015; Kanet & Sridharan, 2000; Marshall, 
1968; Powell & Avi-Itzhak, 1967; Priyangika 
& Cooray, 2016). Although the waiting line is 
generally witnessed in retail stores, the review 
failed to retrieve significant literature on idle 
waiting at the retail checkout. This might be on 
the grounds of certain studies refraining from 
using the keyword applied or because this el-
ement of waiting time has been recorded in 
queueing theory. 

A great deal of research premeditated on alle-
viating the perceived wait times (Antonides 
et al., 2002). Anderson and Brodowsky (2001), 
Dellaert and Kahn (1999), and Gillam et al. 
(2014) recommended the implications of culture 
on waiting behavior. Pamies et al. (2016) point-
ed out that predominantly empirical studies on 
waiting were undertaken in merely three na-
tions, i.e., the UK, the USA, and Canada. The 
knowledge of waiting behavior is thus limited 
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to the above national perspectives only, which 
is culturally diverse. Cultural explications of 
time and waiting delays differ substantially and 
affect customers’ behavior while encountering 
waits (Anderson & Brodowsky, 2001; Graham, 
1981). Pamies et al. (2016) expressed uncertainty 
over operationalizing standardized resolutions 
to waiting lines across cultural settings. The 
effect of perceived wait duration and idleness 
on emotional discomfort received marginal at-
tention in the literature. In addition, the idea 
of contactless shopping has been gaining mo-
mentum in India in the recent past (Dash, 2020), 
when the world has already embraced the cash-
ier-less store trend. Thus, the paper argues that 
idle wait still prevails in Indian retail checkouts, 
and this study is an effort towards identifying 
instances of idle wait and its association with 
customer demographics and emotional discom-
fort. Accordingly, the study proposes the fol-
lowing hypotheses:

H
1
: Customer age is associated with the emotion-

al discomfort in retail store checkout.

H
2
: Customer gender is associated with the emo-

tional discomfort in retail store checkout.

H
3
: Customer age is associated with the willing-

ness to wait at the retail store checkout.

H
4
: Customer gender is associated with the will-

ingness to wait at the retail store checkout.

H
5
: Customer perceived idle wait duration has 

an impact on the emotional discomfort.

2. METHODS

The study was conducted in a natural setting. 
Taylor (1994) and Van Riel et al. (2012) followed 
similar methods as they offer variance in queue 
length and causes in the stores concerned. In 
addition, Van Riel et al. (2012) suggested avoid-
ing the carryover effects of prior shopping ex-
periences by administering the questionnaire to 
respondents immediately after their store visit. 
Thus, the service perceptions and store evalua-
tions were recorded instantly after shopping. 

The research population consists of all resident 
and tourist customers visiting the organized re-
tail chain outlets in Bengaluru Urban. The study 
has employed confirmatory sampling wherein 
specific sample elements are chosen since they 
are the key respondents to confirm the hypoth-
eses. Accordingly, respondents (shoppers) vis-
iting the ten leading supermarkets and hyper-
markets located in major localities in Bengaluru 
were approached. Although the stores under 
consideration sell similar brands and log high 
sales turnover every day, they differ significant-
ly in terms of store image, ambiance, the variety 
of merchandise, pricing, and promotion strat-
egies. Table 1 provides the sample description 
and queuing behavior. The majority of the re-
spondents (41.6%) were from the age bracket of 
31 to 40 years and least (8.1%) from individuals 
above 50 years. Attempts were made to reach 
both genders (male and female) while collecting 
responses to obtain a broader depiction of the 
issue under study. Hence, there is no substan-
tial variation in the share of opinion from both 
males (53.8%) and females (46.2%). Most of the 
respondents (48.6%) prefer to visit on weekends 
(Saturday and Sunday), followed by respond-
ents who do not have any preference of a day 
(20.5%) for their shopping needs. Moreover, 47% 
of the respondents predominantly chose a line 
perceived as shorter. Whereas 22.3% of the re-
spondents preferred a fast-moving queue, and 
15.8% of the respondents joined the queue ran-
domly without any inclination for service speed 
or line length.

2.1. Scale development  
and validation

Based on the suggestions of Tsang et al. (2017), a 
preliminary pilot testing of the questionnaire was 
conducted in Bengaluru for a small group of 50 re-
spondents. The response scales were revised par-
ticularly on the waiting time as the sample respond-
ents experienced a higher wait duration while shop-
ping in the outlets concerned. The final version of 
the questionnaire is administered to a large repre-
sentative sample of 385 respondents. Content va-
lidity of the constructs was ensured by consulting 
store managers and executives. The internal con-
sistency of the questionnaire items under each con-
struct is ensured using Cronbach’s alpha.
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Table 1. Sample demographics and queuing 

behavior 

Сharacteristic n %

Gender 
Male 207 53.8

Female 178 46.2

Age 

18-30 107 27.8

31-40 160 41.6

41-50 87 22.5

>50 31 8.1

Type of the outlet visited
Supermarket 190 49.4

Hypermarket 195 50.6

Day of visit
Weekend (Saturday and Sunday) 187 48.6

Weekday (Monday to Friday) except 

Wednesdays
72 18.7

On Wednesday 32 8.3

During special/seasonal offers 15 3.9

No preference/any day 79 20.5

Choosing the queue to join 
Randomly joined 61 15.8

Joined the smaller queue 181 47

Joined the fast-moving queue 86 22.3

Joined the queue based on the number of 

items carried by other customers
156 14.6

Other reasons 1 0.3

3. RESULTS

Customers visiting a retail outlet undergo var-
ying levels of physical and mental activity while 
shopping. Discomfort could be experienced be-
fore joining the queue, while in the queue, dur-
ing the billing, during the payment, and after the 
payment. The overall level of discomfort of all pro-
cesses was measured by averaging the responses 
of respondents on five stages. Table 2 summarizes 
the analysis. 

If the mean value is 1 to 2, the respondent will 
have low discomfort, 2 to 3 as moderate discom-
fort, 3 to 4 as high discomfort, and 4 to 5 as very 
high discomfort. Analysis indicates the majority 
of the respondents experience moderate to high 
discomforts with a mean and standard deviation 
of 3.1  0.7, signifying high discomfort. The varia-
tion in the mean level of discomfort is illustrated 
in Table 2. The rising and falling of the mean val-
ue denote a skewed bell-shaped curve. During the 
approach-depart course in a queueing system, a 
carryover effect of discomfort is observed where it 
gains momentum during the initial stage (before 
joining the queue) and steadily diminishes when 
the respondent makes contact with the target ob-
ject (counter staff) during the billing.

The different levels of discomfort, such as mild, 
moderate, high, very high in a waiting area, are 
measured using the frequency distribution. Table 
3 presents the analysis. 

Table 3. Incidence of emotional discomfort 

Level of 
Discomfort Frequency Percentage Mean

Standard 
deviation

Mild 34 8.8

3.1 0.7

Moderate 164 42.6

High 157 40.8

Very high 30 7.8

Total 385 100

Table 3 indicates that the respondents visiting dif-
ferent outlets have experienced varying levels of 
discomfort. Most of the respondents experienced 
a moderate to a high level of discomfort with a per-
centage distribution of 42.6% and 40.8%, respec-
tively. Few respondents (8.8%) on one extreme ex-
perienced a mild level of discomfort, whereas 7.8% 
of respondents experienced very high discomfort 
on the other extreme. 

Table 2. Mean discomfort at different stages of waiting

Frequency 
Situations

Never Almost 
never

Occasionally/
Sometimes

Almost every 
time Every time Result 

Count Count Count Count Count Total Mean S. D

Before joining the queue 22 25 226 83 29 385 3.19 0.88

While in the queue 11 15 143 167 49 385 3.59 0.86

During the billing 20 42 180 111 32 385 3.24 0.94

During the payment 40 93 169 58 25 385 2.83 1.02

After the payment 53 118 157 30 27 385 2.64 1.04

Overall discomfort 3.1 0.7
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The association of demographic variables with 
emotional discomfort is summarized in Table 4.

The age of respondents (p = 0.117) and gender (p 
= 0.053), have a low impact on the emotional dis-
comfort. However, they are not statistically signif-
icant, and hence, respondents’ age and gender do 
not directly affect emotional discomfort. Thus, H

1 

and H
2 
are rejected. It implies that irrespective of 

age and gender, customers experience emotional 
discomfort in the retail stores.

The study attempted to cognize the behavior of re-
spondents when they noticed a lengthy queue at 
the checkout. As a result, respondents leave the 
queue in some instances. Also, other respondents 
may be trying to evade a queue since it is perceived 
as long, or they do not wish to stand for long in the 
queue. Table 5 presents the analysis of the associa-
tion between customer demographics and waiting 
tendency.

The age of the respondents (p = 0.000) has a sig-
nificant association with the tendency of waiting 
near the billing area. Thus, H

3
 is accepted, infer-

ring that customers of a specific age group are not 
willing to wait at the retail store checkout. In the 
current study, customers aged 18-30 years were 
hesitant to wait in the queue for a longer period. 
While gender (p = 0.626) has no association with 
a respondent’s willingness to wait and hence H

4 
is 

rejected. 

The discomfort experienced due to idle wait is 
measured for three checkout stages, i.e., before 
joining the queue, while in the queue, and during 
the billing. The analysis is presented in Table 6.

Table 6 exhibits the correlation measure for the 
different days of outlet visit and discomfort due 
to the idle wait. The idle wait experienced by the 
respondents who visited on weekends is correlat-
ed positively with discomfort before joining the 

Table 4. Association between demographic variables and emotional discomfort

Demographic variables Chi-square value Degrees of freedom P Result
Age 5.895 3 0.117 Not Significant
Gender 3.741 1 0.053 Not Significant

Note: Significant at: *0.05, ** 0.01 levels.

Table 5. Association between demographics and inclination to wait 

Particulars Chi-square value Degrees of freedom p Result
Age 23.044 3 0.000** Highly significant
Gender 0.237 1 0.626 Not significant

Note: Significant at: *0.05, ** 0.01 levels.

Table 6. Correlation among idle wait durations and discomfort 

Day of visit Statistical measure Discomfort before 
joining the queue

Discomfort while 
in the queue

Discomfort 
during the billing

Overall 
Discomfort

Weekend (Saturday and 

Sunday)

Pearson Correlation 0.105 0.187 0.166 0.211

p 0.039* 0.000** 0.001** 0.000**

N 385 385 385 385

Weekdays (Monday 

to Friday) except 

Wednesdays

Pearson Correlation 0.132 0.204 0.178 0.217

p 0.010* 0.000** 0.000** 0.000**

N 385 385 385 385

On Wednesday

Pearson Correlation 0.09 0.168 0.217 0.191

p 0.079 0.001** 0.000** 0.000**

N 385 385 385 385

During special/seasonal 

offers

Pearson Correlation 0.069 0.025 0.049 0.086

p 0.174 0.627 0.335 0.094

N 385 385 385 385

Note: Significant at: *0.05, ** 0.01 levels.
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queue (where r = 0.105, p = 0.039), discomfort 
while in the queue (where r = 0.187, p = 0), and 
discomfort during the billing (where r = 0.166, p = 
0.001), hence are significant. The idle wait experi-
enced by the respondents who visited on weekdays 
except for Wednesdays are correlated positively 
with discomfort before joining the queue and is 
significant (where r = 0.132, p = 0.01), discomfort 
while in the queue (where r = 0.204, p = 0), and 
discomfort during the billing (where r = 0.178, p 
= 0), hence are significant. The idle wait is signifi-
cantly positively correlated with discomfort while 
in the queue (where r = 0.168, p = 0.001), and dis-
comfort during the billing (where r = 0.217, p = 
0). The idle wait experienced by the respondents 
who visited on Wednesdays is correlated positively 
with discomfort before joining the queue (where r 
= 0.09, p = 0.079). However, the relationship is sta-
tistically not significant. The idle wait experienced 
by the respondents who visited on Wednesdays is 
correlated positively with discomfort before join-
ing the queue (where r = 0.069, p = 0.174), discom-
fort while in the queue (where r = 0.025, p = 0.627), 
and discomfort during the billing (where r = 0.049, 
p = 0.335). Nevertheless, the relationship is statis-
tically not significant across the stages of check-
out. The idle wait duration is correlated positively 
with the overall discomfort for weekends (where 
r = 0.211, p = 0), weekdays (where r = 0.217, p = 0), 
and Wednesdays (where r = 0.191, p = 0), hence are 
significant. On special offer days, the correlation 
is positive but statistically insignificant (where r = 
0.086, p = 0.094). Hence, H

5
 holds good for all days 

of a week except on seasonal or special offer days.

4. DISCUSSION 

This study broadens the literature on idle wait in a 
retail checkout of India, the fifth-largest and pre-
ferred global retail destination. The research find-
ings unfold the instances of idle wait and resultant 
emotional discomfort experienced by the custom-
ers visiting organized food and grocery outlets in 
Bengaluru, the IT capital of India. The younger 
customers in the 18-30 age group (27.8%) have less 
patience compared to customers aged more than 
30 years. They expect a faster service or instant 
checkout, leaving several challenges for the store 
managers. Recruiting and building a skilled and 
motivated team, accommodating different check-

out preferences in less tech-enabled stores accom-
panied by rising rentals, the exponential growth 
of e-commerce, and the recent pandemic are of 
utmost concern for the store owners.

Further, customers, irrespective of age, have un-
dergone varying discomfort levels, with the ob-
tained mean value indicating ‘high discomfort’ 
during their checkout process. The Chi-square 
test of independence asserts that both male and 
female customers are prone to experience emo-
tional discomfort while waiting at the checkout. 
The Pearson correlation between day of visit to the 
outlet and emotional discomfort shows a signifi-
cant relationship between the two on weekends (r 
= 0.211, ρ = 0.000), weekdays (r = 0.217, ρ = 0.000), 
and Wednesdays (r = 0.191, ρ = 0.000). Wednesdays 
are of specific importance to this study as the re-
tail stores offer attractive discounts to boost mid-
week sales. As a result, stores expect to register 
higher store footfalls on special deals days and 
trigger crowding stress, a phenomenon examined 
in this study. However, the correlation was statis-
tically insignificant in the case of other unique or 
festive/season days and overall emotional discom-
fort (r = 0.086, ρ = 0.094). This could be due to the 
shortcomings in the survey where the responses 
of customers visiting the outlet during festive or 
special offer days were limited. Nevertheless, the 
idle wait of the customer can not be overlooked 
as it has instigated emotional discomfort on most 
occasions considered in this study. 

4.1. Implications of the study

The retail waiting line has received significant 
attention for scholarly conversations. However, 
studies were limited on the Indian customers and 
their perception of waiting in a retail store. This 
study primarily contributes to the waiting line 
literature by investigating the instances of emo-
tional discomfort of the customers waiting at the 
checkout counters. Results of the study indicate 
that customers undergo emotional discomfort 
of varying levels through different phases of the 
checkout process. The findings of the study direct-
ly align with Maister (1985). Moreover, the results 
on idle wait and emotional discomfort are broadly 
consistent with inferences drawn by Taylor (1994, 
1995) and Van Riel et al. (2012). Demographics, 
wait perceptions, and idleness emerges to be the 
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critical determinants of emotional discomfort. 
Although the current study is limited to hyper-
markets and supermarkets in Bengaluru, the out-

comes are relevant for retail outlets offering di-
verse merchandise and encountering situations 
involving waiting in the queue at the checkout.

CONCLUSION

Over time, extensive literature has developed on the idleness of the server at the checkout. In con-
trast, this study analyzed the idleness of customers in the queue. The present study shows that idle 
wait prevails in Indian retail checkouts and causes emotional discomfort to customers during checkout. 
Customers visiting the retail outlets consider idleness a dreadful waiting experience and relish a moder-
ate level of busyness. Therefore, retail stores should pursue means of idleness aversion and meaningful 
busyness. The perceived wait duration could be reduced by increasing staffing, investing in technology, 
or managing wait perceptions. Additional counters could also be opened to manage the queue. However, 
the first two strategies involve considerable investment. Fluctuation in footfalls during peak and off-
peak days, space restraints, increase in retail space demand, with associated cost curb the potential of 
opening additional counters. On the other hand, the perception management techniques require a pro-
active approach and not necessarily any investment, hence a practicable alternative.

Limitations and scope for further research

The study contemplates waiting issues experienced by customers shopping for food and grocery out-
lets during rush hours. Hence, customers visiting exclusive apparels and accessories stores were not 
approached for their viewpoint. Moreover, the current study measured the emotional discomfort ex-
perienced by the customers, and it does not examine the situational factors responsible for emotional 
discomfort at each checkout stage.

From a Brick-and-Mortar Stores’ perspective, the current study broadens the understanding of emo-
tional discomfort in a waiting line. Qualitative research is necessitated to understand the idle wait and 
stressing points of emotional discomfort and how customers perceive and cope with emotional dis-
comfort. There has been limited research on waiting tendency and idle wait at the retail checkout. With 
the coronavirus pandemic, the notion of contactless shopping and payments has been gaining momen-
tum. Startups and businesses are promoting innovative products that promise low or no contact for a 
safe experience. If the experience is fulfilling, will the retail automation lead to stranded employees? 
Finally, will it reduce the idle wait and emotional discomfort of the customers visiting the retail outlets? 
Additional inquiries will benefit in arriving at a more credible conclusion.
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