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Abstract
Purpose – This study aims to explore the anticipated emotions of consumers and their anticipated perceived quality (PQ) of an exhibit, event or
service that they are waiting to attend.
Design/methodology/approach – The study consists of a quantitative survey-based descriptive study of n = 470 real-world consumers from a
waiting line at the Shark Reef exhibit in Mandalay Bay Resort and Casino, Las Vegas. Data is analyzed with fuzzy-set qualitative comparative
analysis (fsQCA) to extrapolate causal conditions or recipes, for word of mouth (WOM) generation regarding the exhibit.
Findings – Recipes that influence positive WOM for an upcoming exhibit include: affect evaluation and affect expectations (AEXs) and affect
evaluation, affect expectation, event entertainment and PQ.
Practical implications – By recognizing the need to optimize the customer waiting experience, services marketing managers can more successfully
engage customers and influence their subsequent intentions.
Originality/value – Emotions regarding the anticipation of an upcoming event are critical to cultivating the intent to spread positive WOM.
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1. Introduction

The most valuable thing we have is time; on this planet, with
our loved ones, to develop a career, and to pursue happiness
(Aaker et al., 2011). Even customer satisfaction or
dissatisfaction has been attributed to time, specifically waiting
for a purchase or service experience (Pàmies et al., 2016).
Waiting time can have differential effects on consumers
depending on their individual differences and the event or
service for which they are queuing (Davis and Heineke, 1994;
Fullerton and Taylor, 2015; Larson, 1987). For example,
millennials waiting in line for an upcoming concert may
actually enjoy the anticipation and derive social capital from
appearing trendy and cool, which could enhance their overall
experience. On the other hand, those same consumers may find
that waiting in line to purchase discounted goods at a Black
Friday sale is an annoying experience even if the end result
justifies the wait. Waiting influences consumers’ perceptions of

an upcoming experience, whether the individual is on hold on
the phone, at the doctor’s office, in line to pay at a store, waiting
for a train to work, a flight for a vacation, for a webpage to
upload, or in the windy queue at Disneyland (Bielen and
Demoulin, 2007).
While waiting, individuals often entertain themselves with

digital technology (Kruger et al., 2017). Social media gives
consumers the ability to instantaneously share their waiting
experience and anticipation of an event, ultimately having an
impact on the behavior of others (Krishen and Hu, 2018).
Negative reviews shared on social media can be especially
detrimental to organizations and pressure them to minimize
wait times for fear of losing business. In general, if consumers
complain about queues, companies assume that they should do
their utmost to eliminate wait times (Yan and Lotz, 2006).
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However, our study considers that wait times can, in fact, add
value to the customer experience and motivate intent to spread
positive word of mouth (WOM), specifically electronic word of
mouth (eWOM). Therefore, counterintuitively, in many
situations, eliminating or decreasing wait times may, in fact,
decrease sales rather than increase them. Koo and Fishbach
(2010) find that queuing influences the perceived value of the
upcoming experience such as purchasing a product or enjoying
live entertainment. Longer queue times may provide more
opportunities for customers to both socialize with others in the
line (potential for traditional WOM) and enjoy other aspects of
the waiting experience thereby encouraging online posting on
social media (eWOM). Ideally, this would have a positive effect
on WOM if the wait experience is effectively created and
managed, as can be seen atmany amusement parks.
Las Vegas is a city where queues abound and customers are

willing to wait in line for services and experiences such as
headline entertainment, buffets, nightclubs and more. The
Shark Reef at Las Vegas’ Mandalay Bay Resort and Casino is
one such venue where queuing to enter the exhibit is an
expected but not necessarily positive part of the overall
experience. While waiting in line for the Shark Reef experience,
consumers were willing to complete a survey for this study in
what often seemed like a welcomed distraction from the wait
(Figure 1). From entertainment to education, captive
audiences crave stimulation and distraction, providing unique
opportunities for marketers to engage with them and provide a
valuable experience by helping them pass the time (Garaus and
Wagner, 2019).
This study evaluates the perceptions of customers as they

wait in line for the Shark Reef exhibit at Mandalay Bay Resort
and Casino in Las Vegas and how they may play a role in their
willingness to spreadWOM about their experience. To identify
a gap in the current literature, this study uniquely views waiting
time as an experience of its own; as such, waiting time is often
overlooked by marketers yet has the potential to generate even
moreWOM than themain event. Additionally, as the data were
collected while participants were queuing for the main event,
they were effectively enabled to report their anticipated feelings
for the experience live rather than having to recall them later.
We consider how a customer’s willingness to spread positive
WOM may be affected by their expectations, feelings and
perceptions: expectations of the upcoming event entertainment
value (EE), feelings about their experience while waiting to
attend the event [affect evaluation (AEV)], expectations about
what the venue will offer them [affect expectation (AEX)] and

the quality they perceive they will experience from the event
[perceived quality (PQ)].
Therefore, the objective of our research is to explore the

anticipated emotions and PQ of an exhibit or event. To do so,
we conduct a quantitative survey-based descriptive study of n =
470 real-world consumers from a waiting line at the Shark Reef
exhibit in Mandalay Bay, Las Vegas, discussed further in
Section 2. Section 3 presents the theoretical framework and
literature review and research methodology are discussed in
Section 4. We use fuzzy-set qualitative comparative analysis
(fsQCA) to analyze the data and extrapolate causal conditions
for eWOM generation regarding the exhibit in Section 5.
Finally, we provide conclusions, implications and limitations
regarding waiting experiences and upcoming events and
services in Section 6.

2. The shark reef exhibit and the waiting
experience

Shark Reef Aquarium is a world-class animal care and display
facility located at Mandalay Bay Resort and Casino in Las
Vegas, NV, USA. Focusing on sharks and their conservation,
Shark Reef Aquarium has entertained, educated and inspired
nearly onemillion visitors each year since its opening in 2000. It
is the mission of the institution to continue to ‘Educate, Inspire
and Conserve’; setting the standard for other animal care and
display venues to aspire to. Visitors to the aquarium are
typically comprised of 95% tourists and 5% local residents and
come to the aquarium from nearly every hotel in both
downtown and along the Las Vegas Strip, with a large
proportion of families attending. Additionally, the facility
engages with the Clark County School District by offering two
free classroom sessions each weekday at no charge to the
District, students or chaperones. As a result of this
commitment, over 250,000 school children have experienced
the program since the institution opened in 2000.
The Shark Reef Aquarium is located near the primary entrance

to one of the largest convention centers in the USA, comprising
over two million square feet of exhibit and meeting space. The
aquarium shares the grand entrance corridor adjacent to the
property’s food court with the convention center and resort’s day
club. Directly outside the aquarium box office and entrance hall
are four retail kiosks, adding to the experiential nature and sense
of arrival for patrons of the aquarium. There are two independent
queuing areas; the general admission queue, consisting of three
ticketing stations and a will call/group/on-line ticketing queue,
which is served by one ticketing station. Based on the popularity
of the aquarium, it is not uncommon for each ticketing station to
process 685 daily transactions or more, all in a 10 hour
operational window, resulting in very high volume transactions
by the staff. Once the tickets are purchased, guests enter the
aquarium and begin their experience with the freshwater portion
of the institution. On average, guests spend between 45 minutes
and one hour in the venue.

3. Theoretical framework and literature review

Our study considers that the main event experience is influenced
by the information obtained prior to service (pre-waiting), during
the wait and finally the post-waiting intention. Environmental
and individual factors serve as a backdrop to these three waiting

Figure 1 Fieldwork photos of the Shark Reef Aquarium exhibit waiting
experience
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phases. Our framework identifies four theoretical domains,
namely, prior knowledge and experience, anticipation and
expectation, perceived servicescape and place, and social media
intention, as shown in Figure 2.

3.1 Prior knowledge and experience
In addition to providing an outlet for sharing one’s experiences
with others, WOM has an impact on setting expectations and
shaping perceptions for both products and services. WOM and
exposure to marketing efforts have the ability to increase product
familiarity and thereby consumer expertise and knowledge (Alba
and Hutchinson, 1987). This knowledge connects to a
consumer’s choice and their overall consumption experience
(Krishen et al., 2016a). A consumer’s exposure to knowledge
pre-purchase or prior to the consumption experience, thus, also
influences their expectations and creates anticipation of the
upcoming consumption experience, including the experience of
waiting in line for the actual targeted event. In line with the
consumer value framework (CVF; Holbrook, 1999), WOM,
among other external and internal factors such as marketing
efforts, the social environment, situational influences, psychology
and personality of the consumer plays a role in formulating the
expectations and PQ of both the waiting experience and the
upcoming event itself.

3.2 Anticipation and expectation for hedonic
experiences
The emotions of customers during their waiting experience
have been associated with post-event affect (Koenig-Lewis and
Palmer, 2014) and potentially post-event behaviors. Savvy
service marketers know the value of a captive audience and
maximize every opportunity to connect with them and

maximize their experiences, ideally motivating them to spread
positive WOM and spend beyond the ticket price. Recent
research indicates that anticipation of an event enhances the
service experience (Polegato and Bjerke, 2019). When
consumers are waiting for an experience, their pace
expectations are relative to its type (e.g. higher vs lower hedonic
level) and influences their ultimate satisfaction (Noone et al.,
2009). By their very nature, the consumption of hedonic
experiences differs from utilitarian or dreaded ones; for
example, Shah and Alter (2014) suggest that consumers
preserve (as opposed to eliminating) categories of events when
faced with positive (vs negative) experiences. Their findings
highlight the aspect of time before a potential consumption
experience, which can often occur while waiting in a line.
According to Hightower et al. (2002), the perception of waiting
time for a service (low vs high) has a direct and positive effect
on service quality perceptions and ultimately on value and
behavioral intentions. Hightower and colleagues contextualize
their work specifically in terms of waiting for a service such as
food, beverages and seating while consuming the hedonic
experience of a sporting event. During a hedonic experience,
the amount of attention consumers dedicate to estimating
waiting time can influence their ultimate memory of the
experience (Vilches-Montero and Spence, 2015). Interestingly,
while consuming a hedonic experience, consumers will find it
less enjoyable if they focus on documenting it rather than on the
journey itself (Nardini et al., 2019). A recent review of research
onwaiting time suggests that queues can serve to:
� attract additional consumers;
� help consumers make decisions by allowing for the

provision of time to process more information;
� increase positive anticipation; and
� improve both perceived value and customer evaluations

(Ryan et al., 2018).

In fact, long queues can also signal higher product quality and
satisfy consumer social and identity needs such as inclusion and
uniqueness (Tu et al., 2018).
The literature shows that the longer the line behind a

customer, the greater the value that the customer expects the
experience to offer. This effect has been shown to influence
perceived value and actual spending (Koo and Fishbach,
2010). Therefore, the queuing experience at the Shark Reef
should influence the expected value of the entertainment.
Emotions effect purchasing behavior in a plethora of research,
both in terms of affect conjured up by the product or service
and the emotional state of the customer (Ladhari, 2007; Soscia,
2007). AEV and anticipated emotions also influence behavioral
intentions such as intent to purchase and satisfaction with the
experience (Bagozzi et al., 2016; Hightower et al., 2002).
Services thrive or fail according to their ability to meet

consumer expectations and thereby influence perceptions of
quality and satisfaction. Expectation disconfirmation theory
clarifies this phenomenon and sheds light on the importance of
managing customer expectations. According to the literature,
expectations are formed based on a variety of related comparison
standards, including: WOM, market communication, customer
needs and former experiences (Bitner, 1990; Bolton and Drew,
1991; Gronroos, 1982; Zeithaml et al., 1990). The literature
describes three types of expectations related to services: fuzzy,

Figure 2 Theoretical framework: consumer waiting as a service
experience
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implicit and unrealistic (Ojasalo, 2001). Ojasalo (2001) suggests
that effectively managing expectations and thereby positively
influencing PQ and satisfaction in the long term, requires making
fuzzy expectations precise, implicit expectations explicit and
unrealistic expectations realistic. Different types of expectations
are formed along the service consumption journey continually
influencing PQ, from the pre-waiting phase to the waiting
experience and finally at the actual event where expectations are
being formed as the event unfolds. In the pre-waiting phase,
consumers collect knowledge and gain experience via WOM,
marketing efforts and information seeking. During both the
waiting phase and the main event, expectations are potentially
molded and reframed in multiple ways, including: exposure to
others in the waiting area, the servicescape, exposure to social
media and marketing efforts via digital devices and service
management expectations and fairness perceptions. As they wait,
customers are not only more likely to access and use their digital
devices (Kruger et al., 2017) but they are also more prone to the
presence of others (Collier et al., 2017). Bodey andGrace (2006)
indicate that this type of social influence can alter moods or
complaining behaviors and that type of WOM can occur in
physical and/or digital form. Diefenbach and Borrmann (2019)
suggest that smartphones act as pacifiers for consumers as they
wait, especially those who have a high need to belong or a high
proneness to boredom. A caution for marketers is that although
consumers are likely to spread positive WOM and eWOMwhen
expectations are met/surpassed, they are just as likely to spread
negative WOM/eWOM when they are not met. Hence, the viral
nature of this communication has the ability to quickly reap
benefits and/or losses, accordingly (Yang, 2017).

3.3 Perceived servicescape and place
In its original definition, Bitner (1992) identified servicescape
as a perception derived from a combination of environmental
dimensions including ambient conditions (e.g. temperature, air
quality, noise), space and functionality (e.g. layout, equipment,
furnishing) and signs and symbols (e.g. signage, décor). Linked
to consumer well-being and sensory perception, servicescape
entails the environmental context of the encounter as it links to
the value creation process; dimensions framing it include
functional, technical, symbolic and social (Nilsson and
Ballantyne, 2014). Newer conceptualizations provide a holistic
definition of perceived servicescape via four dimensions,
namely physical, social, socially-symbolic and natural
(Rosenbaum and Massiah, 2011). The physical dimension
consists of the organization of tangible objects, the space and
the design scape; the social dimension includes human-to-
human interaction (e.g. customer-customer, customer-
employee), social density and shared/displayed emotion; the
socially-symbolic dimension is conceptualized as collective
semantic interpretations of signs and symbols; and the natural
dimension highlights the relationship humans have with other
living beings situated in wildlife and nature (Rosenbaum and
Massiah, 2011). Variations of the servicescape concept have
continued to surface, for example, the social servicescape is
more relevant for hedonic consumption whereas service
convenience is more important for utilitarian consumption
(Nguyen et al., 2012). The concept of place in consumer
behavior was first introduced as a location for the exchange of
goods and later as the foundation of a servicescape or

atmosphere (Bitner, 1992), social setting or consumption
community. Drawing from resource exchange theory (Brinberg
and Wood, 1983), Rosenbaum et al. (2017) argue that as
consumer-place attachment increases, resources exchanged
increase beginning with the following resources: money, goods,
service, relational, social support and restorative ones.

3.4Word of mouth and social media
WOM is defined as interpersonal communication about a
product or service, between consumers and often without the
direct influence of a firm; it is vital to the success of countless
brands (Zeithaml et al., 1996; Litvin et al., 2008). More recently,
with the onset of social media, eWOM is one of the strongest
marketing conduits for businesses. In addition, eWOM enables
consumers to share and seek information globally via online
social media platforms (Yang, 2017; Abubakar and Ilkan, 2016;
Nieto et al., 2014). BothWOMand eWOMare highly influential
in the customer decision-making process, affecting both attitudes
and behaviors (Daugherty and Hoffman, 2014). WOM has the
potential to benefit both brands and consumers, especially with
the massive membership and influence of social media networks
onmultiple generations and throughout the world (Berezan et al.,
2018; Prado-Gasc�o et al., 2017). Both positive and negative
WOM can influence a service organization; for example, when
negativeWOM is posted and the business responds in a favorable
manner, the consumer may choose loyalty over brand switching
(Krishen and Hu, 2018). Specifically because of the potential to
go viral, negative eWOMcan damage a company’s reputation for
years, no matter how accurate the information may or may not
be. The potential for lack of credibility of eWOM poses risks to
receivers of it and to companies (Hussain et al., 2017). Without
the ability to control WOM and eWOM, companies have a
double-edged sword that needs to be managed from the sidelines
(Yang, 2017). Through a qualitative critical incident technique,
Ramseook-Munhurrun (2016) finds that waiting time can lead to
more likelihood to spread WOM, which is negative two-thirds of
the time and positive one-third of the time. As Weingarten and
Berger (2017) argue, individuals are more likely to share WOM
because of affective arousal when discussing a future experience
(vs one in the past). Based on these findings, research
propositions are as follows and are depicted in Figure 3:

Figure 3 Proposed recipes for Shark Reef AquariumWOM
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P1. The anticipated evaluations will provide a causal
condition forWOMorWOM ¼ f AEV ; AEXð Þ.

P2. A causal condition for WOM will use AEV plus EE and
PQ orWOM ¼ f EE;AEV ; PQð Þ.

P3. A causal condition for WOM will use AEX plus EE and
PQ orWOM ¼ f EE;AEX; PQð Þ.

4. Research methodology

This study uses fsQCA to capture the complexity and nonlinear
relationships between complex configurations (made of
independent variables) and outcome (dependent) variables that
actually exist (Woodside, 2013). According to complexity
theory, single antecedents may not be sufficient to predict a
desired outcome; therefore, multiple combinations of variables,
also known as recipes or causal conditions, could affect it
(Woodside, 2014). FsQCA has been successfully applied in
many research domains including services (Ma et al., 2018;
Olya et al., 2018), marketing and social networking (Berezan
et al., 2018; Krishen et al., 2016a, 2016b) and tourism
(Ferguson et al., 2017; Papatheodorou and Pappas, 2017),
especially when dealing with high multicollinearity amongst the
constructs of interest.

4.1 Participants andmeasures
Data were collected with questionnaires gathered from
consumers waiting in line to see the Shark Reef Aquarium at
Mandalay Bay Resort and Casino in Las Vegas (Figure 1).
Previous event-based research has used this technique
extensively (Close et al., 2009). The survey recorded 480
responses; after removing cases with missing data, n = 470
subjects were used in this study. The survey included
demographics such as age, gender, ethnicity and level of
education, along with the subjective constructs. The
measured constructs were adapted to the context and used
established scales, including EE, AEV, AEX, PQ and
WOM. EE measures the anticipated perceptions of the
upcoming event being fun, enjoyable and entertaining
(Close et al., 2009). AEV measures consumer emotions
regarding their current situation or place; for the current
study, the positive emotions included feelings of
contentment, happiness, cheerfulness or relaxation
(Koenig-Lewis and Palmer, 2014; Pons et al., 2016). AEX is
measured regarding the fun a consumer expects to
experience for an upcoming event and in comparison to
other events that he/she has already experienced (Chun
et al., 2017). PQ measures the consumer’s expected beliefs
about the quality of the upcoming exhibit and in comparison
to other exhibits he/she has experienced previously (Taylor
and Bearden, 2002). WOM measures a consumer’s
intention to recommend, share or discuss in either an online
or a face-to-face environment regarding the upcoming
exhibit (Krishen and Hu, 2018; Prado-Gasc�o et al., 2017).
All constructs exhibited appropriate reliabilities, with
Cronbach’s alpha scores of a = 0.7 or higher. Table 1
provides the sample demographics and Table 2 details the
items, references and reliability scores for all the constructs.

All items used seven-point Likert-type scales with endpoints
of 1 = strongly disagree to 7 = strongly agree.

4.2 Data calibration
Data calibration maps the multiplicative construct score
into a fuzzy score ranging from 0.00 to 1.00. The fuzzy score
suggests the degree of membership of a case in a particular
set or subset. Higher scores indicate higher fuzzy
membership in the sets. In the current study, a score of 0.05
(and less) is indicative of full non-membership and a score of
0.95 (and higher) indicates full membership in the set.
Mapping of scores is performed using the procedure
suggested by Ragin (2008). A construct score immediately
above 5% of all cases is considered a full non-member, i.e.
assigned a membership score of 0.05. Similarly, a construct
score immediately below 95% of all cases is a full member, i.
e. assigned a membership score of 0.95 (Ragin, 2008). A
median construct score signifies the maximum point of
ambiguity and hence, is assigned a membership score of
0.50. Table 3 provides the threshold values used in
calibration.

4.3 Consistency and coverage
The fsQCAmethod reports consistency and coverage scores as
metrics to analyze the relative significance of a complex
configuration. Consistency, a measure of the degree of overlap
between a configural recipe and an outcome variable, is
essentially a metric for necessity. A high consistency score
indicates that the majority of cases belonging to a configuration
subset will also belong to an outcome subset. Drawing a
comparison between QCA and traditional statistics,
consistency is similar to correlation. Consistency is computed
as:

Consistency Xi � Yið Þ ¼
P

min Xi;Yi½ �
P

Xi

Here Xi and Yi represent case i’s membership score in the
configuration set X and the outcome variable Y, respectively.
Coverage measures the coverage of the outcome variable by a
configural combination. In other words, coverage represents the
sufficiency of the configuration to actually cause the outcome.
Coverage is analogous to the R2 value in traditional regression
analysis.Coverage of the subset relationXi � Yi is computed as:

Table 1 Sample demographics

Gender N Total

Male 185 470
Female 275
Unknown 10

Age group N Total
Baby boomers 45 470
Gen X 131
Gen Y 177
Gen Z 72
Unknown 45
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Coverage Xi � Yið Þ ¼
P

min Xi;Yi½ �
P

Yi

5. Empirical results

5.1 Truth table and venn diagram
Table 4 provides the truth table, which depicts all possible
configurations of the four antecedent conditions, the number of
cases for each configuration and the subset consistency scores
for the WOM outcome variable. Truth tables in QCA are
analogous to correlation matrices in conventional statistical
analysis and show kinds and frequencies of cases. Out of the
total of 24 ¼ 16 possible combinations, the truth table provides
16 rows of empirical instances for all configurations. In Table 4,
l indicates the presence of an antecedent condition and *
indicates the absence of the condition. The requirement for a
configuration to be consistent is set to a minimum of 0.85,
which exceeds the recommended threshold consistency score
by Ragin (2008). Consistent configurations are denoted in
bold highlighting. Figure 4 shows filtered configurations for
WOM intention, in the form of a Venn diagram, after filtering

out any configurations having a frequency less than 10, thus
retaining 94% of the total configurations.

5.2 Sufficient configurations
We apply the Quine-McCluskey algorithm with fsQCA to
identify sufficient conditions for WOM. Recipes for WOM
includeP1, P2 and P3:

WOM ¼ f AEV ; AEXð Þ

WOM ¼ f EE;AEV ; PQð Þ

WOM ¼ f EE;AEX; PQð Þ

Table 5 presents intermediate solutions for sufficient causal
configurations for WOM. The frequency cutoff was set to 10
and the consistency cut was set to 0.85 and intermediate and
complex solutions were found to be the same. The final
solution has a high consistency score of 0.87 along with a high
coverage score of 0.78. According to the results, all three
proposed configurations (P1, P2 and P3) can induce WOM.
The first recipe is made of AEV and AEX and has high
consistency (0.91) and coverage (0.62) scores. The second
recipe suggests that the presence of EE, AEV and PQ can lead
to WOM. This configuration has a high consistency score
(0.90) and a high coverage score (0.67). The third recipe
indicates that WOM can be stimulated by the presence of EE,
AEX and PQ. This configuration also has a high consistency
score (0.92) and acceptable coverage score (0.56).

5.3 Interpretation of X-Y plot
For an outcome variable, a condition is said to be necessary
when the condition is always present during the occurrence of
an outcome. Thus, the outcome cannot occur without that
particular condition being present. A condition is considered

Table 2 Measures and reliability

Construct and reference Items
Reliability

Cronbach’s alpha

EE Close et al. (2009) This exhibit should be fun
This exhibit should be enjoyable
This exhibit should be entertaining

0.924

AEV Bagozzi et al. (2016), Pons et al. (2016) I feel content in this place
I feel happy in this place
I feel cheerful in this place
I feel relaxed in this place

0.917

AEX Chun et al. (2017) Compared to other exhibits I’ve seen, I expect this exhibit to be above average
This exhibit should be fun

0.791

PQ Taylor and Bearden (2002) I believe this exhibit will be superior to most other exhibits
I think this show should be better than most other exhibits
I believe this event will be high quality

0.860

WOM Zeithaml et al. (1996), Prado-Gasc�o et al.
(2017)

I am willing to share my exhibit-related experience on social media
I will speak well about the Shark Reef exhibit if other people ask me
I share comments, photos or videos on social media about exhibits, shows or
events
I will recommend other people to come to the Shark Reef exhibit

0.871

Table 3 Construct calibration details

(n = 470)

Construct

Range of
multiplicative
construct score

Threshold for
full non

membership
(0.05)

Maximum
point of
ambiguity

(0.5)

Threshold
for full

membership
(0.95)

EE 1-343 8 252 294
AEV 1-2,401 27 1,029 2,058
AEX 1-16,807 16 1,536 12,005
PQ 1-343 16 168 294
WOM 1-2,401 15 900 2,058
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sufficient when the outcome always occurs in the presence of
the condition; here, the outcome can also result from other
conditions (Rihoux and Ragin, 2008). X-Y plots are used to
analyze the necessity and sufficiency of the obtained
configurations. In our analysis, the X-axis is chosen as the
configuration in consideration and the Y-axis as the outcome
variable. X-Y relationships are seldom symmetrical in real-life

cases and are often asymmetrical (Ragin, 2008). A necessity of
X (configuration) exists when all of the cases appear to be
below the diagonal, whereas X is perceived as sufficient when
most of the cases lie above the diagonal (Papatheodorou and
Pappas, 2017). Figure 5 shows theX-Y plots for WOM; in this
figure, the X-Y relationships are asymmetrical. As the cases
appear both above and below the diagonal, there is no
necessary condition. However, for all configurations, a majority
of the cases lie above the diagonal, indicating sufficiency
(Woodside et al., 2015).

6. Conclusions and implications

Even though consumers are waiting for the main event, their
pre-event experience (or waiting experience) can be vital to the
overall success of it through the cultivation of WOM. Without
the support of WOM, many events or service experiences
would lose their power to attract customers. As our findings
indicate, the waiting experience is essentially its own event and
should be considered as such, especially when it comes to
allocation of resources. Ultimately, using the psychology of

Table 4 Truth table of configurations: distribution of cases for WOM

Configuration EE AEV AEX PQ Number of cases Cumulative % Subset consistency

1 * * * * 107 26 0.35
2 l l l l 104 51 0.94
3 l l * l 35 60 0.87
4 * * l * 24 66 0.72
5 l * * * 23 71 0.66
6 * l l l 18 76 0.92
7 l l l * 15 79 0.91
8 * l l * 14 83 0.88
9 l * l l 13 86 0.81
10 l l * * 13 89 0.89
11 l * * l 11 92 0.80
12 * * * l 10 94 0.78
13 * * l l 7 96 0.87
14 l * l * 6 98 0.78
15 * l * * 6 99 0.88
16 * l * l 2 100 0.87

Notes: l indicates presence of attribute and * absence of attribute. Truth table shows all possible configurations appeared in the data set. Bold indicates
high subset consistency scores (> 0.85). EE = event entertainment; AEV = affect evaluation; AEX = affect expectation; PQ = perceived quality; WOM = word
of mouth

Figure 4 Venn diagram showing considered configurations for WOM Table 5 Sufficient configurations for WOM

Model: WOM = f (EE, AEV, AEX, PQ)
frequency cutoff: 10
consistency cutoff:
0.86

Raw outcome
coverage

Unique
coverage

Subset
consistency

AEV*AEX 0.62 0.08 0.91
EE*AEV*PQ 0.67 0.13 0.90
EE*AEX*PQ 0.56 0.03 0.92
Solution coverage:
0.78
Solution consistency:
0.87
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waiting in line to their advantage requires a dynamic balancing
act by service marketingmanagers.
To maximize value for consumers, waiting environments

can and should be engineered and optimized by marketers.
This study explores one vital aspect of marketing – WOM
and the intention to spread it, based on the perspective of
customers as they wait in line for an event. The waiting
queue to enter the Shark Reef exhibit can, at times, provide
enough time for marketers to manage messaging and create
positive experiences for consumers who are eager to find a
distraction and willing to spread WOM with their smart
devices. Although our findings indicate that many
participants expressed their intent to spread WOM after the
event, marketers should engineer the waiting experience in a
way that encourages positive WOM during the wait in
addition to during and after the actual exhibit. Essentially,
the waiting environment should offer its own engaging

experience that builds on and supports the excitement and
anticipation for what is to come. This pre-experience (or
waiting time) should be designed to encourage positive
WOM about all aspects of the main event, similar to a fan’s
experience while waiting on the benches enjoying the pre-
game entertainment and activities at a football game. The
likelihood of boredom while waiting provides an
opportunity for marketers to boost positive WOM from
consumers; some possible ways they can do this could be:
� interactive social media games through hashtag

competitions;
� free trials of food or other retail-related products; and
� promotions or coupons based on posting to the brand pages.

In essence, queues can provide consumers with an opportunity to
socialize with each other while also allowing marketers to connect
with and advertise to them (Tu et al., 2018).

Figure 5 X-Y plots for sufficient configurations
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There are several implications of our study. The simplest
fsQCA recipe for WOM highlights the salience of evoked
emotions while anticipating the exhibit, namely the combination
of AEV and AEX. In relation to this, service marketers at Shark
Reef could provide simple and easily accessible Instagram-
worthy photo opportunities such as, for example, a photo booth
or shark props, without the need to leave the line. Interactive
experiences with Shark Reef employees could also enhance the
exhibit waiting experience and increase customer engagement
and positive emotion while giving them a taste of what is to come.
Also, marketers can provide complimentary high-speed internet
access to consumers, which would encourage them to spread
eWOM even while waiting to enter the exhibit. In addition, mini
exhibits could be set up in the waiting area to enhance
engagement; such exhibits would support the Shark Reef’s
mission to “educate, inspire and conserve.” Opportunities for
impulse shopping should be readily available in the immediate
area and promotional materials or coupons can be provided in
exchange for customer information. Once such information is
obtained, service marketers could offer targeted promotions for
additional events and exhibits. These types of marketing
solutions could provide additional revenue sources (and photo
opportunities to share via eWOM) in addition to reducing the
frustration often associatedwith a boringwait time.
This study has several limitations that result in opportunities for

future research. First, we did not consider the potential influence of
other factors such as prior exposure to eWOMand other marketing
efforts. In fact, asmost eWOM-related research for events considers
post-event potential posting (Scheinbaum et al., 2019), future
studies can also study pre-event reading and its influence on
anticipatory feelings. In addition, customer-driven eWOM, brand
pages, social media postings and other event-related advertisements
provided from the event organizers could also affect pre-event
feelings; as such, additional studies can analyze marketer-driven
promotions as they relate to respondent expectations to see if they
match. Additionally, this study does not differentiate consumers
based on ethnic culture; because many venues attract tourists from
all over the world, future research should explore cross-cultural
differences regardingwaiting behavior (Pàmies et al., 2016), eWOM
(Krishen and Hu, 2018) and social media consumption (Krishen
et al., 2019). Our study was limited by a quantitative survey-based
methodology; future research could use a different data collection
technique such as a netnography (Thanh and Kirova, 2018).
Furthermore, the actual location of the queueing experience and the
reason for being there (vacation, entertainment, grocery shopping,
etc.) would likely have an impact on a customer’s intention to
pursue socialmedia behaviors. In our case, the SharkReef is located
on the Las Vegas Strip, a location where visitors expect to be
constantly entertained and are excited to share their unique
experiences with family, friends and others at home and around the
world via social media. Consumers of the exhibit are likely part of
the service profit chain for Las Vegas and can be sources of both
short and long-term future revenue (Prentice et al., 2017).
Additionally, Las Vegas visitors are also likely accustomed to the
idea of waiting in line to enjoy an experience, whichmay affect their
expectations and perceptions of the experience. Another potential
limitation results from this study not measuring the amount of time
each participant spent in line prior to completing the survey. Future
research could expand our findings and analyze the data with
quantitative methods to uncover potential relationships between

time spent in line and other outcome variables. Determining the
optimal window of time for engaging with waiting customers can
help marketers have even greater influence over WOM intention.
Each venue could calculate the optimal queueing time length and
engineer the queues accordingly to reach customers and maximize
theirWOMvaluewhileminimizing frustration anddissatisfaction.
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