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Abstract

Purpose: Waiting occured frequently in the service industry. Because waiting time is perceived as a loss by customers, perceived waiting
time affects positive and negative responses to restaurants. If the waiting time is perceived as long, the waiting receptivity to accept the
wait may also decrease. Therefore, restaurant stores need to increase waiting satisfaction so that customers can feel the waiting time
shorter. Therefore, in this study, the effect of perceived waiting time and waiting satisfaction of customers visiting Taiwanese restaurant
companies on waiting acceptability, emotions (positive and negative emotions) and satisfaction is investigated. Research design, data,
and methodology: This study examines the structural relationship between perceived latency, waiting satisfaction, emotion, and
satisfaction. To verify the purpose of this study, a research model and hypothesis were developed. The questionnaire items were modified
and used according to the content of this study based on previous studies. All configurations were measured with multiple items tested
and developed in previous studies. Data collected from 407 Taiwanese restaurant customers were analyzed using SPSS 22.0 and
SmartPLS 3.0 programs. Confirmatory factor analysis was performed to measure the reliability and effectiveness of the measurement
tool. Structural model analysis was performed to validate the study model. Results: The study results are as follows. Perceived waiting
time was found to have a positive effect on negative emotions. In addition, it was found that waiting acceptability had a negative effect on
negative emotions, and had a positive effect on positive emotions and customer satisfaction. Positive emotions were found to have a
significant positive effect on customer satisfaction. Also, waiting satisfaction was found to have a positive effect as a moderating variable
on the relationship between perceived waiting time and waiting acceptability. Conclusion: According to the results of this study,
perceived waiting time was found to have a negative effect on eating out consumers. However, if the waiting time is satisfied, waiting
time will increase the waiting time acceptability. Therefore, if customers are satisfied with the waiting environment by improving the
quality of the waiting environment, it will be possible to establish a marketing *strategy* that stimulates the positive effect of the
perceived waiting time.
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Taylor, 1994). X|ZtE|= Ch7|Q] &2 CHZ|A|ZHol| HIZBHCt (Davis

& Heineke, 1998; Haynes, 1990). &, Ci7[A|Zt0] 2O E+E CH7|E

F85tAXt = O (CH7|+=84)0] SIS0 AH|XHO|AH EX|

@2 AZS O|XICH (Larson et al, 1991; Pruyn & Smidts, 1998).
O,

et B2 7|fS2 2Rl H7|dds 249 HEe=

=

Fst0|, F28 t7|AZHE E0]7| s B2 =¥E 7|=20|2
ULk

JdejLt &30 AH|9F MH|ATE FHEOAN O|ROXs <A
AAOIA 7|0 AH|XtO| Ch7[sHAE HAAZ|AL ofEste
AL £IX| QU (Kim & Lee, 2009). YHIH O Z Q|Al OjEO| ZZt2
SHEE|0] lom, AH|XFSO0| Y F7H0| HHREEE AjZto] CHE
MAFECEH 71 Ho|ok E3t 0j2| BHEO 52 AES Tofst|ot
St Zle MEQu Fal 24 OjE2 Mol FEub Ao
AED MHIAE A S stEE F2PEQl (YA Q)

SioF
=89 S22 UFT|7F HX|7t ALt (Bitner, 1990; Bitner, Booms, &
Tetreault, 1990). O[O 2[4l AMAZ2 CHE LAYUTECH AH|ZIO|
CH7[2440| H|nH Zon 2|FE0| ROt Ci7|AIZtE 21 HOo|oh
(Kim & Lee, 2009 Y. Kim & Oh, 2010; Taylor, 1994). J2{E 2
LH|IXSOA XZAkl= Ti7|AZE2 AH|XRS| BHSO)
oS DX EZ Tf7|HeE YEAF|X] f= AO| ECt Pruyn &
Smidts, 1998). 2Lt M| MHA HIE &4 o 1 g
HX| 4Ck
o|a1 zpaoﬂ)q = 01;

=
EEE

Ch7| &k S0 sl o7 |Alzt
OfAHLt E0|X|= ZetEfzte Ch7|of

groto] 2AAQIZLE AHstRiC
“3'.:”—1 ChZIAIZE (AN CHZ[AIZhat
LHeICh Z42H5 TH7|A[Z CHe| X|ZHEl Tf7)
O K|Stz AMEO| O{EH MZist=Liof
mat 22 AZtolgte of2A X|ZE £ ULt FHEHe=E
Z2AHE O|2 (Prospect Theory)2| TELOjA AMRIO| AjZHS
O{EH| X|Zfst=Li oLt 2 =42 X|Zist=Lhof ozt 7|CHof
Chst B0l 22td &= UCh ojet 22 A2 of7|=tdnt

of metME 2
:

%2t

Azt AI7*% HI

=217 ALk (Pruyn & Smidts, 1998). OHE
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2 f7|ee A

= U
ST BIS2 QU £ UK MRHA QALY
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2. O|2X HiHA
2.1. X|ZHEl CHZ|A 1 ZH

olsie2 AHdEe HIRSHY MH[2AE HIHe 2EPHQI
H ch
C
= (Perceived
Waiting)= 7|®10] M3 £ U= 4E A MH|A 359| A=
QIS LMTICE = 7|Y¥o 50| LAHLE AH|X2| FEL}
Z7E EICE AHIXE 4F R MHIAE 3gfE = US
W7ER] Z|Ek2|A =l Z40|Ek
35| 10| FOfSIARL H= HEF
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HNEZEln e 9|*'DH§01|A1
oj&el 37|, Mujaol £ ZAR 89 MH|A &dof| ezt
Ci7[sieto] oS HIRsHA Zidsich |9 StEel #< ozt
SN2 O QHAHBICt (Kim & Lee, 2009).

Cho|sieto= Qs Mo Z==sfofskz  O§EOl CHZ|A|Z
(Waiting  Time)y2 2EtHoz Q4  OiFOAMel 1HZ50

CH7 [ EO| SdE|HMEE HMEICH (Haynes, 1990, Hui & Tse,
1996; Y. Kim & Oh, 2010; Taylor, 1994). O|l CHZ|A|ZICZE Qls}
DHES0|A Oof¢lE, MEH, MY, 2 S92 A UH0| FYE

4 9lon|, SHE 20| WNEY ol fFozRE HBus

o X AHIAGIX SEEel gmol Holg & 9tk
C7IAZES 2B 242 ool Cfgt a0 2y

o
MOl FetS O|XICH (Grewal, Baker, Levy, & Voss, 2003; Larson
al, 1991; McGuire, Kimes, Lynn, Pullman, & Lloyd, 2010).

O3 CH7|A|ZIO| MZHo| HAMA HiS0| 2 WES Ojk|l=
O|f & dlLt= Ao Z|Ct2|l= AlZto] & I%EE INEAL=

b3k Shsle]

m=Zolct. ch7|=2 OIOH X[QE|E AlZto] A0 2fRstn A=
82| gH|, & &4 = X|ZE|0f H| 82| &4 ChH| (Th7|AIZE ChH])
g 242 B2 ‘i‘ MEA S22 BYs o= d40|

A ZOICt (Pruyn & Smidts, 1998). O[0f 2 7|PE2
AHBSOA XZkl= Ch7|etd L AZE 0% %80_ X (Vital
1 H2[5t QUCH (Davis & Heineke, 1998; De Vries,
Roy, & De Koster, 2018).
ZZAHE 0|20 WEH ARS2 O[EL 24E o 3
X|ziste RS A= HHEL 71T AE 8=
Ol 2IstAH HOFEQICE (Kahneman & Tversky, 2013; Tversky &
Kahneman, 1992). Z2 E0|AM DHFOIM HSE=E= = (eg,
' AZHOf| A

o
840l 2 HEs AHI2)0 0122 ol

soe w

xj2lo|
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X|ZtE|= CY7|A|ZH0| D2 CH ZCHH oS RHe SEHEC &AM 0|
HS 3A AHE 7580 AT Wt 2SHIXA X2kl
QA OiFel F2 £90f st s=2 th7| Az 2l =HX|=
SHECE O 7RX|el EAFEO| AHoF & Aot (R|HE=
CHZ|AIZHOH| 2lgt 24 7HK| < X[ ZE= 80 2fgt 0] 7HK]).

ChZ|AlZtol ZO{EE ol2ist Fek2 HF Zotx|7| WEo
F8&E 5 U= H7IAIEe 7o) et 580| sttt of
A DASOA dekls &H tH7IAIZE2 ol217HK| 2,
dEld A=2 S5t 7HQof et FaHoz ChEA X|ZE L
&, OjEolMel AMA CHZ|AIZE (Object Waiting Time)mt X[ZfEl
EH7|/\|7J% 0ol CH7|of CHEt =& 7|F, OiE 2Hg, AMH|A 8
M S AL &=l w2t ChEA X[ZHE 5= ULE (Antonides et
al, 2002; Pruyn & Smidts, 1998; Taylor, 1994).

It 2 A0ME RIZEl= Ci7|Ato] k2 OiXl=
ARSI Aol Ciet Cifel 2015 F 7|89t 474, 12|
CH7|2H50] 2| RACt.

'

2.2. X|ZtE Cf7|A|Zta} O 7|89 2|0 247
X|ZtE CHo|AlZte OfE ZEF9| Lol 7|ZE2EM (Haynes,
1990; Taylor, 1994), 1Z10| =8 7ts%t CH7|AUE 7|&EL2=E2
H|WE[0f HIIEICH (Hui & Tse, 1996; Pruyn & Smidts, 1998). &,
MaEes AH[A0| H[S] CHZ|AZHO|
72”‘"3“ Z40|Ct o|m, NZHZO0AH X|Zxl= C{7|A|ZHO]
o710l Chet =87ts-d0] XMSHz[0f (McGuire et al,
010; Taylor 1994), MH|AE %IoH Ci2(5te 201 CHs £
2S5 2= ICH (Antonides et al, 2002).
[Rto| CHEEQl FAM HE2 ZHE (Emoton)O|Ch. ZH
FooHel zHelat Bk S 7|1g2t ®E e AKXl B
O|lH, 7|Z¥ate| HAIX|Z2MS| Z™H2 AH|XL =29 Z&
O/& == QUCt (Oliver, 2014). &, 2™ AH| W50
=2 29l & 3ILIZ (Bigné, Mattila, & Andreu, 2008, Dubé
& Menon, 2000), ZH|XtQ| 2HFO[Lt MH|A0] CHot oy ZFo|
=83+ P2 0|ZICt (Babin & Babin, 2001; Barsky & Nash, 2002
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Lee, Lee, Lee, & Babin, 2008). [M2tA AH|X[C| IOl Mo}
SES Oofgfsty A& ste A2 AHR| HEE FESIR
SHetAlZ| =0 20| ETh 3] AH|X7E X245k dE2 3EH
a¥a 23N dFEez HHPEG, olzfst A™E X|ARe=
CH2|AlZEe] ZOo|of CH7|=8 ol w2t Cr2A| YWHECH Pruyn &

makA RIZHE 7 AIZIS +87H5 48 7IFo R ARSI
3WH B2 23N PHom WS ¥ o=z =
ATOAE Cht Zo| FHd0] MYEICE

HL: X|ZHE CH7IAIZE2 Tho7|+=-8-80f Relet & (+)2] Sets 0/E

Z0|Ct.

H2: X|ZEl CH7[AIZte &85 780 Relst 8 el dg=
o2 ZAojct.

H3: X|ZE CH7[AIZte =85 &80 Relet £ (w2l e
o) Zojct.

H4: CH7|+882 #84 #4380 Relet & +)o dgs nE
Z0|LC}.

EHoz Ci7|UHS 2Fdte 7td 2 222 LHIXHA
P

R
XZElE CiZ7IAIZoITt X|ZEl= Th7|AIZH0] e 5 Ci7|of

Zt Zt
Cist BEJRE7L &8 7hsH0| ALt (Antonides et al, 2002 Hui &
Tse, 1996).

X|Z=l= CH7[AlZte AR CH7] AjzZkar JHelo] X|2fshe
Ci7IAlzkel ZHX] HI)oll w2t ZF™ECL 53] AH|XHOA

XIZEl Th7IAIZIS] X7 £ £2 i7IAIZhS AR Ci7|AlZE
Chel 274 X128 2 7hs4o| &2 HHE, Xzsls T7|Aze)
TRTE RSS2 7IAZES AH ChZIAZE T A Rz

7HsM0| =L} (Cameron et al, 2003). &, CH7|A|ZHe] 1K= %A

NS 2URPE B A sMTECH APl o
I} S JHs 40| ULk

sm, B4z} w517, AT 2@ il tel ol
got W 4 Utk YuEoER T o irpEe 1S
C7I2H50l 3TN PES 08 4 UOLL XIZEE Az
Jhxjof et Ch2 7 Yare ola 4 9tk

el g 23 (Resource Allocation Model)Of| [HHEHH, AH|XHOj|A|
CHZ|AIZtO] nH|[822 X|ZbE M, AlZh AHRO| CHeh 201zt
=O0IX|0, X[2tEl CH7|A|ZtO] HM| AlZh THH| ZA =7AZICE
(Homik, 1992). O|Wlf CH7|&tE & EHE0] X2|zl= FEO| 20|
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S =5 M2lste HEO| ol Z7tE|D CH7|AZte| FEX|=

=OIZICE AMa2lgt "Eo| 71X & 1IHK|Q] Azt & EE /7|
HH—E‘OlEr (Zakay, 1989). %, TH[EQ| C§7|A|IZte|
th7|ztde =Zst 25 @0 Cfeh #Alo] M1, 23|
HEZ QAslol & O AlZto] EStD 2AH FHs19
Chot SHEEJF QORH = QUCE [hatA Ci7|A[Zto] 1H|ES
Xzl AHXEOAE CH7IAZE o e & = Ue
tho|etdE XYstRe W S et Z0ta 7hsgo| QUrt

BHH, AH|Xto| Al CH7|A|ZH0] ME[§22 X|ZHE W, CH7 |2 &
Nelgle el 20| 7t 2 f, HFHOE KIHX[Ql A7t
Chst TE0| LOIX|M, AlZhe B2 =73, 7|0 ek SHEEE7t
=02 7ts40| ACt matA CH7|A|ZH0] MH|822 X|Zk&l=
AH|XFEOA 7|2 S CH7|AlZto] EESHK| Rot=F st
CHZ|ofl CHt PHE=7F =OFEICH (Baker & Cameron, 1996; Cameron

o]
[

i
N
Hu 2 1o o

et al, 2003).

RS2 Z™E MHIA0 oSt HAM dzZ|ln QIXE ZHHEo
CHSHEZEZ  (Bielen & Demoulin, 2007), AH|XtQ| HhS0f Chsh
S8 s I A2 REF FdEs 4o APle 9
odgtg itk W2t Cho(of CHEt BHES X[Zdts AfRYE
CZIAzte 38Xz 8% 7540l ATt FHFo=
CHZ|AIZHE DAS0|A B85 Feke OIX[X|TH 7] 2P0l
std 80| SHEg ot Cf7|of cist ™Y gteg =9 7|
AZte +=8d%tes d¥e s2F + Atk WM 2 d7s
CtSat 22 7Hdo] A-E|UCE

HO: CH7|2HE2 X|ZHEl CH7|A|ZH0] CH7|=840f OjX|l= F&s

ZHS zolch THEHe=E Cr|BHES XL Ci7|A|Zo]

Cth7|+=8-80) DXz R8N s oAzt AIZ 20|tk

— T o™ (=]
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Figure 1: Hypothesized Model

3.2. ZAMEA|

32.1.
= Aol A7 JHd 8l AFEEe ABSHY| flstol
1 EZh QA DM HoISH 2 Mol f

[

EA‘I Hl

Q4 2HAIES HY2R HE=AE ZAERACL dEXl=
LF US| A2t SO & 450 £O| At27t +EEUCH, FSH
A =28 X 43 FE MR T 407 RO A7 240

3.2.2. I:l:| o| *I-I

2 dAFoME FEA H AHEZS Hest BE FHEEFO|
™ = My O YL 7™ = 0 Dol 2[HE 7H
M2 HJPEQCt 2 Ao olgE
MAATFOIN EfFH0] LYTE FYESE 2 AFUE0 HA
T E|0] O] L[ALE

K22l CH7|A|ZH2 QAL AH|XPPF MHIAE 2H2 F=H|7t E|0f
UZ WEE MH|ATE AZRE|Z|TER] AH|XOIA| K| ZHEl= AlZte
0|0, Hui and Tse (1996), Pruyn and Smidts (1998), Taylor (1994)
52| T E HIECOE 2 g7 &= XA +TEof 3 EHeE
EFEIACE 7|8 HL  QAAH|RIZL X|USH= Cf7|AlZtat

o71ede =8 &= U EEZO0|MH, Hui and Tse (1996), Pruyn

Heese W2

and Smidts (1998)2] CGITE HIEc=Z E A7 Alsto] 2
+YE0 3 2YoR ZMYEUCL [N AW 2N AYe
QMAHIXIZE OEOIM L7l= 3EEQ ZEn 28 UEo
HEO|H, Lee et al. (2008) Hahn (1996)2| YTLE Higtoz Ztzt

S5toz ZHL|QICE THEL QAIAH|XIZL HEs IIRS wa

5 32 92 20| s FHO g M BIOID, Olver
=
=

(20142 GIT1E HiEo = T Eo=2 HYE|QICE OpX[gte =z,
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CH7|2HES  QIAIAH|XIZL CH7|stde ZHY so =0
e 7| 4ol chet Mebs BI7HO0|H, Hui and Tse (1996), Pruyn
and Smidts (1998)2] I HIEto 2 3 B8to = AH UL}

g o,

4.1. BE29| oY EH

2 70| M0l EE (n=407)2| QIFEAIE EE2 Table 1 1t

ZcE BN, MEHoM M (514%)31F oM (486%)°| HIE2
H|==8lACE 9 EX H[82 20 CH 366%)2F 30 CH (34.6%)7t
JHE B2 HgE 2EE e, 0|2 (553%)0| 7|2 (44.7%)°

H|%5Er i 57 ERARC OB 2% B8 Cl2 #
)

o] BEEl 2oz ZHEICE

Table 1: Demographic Profile of the Respondents (N = 407)

Index Category N %
Gender Male 209 51.4
Female 198 48.6

20-29 149 36.6

Age 30-39 141 34.6
40-49 93 22.9

50 or Older 24 5.9

Marital Single 225 55.3
Status Marital Status Married 182 44.7
High School 56 13.8

Educatio College 50 12.3
Ler\‘,e| University 235 57.7
Graduate School 66 16.2

Less than 15million NT$ 62 15.2

~ Less thfnméggrilllion NT$ 90 221

~ Less th3£nm4{gr?1rilllion NT$ 118 290

Income ~ Less thllelsnmégrct)]rilllion NT$ L 189
- Less than Tomilion NTS | 28 6.4

~ Less th?nméglg?llion NT$ 13 3.2

More than 90 million NT$ 21 5.2

N = Frequency

42. A7TILI0| EpHY W MEY

ol

2 HF0M E=EE Ciets Aol CHAXRAEE SPSS
250 I} SmartPlS 30 22 ZHBEIUACH (Hair Jr, Hult, Ringle, &
Sarstedt, 2016). HA AFLHR|E2| LHEBEIEE (Content Validity) &
TEEFEE (Construct Validity) A5 2 2IH
Exploratory Factor Analysis)O| &A|Z|QACt T
Heleh LHHX| HMa=50| BHAX QoI AL

EME QOIEM (EFA

[mm )
S o
SR EN eI LA

1 = —
7] =84, 288 Zd 3d8d 43 J2ln 7|¢s § &
5 78 B ZHEQCE 5 7 B0 291 M2 731
~ 939 22 Y 7|FEQ 5 O|4E 3| oiRienl, 35dE 675
~ 90622 HE 7|EQ 4 0|4E TSt ALE EEE[0], LA
Aotd S WEEFEEL FAMEEME0] 25 AT E[AUCH (See

Appendix 1).
EMMA QOIEM FMXIO|A LHREFSHAED TAEFSHS 5
AITCHRISo| CHUXREE SmartPls € O|&%t0] EME|QUCt

_I.
0

(Hair Jr et al, 2016; Park, Kim, Jeon, & Lee, 2016). THUXIRIE HE &
LM ekt SHEFSEMNE2 ZREQQIEM ARz 2A

(Cronbach's o), ZHEAZZ &4 (CR Composite Reliability),
Ha2MEE (AVE Average Variance Extracted)2Z 2MT|QCt
HA 57 #==0| QO MIYZI2 840-951 L= ZQIE Q IFIYX|
HET|EQL 5 OlME HEEHien, MElEs 831 ~ 932
NEMEEE 897 ~ 957 9| FX|2 5?H5|o1 HE
o=z *K-IE|

Ar
re
B~
M
rlo
3‘
(Ua)
13
(0]
3
-I|>+
0>|
§
H
a
rTn
ro
[8;) —.—
mju
[l
ot
Ot
rir

2 '—fEf'-*Eh et = a7l LH—*. 2 HSEEE0

e » of

41 oy 4 o oy [0 Fp
m
_m

See Appendix 2).

r.ﬂ EfgE B2 AVE 9 H&Z2 (Square Root)O|
|2 AZEA A= (Fomell — Larcker 7|F)ECt &2 Of
24 ZdaL AE 9 M&2el %Ato| 851, 2E
LA A S| Z[CHZLO| 549 2 HE AVE °| M&

= dEREAAEel  O[BtE LIEILL “*t”Ef':*“Ol
SE|RUCE (Hair, Black, Babin, Anderson, & Tatham, 1998) (See
Appendix 3).

Mmoo omnorE
40
|_o
E

o
n

ol

oY 8N R m re

43. A7tEe 4%

= AFOM E=EE CHEF QY AH|Xfel X[ZE Cf7|AlZHd

olRizol oi7l484, SR Y, 3N 2y 12
TALFO| OjXE REN BAQ 24 ADH: CHSTH 2T (See

Figure 2).
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Whaiting
Satisfaction .
Megative
Emotion
E33(11.4T4%%*) y
S00(5.578%) 1903 303+%) D04(.086)
A28, 11454+ Customer
Satisfaction
_OR6(Leszy  TRAOTEETE) 226(4.119%+%)
e Positive
Emotion
*+p <. 001, *p <.01
Solid Line: Significant Paths
Dotted Line: Not Significant Paths.
Figure 2: Estimates of the Structural Model
WA, X[ZE CH7|AIZH2 CH7|=880| |elst geks OJX[X|
e AR LIEHLL H1 2 ZIZEIQ{Ct @ = 077, tvalue = 1253, p 5§ AR
> 05). Lot X[ZtEl Ch7|AjZto] B8 Ao Felst ()2
o13=1 = b - _
G2 0K AR LIERHOH @ = 300, tvalue = 5578 p 5.1. O|2X A[AMH
< 001, =8 4EO= Rolet &2 OIXX| $e Ae=

LIEFSICHR = -084, tvalue = 1652, p > 05). [EFA H2 = XHEH

T|UOH, H3 2 7|2 ZIQUCE
shE, Ch7|e842 B8N Z4Fo fost oo Jos

OFCH @ = -199 tvalue = 3392 p < 01), 28N Z™H=
Rolst H(+)o Fe2 O|X|= H2Z LIEMCH B = 483, tvalue =
979, p < 001). [EFA H4, H5 2 X Z|QUCh CH7 |24

IABZO= Foldt F+)e S Okl A= LIEL;
= 422, t-value = 8114, p < 001), H6 =P+ XHEHE| QAL

tgez 238N A¥2 A= Rolet deg O|X|X|
%9;294 B = -004 tvalue = 086 p > 05, &Y ™
A= Folot H(+)2 s DXls A2Z LIEL; @ = -
226, t-value = 4119, p < .001), H7 2 7|2}, H8 2 XHEY=|QUC

nwmgg HO = XI’*EI CHZ At CH7|=8-d9
Lot 7| QIoh Zo|Ct 24
FEl CHZ A2k T 7| =84 2t
LEEHGICH B = 533, t-value =

UL} (See Appendix 5).

ox|, 2 g7 Z2AHE 0|2 (T
0| 85t0, 24| 2tZofAfe| Ch7|A|ZH0] D HS0f

= d
SN SN APl ORI Yol XHEN PES BAsic
S ZI, Of7AIZIOl 2N 2O Rop BYN ¥u2
DjfoL, 3N ZNUE R0 ¥ DK Yo Aoz
LERTE T2AHE 0|20 MER AFSS AHIE ZH
HEEQL MOl RHIOIA XZHEls 242 0|ojuCt BIgetn

O 3 2of SQICt (Tversky & Kahneman, 1992). O|2{5H BHEH0f| A
QA SHAOMe| CH7|A|IZt2 DAS0|A &2 XI2HE 5= UCE

AN
Sol 94 ®HOIMS TTlAlzle Ym/EEoz
AZEoE, HOMOR CHE SEN SMwct B sz

X|ZE 7+s’d0| ALt (Haynes, 1990; Taylor, 1994).
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QUSE =Qlstn 22|s|F0{0F BHCF (Davis & Heineke, 1998; De

Vries et al, 2018 Grewal et al, 2003). 0|2 S0, 7| 2™ o2 OjEtQ|
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Appendix
Appendix 1: Exploratory Factor Analysis
Constructs and ltems L:Zgitr?gr;s Communality | Eigen Value Exzﬁe:iir?gg‘?%)
Perceived Waiting Time 2.654 17.696
| felt the waiting time at this restaurant was long. .894 .806
| felt this restaurant was longer than | expected before | visited it. 877 792
| felt the waiting time was long before | got a table guide in this restaurant. .790 .669
Waiting Acceptability 2.604 17.359
The time I've been waiting for_ before | got a table guide in this restaurant 831 767
is acceptable.
| think this waiting time is a reasonable time. .859 .832
| can wait this long to get the service of this restaurant next time. 731 .675
Negative Emotion . 2.600 17.336
It was disappointed .920 .870
It was got mad. .939 .894
It was bored .882 .846
Positive Emotion 2.281 15.210
It was comfortable .868 .873
It was pleasant. .879 .873
| was happy. .881 .867
Waiting Satisfaction 2.269 15.125
The atmosphere in this restaurant was good. .857 .860
The atmosphere was good when we were waiting in the queue. .879 .906
The atmosphere was good when waiting for the consumption experience. .868 .880
Customer Satisfaction - - -
Overall, | was satisfied with this restaurant. -
Appendix 3: Fornell - Larcker Criterion
Variable 1 2 3 4 5
1 Perceived Waiting Time .865
2 Waiting Acceptability .053 .862
3 Negative Emotion .280 -.188 .926
4 Positive Emotion -.054 474 -.204 .932
5 Waiting Satisfaction -.029 .545 -.128 .549 .938
6 Customer Satisfaction -.006 525 -.129 425 712
*Bold numbers indicate the square root of AVE,
Appendix 4: Heterotrait - Monotrait Ratio Correlations (HTMT)
Variable 1 2 3) 4 5
1 Perceived Waiting Time
2 Waiting Acceptability .078
3 Negative Emotion .310 211
4 Positive Emotion .067 .539 211
5 Waiting Satisfaction .064 .620 131 591
6 Customer Satisfaction .031 575 130 442 738
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Appendix 5: Estimates of Structural Model

Path Estimate t-value p-value LCES% CILjCL Results
H1 | Perceived Waiting Time — Waiting Acceptability .077 1.253 .210 -.079 .157 Non-Supported
H2 | Perceived Waiting Time — Negative Emotion .300 5.578 .000*** .186 .394 Supported
H3 | Perceived Waiting Time — Positive Emotion -.086 1.652 .099 -.178 .019 Non-Supported
H4 Waiting Acceptability — Negative Emotion -.199 3.392 .001** -.316 -.095 Supported
H5 Waiting Acceptability — Positive Emotion 483 9.796 .000*** .384 .570 Supported
H6 Waiting Acceptability — Customer Satisfaction 422 8.114 .000*** .316 .518 Supported
H7 Negative Emotion — Customer Satisfaction -.004 .086 .932 -.092 .079 Non-Supported
H8 Positive Emotion — Customer Satisfaction .226 4.119 .000*** 117 .329 Supported
H9 Perce‘i\-/ed V)\(léiting Time — Customer Satisfaction .533 11.474 .000*** .448 .626 Supported
Waiting Satisfaction

Squared Multiple Correlation (R%)

Cross-Validated Redundancy(Q?)

Perceived Crowding .345 .071
Negative Emotion 118 213
Positive Emotion .232 .060

Satisfaction .320 .160

***p < .001, **p <.01, *ClI : Confidence Interval, LCL: Lower Confidence Limit, UCL: Upper Confidence Limit






