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Abstract:

veues and resulting wai
Sxperience - plllll)t/lsli‘ia\l\:;sl-s: "l‘lwa)’s res.ultant of demand and supply imbalance. It is a common
demand and supply in offline : ZCE b9ﬂ1 in B2B and B2C scenarios. The algorithm of managing
queves on different i nd online moc}es are quite different. The paper deals with issues of
' virtual platforms experienced by customers online. The study focuses on
awareness, challenges, etc.
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1. INTRODUCTION:

Customers experiencing long queues and thus waiting in multiple situations is a common sight.
There could be various reasons behind the queue building up. It could be as simple as demand
supply imbalance or inaccuracy with planning or execution etc. The current research not only aims
to studies the queueing faced by customers but attempts to study it on online platforms. The study
acknowledges the emergence, evolution and development of online customer care services
provided by different brands. Though this is projected as value addition by the brands but there
are queues built up in the process. :

1.1 OBJECTIVES:

1. To understand the concept and practice of Virtual Queuing System

2 To find out the awareness level of customers about virtual queuing offered for customer
care services

3. To understand the factors supporting Virtual queuing and servicing by firms

4. To analyse the benefits and issues faced by customers during the process of customer care
services.

5. To study the comparison between virtual queuing and physical queueing

6 To suggest measures for improvement of customer experience during virtual queues and

services.
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1.2 WYPOTHESIS:

0 omers preference fo
¢ reason fi r custot " phy,
Hypothesis |- Pers onnel touch 1s

o )
the major significan a|

“ sical queuing
quenng : ustomers preference for ph){ in
HO- Personnel touch do not influence ¢t oference for phySlC?l] queuing |
H1: Personnel touch does influence customefsfp e of onvenience over physical queve
. : rea .
is 2: er virtual queue 10 for virtual queue
Hypothesis 2: Customers prefer vir eference for
HUOT;' Ease of convenience does not influence customer I:)rreference for virtual queue
PR ) ' stomer :
H11: Ease of convenience does not influence Tlu ot having right customer care staff
Hypoesa 3 Vial ques foc bggest A 8 nificant challenge for virtual queue
o i i ,
HO1: Not having right customer care staff is notas f -+ challenge for yirtual queue
H11: Not having right customer care staff is a sigatiic

1.3 SIGNIFICANCE OF THE STUDY- . PRI S——

There’s an attempt to find out the causes behind queue built up an >he et ce
wait times and thus also aim at improving service quality. Further, by enjc.unng ?I_:]p ;m quality
issues raised by customers’ customer loyalty and retention can be achieved. .e. stu y'can also
identify loopholes in communication with customer thus paving way for ?trc?amllnlng. Wuh b_ener
customer satisfaction and work issues sorted out employee satisfaction will improve wh'nch will be
reflected in higher efficiency and effectiveness. Further this leads to reduce operational costs
owing to better resources management. Online customer care services help build up customer
database and keep it updated. Over all this will lead to better sales and better revenue.

1.4 LIMITATIONS OF THE STUDY-

Major limitations of this study include small sample size, possibility of subjective bias, small time
period. The study also faced challenge of non -cooperation from respondents.

2. THEORETICAL BACKGROUND:
2.1 Relevant Definitions:

Customers’ Perception: The opinions, feelings and beliefs that a customer holds about
particular product and /or brand

Customers Satisfaction: The metric used to describe the feeling of happiness when
perception meets expectation

Virtual Queuing: a system of online waiting for customers for availing service rather
physically standing in queue
. Customer Service-

assistance and support offered by companies to its customers of
prospects before, during or after they buy or use or cong

. _ . ume your products
Quality management-Ensuring consistent performance across all tasks so the produt
provided meets or exceeds customers’ expectations.
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2.2 Customers’ Pereepg;
- 0n g R

“ustomers develop PHON about Services
Custoriess P opmions and feelings g o
and ' or feelings can be attribygeq &s about any product be it good or services. These opmions
) v ¢ e ) " o o 3 .

1. Personal experience- A (o many sources. Some of these arc as discussed below:

’ h customer g hav ,

c A < ave > . o, ’ ” (
consumption of dll‘icrcnlproducls They ‘y ¢ C('Jmt across c.utam experiences relating to
m relation to quality. With dify: - they get to experience the quality and see the worth of product

o iterent pric .
get established. These personal Uprices charged by sellers its different grades of product also
£ : sona i : » ,
product, which bec 41 €xperiences lead to customers forming opinions about service
el . . Ql\lesabasxs for further purchase decisions
2. Societal lndlcatlons—lmpact of soci - o ]
adoption of products in the: lety cannot be overlooked on individuals’ choices an
¢ in i _ ‘ ,
seople’s exposure | ‘l1e1r lifestyles. Today in the era connected through social networking
: re h : - ’ ‘
consumers on diff as increased manifold. Individuals refer to online reviews posted by
iffer . . :
open up wind ent platforms. Apart from this understanding the demographics would also
‘indov : : ' G
3p1\1'1riet' Vs 10 understanding consumers and their behavioural projections.

. Marketin icati . "+ PIOJE
 lonn %h communications — we are living in an era of commercialization where corporates go
o long le o the: !

i 8 length to prove their product well above the other competitive brands. We are exposed to
? ‘emse,mems across all possible media platforms. These marketing communications form
e.\pect.auons develop certain opinions about the product in question. Further branding also leads
to feeling favourable or otherwise for the brand.

2.3 Major Areas of Quality Concern of Customers
Considering quality as subjective depending on customers’ preferences the possible areas of
quality concern can be many. To simplify the areas of quality concemn we can present following

categories:

. Technical Quality- This refers to what is provided. It includes systems and infrastructure

designed and created to produce and deliver the service. For example: database, machines technical

solutions, and know-how.

Functional Quality- This refers to how the service is delivered. This is more expressive in
Functional quality includes employee: attitudes, behavior, service mindedness,

nature.
appearance, accessibility intemnal relations and customer contacts.

2.4 Virtual Queueing in Customer Service
How does virtual queuing work? In virtual queueing customer join to avail the service. if the server

is occupied with other customers a queué will build up online where customer waits for his tum or
can request for a call back.

The benefits of virtual call queuing solutions- Experiencing queues in day-to-day life is a common
sight. It’s more frustrating for customers to wait for hours in queues to avail products. Even when
quality of the products may be good but waiting can really reduce the perception of quality of
services, Thus, affecting satisfaction of customers and even leading to loss of customers.

Companies realizing the significance of prompt services and keeping customers happy. They have

resorted to online customer care services 10 avoid physical queues leading to annoyance, stress and

exhaustion,
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e services helps i reducing the Nump,.
i I and executed virtual customer care: service bes o
Well desiymed and ¢

as been noted that virtual quenmyg leads to cnmpnmlllvclly qu.ic.k SQrvicQ.
eoandoned:calls, 1 has been noleg ' Jutions offered through these virtual assistanyg leaq
Conmvenience, time saving and customized solutions s
to mereased eustomer “‘“'S"“Clio." "measurement that measures a call center's efficae,
Fist Contact Resolution (FCR)1sa syslcm.ol’nu.m gher FCR rates mean more satisr'
m resolving customers” problems on their first call. ng. e tems offer customers o led
customers and better call center productivity. Virtual queuing sysluﬂ‘S ¥ I - h " sto
solution and maintain the records of the issues for future references. This also means they do ey
need 1o register, record or at times re-enter the virtual (]llCllf?S-
1.5 Comparability between Physical and Virtual Queucing .
The companies today offered both virtual and physical customer care services. Soltithe platfo.rmg
have their owy Pros and cons. Though the customer service is deemed to be quicker and COTfVCnlem
tme and location wise In virtual customer care services, physical customer care services are
preferred for the personal touch and satisfaction from a human attending to you face to face.
3. LITERATURE REVIEW:
3.1 Prescription for the Waiting in Line Blues: Entertain, Enlighten, Engage- Richard C, Larson
(1991) Waiting in queues is always seen as a reason for dissatisfaction. The study suggested

bringing distractions. Ope important finding was keeping customers informed about waiting wag
not associated with increase in satisfaction.

3.2 Telephone Call Centers: A Tut
Avishai Mandelbaym (2002)
Analysis of Customer Pati

orial and Literature Review- Noah Gans* Ger Koolet

ence in a Bank Call Center Paul D. Feigin July 24, 2006-
tors affecting customers, The study identified patience as a
r abandon the queue. Also, the research established if cust
engaged and given a feeling of process initiation before queueing, they wil] be more patient,
us would be further appreciated by

The study
parameter

Having timely announcements regarding the queue stat

dissatisfaction. The study describes the ca
heterogenous customers. Solutions sug
staff cross training.

3.4 Customer Preferences for Restaurant Technology Innovations, Michael Dixon, Sheryl E.
Kimes, Ph.D., and Rohit Verma, Ph.D. (2009)- The

research focused on impact of eleven
technology innovations in restaurant On customers. The researchers classified these technologies
into five groups applicable during one or more Festaurant from pre- arrival till post

departure: and payment relateq.

Iy complex environment owing to

gested by the authors incluge effective staffing rules and

phases in
queue management, intermnet based, menu, kiosks
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The study found that Payment-relae

d tecly g ) .
management technolopes. Also, 1t logies were considered less valuable than queue-

cs : " I3
tabhshed restaurateurs must select technology based on

aceept teg "
accept technologies there has to be value addition for them

aging Ty ; )
Trevor Archer2, Saleh Momdlbz Bl];e‘ﬂnd Customer Satisfaction at Call Centers Danilo Garcial 2.
AdiZ, Bibmaz Ghiabis (2012)-

The study emphasized importane ceepi
quality time of service Al’\lso “‘-]:‘ of keeping customers satisfactorily informed and providing
: + the authors emphasize inclusion of important information of

quitabihty and to make custormerg
315 Warting m Vain: Man

dissatisfied customers in the datq

3.6 Queue Management Optimizati :
36Q 2 Optimization with Short Message System (SMS) Notification — this paper

resents differentiation . . /
i between invisibe queues, visible queues and virtual queues. Invisible

ueues lead to maximum dissatisfact; :
que m dissatisfaction as the customers do not have cue about length of wait. In

visible queunes customer: . . . ,
q s are told about approximate waiting time thereby giving them an option

continue or aban i - ;
to don the service thys reducing the frustration. In virtual queues the customers

are informed about the wait conditions and are given options to either continue the wait or they

can request a c;?l_l baFk thus reducing the chances of abandonment and high dissatisfaction.
lnu'matu.)r-l ofv‘vallmg time via SMS notification helped bank customers under this study to manage
their waiting times according to their choice.

3.7 Queue Management Optimization with Short Message System (SMS) Notification- R
Kanesaraj Ramasamy1 and Fang-Fang Chua2 (2012)- The study focused on providing faimess
and comfort to the customers while in queue. The researchers worked through SMS notification to
build up the queue and update the status of queue movement. Thus, further improving the
satisfaction of the customers by allowing them to dedicate themselves into something more
productive.

3.8 Analysis of Multiserver Queueing System with Opportunistic Occupation and Reservation of
Servers Bin Sun,1,2 Moon Ho Lee,3 Sergey A. Dudin,4 and Alexander N. Dudin4 (2014)

The study reveals that primary customers have preemptive precedence over the secondary
customers. If all servers are occupied, but at least one of them provides service to the secondary
customer, service of one secondary customer is terminated and the primary customer occupies the
server. The forced termination of service of the secondary customers may imply at least two
negative consequences: dissatisfaction of the secondary customers by the quality of service and
wasting the throughput (bandwidth) due to the loss of some already done work. So, it is desirable
1o introduce some kind of control by admission of the secondary customers.

3.9 Analytical Call Center Model with Voice Response Unit and Wrap-Up Time- Petr HAMPL
(2015)- The study deals with studying the components of call centre customer service. The call
centre customer service is divided into different parts. The first part consists of resolving customer
issues through IVRs failing which the call is handled by human agents. The handling by human
agents is again fragmented into two parts conversation and time and wrap up time. The research
shows the significance of inclusion of wrap up time along with conversation time on agent
workload unlike other researches done previously.
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A Study of First Bank Plc Gwagwalada, A?’Ujd Branch) rloalrﬁ

Al Jtation of queuemg theory definitely resyjy int 5

[t ' ) ' . er

successfully showed si gnificant 1mpros crpcnt in performanCerf
on with application of efficient queuing system,

Rules, Feedback and Impatient Ca|;. Ya

- Gqgisfaction:
Theory and Custome! Gatisfact

anking Practice (
lishes that correc! implemer

3110 Queumg
,\pplicalion mB
The research estab
customer satisfaction. The study '
the employees and customer satisfacti _ )
3.11 Analysis of a Call Center with Partial Closing
Chen. Peishu Chen*, Yijuan Zhu (201 6)-

The study deals with analysis of calls whether they are
the customer representatives handle it. The study emp
service representatives and ensuring no compromises on qua
with very long waiting time customers prefer abandoning the calls.

RESEARCH METHODOLOGY

Type of research- This research study is a ‘Descriptive’ and ‘Analytical’.

Nature of the study- This research is Quantitative in nature.

Parameters of the Study: customer traffic management, unplanned visits, customer wa
times, long queues, resources management, impact on staff productivity, customer Friendly
Technology, personalized service experience, challenges faced in a virtual quese
Comparison of physical customer queue vs virtual queue, Customers Perception and
Satisfaction with Virtual Queuing

4. Research plan for the data collection

a)  Primary source of data collection -Survey method

b)  Secondary source of data collection- Books, Journals, Published Reports, Related websites
etc.

5. Sampling plan-
¢)  Universe-8]

abandoned calls or feedback calls and
hasizes on ight placement of the custop,
lity standards. It was observed

L 1D = &

% of customers use online chat or live support for communicating with 2
company. (Customer Service Statistics and Trends (salesforce.com))

d)  Sampling units- customers waiting in virtual queues .

e) Sample size- 63

f) Sampling Method - Random sampling,

g)  Survey period- Data collection was com

6. Statistical Techniques

Descriptive Statistics- Arithmetic Mean

Graphical methods -Bar diagram & Correlation Coefficient

Hypothesis Testing- Chi-square Testing

pleted during December 2022

ype of questionnaire: Structured questionnaire designed using Likert § point and 3-point sl

3. ANALYSIS AND FINDINGS OF THE DATA
Table 1- Demographic Profile
- AGE
Category
JSSN : 0555.7860
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L"q}_[ 18 Yig
18- 24 vy, — 0 -
25-30 Yrg. A
30-35 yrs 5
 More Than 35 yrs —
w 15
63 ]
C GENDER
alegory Number of Responses
Male
36
Female
TOTAL =
63
INCOME
Category Number of Responses
Up to 2 Lakhs 11
2-5 lakhs 2
5 lakhs & above 30
TOTAL 63
Occupation
Category Number of Responses
Self Employed-Professional 11
Self Employed-Business 3
Service 44
Unemployed 5
TOTAL 63
Marital Status
Category Number of Responses
Married 22
Unmarried 37
Divorced 0
Do not wish to specify 4
TOTAL 63

Age- The respondents were in the age category 18- 24 yrs.- 17, 25-30 Yrs.-15, 30-35 yrs.-16 and

More Than 35 yrs.- 15.
Gender- out of 63 respondents 27 were females

Income- 11respondents earn Up to 2 Lakhs, 22 ¢

and 36 were males,
arn 2-5 lakhs, 30 earn 5 lakhs & Above
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. e ondents were unmarried and 4 [eSpo
. ~ o ante were lnan‘]ed‘ 37 T Sp . .
Marital Status- 22 fLSPOﬂdLl“b were .

]

do not wish to specify staraduate.

Education- out of 40 respondents, 18 were graduate and 22' welre?’Pf\’\ -:;e Sl
Occupation- 11 respondents were Self Employed-Professional, mp Oyed'BUSinﬂ
44 were occupied in Service and 3 were unemployed

Table 2 Experiencing Virtual Queue

T——
Have you anytime experienced Virtual/ Online Queueing in customer care services?

Category Number of Responses

YES 51

NO 12

TOTAL 63

Table 2 depicts 81% of customers have experienced virtual queueing.
Table 3 Ranking factors leading to growth of Virtual Queuing

| Rank the following factors leading to growth of Virtual Queuing,
Types of Response Least Somewha | Neutral Somewhat Most Total
Importan | t Not Important Important
t Importan
t

% % %o % % | %
To manage customer |4 | 63 2 031 (11 117 14 222 13 50.7 |63 | 100
waffic 4 7 4 2 \
Avoid Unplanned |3 |47 |8 |12 21 |33 116 |253 |1 [238 |63 L
Visits 6 3 5 ‘ \
On-site customer wait | 6 |95 |5 79 112 119 [18 [285 |2 349 |63 |10
times and reduces \2 4 \
walkaways
Ease of handling long [2 |31 |4 63 |11 [17. |16 253
ueues 7 4 4
Reduction n |3 147 17110 [19 (30 3 349
requirement of 11 .
resources
Ease of handling |2 [3] [3g 12, |9 14. 115 (2338
customer query and 7 6 2 I e
enhance productivity
Customer  Friendly [3 [47 |3 47 110 |15 |19 30
Technology ] 8
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Avoid Unplanned Visns

Tomanage customer vaftic
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@ Neutial 04
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T
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[ 31!- ] l..b..
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w70 1111 30

P _ g l"()
(" «( l(’ AR DL B
- ¢ 3194
by
IR Rt "%33
3
N 12.6 KRE
— 07
1740
&&1() H
0 20 0 60
Somewhat Important %o
w Somewhat Not Important ®o

In the above table titled “Rank the follo

wing factors leading to growth of Virtual Queung

respondents opine that most important factors are: To manage customer traffic (50.7%). Ease of

handling long queues (47.6%), Ease of

handling customer query and enhance productivity

(44.44%) and Customer Friendly Technology (44.44%)

Table 4 Mode to join the Virtual Queue

How vou have joined a Virtual Queue? (You can tick more than one answer)
Category Number of Responses Yo
Phone call queuing 50 :lS.‘)
Mobile queuing app 27 -4.7(
Self-Sign-in-kiosks or tablets 1 ll)i)
Designated customer greeter 8 7;:
QR Code 5 B
No 7 6.4
Customer Care Chats as well. | 09
TOTAL 109 100
Fig Mode to join the Virtual Queue
ISSN : 0555-7860
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Mode to join the Virtual Queue
TOTAL w= S
Customer Care Chats as well. !
No W
QR Code m

Designated customer greeter B
Self-Sign-m-kiosks or tablets  ms3

Mobile queuing app MR

Phone call quening  SSSSSERN RIS

0 50 100 150 200 250

® Number of Responses &%

The above table shows majority of the customers join virtual queueing through Phone call queuing
(43.9%) followed by Mobile queuing app (24.7%) and only 0.9% prefer customer care chats.

Table 5 Benefits of Virtual Queuing in Order of Importance

Rank the following benefits of Virtual Quening in order of importance. *\‘
Types of Response | Least Somewhat Not | Neutral | Somewha | Most Total
Important | Important t Important ’
Importan
t
% % % % % % |
Reduce wait time 3 47 |10 IS8 |1 [19 |1 |19 (2 |444 [63]100
2 2 8 |4
Decrease service time | > |+ |7 ILIVPT 12212 1390 |1 (222 |63 100
4 12 |56 |4
Enhance customer 2 |31 |4 634 12 133 12 [13. |1 [238 [63]100
flow 7 1 |3 1 |3 5
Maintain the rulesof |2 31 |4 634 |1 (28 |1 [26. [2 (349 |63 100
fair queuing 7 8 |5 719 2 |4
Monitor and improve [0 [0 |4 [634 |1 |22 [1 |23 3 |276 &3 |10
staff performance 4 12 5 |8 0 .
Offer a more 0 (0 |7 ILIN|T (19 |2 [31. [2 |38 63100
personalized service 2 07 4
experience
Eliminate customer |3 47 |8 126 |1 {26. [1 |30 1 1253 |63 (10
anxety 719 |9 |} ' 6 ' s
Sh;::jrsefase‘customer 2 |31 |6 95 1 [20. |1 2. 12 1396 |63 |10
action 7 3016 7109 |5 L
Ready customer data | 2 e s VT 2e 2 [es (6@
3 |6 7 |
Bewer 3 (47 |4 6.34 |1 [30, [] 35 3 133 63|10
_Communication Tl |1 |2 B3 T
M' S 12 11 |6 ]3 I I B ==
ISSN : 0555-7860
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Foaduces e numbe ' _ 5 1% ( * S
;Rujk ! cal el 47 g TR Pi' b4 —1 1”(”,
;@&tﬁs@uﬂ%:ﬁ,"'WJ IR FORFRET NS b0 J '
I a0 AT ; T s " | | ]

g nereases efficiency | 4 R T 613 1219 0 At

| and first  call 4 I TR N TR P R 100
T U — 2 e J 3 )

The above table depicts in 4
: res ) . '
ponse to ranking the henefits of Virtwal Queuing in order of

importance, following observations were made:

Majonty of the customers ranked f(;llos.wnv' | :“ p L

Reduce wail time- 44.44% o benefits as most important
saintain the rules of fair queuing- 34.94%,

Monitor and improve staff performance- 47.6%

Offer a more personalized service c><|)cricm:¢. 38%

Increase customer satisfaction- 39.6%

Convenience to the customer- 38%

Ready customer data- 36.5%

Increases efficiency and first call resolutions- 36,5%

Majority of the customers ranked following benefits as neutral
Enhance customer flow-33.3 %

Better Communication- 30.1%

Majority of the customers ranked following benefits as Somewhat Important

Decrease service time- 39.6
Eliminate customer anxiety- 30. 1%

Reduces the number of abandoned calls- 34.9 %
Fig Readiness to Wait in Queue

How long you are ready (o wall in a Virtual Quéne?
100
90
8
70
o0
50
40
30
0
10
0
Immedinte Upto 3 min smin-%  Swwm 10 1 minand  Tow

attending min fin above

MNo 8% E———

=Zo)
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ondents (28.6%) are ready to wait up 1o 3 minye A

> above eraph de )iCtS \\1aj0r“y Of lhe resp . diate ﬂttending to them
The above graph dej ant imme

‘ 1ts W
virual queue to avail the service. 22.2% res;:lo;:d'eclusmmers T rtonl Queue
Table 7 Challenges faced by

- g ? (You can tick as many
"What are the challenges you face in a Virtual Queue?
L‘PD““\W‘) | Number of Responses
l Category %
‘ 20 77
| Response time is high _ 79 1119
| No information about estimated waiting . 5 849
Right information is not ready with the executive ¥ 124
| Untrained customer care executive ) ]'1 T
| No differentiation between first time customers and repeat | 2 .
‘ customers . . ¥ 54
| Unpleasant behaviour of the executive - 5
 Too many phone steps 32 12.3
| Long wait on hold 44 16.9
No human touch 20 1.7
Forced to abandon the call 23 8.88
Extras are pitched 10 3.86
Not language friendly 5 1.9
TOTAL 259 100

Fig Challenges faced by customers in Virtual Queue
What are the challenges You face in a Virtual Queue?

Not language friendly mmem 19
Extras are pitched  smmmmamen 3.86
Forced to abandon the call —— { $ S
No human touch EE——— 7 7
Long wait on hold

“ 16.9
Too many phone steps M‘_ 12.3%

Unpleasaut behaviour of the executive  summemnn 5.4

No differentiation berween first time..!-—-—...___ 11.19

Untratned customer care executive ——— {04
Right information is not ready with the.. —— 8.49

No wfonnation about estimated waiting

11.19
Response time is high B—— ] 7]

0246810]3141613
From the above table it is evident that in res

' ponse to challenges face in a Virtual Queue 111aj0fif>’
of the respondents (16.9%) opine Long wait on hold is the biggest challenge followed by (1 2.35%)
feel Too many phone

: steps, 11.19% feel No information about estimated waiting are the othef
major challenges. On the conyy ary only 1,9%feel Not language friendly is the challenge.
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) _ Table
How to improve the w Aiting ¢

- 8 I|)||n'miu1g Custome

r Experience
Xperienee?

o (You can tick ns many applicable to you)

Category

Keep the customer entertained \Q%'W‘LJ ;/; R
i:[.i"“—".c that the ctl\tt011101' 1S informed 4% 7:1'() )
Take the opportunity to enlighten (he customer. | 19 302

Let customers know how long the war 1S | 41 oLl

_Inform the cuslome.rs about the reason to wait | 35 53.0
| Occupy customers in the queye 7 o

Customer self-service 3 lication 20 1) |
“Ensure call back 1o the customer |2 7.1

Appginxtxxxellt ﬁ:\;arion 28 a3

Having customization in terms of languape 19 392

TOTAL 267 =

Fig. Improving Customer Experience

How to improve the waiting experience?

TOTAL ecsosseewrressmmesmny |00
Having customization in terms of.. FuESme— 30.2

Appointnent fixation
Ensure a call back 1o the customer

Customer self-service application
Occupy customers in the quene

Inform the customers about the reason
Let customers know how long the wait is
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The above table shows that in response to ways to improve the waiting experience majority
(74.6%) of the respondents feel firstly companies should ensure that the customer is informed
followed by (65.1%) feel let customers know how long the wait is, (57.1%) feel ensure a call back
to the customer, and contrary only (11.1%) feel keep customers occupied in the queue.
Table 9 Physical Customer Queue vs Virtual Customer Queue
Rank the following benefits of Virtual Queuing in order of importance.

Comparison of
Physical Customer Queue vs Virtual Queue (Please ma.rk a \nglinst better of the two)
Types of Response Physical Customer Queue | Virtual Customer | Total
L Queue
[ % % |
| Fairness 35 55.5 63 [ 100 |
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Fig 9- Physical Customer Queue VS Virtual Customer Queue

nst better of the
8. Comparison of Physical Customer Queue vs Virtual Queue (Please mark a v agar

two)
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From the above table it’s evident that in response to comparing physical queues to virtual

customers feel physical queues are preferable in cases of Fairness (55.5%), Better Problem

resolution (68.5%), Better Personal Touch (87.3%), Better Customer Service (63.4%), whereas

virtual queues are better in cases of Less Time consumption (63.4%) and Convenience (69.84%).
Table 10- Impact of long virtual queues

How does Long Virtual Queues impact you?

Types of Response l Least Common | Somew Neutral | Somew | Most | Total
% % % % % %

Abandon the call | 4 6.3 TIILL 12383 (1422 [2 (361610
Rated poor on 6 9.5 TIL1) 1] 300 [ 1y 172 |31.|6(10
C{xstomers switched | 4 6.3 6195|1285 182911 [26.]6]10
Did not recommend | 3 47 1416341301 [ 16125 2133 16110
Lowersthes.alesof 4 6.3 {112 396 [ 1) 17 ‘l- 25: 610
Leads to anxiety and | 3 4.7 3147 11 206 18] 29 [2 [a1.]6 | 10)

Fig. 10 Impact of long virtual queues
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From the above table it’s evident that in response to how long virtual queues impact respondents’

majority of respondents (41.2%) said 1t Leads to anxiety and annoyance followed by 36.5%

respondents Abandoning the call and 33.33 said they do not recommend the brand to others.

6. HYPOTHESIS TESTING:

Hypothesis 1: Personnel touch is the major significant reason for customers preference for physical
queuing.

HO: Personnel touch do not influence customers preference for physical queuing.

H1: Personnel touch does influence customers preference for physical queuing

Hypothesis 2: Customers prefer virtual queue for ease of convenience over physical queue
HO1: Ease of convenience does not influence customer preference for virtual queue.

H11: Ease of convenience does not influence customer preference for virtual queue.
Hypothesis 3: Virtual queues face biggest challenge of not having night customer care staff.
HOI: Not having right customer care staff is not a significant challenge for virtual queue.
H11: Not having right customer care staff is a significant challenge for virtual queue.

Testing of Hypotheses o R .
Hypothesis 1: Personnel touch is the major significant reason for customers preference for physical
queuing .

To test the above hypothesis statistically, it has been reframed as follows;

HO: Personnel touch do not influence customers preference for physical queuing

H1: Personnel touch does influence customers preference for physical queuing

Chi square test
Observed Frequency

ISSN : 05557860
UGC-CARE, Group 1 Journal




24

' oy - Purana
Vol LAY, lssue-1, No, 12,2022 quom .
SR
“Physical | Virtual Customer ﬁ
it Queue Total
0 ) er Queue |
" (A.uslonur_)____ﬁ‘____,_.i“_. e
Better Pevsonal Touch )
other reasoning 170 164 334
ot ] I

Where, Oy is the observe

d frequency count for the ith row and jth column of the Categofig;

variable
Expected Frequency
Physical Virtual Customer
By Customer Queue Queue Total

Better Personal Touch 37.93 29.07 67

other reasoning factors 189.07 14493 | 334

Total 27 1741 401
Where. E, =is the expected frequency count for the ith row and ith column of the categorical varibe <
Sum (i* ro

W) * Sum (jth column)/N and N is grand total.

Test Statistic ¥* is as follows:

Test statistic =y =1 | (O - Eij)? / E; )

S R Physical Customer Virtual Customer
(Oij-Eij)/Ej 4 Queue __ Queue
Better Personal Touch 9.59 12.51
other reasoning factors 1.92 2.51
Total 11.51 15.02

Chi sq. observed = 26.54
Chi sq. table value (0.05,1)=3.841

Conclusion

for physical queuing,

Hypothesis 2: Customers
To test the above hypothes;
HOI: Ease of convenience
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j11: Ease of convenience does infl,
. lence ¢ .
(hi square test Customer preference for virtual queue

Ohscr\'ed Frequency
—_—
\
0y Phvei [ Virtual
Cust ysical Customer
Ease of convenience —Ustomer Queue Queue Total
other reasoning Zl 46] 66
;‘3::""5 207 128 335
a —_—
227 174 401

Where, O1j is the observeqd fre

 riable quency count for the ith row and jth column of the categorical
Expected Frequency
Virtual
E; Physical Customer
Customer Queue Queue Total
Ease of convenience 37.36 28.64 66
other reasoning factors 189.64 14536 | 335
Total 227 174 401

Where, Eij = is the expected frequency count for the ith row and jth column of the categorical
variable = Sum (ith row) * Sum (jth column)/N and N is grand total.

Test Statistic y* is as follows;

Test statistic =y > =X [ (Oj - E;j)* / Ei]

i g s Physical Customer Virtual Customer
(Oij-Eij)/Ej Queue Queue Total
Ease of convenience 8.07 10.53 | 18.59
other reasoning factors 1.59 207 | 3.66
Total 9.66 12.60 | 22.26

Chi sq. observed = 22.26

Chi sq. table value (0.05,1) = 3.841

Conclusion | . |

As chi square observed is greater than chi sq. table value, we re‘Ject HO ie., the two variables
namely type of queues and benefits from virtual queue versus physical queue are associated. :Also,
from the frequency table it is observed that 46 respondents (69.70%) out of total 66 have mentioned

ISSN : 0555-7860
UGC-CARE Group 1 Journal




e T o AT

. Purana
Vol. L\V, Issue-1, No. 12,2022 quon] ¢ .

eue. Thus, it s concluded that ease of COnVen,
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case of convenience as the benefit of virtual q .

/irtual queuc.
is the major factor for customer preference for.wr | jleue o5 epse of GO venighes oies -
Hence it is concluded that customers prefer virtual gt YSicy)

queue.
Hypothesis 3: Virtual queues face bigg
To test the above hypothesis statistically, ‘
HO1: Not having right customer care staff is not a sig
H11: Not having right customer care staff is a significant ¢
Chi square test

est challenge of not having right customer care staff

it has been reframed as follows; |
nificant challenge for virtual queue

hallenge for virtual queue

Observed Frequency .
Physical Customer Virtual Customer

Oy Queue Queue Total

No right customer care staff 34 12 146

other factors 25 98 123

Where, Ojj is the observed frequency count for the ith row and jth column of the categorical
variable

Expected Frequency
E Physical Customer | Virtual Customer
. Queue Queue Total
No right customer care staff 32.02 113.98 146
other factors 26.98 - 96.02 123
Total 59 210 269

Where, Ejj = is the expected frequency count for the ith row and Jth column of the categorical
variable = Sum (ith row) * Sum (jth column)/N and N is grand total.

Test Statistic 7 is as follows;

Test statistic =y’ =X [ (0y - Ey)? / E; |

(Oij-Eij)Y/Ej Phy SicaluE:eStomer Yirtual Customer
e 1

No right customer care staff 0.12 Queue 0.03 1;)0‘12
other factors 0.14 0041 0.19
Total 027 : 0.08 ] 0.34]

Chi sq. observed = 0.34

Chi sq. table value (0.05,1) = 3.841
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virtual queue.
Hence it is concluded that i
: ot having 3 i
forirtual queties: 8 a nght customer care staff is not the only biggest challenge

7. CONCLUSION AND sy
GG
7.1 Conclusion: ESTIONS

1 Virtual Queuing S :
ystem is a system wh : o :
R . ere are ally but
virtually to avail services not required to wait in a physically

o

::‘;;:’:S {’)fatc:lllcally all customers are aware of virtual queuing offered for customer care

: ut they may prefer physical queues for the sake of personal touch, faimess and

perceived better services

3. The most important factors supporting Virtual queuing and servicing by firms are: To
manage customer traffic (50.7%), Ease of handling long queues (47.6%), Ease of handling
customer query and enhance productivity (44.44%) and Customer Friendly Technology
(44.44%)

4. The study brings out most important benefits of virtual queueing as Reduce wait time-

44.44%, Monitor and improve staff performance- 47.6%, Increase customer satisfaction-

39.6%, Offer a more personalized service experience- 38%, Convenience to the customer-

38%

The biggest issues faced by customers during the process of customer care services are -

(16.9%) opine Long wait on hold, (12.35%) feel Too many phone steps, 1(1.19%) feel No

information about estimated waiting are the other major challenges
en virtual queuing and physical queueing- It is observed that though

virtual queueing and servicing is gradually increasing but physical queues are preferable
for customer perceived benefits of Faimess (55.5%), Better Problem resolution (68.5%),
Better Personal Touch (87.3%), Better Customer Service (63.4%). The biggest preference
in case of virtual queues are Less Time consumption (63.4%) and Convenience (69.84%).

5. Comparison betwe

7.2 Suggestions: Based on the findings of the study following suggestions are put forth:
. Improve overall Customer Experience- Reduce wait time, give proper and accurate
information, identify the areas of concem for customers and loopholes existing in your

systems and work towards developing seamless solution platforms. Make it more user-

friendly and time saving for customers.
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