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An interactive experience space design that will 
help people realize the absurdity of waiting in 
line for popular online products.

KING OF  
LINING UP

INSPIRATION. Ever wonder why people choose to sacrifice so much of their time waiting  
in line? Can it really be worth the wait?
I plan to build an interactive installation to exaggerate the experience of waiting in  
line, expose the psychological principles this phenomenon is built on, and probably arousing  
some introspection in people, especially the ones who actually participate in this phenomenon.

Social media celebrities often post pretty 
pictures of their food, with the help of 
camera filters and other photo editing 
apps. Popular foods are “photogenic” - 
they look better than they taste.

#SOCIALMEDIA #LIKES
#INSTAGRAM 

When I lived in Chicago, there was a 
popular brunch restaurant right down-
stairs of my apartment building. On  
weekends, the line to get in was so long 
that it often flooded out onto the sidewalk 
in front of the building, despite the fierce 
Chicago winds. It usually takes 2-3 hours  
to get a table.

#BRUNCH #WEEKENDSMUST
#CHICAGO #2HOURWAIT

1913 likes 1853 likes

I am astonished at the number of 
people waiting in line for hours to 
buy a cup of bubble tea. The line is 
far too long for me to wait in. And 
I don’t think the tea even tastes any 
fresher or better than those at other 
places nearby.

#MILKTEA #6HOURWAIT
#SHANGHAI

Product for 
purchase

01

Fans rush to a specific street and wait 
in line for hours at midnight to take a 
picture with a mailbox, simply because 
a pop star, Lu Han, posted a picture 
of himself standing in the exact same 
spot. No business or commercial  
benefit is involved. This phenomenon  
is caused purely by “star-chasing”.

#POSTSTAND #MIDNIGHT 
#CELEBRITY #SHANGHAI

The original photo 
of the celebrity



THE JOURNEY of lining up (From the visitors’ view)

RESEARCH.02
A group of psychologists at the University of Oxford conducted an experi- 
ment in which they determined that the more artistic a plate of salad 
looked, the more appealing it was to consumers. Results identified  
patterns of different colors and shapes that consumers found appealing, 
and found that the more artistic plate may have 

“implicitly suggested a connotation of higher value (or effort) 
through the visual display, value that might have helped  
to deliver a more pleasurable eating experience.” 

Most importantly for restaurateurs, diners were willing to pay twice  
as much for a salad that was artistically arranged, regardless of the  
salad components. 

The components of the salad used in the Oxford study (left),  
and the pile of salad given to the third group of participants.

— Crossmodal Research Laboratory

Psychology: We eat first with our eyes.

Interior design style

Stores may renovate their interior space to provide  
a suitable environment for taking photographs that  
could make their products more popular.

STEP1. Hear about the Product 
— marketing strategy

Unique elements (points of sale) of the product

Examples of elements include taste,  
appearance, complimentary gifts,  
package design, etc. 
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Overall branding

The brand employs various marketing 
strategies to reach their target users, 
such as package and logo design, 
posters, advertising on multiple  
platforms, etc.

Limited edition 

Stores and brands promote  
their products by making  
special,limited edition sets,  
such as a luxury cosmetics 
brand’s Christmas edition.



STEP2. Wait in line
People are willing to wait in lines for hours for the product.

HUNGER MARKETING

Hunger marketing is a psychological 
strategy that focuses on the desire,  
or hunger, of consumers to buy  
products that other people also  
want to buy.

RITUAL

Rituals are characterized by for-
malism, traditionalism, invariance, 
rule-governance, sacral symbolism, 
and performance.

The strategy of purposefully increasing 
the scarcity of a product drives people 
into making more emotional rather than 
rational decisions. This strategy boosts 
consumer interest and also helps busi-
nesses to have more potential  
customers through word-of-mouth.

Similarly to following dining  
etiquette or having afternoon tea  
in certain cultures, waiting in  
line is a ritual performance which 
seemingly adds more value to the  
final product purchased by the 
consumer.

GROUPTHINK

Group members try to minimize conflict  
and reach a consensus decision without  
critical evaluation of alternative viewpoints  
by actively suppressing dissenting  
viewpoints, and by isolating themselves  
from outside influences.

In this situation, people wait in line for 
hours with their friends, creating a social  
circle of individuals who all share the 
same values and interests.

A man is so happy when he finally gets 
the smart phone after hours of waiting.

Reading Stand in China
People are willing to wait in line for hours  
just to read out loud a written paragraph  
inside a telephone stand-like recording  
booth. It’s a derivative product of the  
popular TV show, “The Reader.” There 
 are only a few stands currently available,  
and the stands periodically move to  
different cities.

PsychologySocial currency is a concept based on social capital 
theory – a nuanced idea about how people behave 
in reciprocal ways in social networks. 

Social currency describes the resources  
and abilities created and accessible 
through presence in offline or online  
networks and communities. 

It is, in essence, an action made by a company  
or stance of being, to which consumers feel a sense 
of value when associating with your brand, while 
the humanization of your brand generates loyalty 
and “word of mouth” virality for the organization.

Psychology: 
Increase the worth of Social Currency

SOCIAL  
CURRENCY

We share what  
makes us look good

AFFLIATION

Creating a sense of community helps 
customers and users of a brand to 
develop a strong affiliation with  
one another.

UTILITY
Belonging to a group also helps 
users of a brand to expand their 
horizons by accessing new  
product utility.

IDENTITY

Developing customers’ own identity 
in the respective peer group. 

INFORMATION

Information and knowledge is being 
shared within the customer base. 

CONVERSATION
By adding to the customer conver-
sation around the brand, it grants 
access to information and knowledge, 
which is being shared within the 
customer base.

ADVOCACY

A strong attachment to a brand will 
also be a core driver for an active 
advocacy recommending or even 
defending the brand.

Interactive promotional 
events

A brand has a promotional 
event using a popular Japanese 
character named Kumamon.

1913 likes

Photos spread via  
social media

Promoted by celebrities 

Chinese celebrity, Lu Han, posted a picture of himself with a mailbox 
on the street (left), which attracted hundreds of fans who waited in 
line for hours just to take a picture with the same mailbox (right).

TYPES

Wait in lines for  
relatives and friends

Elderly people may wait in line 
to buy products for their younger 
relatives and friends, since they are 
usually retired and often have plenty  
of spare time.

Wait in lines with/for girl-
friend or children

A way of expressing love

Wait in lines with friends

Share the same values with friends



Check out in McDonald’s 

The direction of the line is perpendicular to the counter,  
which shows how quickly the line moves, given that 
McDonald’s is a fast food restaurant.

STEP3. Purchase the product 
The final product the customer  
purchases might be a minor part  
of the entire process.

Not expensive (affordable)

Hit products help to push sales for  
the rest of the brand’s products.

STEP4. Take pictures, edit  
and upload them onto  
social media
Rather than taking the first bite  
immediately, many customers like  
to take pictures first, and then edit  
and upload them to social media  
before actually having a bite.

Psychology

The difference between 
Mc’Donald‘s ads and reality.

SELF-PERSUASION

Self-Persuasion is used to explain one aspect 
of social influence. This theory postulates that 
the receiver takes an active role in persuading 
himself or herself to change his or her attitude  
or behavior.

Although the actual product often fails to 
meet our expectations, customers edit their 
pictures in part to persuade themselves that 
they are getting products that are the exact 
same as those in the ads.

SOCIAL PROOF

(a.k.a. informational social influence) is  
a psychological and social phenomenon 
where people assume the actions of others  
 in an attempt to reflect correct behavior  
in  a given situation.

In this situation, people wait in line for hours 
with their friends, creating a social circle of 
individuals who all share the same values 
and interests.

GROUPTHINK

Group members try to minimize conflict  
and reach a consensus decision without  
critical evaluation of alternative viewpoints  
by actively suppressing dissenting view-
points, and by isolating themselves from 
outside influences.

We all can relate to scrolling through feeds  
of Instagram posts about food and feeling  
“visually hungry.” 
This is similar to what Okajima studied  
and found to be true, and what the team  
of researchers promptly pointed out as  
“our growing food porn addiction.”

“VISUALLY HUNGRY”

(refer to previous section)

STEP5. Enjoy the product/ 
throw it away

Brands sometimes focus too much on the visual 
appearance of their product and not enough on 
the quality of the product.

Too much focus on appearance 
/ignorance of the quality of  
the product.

Queue in Disneyland: 
interactive activities while waiting

From the basic switch-back line to the more 
elaborately themed and interactive, visitors 
in Disneyland are treated to interactive intro-
ductions to the specific fantasy world while 
waiting in seemingly endless lines. This actu-
ally raises visitor expectations and decreases 
their frustration with waiting in long lines.

WAITING LINE SYSTEM

A single-file line leading to three cashiers is approximately 
three times faster than having one line for each cashier.  
This is because at least one of the three lines could have a  
random event, such as a price check, that could dramatically  
slow down the line.

Check out in shopping mall:

Single-file lines typically move faster 
because potential line stoppers will 
only hold up a single register, allow-
ing others to continue o9perating as 
normal.

Customer
The direction of the line is parallel to the counter, which 
creates a sense of ceremony before receiving any 
food or drinks and thereby decreases customer anxiety.

Check out in Starbucks

Many of Disneyland’s attractions are so popular that there’s 
always a long line to experience them. The direction of the 
line curves around many times to fill the entire waiting area 
space. This strategy makes the lines look shorter than they 
actually are.

Disney’s Strategy

4190 likes

CAUSES

Some customers are simply in it for the experience 
of waiting in line and receiving a product that is in 
high demand.

Others wait in line just to show off how much spare 
time they have. It’s a new kind of upper class that 
some people are chasing.

The customer chase for the  
experience of waiting in line  
rather than the product itself.
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To help people reflect on the phenomenon around consumers’ willingness to wait in 
line for and hours to purchase a particular product, especially food, we create an 
interactive installation to simulate the experience.  
In doing so, we raise the following questions: 

Why do we wait in line? Is the product actually worth the 
long wait time? 
The ultimate goal is to have the public ask these types of questions and rethink their 
answers to them.

CONCEPT

I will design a maze-like site with 
a steeplechase containing several 
obstacles to overcome. Users  
will receive a product/prize at the 
end. Through the experience, users 
should get a clearer idea of how  
and why they wait in lines in real life.

SELECTED
LOCATION

The hall in a shopping mall, where 
long waiting lines exist.

They could have heard about this  
installation on social media, or  
they could simply come across the  
installation in the mall where there  
are usually special promotional events.

SELECTED
USER

People who live in large cities  
and who frequent shopping malls - 
particularly people who have  
experienced waiting in ex- 
tremely long lines before.

DESIGN PROPOSAL.03 MIND MAP.04 SITE DESIGN.05



START POINT3
Waiting line in front of the entrance1
The installation only opens when there are 
enough people waiting outside the entrance  
to fill the entire installation.

Sign attracting people2
The signs grab people’s attention and 
make them want to wait in line for this 
installation. The sign at the entrance 
also displays the expected wait time 
from this point.

Wall outside the installation4
From the outside of the installation,  
people are able to see hazy silhouettes  
of people waiting in line inside the  
installation.

Collage Video Wall5
Video wall with a collage of scenes  
introducing the phenomenon of people  
waiting in lines for hours (for example,  
to take pictures of famous food for 
social media).

Exit door for restroom9
The exit door to leave the line and use the 
restroom. Users must put their token on the 
conveyor belt before heading to the restroom.

Fast Pass Door10
Participants who had enough points to buy a fast pass from the vending 
machine can use this door to jump the line.

Conveyor Belt on the wall6
Every participant gets a token at the entrance. 
They can leave the installation at any time through 
the exit door to use the restroom by putting their 
token on the conveyor belt. The conveyor belt 
runs backwards, and when they return from the 
restroom, users must find their token and queue up 
from the exact point where the token is located.

Link Game7
An interactive display screen mounted on the 
wall. Participants must match Photoshopped  
pictures with the original images. The higher the 
score, the more points the participant gets to use  
in the remaining sections of the installation.

Vending Machine8
A vending machine sells ridiculous products marked  
with sky-high prices (for example, 10,000 points for  
a drop of water). Users can also buy a fast pass,  
which costs the most points, to take shortcuts in the n 
ext section.

Final Waiting Stage11
Before participants can receive their 
prize, they must stand on a special stage 
equipped with a bright spotlight and 
heat lamp to increase their feelings  
of anxiety.

SETTING DESIGN THE ROUTE

Destination: Stamp Stand12
Participants receive a stamp that says 
“King of lining up.” However, the stamp 
will be over-inked and illegible so that no 
good pictures of it can be taken.
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DESIGN ELEMENT

COLLAGE VIDEO WALL

RIGHT

LEFT

STAMP DESIGN

The collage walls are two panels filled with online videos,  
including sources from personal channels and news clips,  
that report on the phenomenon of waiting in line. The  
right panel is about lining up in China, while the left  
panel describes lining up in Western countries. The collage  
panels are equipped with both audio and video.

Visitors will get a hand stamp showing that they completed the  
experience. However, the pattern is overly complicated so as  
to prevent visitors from taking clear pictures and posting them  
on social media.

LINK GAME

This interactive screen asks players to match the perfectly 
photographed food images with photos taken in real life. 
For instance, a burger image from a billboard ad with a 
photo of the burger received in real life makes a match.

The higher a player’s score, the more points they can get 
to purchase a fast pass or other items from the vending 
machine in the next section.

STAGE1 Find a pair 
match

FINAL STAGE

KING OF LINING UP        

SINCE 2018

TOKEN

Magnet

Every participant gets a token at the entrance. With the token, 
they can leave the installation to use the restroom through the 
exit door. 

The token is made of two parts. The top part must be put on the  
conveyor belt before the user leaves through the exit door. They  
carry the bottom part of the token with them. When they come 
back, they need to find the top part of their token and line up 
from that exact point where the token is located.

View Demo

https://youtu.be/eV-1er0tsFQ
https://youtu.be/eV-1er0tsFQ

