
Based on insights from a survey of 2,000 US consumers.

The business case for 
virtual waitlist and 
appointment scheduling
in jewelry retail
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Introduction

Host apps and virtual wait 
line systems

In-store 
appointments

Curbside online order 
pickup

Virtual 
appointments

About the service
In October 2020, we surveyed 2,000 US consumers on their opinions 
of the following software tools within jewelry retail stores:

Acquire customers 

Increase in-store and online sales

Drive loyalty and advocacy

Enhance competitive advantage

Part 1 - Benefits of Retail Choreography Software
Our insights focussed on understanding whether and to what extent 
these tools could help jewelry retailers to increase their brand relevance 
and profitability through such tools’ abilities to help them to:

Part 2 - Costs of lines and wait times
In addition, our insights show how not using these tools could be costing 
the average 250 store retailer $143 million a year in lost immediate and 
long-term annual revenues (outside of the pandemic). In addition to the fact 
that Covid-19 could be costing a further $233 million in annual revenues.

Part 3 – How shopping behaviors have changed during the 
pandemic
The third part of our survey shows which customers normally visit stores 
and at what frequency, and how their behaviors have changed during the 
pandemic (when stores are open).

In total enabling a 250 store retailer to use just one of these tools to drive 
$638 million a year in additional annual revenues.
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The business case for using Retail 
Choreography tools

Based on insights from 2,000 US consumers on how these five different 
Retail Choreography systems would impact their chances of making a 
purchase, telling their friends and returning to store.



Customer priorities of the Retail Choreography tools in question were as 
follows:

For Millennial and GenZ customers:

1. Virtual appointments (45%)
2. Virtual wait line systems (15%)
3. Store appointments (15%)
4. Contactless online order collections (14%)
5. Store with host app (13%)

For Baby Boomer customers:

1. Virtual appointments (31%)
2. Store appointments (10%)
3. Virtual wait line systems (10%)
4. Store host with tablet (7%)
5. Contactless online order collections (6%)

Overall, Millennial and GenZ customers were more likely to find these 
solutions useful. This pattern was common across most retail industries.

Higher earning households were more likely to want a retailer to use 
Retail Choreography solutions to manage their experience.
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How do customers want their retail 
experiences to be managed?



The survey responses indicate that retailers who use any of these five 
solutions to choreograph their customer experience stand to gain 
significantly through improved revenues and brand relationships across 
channels.

Customers state that the solutions would positively impact their 
interactions with retailers in one or more of the following ways:

• 46% would be more likely to buy something in-store and
• 47% would also be more likely to shop with the retailer online

Indicating that retailers can increase their overall omni-channel revenues 
by using these Retail Choreography tools.

• 50% would be more likely to visit the retailer in the first place and
• 48% would be more likely to choose the retailer over their 

competitors
Demonstrating that all these solutions can help retailers to stand out in 
the market and to drive and retain store footfall.

• 54% would feel safer and happier and
• 54% would think better of the retailer
Demonstrating that these solutions can help high-end brands to improve 
their relationships and relevance amongst customers.

• 51% would be more likely to tell their friends about the retailer
Showing that all the solutions can help retailers to improve customer 
advocacy amongst almost a fifth of their customers.
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How would these systems impact their 
spend, loyalty and brand relationship?



Our survey found that customers are more likely to find Retail 
Choreography tools useful within all stores.

All this confirms what we all instinctively know to be true – customers 
want retailers to use digital tools to improve their experience, and they 
will be driven to spend more across a retailer’s entire omni-channel 
offering in return. And that in todays more digital and omni-channel 
world, the business case for offering a great online or in-store experience 
increasingly extends to a retailer’s other channels.

The significantly greater interest from consumers in Retail Choreography 
tools suggests they may have wanted these kinds of tools all along and 
that Covid-19 will prove to be a catalyst for a new era of omni-channel 
retailing as retailers realise the powerful business case benefits behind 
offering such tools.
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Reviewing each Retail Choreography solution and what % of customers 
are more likely to:

• Buy something in-store
• Buy something online
• Return again (at least once)
• Tell their friends (at least one)

Demonstrates that by using just one of these solutions the average 
retailer with a footfall of just 2,000 customers per month, 250 stores and 
an average spend of $75 per customer has the opportunity to make an 
additional: 

$638 million a year in immediate and long-term sales across 
channels…

• $301 million a year = in immediate sales from customers buying 
more in-store and online.

• $337 million a year = in halo effect sales from customers returning 
again or telling their friends.

This represents a very significant ROI, as most retailers make a powerful 
ROI on their Retail Choreography tools through converting just one 
additional customer a month. 

These insights show that there is actual potential to make much, much 
more.

In financial terms
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Insights per each solution
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In financial terms:

For a retailer (with just 2,000 monthly footfall and a $75 average 
spend) using a host with a tablet across 250 stores, the resulting 
financial upside of these top four results could equate to: 

$612 million a year in immediate and long-term sales across 
channels, broken down as follows:

• $292 million a year = in immediate sales from customers buying 
more in-store and online.

• $321 million a year = in halo effect sales from customers returning 
again or telling their friends.

Host with tablet business Case Responses to:
“If a retailer that usually has long lines for service used a virtual 
wait line system, would this make you…?”

Overall, consumers from all age groups responded positively to the idea of a 
customer host managing their waiting experience at the front of busy stores:

• 44% would be more likely to buy something in-store.
• 46% would also be more likely to shop with the retailer online
• 51% would be more likely to return to the store.
• 48% would be more likely to tell their friends about the retailer.
• 47% would be more likely to wait in the line.
• 54% would think better of the retailer.
• 51% would feel safer and happier in the current environment.
• 46% would be more likely to choose the retailer over their competitors.
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Responses to:
“If a retailer that usually has long wait lines for service used a 
virtual wait line system, would this make you…?”

Virtual wait line system business case

Using a virtual wait line system to escape physically waiting in line was well 
received by the survey respondents:

• 48% would be more likely to buy something in-store.
• 47% would also be more likely to shop with the retailer online.
• 55% would be more likely to return to the store.
• 53% would be more likely to tell their friends about the retailer.
• 53% would be more likely to wait in the wait line.
• 58% would think better of the retailer.
• 56% would feel safer and happier in the current environment.
• 50% would be more likely to choose the retailer over their competitors.

In financial terms:

For a retailer (with just 2,000 monthly footfall and a $75 average 
spend) using a virtual wait line system across 250 stores, the 
resulting financial upside of these top four results could equate to: 

$658 million a year in immediate and long-term sales across 
channels, broken down as follows:

• $308 million a year = in immediate sales from customers buying 
more in-store and online.

• $344 million a year = in halo effect sales from customers returning 
again or telling their friends.
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In-store appointment business case Response to:
“If a retailer used an appointment booking system to enable you to book 
a time to visit a store to receive service with an advisor, would this make 
you…?Using an appointment scheduling system to schedule store visits and in-

person services was well received by customers:

• 49% would be more likely to buy something in-store.
• 47% would also be more likely to shop with the retailer online.
• 54% would be more likely to return to the store.
• 53% would be more likely to tell their friends about the retailer. 
• 57% would feel safer and happier.
• 55% would think better of the retailer.
• 53% would be more likely to visit the store in the first place.
• 50% would be more likely to choose the retailer over their competitors. 

In financial terms:

For a retailer (with just 2,000 monthly footfall and a $75 average spend) 
using appointment scheduling software across 250 stores, the resulting 
financial upside of these top four results could equate to: 

$658 million a year in immediate and long-term sales across channels, 
broken down as follows:

• $311 million a year = in immediate sales from customers buying more 
in-store and online.

• $347 million a year = in halo effect sales from customers returning 
again or telling their friends.
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Customers were very interested in the opportunity to access virtual 
service by phone and video:

• 40% would be more likely to buy something in-store.
• 44% would also be more likely to shop with the retailer online.
• 49% would be more likely to return to the store.
• 46% would be more likely to tell their friends about the retailer. 
• 48% would think better of the retailer.
• 46% would be more likely to visit the store in the first place.
• 44% more likely to visit the retailer’s stores
• 42% would be more likely to choose the retailer over their competitors. 

Responses to:
“If a retailer enabled you to book a time to speak with a virtual advisor 
by phone or video, would this make you…?”

Virtual appointment business case

In financial terms:

For a retailer (with just 2,000 monthly footfall and a $75 average spend) 
offering virtual appointments across 250 stores, the resulting financial upside 
of these top four results could equate to: 

$580 million a year in immediate and long-term sales across channels, broken 
down as follows:

• $273 million a year = in immediate sales from customers buying more in-
store and online.

• $308 million a year = in halo effect sales from customers returning again or 
telling their friends.
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Customers were also very interested in the idea of using their phone to 
check-in when they arrive at store to collect their online at the curbside: 

• 53% would be more likely to buy something online.
• 55% would be more likely to visit the retailer’s stores in general.
• 55% would be more likely to tell their friends about the retailer.
• 60% would feel safer and happier. 
• 57% would think better of the retailer.
• 54% would be more likely to choose the retailer over their 

competitors.

Responses to: 
“If a retailer offered a contactless curbside collection service that enabled 
you to check-in when you got to store so that they can prepare your order 
and bring it to you at the store entrance or in the car park, would this 
make you…?”

Online shopping comparison by household income

Curbside pickup business case

In financial terms:

For a retailer (with just 2,000 monthly footfall and a $75 average spend) 
offering virtual appointments across 250 stores, the resulting financial 
upside of these top four results could equate to: 

$700 million a year in immediate and long-term sales across channels, 
broken down as follows:

• $334 million a year = in immediate sales from customers buying more 
in-store and online.

• $336 million a year = in halo effect sales from customers returning 
again or telling their friends.



14

The cost of lines and wait times in retail 
stores

Our survey insights show how customers are affected by wait lines in 
stores and what the cost to retailers is both before and during the 
pandemic.



We wanted to understand what the cost of not using tools to manage 
customers has been for retailers before and during the pandemic.

Outside of the Coronavirus outbreak –
Immediate revenue lost to waits:

Retailers of every type are losing revenue as a direct result of lines, 
particularly from some of their key customer groups (younger 
generations and higher household income groups).

85% of customers have avoided entering stores or have walked out of 
stores without buying anything because of lines and waits for service: 
14% said they would do so “often”, 33% said “sometimes’ and 35% said 
“rarely”.

In financial terms, even just looking at the 14% who often walkout of 
stores due to wait line means that the average retailer (with just 2,000 
monthly footfall and $75 average customer spend) will be losing £45 
million potential annual sales across 250 stores ($181k per store per 
annum). 

This figure is likely much higher if you were to account for the 35% that 
said they did so sometimes.

Much of the revenue lost comes from key customer groups with 
Millennial and GenZ customers and high household income customers 
proving to be the most likely to avoid a retailer as a result of wait lines. 
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The cost of wait lines during and 
before the pandemic

Before the pandemic: customers who avoided entering stores or walked 
out of stores because of lines and waits for service



Outside of the Coronavirus outbreak –
Long term revenues lost:

To add to this challenge, our survey showed that not only do 
retailers stand to lose immediate revenue opportunities due to 
long waiting experiences, but they also lose out on future 
repeat visits and resulting revenues;

63% of consumers agreed with the statement that “A long 
waiting experience would make me less likely to return to a 
retailer”. 30% strongly agreed and 33% somewhat agreed.

Assuming each customer would have only returned once, 
these insights mean the average retailer will be losing $97 
million annual revenues across 250 stores ($389k per store 
per annum). If you account for those that somewhat agree of 
for the fact that customers would possibly return more than 
just once had they not been deterred by lines, this loss figure 
could be even greater.

All generations were almost equally likely to agree with the 
statement.

Again, and unfortunately for retailers whose stores are prone 
to lines, higher household income groups were more likely to 
agree that a waiting experience would deter them from 
returning to a store.
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During the Coronavirus outbreak -
Further revenues lost due to waits:

The lost revenue caused by wait lines are further exacerbated, 
particularly amongst the key customer groups: younger 
generations and higher household incomes groups.

Half (53%) of customers say they are even more likely than they 
were previously to avoid entering stores or to walkout of stores 
without buying because of lines and waits for service; 25% said 
they were much more likely and 28% said they were more likely.

This means that during Covid-19 lines and waits for service are 
costing the average retailer an additional $91 million per annum 
in lost sales across 250 stores.

Yet again, Covid-19 is costing retailers immediate sales and lost 
long term revenue opportunity from important customer groups.

Higher income households are also now approximately 1.5-2 
times more likely than other household income groups to be 
deterred by waits as a direct result of the Coronavirus outbreak.
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During the pandemic: customers who avoided entering stores or walked 
out of stores because of lines and waits for service



Looking at the insights on the previous 3 pages in financial terms shows 
that the average retailer with just 250 stores, an average footfall of just 
2,000 customers a month and an average spend of $75 per customer 
(the US average) stands to lose:

$233 million a year in lost immediate and long-term revenues.

Before the pandemic:

• $45 million a year = lost immediate revenues from the 14% of 
customers that state they often walkout or avoid entering their stores 
because of lines/waits.

• $97 million a year = lost long-term revenues from the 26% who 
state they are much less likely to return to a retailer with a long wait 
for service.

During the pandemic:

• $91 million a year = lost immediate revenues from the additional 
25% who are much more likely to walkout of a store or to avoid 
entering stores because of waits for service.

These significant figures show why every retailer should be looking at 
implementing Retail Choreography tools to manage lines, to enable 
customers to schedule appointments in-store or at home and to speed 
up the curbside pickup process.
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In financial terms

Though these losses are significant, our business case insights from the 
first half of the report show that Retail Choreography tools propose a 
powerful antidote to saving these revenues and even making additional 
sales as a result of these using tools. As our insights showed that using 
just one Retail Choreography tool could enable a retailer to generate

• $301 million a year = in immediate sales from customers buying 
more in-store and online.

• $337 million a year = in halo effect sales from customers returning 
again or telling their friends.



When asked how long customers are willing to wait in 
jewelry stores, we found that:

• 25% (a quarter) will only tolerate a wait of up to 3 
minutes.

• 16% will wait between 4-7 minutes 
• 16% will be willing to wait between 8 and 10 minutes. 

In total, this means that more than half of jewelry shoppers 
(57%) will only wait up to 10 minutes for service.

These insights demonstrate that the wait time does not 
need to be long before significant revenues can be lost. This 
is particularly important in jewelry stores because the nature 
of their high value products means that serving customers 
can take a long time and so waits for service can easily form.

Interestingly, despite being more likely to walkout without 
buying anything and less likely to return to the store if they 
are forced to wait, Millennial and GenZ customers have a 
higher mean wait time threshold than older generations 
when it comes to waiting in queues at jewelry stores. They 
are more patient of longer waits, though less tolerant and 
also more personally insulted if a wait exceeds their 
expectations.
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How long are customers 
prepared to wait?



To help retailers to understand how to improve their waiting 
experience to minimize the revenue and loyalty loss caused by 
lines, we asked shoppers what most concerned them about 
wait lines in the present period and found that health and lack 
of comfort are the biggest reasons consumers dislike lines:

• Contracting Covid-19 was the top concern amongst 47% of 
consumers.

• This was followed by being uncomfortable standing too long
(35%).

• After this came: not knowing how long you have to wait 
(34%), wasting time (28%) weather conditions (26%).

These insights suggest that customers mostly dislike waiting in 
lines because it makes them feel out of control, uncomfortable 
and like they are wasting time. 

Retailers could allay these concerns by using virtual wait line 
management and appointment booking solutions, as this would 
allow them to offer safer, more comfortable and informed 
waiting experiences that don’t waste customers’ time.
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Why customers hate waiting



When asked why customers would find 
virtual wait line and appointment booking 
software useful within retail stores during 
the pandemic, it was clear that most 
customers felt the solutions could alleviate 
their health concerns, alongside their 
concerns around wasted time, poor weather 
conditions, lack of information and fair 
process.
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Why customers want to use virtual wait 
lines and appointment booking software
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How customers have changed their 
shopping behaviors during the pandemic

The third part of our report focusses on how the pandemic has impacted 
customer jewelry shopping behaviors in general



Before Covid-19, 74% of the shoppers within our survey said 
they visited jewelry stores. 10% said they did so often, 21% 
said they did so sometimes and 33% said they did so rarely.

Younger age demographics are 3 times more likely to visit 
jewelry retail stores often and almost 2 times as likely to visit 
sometimes. Baby Boomers are noticeably more likely to never 
visit jewelry retail stores than Millennial and GenZ customers.

Unsurprisingly, there is a clear correlation between higher 
earning households and the likelihood of visiting jewelry retail 
stores often and in general.

Consumers from higher income households are 2 times more 
likely to visit these stores often and twice as likely to visit 
sometimes than those in the lowest income group.
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Who normally visits jewelry stores 
How often different customer groups visit jewelry stores outside of the 
Coronavirus pandemic



As a result of the Coronavirus outbreak, 59% of jewelry retail 
customers are visiting these types of stores less than before. A third 
(33%) are visiting them the same as before. Only 8% of customers are 
visiting these types of stores more than before.

In addition to being their lowest level of visitors outside of the 
Coronavirus, Baby Boomers are the most likely to reduce their visits to 
jewelry retail stores during the Coronavirus outbreak, at 69%. On the 
other hand, half (54%) of Millennial and GenZ customers have reduced 
their visits.

35% of these younger generations are continuing to visit jewelry retail 
stores as much as they did before and 11% are visiting more than 
before. Very few Baby Boomers are visiting these types of stores more 
than before.

Higher household income groups are the least likely to reduce their 
visits to jewelry retail stores as a result of the Coronavirus outbreak.

Only 50% of consumers from higher income households are reducing 
their visits to stores, and 16% are visiting jewelry stores more.

This perhaps suggests a widening economic gap created by the 
Coronavirus pandemic in that the higher income groups are 
disproportionately less financially impacted by the crisis.
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How have jewelry shopping behaviors 
changed during the pandemic

During the pandemic – frequency of customer visits to jewelry stores



Our survey found that the majority (63%) of customers are avoiding 
stores, with retailers’ key high value consumer groups being most likely 
to avoid stores including; women, higher household income groups and 
Millennial and GenZ customers.

81% of consumers cited health concerns as the primary reason for 
avoiding stores. This was followed by an increased use of online 
shopping (51%) and financial concerns (36%). All age groups are 
increasing their use of online shopping channels equally. Financial 
concerns and, interestingly, environmental consciousness, has proved 
greatest amongst GenZ consumers and lower household income groups.
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When it comes to visiting stores, customers’ biggest concerns are 
getting too close to other people (56%), other people not wearing 
masks (55%), touching products that other people have touched 
(45%) and having to wear a mask (28%). 

These insights suggest that retailers who address these top four 
concerns and prioritize customer health could increase customer 
confidence and drive more footfall to their stores.

All this further validates the business case for software for curbside
pickups, virtual wait lines and in-store or virtual appointments.

How and why have behaviors 
changed…



Our report shows that customers of retail stores want to see these retailers 
using Retail Choreography tools to offer: 

• In-store and virtual appointments
• Curbside pickup 
• Virtual wait lines 

The survey insights show that retailers who use these tools stand to gain 
significantly, with potential return to generate an additional $301 million a 
year in immediate sales as a result of customers buying more in-store and 
online and a further $337 million a year from sales due to customers 
returning again or telling their friends.

In contrast, our survey insights show that retailers who are not effectively 
managing their customers’ waiting experiences are losing significant 
revenues of around $143 million a year (for the average 250 store retailer). 
While Covid-19 is costing a further $233 million in annual revenues due to 
customers being more likely to avoid stores when they are open during the 
pandemic.

The insights show that even when just using one Retail Choreography tool, 
retailers have more to gain than they do to lose without the tool.

The customers most effected by wait times are those in the younger 
generations and the higher household income groups. These are the key 
customer groups that retailers should be working to please to futureproof 
their businesses – they are also the most likely to want retailers to use 
Retail Choreography tools and the most likely to be influenced to make 
purchases as a a result of the retailers use of these tools.
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Conclusions
The insights suggest that, with customers largely avoiding stores during 
the pandemic, retailers who address two of the key customer concerns of 
a) getting too close to other people and b) wait lines, will be able to drive 
more footfall to their stores.
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Virtual Wait Line System
To manage store occupancy and to 
enable customers to wait in lines 
virtually using their phone or through a 
host with a tablet.

Appointment Scheduling Software
To enable customers to schedule 
store visits and in-person service or 
virtual service 24/7 from any 
channel.

Contactless Order Pickup Check-in
To enable customers with online orders to 
check-in when they arrive at store so that 
store teams bring their order to them 
outside of the store.

Qudini’s Retail Choreography Solutions


