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

The business case for 
virtual waitlist and 
appointment scheduling
in automotive 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 automotive 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 automotive retailers to increase their brand 
relevance and profitability through such toolsÕ 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 ÐHow 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:

1. Virtual appointments (51%)

2. Store appointments (24%)

3. Virtual wait line systems (18%)

4. Store with host app (16%)

5. Contactless online order collections (10%)

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 automotive retailers 
to use Retail Choreography solutions to manage their experience.
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How do customers want their retail 
experiences to be managed?

Customers that would find Retail Choreography solutions useful within 
automotive stores



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 Ðcustomers 
want retailers to use digital tools to improve their experience, and they 
will be driven to spend more across a retailerÕs 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 retailerÕs 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 
channelsÉ

! $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:
ÒIf a retailer that usually has long lines for service used a virtual 
wait line system, would this make youÉ?Ó

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:
ÒIf a retailer that usually has long wait lines for service used a 
virtual wait line system, would this make youÉ?Ó

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:
ÒIf 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 
youÉ?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 retailerÕs stores
! 42% would be more likely to choose the retailer over their competitors. 

Responses to:
ÒIf a retailer enabled you to book a time to speak with a virtual advisor 
by phone or video, would this make youÉ?Ó

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 retailerÕs 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: 
ÒIf 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 youÉ?Ó

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.


