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Introduction
The survey

The pandemic has caused an undeniable 
shift in consumer behavior, with digital habits 
becoming embedded in consumers of all age 
groups and backgrounds.

In 2020, online sales grew by 36% (the 
highest growth seen in 13 years), according 
to research by IMRG. A survey by Shopify 
revealed that 84% of US consumers have 
shopped online since the pandemic. 

However, according to a recent 
Contentsquare survey, only 15% of 
consumers said they were happy with their 
online shopping experiences, suggesting a 
need for richer and more personalized 
shopping experiences.

During the pandemic, many leading retailers 
and banks adopted appointment scheduling 
software to create safe, engaging and 
efficient customer experiences. Customers 
could schedule: 

• Appointments for in-store services – to 
enable customers to pre-plan the times 
they wanted to visit the store for general 
and specific advice services.

• Appointments for virtual services – to 
enable customers to connect with an 
advisor by phone or video from their own 
homes.

• Appointments for store visits – to enable 
customers to schedule a time to come in 
to browse the shop - an approach which 
was made mandatory in a number of 
countries when stores reopened.

This report aims to understand if the growth 
in brands offering appointment scheduling is 
just a pandemic trend, or if COVID-19 has 
become the catalyst that will drive more 
retailers to offer these services long-term.

Who we are

At Qudini we’re experts in enterprise 
appointment scheduling due to our work 
with leading retailers and banks. Our 
customers use our software to drive sales 
and loyalty to their stores and websites.

Our Retail Choreography solutions include:

• Appointment scheduling
• Virtual queue management
• Occupancy tracking
• Task management
• Events booking

We undertook this survey to help our clients, 
and the industry in general, navigate the 
months ahead as the post-vaccine chapter of 
the pandemic takes shape.

Authored by: 
Imogen Wethered | Founder and CEO 
| Qudini

Passionate about business, fintech, retail and 
brands, Imogen is a thought-leader within 
retail, banking and the business world. She 
has been recognized for her achievements on 
the Forbes 30 under 30 list.
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In May, 2021, Qudini surveyed over 2,000 
US consumers to understand what they 
thought of these appointment services. We 
looked specifically at different stages of the 
pandemic and across different retail and 
banking industries.



Google Trends Insights

Google Trends enables us to see what consumers search for. This can help us to 
understand the growing demand for appointments and virtual appointments. Our 
survey insights further demonstrate this increased interest.
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“Appointment”
The Google Trends search 
result for the word 
“Appointment” shows that 
since 2004 consumers 
worldwide have become 
increasingly interested in being 
able to schedule appointments 
across industries. 

The pandemic significantly 
enhanced the growth trajectory 
for the trend.

See the live data here:
https://trends.google.com/trends/e
xplore?date=all&q=Appointment

“Virtual Appointment”
The Google Trends search 
result for the phrase “Virtual 
Appointment” shows that the 
pandemic has driven 
exponential growth of interest 
in virtual appointments (a 
trend which was previously 
only in it’s nascent stages 
growing slowly since 2011).

See the live data here:
https://trends.google.com/trends/
explore?date=all&q=Virtual%20a
ppointment

https://trends.google.com/trends/explore?date=all&q=Appointment


Google Trends Insights

“Toy Appointment”
The Google Trends search result for the keywords “Toy Appointment” shows that since 
2016 consumers worldwide have become increasingly interested in being able to 
schedule appointments in toy stores.

The insights show that interest has grown significantly since August 2020.

See the live insights here:
https://trends.google.com/trends/explore?date=2011-04-10%202021-11-
04&q=Toy%20Appointment
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Executive summary
The pandemic has increased demand 
for appointment scheduling services, 
and this will continue after the 
pandemic

Our survey of 2,022 US respondents found:

• Of the three appointment scheduling user 
cases in question, consumers are most 
likely to want appointments for in-store 
services. Interest in appointments for store 
visits and virtual services was also high 
across all retail industries

• Senior professionals are most interested in 
having the ability to schedule 
appointments across retail stores and 
banks

• GenZ and Millennial consumers were the 
most interested in appointments. They 
were also the most likely to have used an 
appointment scheduling service in the last 
12 months

• Compared to before the pandemic, 
consumers said that during the pandemic 
they were more likely to want to schedule 
appointments for: in-store services (48%), 
virtual services (46%) and times to visit 
stores to browse and shop (45%). 

• Consumers are equally as interested in 
using appointment scheduling services 
after the pandemic. Respondents said that 
post-pandemic, they were more likely to 
schedule appointments for: in-store 
services (44%), virtual services (43%) and 
times to visit stores to browse and shop 
(41%) 

• Consumer belief in COVID-19 didn’t affect 
whether they wanted to schedule 
appointments after the pandemic. 
Younger consumers were particularly 
interested in being able to schedule 
appointments outside of the pandemic, 
though Baby Boomer interest was still 
extremely high.

The business case for appointment 
scheduling is extremely strong

• 86% of consumers say an appointment 
scheduling service would have at least one 
positive impact on them:

• 26% of consumers would be more likely to 
buy from a retailer with an appointment 
scheduling service

• 30% would be more likely to visit the retailer 
in the first place

• 25% are more likely to tell their friends 
about the retailer

• 24% are more likely to choose a retailer over 
their competitors

• Consumers that had used an appointment 
scheduling service in the last year said it 
made it easier to engage with the retailer 
(33%), it made them more likely to shop 
with the retailer again (29%) and it 
improved their brand experience (28%)

• 93% of consumers that used a service in the 
last year confirmed it had a positive impact.

• Quantifying these results financially: the 
average 500 store retailer has the potential 
to make an additional $49.8 million in 
annual revenue ($16.8 million in direct sales 
from consumers with appointments and an 
additional $32 million as a result of their 
increased loyalty and advocacy).

Appointment scheduling is easy to 
implement - as shown by how 
consumers want to schedule 
appointments

• Consumers are most likely to schedule 
appointments by calling the store (30%), 
using the company’s website (27%) and in-
person through a store associate (20%). 

• This data suggests that retailers can easily 
start offering appointment services by 
equipping their store teams with 
appointment scheduling software and then 
enabling scheduling from their website.
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Audience breakdown
Demographic details of the 2,022 consumers we surveyed:
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Customers that visit this business type before 
COVID-19

Gender of respondents

Age of respondents Believe COVID-19 is real

Job seniority
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What type of appointments do customers want from 
parent, child and toy retailers?

72% of parent, child and toy retail customers 
want to be able to schedule at least one kind 
of appointment. The appointment type most 
in-demand was in-store services, by a third 
(31%) of customers. The second most in 
demand appointment type was for 
appointments to visit stores to shop at 28%. 
Furthermore, a quarter (25%) of customers 
want to be able to schedule virtual 
appointments.

These insights attest to the important efforts 
of leading retailers in the sector that have 
set a new customer experience benchmark 
by offering their customers the opportunity 
to schedule appointments to ensure their 
safety and efficiency. Going forward, 
customer expectations for such initiatives 
will likely increase across the sector.

Which types of appointments parent, child and 
toy customers want to see - overall data

Customers that visit parent, child and toy retailers were asked what types of appointments they 
want to be able to schedule. 

Overall, interest in scheduling appointments 
within parent, child and toy retail was equally 
strong amongst customers, regardless of 
whether they believed COVID-19 was real or not 
(at 71% and 75% respectively). This suggests 
that the current growth in brands offering 
appointment scheduling services will continue 
beyond the pandemic.

The demand for in-store service appointments 
was considerably higher with customers who 
believe COVID-19 is real (33%) compared to 
those who don’t (21%). Similar results were seen 
for appointments to visit stores to shop. This 
shows a strong requirement for parent, child and 
toy retailers to provide in-store appointment 
scheduling services to alleviate the concerns of 
the majority (74%) of American consumers who 
believe COVID-19 is real.
The 17% of customers who don’t believe COVID-
19 is real were equally interested in 
appointments for virtual services.

Parent, child and toy retail appointment 
demand - based on whether customers believe 
COVID-19 is real



8

C-Level executives, senior leaders and 
business owners that visit parent, child 
and toy stores were particularly interested 
in the ability to schedule appointments, 
with demand ranging from 80% to 93%.

This presents a strong business case for 
parent, child and toy retailers to offer 
appointment scheduling opportunities as 
customers with a higher disposable 
income can be of higher value to some 
brands. 

Time-poor individuals will prioritize 
efficiency and therefore favor brands that 
offer scheduled appointments.

Parent, child and toy retail appointment 
demand by age generation

When looking at parent, child and toy retail 
appointment demand by age generation,  GenZ 
and Millennial demographics were the most 
interested in appointment scheduling services, 
at 76%. However, Baby Boomers were still very 
interested in these services, with 56% wanting 
appointments of some kind.

Younger generations tend to want more digital 
and convenient methods of interacting with 
brands. A survey by Accenture showed 95% of 
Millennials want brands to actively court them. 
These survey insights suggest that parent, child 
and toy retailers need to incorporate 
appointment services into their omnichannel 
strategies in order to attract and engage 
younger generations. 

Customer responses were segmented by appointment type, and against job seniority and age 
generation.

What type of appointments do customers want from 
parent, child and toy retailers?

Men and women were equally likely to want 
to schedule appointments at parent, child 
and toy retailers (at 73% and 72% 
respectively).

Parent, child and toy retail appointment 
demand by gender

Parent, child and toy retail appointment 
demand by job seniority



How does this compare to other retail industries?

In-store services appointments are most 
wanted within: beauty salons (57%), 
opticians (55%), car dealerships (46%), 
banks (45%), auto and tire stores (44%), 
pharmacies (41%) and pet stores (40%). A 
third of their customers still want in-store 
appointments in industries where they are in 
the least demand.

Virtual appointments are most wanted 
within: travel agencies (35%), real-estate 
agencies (35%), banks (30%), phone stores 
(27%), luxury retailers (27%), electronics 
retailers (26%) and vaping retailers (26%). 
16% of their customers still want them in 
industries where they are in the least 
demand.

Appointments to browse stores are most 
wanted within: fashion and clothing stores 
(33%), jewelry stores (31%), makeup and 
skincare stores (31%), home and furniture 
stores (31%) and car dealerships (31%). 
21% of their customers still want them in 
industries where they are in the least 
demand.

A) Demand for in-store service appointments

B) Demand for virtual appointments by phone 
or video by store type

C) Demand to schedule appointments to 
browse and visit shops

Interest in different types of appointments is high across all retail sectors, although they vary 
based on the type of business.
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Appointment demand during and after COVID-19
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Respondents were asked how their interest in scheduling appointments with retailers and banks 
has changed compared to before the pandemic, and what they expect after the pandemic. The 
results showed a strong increase in demand across all three key appointment user cases. 

Appointment demand during the pandemic 
(in comparison to before):

During the pandemic - compared to pre-
COVID times, almost half of consumers 
(46%) said they are more likely to want to 
schedule appointments: 48% for in-store 
services, 46% for virtual appointments and 
45% for visiting stores to browse. 

In addition, more than a third (36%) of 
consumers said they are equally likely to 
schedule appointments during the pandemic. 
Fewer consumers (17%) said they were less 
likely to want to schedule appointments 
during the pandemic. It is possible many of 
this group want to avoid visiting stores and 
spending money altogether.

Overall 82% of consumers value being able 
to schedule appointments across these 
different use cases during the pandemic.

Appointment demand after the pandemic 
(in comparison to before): After the pandemic - compared to pre-COVID 

times, 42% of consumers said they are still 
more likely to want to schedule appointments: 
44% for in-store services, 43% for virtual 
appointments and 41% for visiting stores to 
browse. 

In addition, more than a third (38%) of 
consumers said they are equally likely to 
schedule appointments after the pandemic 
compared to before the pandemic. Few 
consumers (19%) said they were less likely to 
want to schedule appointments after the 
pandemic. 

Overall, 80% of consumers will still want to 
schedule appointments across these three 
different use cases after the pandemic. 

These insights indicate that the pandemic will continue to grow the use of appointment 
scheduling software in retail and banking. The also suggest that retailers offering appointment 
scheduling services earlier are future-proofing their businesses and that they will have an 
advantage on their competitors both during and beyond the pandemic.



Appointment demand during and after COVID-19
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By age generation 
During the pandemic, younger generations 
and Baby Boomers are almost equally likely to 
want to schedule appointments for all three 
use cases. The biggest disparity is with virtual 
appointments, where Millennial and GenZ are 
20% more likely to want this service.

After the pandemic, all generations are almost 
equally likely to want to continue scheduling 
appointments for in-store services. However, 
the disparity in interest across the other two 
use cases is greater; younger generations are 
47% more likely to want to continue using 
virtual appointments and 30% more likely to 
want to schedule times to browse and visit the 
store (compared with 32% and 33% for Baby 
Boomers in each user case). Millennial and 
GenZ interest in each appointment user case is 
the same both during and after the pandemic.

These insights suggest that offering 
appointments for in-store services is a must 
have for every age group. They also suggest 
that to continue attracting consumers 
(particularly younger generations) beyond 
COVID-19, retailers should continue to offer 
the ability to schedule appointments for virtual 
advice and to visit stores.

Likelihood during the pandemic by age generation

Likelihood after the pandemic by age generation

By comparing consumers that are more likely to want to schedule appointments during and after 
the pandemic by age, gender and whether they believe COVID-19 is real or not, shows that the 
pandemic will be a catalyst for more brands to offer appointment services in the future. 

By gender
After the pandemic, both genders are equally 
likely to want to schedule appointments for 
in-store services. Men are slightly more likely 
to want to schedule appointments for virtual 
service by phone or video and to visit stores
to shop.

These insights indicate that an equally high 
proportion of consumers will continue to 
want to schedule appointments after the 
pandemic.

Likelihood after the pandemic by gender



Appointment scheduling during and after COVID-19
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By whether consumers believe COVID-19 is 
real or not
During the pandemic, consumers that believe 
COVID-19 is real are somewhat (an average 
of 27%) more likely to want to schedule 
appointments across all three user cases.

After the pandemic, those who believe 
COVID-19 is real are equally likely to want to 
schedule appointments as they were during 
the pandemic. 

However, those who don’t believe COVID-19 
is real are even more interested in scheduling 
appointments after the pandemic than they 
were during the pandemic. After the 
pandemic, their interest levels even match 
those who do believe in COVID-19.

These insights further predict the future 
growth of appointment scheduling in retail 
and banking. Almost half of consumers are 
more likely to want to schedule appointments 
after the pandemic compared to before the 
pandemic, regardless of whether they are 
concerned about the virus or not. 

These insights suggest that the technology 
and processes brands have embedded during 
the pandemic will change consumer behaviors 
and expectations for the long-term.

Likelihood during the pandemic by age generation

More likely after the pandemic by age generation



The impact appointment scheduling services have on 
consumer behavior

In theory
When asked theoretically what impact they 
felt an appointment scheduling system 
would have on their shopping behavior with 
a retailer:

• 86% said it would have at least one 
positive impact.

• 30% said they would be more likely to 
visit the retailer in the first place.

• 26% said they would be more likely to 
buy something from the retailer.

• 25% said they would be more likely to 
tell their friends about the retailer.

• 24% said they would be more likely to 
choose the retailer over competitors.

• 22% said they would be more likely to 
return to the retailer.
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Respondents were asked how appointment scheduling for in-store and virtual services would 
impact their interaction with a brand, both in theory and in practice (to those who said they had 
used an appointment scheduling system in the last year). They said it determined which stores 
they visited, which stores they bought from, and which stores they told their friends about. 

How consumers said appointment scheduling 
offerings would impact their brand interactions

How consumers who’ve used appointment services in 
the last year said it impacted their brand interaction

In practice 
Of the consumers that have used an 
appointment service in the last year, when 
asked what impact it had on their interaction 
with a retailer: 

• 93% said it had at least one positive 
impact.

• 33% said it made them more likely to visit 
the retailer in the first place.

• 24% said it drove them to buy something 
from the retailer.

• 21% said it drove them to tell their friends 
about the retailer.

• 25% said it drove them to choose the 
retailer over their competitors.

• 29% said it’s made them more likely to 
return to the retailer.

These insights prove the powerful business case and growing need for retailers to deploy 
appointment scheduling software. This will enable them to acquire customers, increase sales and 
to drive customer loyalty and advocacy. Offering appointment scheduling services can help 
retailers to improve their profitability and brand relevance.

In theory In practice



The business case for appointment scheduling
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The fact that consumers are more likely to buy from brands, return to brands and to advocate 
brands that offer appointment scheduling services suggests a powerful business case.

Quantifying these results financially: the average 500 store retailer with a $54 average 
transaction value stands to gain an additional $49.8 million in annual revenues ($99k per 
store) by offering an appointment scheduling service ($16.8m in direct sales from their 
customers with appointments and an additional $32m as a result of their increased loyalty and 
advocacy).

Calculated as follows: In the survey, 26% of respondents said they are more likely to buy something with a retailer 
that offers in-store appointments. If a retailer that attracts just 200 appointments per month (6 per day) with an 
average spend of $54 per customer (the national average transaction value in retail), they stand to drive additional 
annual revenues of $33,700 per annum per store, $16.8 million across 500 stores. In addition, this same retailer will 
be driving these customers to return at least once more and to tell an estimated three friends (30% of whom will be 
more likely to visit) – 26% of these returning customers and friends of customers will be more likely to buy 
something.

When looking at the responses by 
generation, 44% of Baby Boomers said 
appointment scheduling services made them 
more likely to engage with a retailer in the 
first place if it were to provide a scheduling 
service. Millennials were the most likely to be 
driven to buy something in store, at 27%. 
They were also considerably more likely to 
tell their friends about the retailer (24%). 

These insights show a clear business case 
for retailers to engage consumers of all age 
groups by offering in-store and online 
appointments. This business case is further 
bolstered by the greater chances of spend 
and advocacy from the Millennials as the 
largest group of consumers.

Impact of appointment scheduling services by 
generation who have used it in the last year

Further strengthening the business case for 
appointment scheduling, there is a strong 
correlation between senior professionals and 
their increased chances of buying something 
with a retailer after using an appointment 
scheduling service in the last year.

The exception to this rule is C-Level 
Executives, who were also the least likely to 
have used an appointment scheduling system 
in the last year. 

Consumers driven to buy something with a retailer 
after using an appointment scheduling service in 
the last year by job seniority



How many consumers have used an appointment 
scheduling service

In the last 12 months, 40% of consumers in 
our survey said they had used an 
appointment scheduling service to schedule 
an in-person or virtual appointment at a retail 
store or bank. This shows that a significant 
proportion of consumers have used these 
services during the pandemic. Adoption will 
only continue to grow as leading brands 
continue to roll out and promote their 
appointment scheduling services. 
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Survey respondents were asked to indicate whether or not they have used an in-store or virtual 
appointment scheduling service at a retailer or bank in the last year.

Younger consumers are significantly more 
likely to have scheduled an appointment, 
with 52% of GenZ consumers and 45% of 
Millennials having done so, compared with 
25% of Baby Boomers and 30% of GenX 
consumers. This makes sense, as younger 
generations are more likely to be early 
adopters and they are slightly more likely 
to want these services. This also shows 
retailers need to do more to educate older 
consumers about their digital services to 
drive adoption and as a result spend and 
loyalty. 

Those in senior-level roles were also 
significantly more likely to have scheduled an 
appointment at a retailer or bank, at 71% of 
Business owners and C-Level executives 
compared with 46% of entry level personnel.

This increased usage from high-earning 
individuals with more disposable income is 
very noteworthy, as this group are considered 
high value to many retail types. 

Consumers that have scheduled an 
appointment in the last year

Consumers that have scheduled an 
appointment in the last year by generation

Consumers that have used an scheduled an 
appointment in the last year by job seniority



The main benefits of in-store or virtual appointments

Safety is the main benefit of an 
appointment scheduling service right 
now in the context of the COVID-19 
pandemic, with a third (32%) of 
consumers stating this to be the case. 
Consumers are almost equally 
interested in saving time (29%), 
followed by better planning of their day 
(24%), and having time to prepare 
what to discuss in advance (24%). 

80% of consumers saw at least one 
benefit in being able to schedule in-
store or virtual appointments.

By enabling consumers to better 
prepare for their appointments and by 
providing them with a better service 
that values their time, retailers can 
significantly increase conversion rates 
and sales figures, as consumers are 
prepared to pay a premium for this level 
of service. 
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Respondents were asked what the main benefits of being able to schedule an in-store or 
virtual appointment are. The results found that consumers most valued safety, time and the 
opportunity to plan.

By generation

Safety and efficiency were important to 
all generations but especially with older 
generations (they were 1.3 times more 
likely to consider it a main benefit). Time 
saving was also 1.5 times more 
important to older generations.

Younger generations were slightly more 
concerned with being able to better 
prepare, getting better service and 
avoiding queues. 

Younger consumers were 3 times more 
likely to state “fair process” as a benefit 
of scheduling an appointment. This 
suggests that appointment technology 
can be used by retailers to treat all their 
consumers equally, to improve their 
relationships and to ensure that no 
individual feels undervalued by their 
brand.

Main benefits of appointment scheduling

Main benefits of appointment scheduling by generation



How consumers prefer to schedule appointments
We asked consumers how they wanted to 
schedule appointments and found the most 
preferred methods are:

Millennial and GenZ consumers:
1. Through the company’s website (27%)
2. By calling the store (24%) 
3. Through a general scheduling app (21%) 
4. In-person through a store associate (21%) 
5. Through the company’s app (18%)
6. By calling the call center (14%)
7. By scanning a QR code from an ad (14%)

Baby Boomer consumers: 
1. By calling the store (47%) 
2. Through the company’s website (32%)
3. Through the company’s app (21%)
4. In-person through a store associate (19%) 
5. By calling the call center (17%)
6. Through a general scheduling app (9%)
7. By scanning a QR code from an ad (2%)
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Key insights

1. Overall, the most preferred appointment 
scheduling method is calling the store, 
followed by using the company’s 
website.

2. Enabling appointments to be made via a 
brand’s website is key to driving traffic, 
incorporating this capability via an app 
will further bolster traffic. 

3. Consumers are twice as likely to 
schedule an appointment by calling the 
store directly compared to calling the 
contact center. This is likely because the 
contact center is a less direct method 
where people can be left on hold or 
passed around automated systems. 

4. Call centers can still have the potential 
to drive traffic to services amongst 16% 
of consumers.

5. Store associates need to be equipped to 
easily schedule appointments on behalf 
of consumers for the 30% calling by 
phone and the 20% that want to 
schedule appointments in person in the 
store.

Preferred methods of appointment scheduling by 
generation (ordered by Millennial and GenZ priority)

Comparing how Baby Boomers versus Millennial 
and GenZ consumers want to schedule 
appointments:

1. Baby Boomers are twice as likely to call the 
store (32% vs 25%).

2. Baby Boomers are slightly more likely to use 
the company’s website (32% vs 25%) and 
the company’s own app (21% vs 18%).

3. Younger consumers are 2.3 times more likely 
to want to use a general app to schedule 
appointments (21% vs 9%) and would prefer 
this to using the retailer’s own app. This 
suggests that younger consumers prefer to 
store fewer apps on their phones and that 
they are less loyal and prefer to be able to 
switch between brands more.

4. Younger consumers are 7 times more likely 
to scan a QR code from an advert to 
schedule an appointment (14% vs 2%). The 
results suggest that retailers have potential 
to turn advert impressions into appointment 
traffic amongst 14% of younger consumers.

5. Younger consumers are twice more likely to 
schedule an appointment via an in-store 
tablet kiosk (8% vs 4%). 



The demand for appointment scheduling during and 
after the pandemic

Consumers were equally likely to agree 
that more retailers should offer 
appointment services during the pandemic 
as they were to agree that more retailers 
should continue to offer appointments 
after the pandemic.

On average, half (51%) of consumers 
agreed that more retailers should offer 
appointment services during and after the 
pandemic, while a third (34%) neither 
agree nor disagree and only 7% disagreed.

Interest was highest in scheduling 
appointments for in-store service – 53% 
for during the pandemic and 50% for after 
the pandemic. This was followed by virtual 
appointments by phone or video, 53% 
during the pandemic and 50% after the 
pandemic. Though interest in being able to 
schedule appointments to browse and visit 
stores remained high at 49% during the 
pandemic and 50% after the pandemic.
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To conclude the survey, respondents were asked which appointment services retailers and 
banks should offer during and beyond the pandemic. The results showed that consumers were 
equally likely to want all three scheduling user cases after the pandemic as they were during. 
This further demonstrates that COVID-19 has been a catalyst for more retailers and banks to 
offer appointment scheduling.

During the pandemic – agree or strongly agree



Conclusion
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More consumers want to schedule appointments both during and beyond the pandemic

The survey shows that, both during and after the pandemic, consumers are equally interested 
in being able to schedule appointments for all three user cases: in-store services, virtual 
services and appointments to browse and visit stores. 

Younger generations are slightly more likely than Baby Boomers to want to schedule 
appointments after the pandemic. In addition, consumers of all ages are equally likely to want 
to schedule appointments after the pandemic whether they believe in COVID-19 or not. This 
demonstrates that the increased use of appointment scheduling software within retail and 
banking is not just a pandemic trend, but that COVID-19 has been a powerful catalyst for 
brands to enhance their customer experience to reach the expected standards of their modern 
consumers, particularly these younger, more digital generations.

The business case for appointments is undeniably powerful

The survey responses show that 86% of consumers feel that a retailer or bank’s use of an 
appointment scheduling system would positively impact their sales, loyalty and advocacy with 
a brand. 93% of consumers who actually used an appointment scheduling service reported 
that it did have a positive effect.

The survey results, therefore, show both a strong demand and powerful business case for 
retailers to deploy appointment scheduling software in order to drive sales and loyalty - both 
today and beyond the pandemic. 

We’re at the start of a growing trend in appointment services, and the brands that start 
early will win customers over their competitors

The fact that a quarter (25%) of consumers say that an appointment scheduling service would 
drive them to choose a brand over their competitors suggests that the early adopters that 
implement these services sooner will have a strong advantage. Yet the continued significant 
interest in appointment services beyond the pandemic suggests that we are just at the start of 
this growth trend and over the coming years we’ll see more and more brands adopt these 
services as they become more ingrained.

Appointment services are easy to deploy – start with stores, then move on to your website

The insights showing how customers want to schedule appointments (largely through store 
associates and the company’s website) show how simple it can be for any brand to deploy 
appointment software within their business. To get started, they need to provide their store 
teams with access to software which will enable them to create appointments on behalf of the 
customers. Secondly. they need to enable the capability to schedule appointments from their 
website. Other channels can certainly help to increase traffic but are not essential and so can 
be added later on.



Thank you for reading

We hope you found this report useful.

To discuss how we can help you to future proof your business with 
innovative appointment scheduling use cases get in touch: 

info@qudini.com
www.qudini.com
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