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A Minute’s Difference...

What impact does length of check out time have on sales?

A recent study completed by M/A/R/C® Research
revisits the impact length of check out times has on
store sales.

]

The study spanned eight store categories: Grocery,
Drug, Consumer Electronics, Office Supply, Mass
Merchandisers such as Wal-Mart and Target, Clubs like
Sam’s and Costco, Department, and Home
Improvement stores. The online study was conducted
in April and includes responses from approximately
13,000 individuals.

Check out times, as well as additional aspects of consumers’ shopping experiences, play a role in a
store’s conversion rate, or the percentage of shoppers who make a purchase. For the month of April,
the conversion rates averaged 75%. Conversion rates are consistent with those from April 2007. They
are also similar among retailers within each category, however clear leaders emerge in Department
Stores and Consumer Electronics in terms of conversion.
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SATISFACTION WITH WAIT TIMES
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When looking at time spent waiting in line
on different days throughout the week, it
becomes evident that the best times to
shop—to minimize waiting in line—almost
any category are the beginning of the week
(Monday - Tuesday).

Not surprising, it is most common for stores
to have longer wait times on Saturdays and
Sundays with two exceptions — Department
Stores and Home Improvement Stores. The
longest wait times for Department Stores is
Monday and for Home Improvement Stores
is Friday. In both cases this is likely a result

of fewer shoppers driving reduced staffing Consumer Electronic/  Grocery Store
on these days. 3 4
Club Store Mass Merchandiser
5 3

“Retailers really have to focus on keeping their

BEST TIMES TO SHOP
(BASED ON AVERAGE MINUTES IN LINE)
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wait times under 4 minutes with the negative 3 3
impact of even one minute more.”
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Avg. Wait (Minutes)

Tony Amador
Sr. Vice President, Client Development

M/A/R/C Research

Long wait times can impact a store’s bottom line. Consistent with March 2007’s report, approximately 10%
of customers stated they will forgo a purchase if the line is too long. The impact of long lines doesn’t stop
there. Many consumers (43%) state long lines will affect their decision to shop a particular retailer in the
future. 1t is important for retailers to keep wait times under 4 minutes, because even one more minute results
in satisfaction declines.

IMPACT OF LONG LINES ON FUTURE SHOPPING TRIPS

\

I avoid the store at all times knowing = 21%

the line will be long
lonly go to the store to pick up specific = 19% > 43%
items | can't find at other stores
. 3%
I stop going to the store all together
J
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M/A/R/C’ Research
Tony Amador
Sr. VP, Client Development

1660 North Westridge Circle
Irving, TX 75038
tel 972.983.0436

Tony.Amador@MARCresearch.com
www.MARCresearch.com

M/A/R/C Research is a marketing research and consulting firm dedicated to
helping our clients create, evaluate, and strengthen their brands. Our
teams design and execute qualitative and quantitative, traditional and
online solutions while adhering to a client-service ethic built on being easy
to work with and delivering what is promised.

Our core competency is measuring attitudes and behaviors to accurately
explain and predict market share, revenue, and bottom line impact of a
client’s actions. M/A/R/C has been successfully designing, executing and
analyzing studies to help clients across a range of industries since 1965.
We deliver research answers with a business perspective in the language of
decision-makers.

We help our clients address consumer, channel, and B2B marketing issues
to launch better products and services, attract and retain valuable
customers, and build stronger brands.  Our continuum of proven,
marketing-issue focused solutions support clients’ brand building efforts.

Visit www.MARCresearch.com/measure
to subscribe to MEASURE
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