Convenience
AND THE

consumer
Type something

From one-click ordering to curbside pickup to curated experiences,
the meaning of convenience in shopping is constantly evolving.
Today's busy consumer embraces — and expects — convenience
in every part of their retail experience.
This edition of NRF's Consumer View looks at how convenience shapes
shoppers' behavior and what this means for the future of retail.
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Convenience: a conﬂicting consumer story
When it comes to convenience, consumers send a mixed message. They overwhelmingly opt for
quality and price when asked what matters most while shopping — just one in 10 mentions
convenience. At the same time, nearly all have backed out of a purchase because it was
inconvenient for them.
The unspoken cost of convenience

What matters most to you when shopping?

Highest quality
item

32%
30%

Lowest price
Most convenient
option

13%
12%

Brand’s values

11%

Overall brand

Other

2%
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97%
have backed out of a purchase
because it was inconvenient to them

The growing role
of convenience

83%
say convenience while shopping is more
important now compared with 5 years ago

Our family is very much 'on-thego,' therefore time management
is a requirement in our
household! Our time with family
and work is precious to us, so we
choose the most convenient
options when purchasing items
for our family.
– Consumer

Where consumers are spending more time compared with ﬁve years ago

52%

45%

Work/school

Commuting

61%
Family

43%

Shopping

Whether it's commuting to work, dealing with family obligations or catching up on schoolwork,
shoppers are always busy — over one-third feel they have less free time now compared with
ﬁve years ago.
So naturally, they're looking to retailers to save them both eﬀort and time.
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What shoppers will
pay for convenience

52%
say that half or more
of their purchases
are inﬂuenced by
convenience

Our lives are getting
busier every day and not
many people have the
luxury to spend hours at
the grocery store or
department store looking
for specific items.
– Consumer

Time is money — literally
The popularity of delivery services like Amazon Prime, Shipt or Instacart point to consumers'
willingness to pay for convenience.

Do you currently pay for a delivery service?

25%

66%

Yes, more than one

41%
Yes, one

13%
No, but I'm interested in one
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pay for a delivery
shipping service and
one-quarter pay for
more than one

For certain types of purchases, convenience matters more
Today's consumer is more likely to place a premium on convenience in their routine, everyday
purchases. They are willing to pay more when it comes to groceries, personal care items and
pet supplies. But shoppers also value convenience when purchasing clothing and electronics,
where it's potentially harder for brands to compete on just price and quality. And shoppers say
they are willing to pay more for convenience in these areas.

63%
Percent
who say
convenience
is very
important

47%

Groceries

42%

41%

41%

Clothing

Electronics

Personal care

Pet supplies

61%

59%

Percent
willing
to pay
more for
convenience

66%
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58%

58%

Where convenience
makes a diﬀerence
Convenience isn't simply a one-sizeﬁts-all solution. It all varies based on
how people are shopping, where they
are along their path-to-purchase
journey and what they're buying.
Strategies like BOPIS ensure the
shopper has a convenient experience
regardless of channel.
Percent who say BOPIS improved their experience

70%

I have small children, and
it is so nice to be able to
drive to a store and have
them bring my things out
to the car for me.
– Consumer

Convenience along the path to purchase
How consumers are shopping and where they are on their path to purchase dictates how much
convenience matters. For instance, a simple experience online and on mobile matters more when
they're ﬁrst researching products and trying to determine which option is best for them than it
does after the purchase has been made.

At which part of the shopping experience is convenience most important to you?

Online

In-store

38%

20%

18%

23%

At the very beginning,
when researching

Right before making a
purchase

At checkout

Post-purchase

16%

25%

40%

18%

At the very beginning,
when researching

Right before making a
purchase

At checkout

Post-purchase
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Continued interest in buy online, pick up in store
The majority of shoppers have adopted BOPIS; those who do say it's convenient and improves
their shopping experience. Even those who haven't tried it are interested in doing so.

Which of the following methods have you tried?
Which methods are you interested in trying?

78%

Picking up at a
register

88%

Over 9 in 10

43%

Using curbside
pickup

81%
32%

Trunk delivery

Using a locker
code

How convenient did you ﬁnd this experience?

74%

rated each type of BOPIS
as convenient

28%

Have tried
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63%

Interested in trying

What's next for
convenience
Retailers' strategies to improve
the shopping experience are
paying oﬀ.

86%
say shopping is
more convenient
now compared
with ﬁve years ago

I would say mainly
because I've grown
accustomed to
convenience. I've been
spoiled, if you will. So
now, I'm going to rely on
and expect convenience
more than before.
– Consumer

Convenience's competitive edge
Retailers continue to raise the bar when it comes to convenience, and consumer expectations
have grown as a result. Nearly all consumers are more likely to choose a retailer based on
convenience. That said, there's still more to do.

Over 9 in 10
are more likely to choose a retailer based on
convenience. A third are signiﬁcantly more likely.
Signiﬁcantly more
likely

33%
39%

Much more likely
Somewhat more
likely

21%

Neither more nor
less likely
Somewhat less likely

5%
1%

Much less likely 0%
Signiﬁcantly less 0%
likely
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36%
feel retailers don't
always live up to their
convenience expectations

Consumer expectations surrounding convenience
Although shopping has become signiﬁcantly more convenient with retailers' innovations
over the past decade, consumers are still looking for additional ways to save time and
eﬀort. When shopping on retailers' websites, consumers are speciﬁcally interested in
oﬀerings around the research phase, while for in-store shopping it's more about
streamlining the transaction.
Where consumers want additional convenience
Online shopping

In-store shopping

55%

58%
Finding deals and promotions

46%

57%
Comparing prices or reviews

56%

47%
Making it easy to ﬁnd options

56%

56%
Processing a return

47%

56%
Simplifying checkout

55%

55%
Checking inventory
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What consumers wish for
Providing a convenient shopping experience can ensure a consumer will complete a
sale. In their own words, consumers think retailers should be oﬀering a variety of
options to ensure their shopping is as hassle-free as possible. Consumers know these
innovations exist and they're looking for them across all retailers.

When you order
something online, the
store should place the
pickup area near the
front of the store.
– Consumer
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An online tool to
help you locate items
in the store.
– Consumer

Provide assistance in
locating sizes and
trying on your items.
– Consumer

Conclusion
Today's consumers fully embrace retailers' innovations and are continuing to expect
retailers to make their shopping journeys as easy and painless as possible. Retailers are
constantly pushing out new strategies to deliver on this need:
Amazon oﬀers in-garage delivery to ensure packages are dropped oﬀ
securely in consumers' homes.
7-Eleven is jumping on the v-commerce trend, and has recently launched a
voice-enabled app, allowing shoppers to make delivery orders through their
smart home devices.
Michaels helps consumers manage their busy lives by partnering with
UPS to allow customers to choose from multiple delivery locations, based on
what's most convenient.
For additional insights, visit NRF.com/consumerview
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