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Abstract

Current research provides empirical evidence to show how the physical size of
shopping carts influences consumer in-store purchases. Through two field experiments
and a controlled laboratory experiment, we found that consumsers with large (vs.
small) shopping carts purchased more products, spent more money and stayed longer
time at the store. The contributions of current research are twofold: first, it enriches the
literature on the effect of shopping carts, the most common tool used for in-store
purchases, on consumer purchasing behavior; second, our studies provide very
practical suggestions for retailers to increase their profits, by simply adjust the size of
the shopping carts in the store.
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