2)NCR

The Wait We Hate the Most: Consumers Driven to Frustration
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Survey Reveal s H gh Consunmer Frustration Levels at DW, Retail
Stores, Hospitals or dinics and Airports

Sel f-Servi ce Energing as New ''Essential Convenience''

ATLANTA--(BUSINESS WIRE)--Jan. 22, 2007--Waiting in line can be frustrating no matter where we are. But the most frustrating wait for Americans:
cooling our heels at local department or division of motor vehicles (DMV) offices, closely followed by waiting to make purchases at retail outlets.

A survey conducted for NCR Corporation (NYSE:NCR) by Opinion Research Corp. also found that 39 percent of consumers are willing to use
time-saving self-service alternatives to help reduce their wait times.

Although the DMV was number one on their "wait we hate the most" list, respondents in the "NCR Queue Review" survey dislike waiting for service in
many other areas affecting daily life. Ranking third, fourth and fifth on the list were registering at clinics or hospitals; checking in for airline flights at
airports; and ordering at fast-food restaurants or deli counters.

"Clearly, Americans want more control over their lives, and that includes being able to reduce the time they spend in nonproductive activities such as
waiting in lines," said Mike Webster, vice president, Self-Service Solutions Division at NCR, the global leader in self-checkout, interactive kiosks,
automated teller machines and other self-service technologies. "Fortunately, a growing number of retail, travel, health care and government
organizations are providing alternatives - including self-service solutions - to help give that valuable time back to their customers, patients and clients."

The top reasons for consumers' frustration with waiting for service or waiting in line were: the lack of employees able to assist them (44 percent), a
concern for being late (39 percent), not knowing how much longer they'd have to wait (33 percent) and the time it takes for each person ahead of them
to finish (19 percent).

A day or two saved is quality time earned

The survey found that consumers figure they are spending more than two days per year waiting in line for service - time they believe could be better
spent with friends or family or other forms of leisure. Nearly half (49 percent) of the respondents estimate they waste between 30 minutes to two hours
each week waiting for service. Younger consumers seem especially cognizant of their lost time, with one-sixth (16 percent) of those aged 18 to 24
saying that in a typical week they waste two hours or more standing in line or waiting for service.

When asked how they would use time saved by using self-service technologies instead of waiting in line, spending more time with friends or family was
the clear winner from a list of 10 possible alternative activities.

Self-service to the rescue

Consumers are seeking and embracing alternatives, such as self-checkout and other self-service technologies, to reduce their wait and help them get
out the door faster. Thirty-nine percent of the survey respondents said they would be extremely or very interested in using a self-service kiosk or other
self-service device if one was available to help them complete the activity at hand more quickly.

The availability of self-service can influence where a consumer goes for goods or services, with 43 percent of respondents saying they have chosen
one provider of goods or services over another because it offered self-service. The survey found that minorities are even more inclined toward
self-service technologies, with 55 percent of African-American and 57 percent of Hispanic survey respondents saying they have chosen one provider
of goods or services over another because it offered the option of self-service.

"Self-service is emerging as the new 'essential convenience,' like the Internet or the cell phone," Webster said. "More and more, we find it hard to
imagine how we ever lived without it!"

About NCR Corporation

NCR Corporation (NYSE:NCR) is a leading global technology company helping businesses build stronger relationships with their customers. NCR's
Teradata(R) data warehouses, ATMs, retail systems, self-service solutions and IT services provide Relationship Technology(TM) that maximizes the
value of customer interactions and helps organizations create a stronger competitive position. NCR (www.ncr.com) is based in Dayton, Ohio.

NCR and Teradata are trademarks or registered trademarks of NCR Corporation in the United States and other countries.
NOTES TO EDITORS:

These findings are based on a telephone survey of 1,020 adults conducted in the fourth quarter of 2006. The margin of error at the 95 percent
confidence level is plus or minus 3 percentage points for findings based on the total sample.

If you would like a more detailed summary of the survey findings - or if you need photos or video footage of consumers using self-service technologies
- please call or e-mail one of the public relations contacts identified on this news release.
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