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Key Findings: 72 Percent Said They Are More Likely to Shop with a Retailer That Gives Consumers the Flexibility to

Interact Easily via Online, Mobile and Kiosk Self-Service Channels versus a Retailer That Does Not
DAYTON, Ohio, Jan 12, 2009 (BUSINESS WIRE) -- According to a survey of U.S. consumers commissioned by NCR Corporation
(NYSE: NCR), unprecedented price wars and product promotions by retailers may be saving consumers money, but also costing
them more in terms of personal time.

The research reveals that bargain conscious American consumers are spending more time evaluating less familiar brands, switching among stores to
capitalize on deals, and also scheduling their shopping trips to coincide with the arrival of paychecks.

As a result, retailers stand the best chance of winning consumers' business if they can make things faster and easier through more in-store help from
staff, faster checkout, and seamless integration of store offerings with Internet and mobile technologies.

"People assume that in an economic downturn the consumer is only motivated by price, but this research shows that retailers also need to deliver on
changing service expectations that consumers say they value as well," said Mike Webster, chief strategy and communications officer for NCR
Corporation. "Consumers in these uncertain times are clearly showing a preference for retailers that can meet their expectations through self-service
options on the web, mobile and in store. These technologies are playing a growing role in helping retailers deliver competitive advantage."

The research findings, unveiled at this year's National Retail Federation (NRF) show, reveal that the efforts by retailers to drive sales through discount
and promotions are having a major effect on shoppers' purchasing decisions and behavior.

-- 53 percent are using the Internet more frequently to research products and prices.

-- 46 percent want to receive price comparisons, product reviews, coupons, promotions and store sales information online or via email.

-- Almost half, 49 percent, are switching between retailers, 'shop hopping', to get better value.

'Shop hopping' also takes the form of more 'just in time' trips in order take advantage of deals and manage their cash flow.

-- 80 percent said that they are buying discount or sale items.

-- Over a quarter, 26 percent, are making more frequent shopping trips to take advantage of promotions.

-- 21 percent are shopping at stores with more flexible hours and 17 percent are increasing trips in line with pay day.

The economic downturn is affecting decisions made in store as consumers switch to more unfamiliar products. While people are spending more time
in store making decisions, they also want to get out of the store faster.

-- 63 percent are trading down to 'own or store brand' or generic products rather than 'branded goods'.

-- 44 percent are preparing meals for special occasions, rather than eating out.

-- 43 percent are buying ingredients from scratch, rather than ready meals.

-- 33 percent believe the tendency of other people to spend more time shopping is making stores busier.

-- 44 percent report and increased desires to pay for shopping more quickly.

With in-store shopping patterns changing, a large majority of shoppers expect staff to help them in store.

-- 73 percent believe that it is important that store employees are available to help locate products.

-- 55 percent believe it is important that employees ensure discounted items are not out of stock.

-- 48 percent believe staff advice on discount and promotions is important.

Critically, the research reveals that shoppers believe that a range of multi-channel and in-store self-service technologies play a vital role in meeting
service needs and they will differentiate between retailers that offer these technologies and ones that do not.

-- 72 percent said they are more likely to shop with a retailer that gives consumers the flexibility to interact easily via online, mobile and kiosk
self-service channels versus a retailer that does not.

-- Around half, 49 percent, believe that kiosks that show them where to find products in stores would be convenient.

-- 43 percent believe receiving discount offerings and product information on large screens in store would be convenient, while 39 percent want
self-return solutions for processing returns quickly.



According to NCR, retailers using self-checkout systems experience decreased customer queue time of 40 percent and increased checkout speed of
20 percent. Adopting a broader range self-service technology frees up more staff to improve service and revenue in stores, while delivering greater
cost savings.

NCR commissioned BuzzBack Market Research to conduct this survey among 500 US respondents in December 2008. The results form part of the
NCR's 2009 Self-Service consumer survey. BuzzBack LLC is a leading international market research firm headquartered in New York City.

About NCR Corporation

NCR Corporation (NYSE: NCR) is a global technology company and leader in automated teller machines, self-checkouts and other self- and assisted-
service solutions, serving customers in more than 100 countries. NCR's software, hardware, consulting and support services help organizations in
retail, financial, travel, healthcare and other industries interact with consumers across multiple channels.

NCR is a trademark of NCR Corporation in the United States and other countries.
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