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Balancing act

Retailers must juggle staff and technology to give
shoppers an optimal experience

component of retail. And one grocery

chain in the U.S. thinks taking self-
service to the extreme may be the solution
to crowded queues and angry shoppers.

Fresh & Easy Neighborhood Market
grocery stores, owned by the world’s
fourth-largest retailer, Tesco, introduced a
self-checkout-only concept in November
2007 at a store in Hemet, Calif., just outside
Los Angeles.

f ; elf-service has become an important

“There is demand for this type of concept,
and we expect other U.S. retailers to be
watching Tesco closely for ideas on how
to tap into this; said Jennifer Halterman,
senior consultant at TNS Retail Forward.

Customers now are choosing stores based
on the type of service they offer, industry
experts say. But in an effort to appeal to
customers, retailers are seeking a balance
in the way they use self-service and full-
service. The perfect balance should benefit
retailers and customers, improving the
experience all around.

Even luxury stores, historically known
as the perfect model of full-service, have
begun to notice this trend and to use the
Internet as a self-service tool for their
customers, said Milton Pedraza, chief
executive officer of Luxury Institute, an
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independent research institution that
focuses solely on the top 10 percent of
America’s wealthy.

“I think luxury will and has already begun
noticing that full-service is not always the
best service and that some functions can be
done better by the consumer him or herself,
or by having peers help the consumer do

it Pedraza said. “I think those factors will
drive luxury to redefine what service means
in a broader sense”

Gas stations, convenience stores and
grocery retailers have done a good job of
embracing a balance of service, said David
Hogan, vice president and chief information
officer for the National Retail Federation,

the world’s largest retail trade association.

He said it’s important that these stores are
“always asking the question ‘what does this
do for the customer and how will it enhance
his or her overall shopping experience?”

UNDERSTANDING THE CUSTOMER

Juggling full- and self-service largely
depends on a store’s objectives and
demographics.

Eugene Fram, a professor of marketing

at Rochester Institute of Technology,
keeps a close eye on trends in the retail
marketplace. Before a store can answer
the staff and technology question, he says,
it must fully understand the problems
customers want solved.

For example, if the store’s customers are
from two-income households with children,
the retailer needs to take advantage of
customer-friendly technology such as self-
service check-outs and hand scanners for
merchandise.

“These technologies enable the customers
to make some basic purchases quickly,
and they allow customers to spend more
time with family and friends,” Fram said.
“Technology and staffing requirements
need to be synchronized with customer



understandings. Customers buy products
and services to solve problems. Technology
and staffing requirements are support
functions”

The secret to a successful customer service
plan, with regards to technology, is to
know if a store’s key demographic will
embrace self-service technology, says kiosk
consultant Francie Mendelsohn, president
of Summit Research Associates. Even then,
giving people the option of both types of
service seems to be the route for retail
stores.

“To give people the option is still the
smarter choice, Mendelsohn said. “That
may not be true in 10 years, but it is the
case now.

READY TO GO

Fresh & Easy markets offer only self-
checkout with assistance as needed. Each
store has eight to 10 self-checkout lanes,
divided between express and non-express.
Fresh & Easy has continued to embrace
this concept into 2008 and has added more
stores.

The chain has expanded to about 50
stores in California, Nevada and Arizona.
Tesco has slated to open 200 U.S. stores by
February 2009.

The danger of an all-self-service model,
such as Fresh & Easy’s, is keeping
the machines working properly, said
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Mendelsohn. She’s seen some stores that
had self-service kiosks remove them
recently because they were not reliable.
When kiosks are not reliable the situation
can be frustrating for both customers and
staff.

Mendelsohn says self-service kiosks had the
same problem 10 years ago when they first
entered the retail arena.

“You've got to make them as reliable as
ATMs have been,” she said. “If your whole
business model is based on self-service, you
had better not disappoint your audience”

Another argument against total self-
service is that some demographics,
particularly the older ones, will not
be open to using technology by
themselves. However, no credible
data supports that point.

“The human touch and the human
interaction is powerful for most
things,” Luxury Institute’s Pedraza
said. “You develop a relationship
with someone who is knowledgeable about
a store, someone who you trust. I don’t
think that will ever go away. But some
aspects of the customer experience will
be automated in some way and will be
accepted by consumers, including older
ones, as more efficient, easier and more
friendly if they do it themselves.

IN DEMAND

Consumer demand is one of the reasons
retailers have added self-service. A 2007
study by BuzzBack Market Research, a
provider of self-service technologies, found
that modern consumers prefer to deal with
retailers that offer self-service options.

In the study, 77 percent of consumers said
they were more likely to do business with
organizations that offered self-service,

and 92 percent said they value combining
mobile devices — such as
mobile phones or PDAs —
with the Internet and self-
service kiosks or ATMs

to improve their overall
service experience.

N A R

“People want more control
of their interaction with
your business,” said Bill
Nuti, NCR president and
CEO, in a news release.
“Why wait for assistance
with transactions they
can more quickly and
easily do themselves

at guaranteed quality?
Consumers increasingly
expect to be served where
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and when they choose, and are putting
pressure on businesses and government
agencies to deliver seamless service through
the integration of self-serve devices,
including the Internet, mobile devices and
multipurpose kiosks”

However, some customers consider self-
service as doing the work of employees
without being paid. To boot, some
employees look at it as a ticket to the
unemployment line.

“The company is more productive, but
we're shifting work to consumers. So from a
macro perspective, are we more productive
or less?” Mary Jo Bitner of the Center

for Services Leadership at Arizona State
University said in a Time Magazine article.

For those who are unsure how self-service
will be embraced, Dave Hogan, senior
vice president and chief information
officer for the National Retail Federation,
suggests setting up pilot programs to test
acceptance.

“The [stores] that have moved forward with
self-service have determined that there is

a true business rationale for this type of
expenditure,” he said.
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INNOVATIVE TECH

Making sure employees do things to help
customers on a personal level is one of

the keys to balancing service. But stores
also should use innovative self-service
technology that makes shopping easier for
customers, said Frank Riso, senior director
of Motorola’s Retail Industry Solutions
Group.

“We're starting to see more self-service
applications that allow users to interact
with the store,” he said.

Technology aside, it’s ultimately about the
customer experience and how customers
want their visit to the retail store to look.
How customers are served is another way
to promote a brand, Pedraza said.

“I believe the stores will give consumers
the option of how they want to be served
so they can optimize each customer’s
experience with that brand” =

Patrick Avery is editor of SelfServiceWorld.com and a reqular
contributor to this magazine.

Search RetailCustomerExperience.com
keyword self-service for related articles.
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Self-service transactions are expected to reach $1.3 trillion by
2011, according to [HL Consulting Group. Here are five things
that first-time self-service deployers should know to cash in.

o Define the objective. Researching self-service
technologies and understanding the pros and cons can be
aritical to a successful deployment. But even more important is
understanding what experience you are trying to create for the
business and the customer.

@ Make sure you have companywide support. One
of the worst things a company can do is to implement a kiosk
at one of its stores without consulting the store manager and
staff. To make a kiosk deployment successful, you must have
support from all parties involved within the company.

6 Find a good partner. It important to have an
honest assessment of your company’s capabilities. Kiosks
require a wide range of knowledge and specialized hardware,
soit is often helpful to bring in a partner.

@ Keep customers in mind. The customer is always
right. This mantra needs to be a serious consideration when
deploying a kiosk. It is important to realize there are many
types of customers and you must understand their individual
needs.

6 Location matters. If the only spot available for a
kiosk in your business is in an isolated corner, you may want to
think twice about deployment. Take a look at placement and

the logistics required before you place the kiosk.
S

Let us help you find the
customer comments that will move
your business forward.
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comments - millions of them - so that you can act on the ones
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Digital signage
takes hold of travelers

Brilliant images generate excitement

ave you ever wanted

to turn heads with

bold, eye-catching
digital signage? Well, that’s
exactly what one travel retailer
was able to do. By installing
high-quality plasma displays
and using them to enhance
magazine covers, Hudson
News attracts customers by
bringing its products to life in a
vibrant new way.

Operating more than 500
specialty retail shops in
airports and transportation
terminals throughout North
America, Hudson Group
recently turned to the
Professional Display Group

of Pioneer Electronics (USA)
Inc. to provide plasmas for 45
Hudson News stores. Displays
that continually alternate
magazine covers draw people
into stores, and the brilliant images provide
a logical extension to the systematic and
vivid way Hudson News presents its
products.

“We have found that people stop
dead in their tracks when they see the
images and, as a result, visit our stores.”

— Hope Remoundos, senior vice president
of marketing, Hudson Group

“The purpose of the installations was to
generate excitement among customers,” said
Hope Remoundos, senior vice president

of marketing for Hudson Group. “Based

on our field research, we have found that
people stop dead in their tracks when they
see the images and, as a result, visit our
stores. We're very pleased with the effect

case study
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that Pioneer plasmas have had on our
customers and believe they have enhanced
the overall image of Hudson News stores.

Plasmas are installed at locations such as
John F. Kennedy,
Seattle-Tacoma
and Las Vegas
McCarran
International
airports. Most
stores feature
two to four
vertically
displayed plasmas, which run an average of
18 hours per day for seven days per week.
Advertisements are fed to the plasmas from
a Pioneer commercial DVD player, and
store managers simply replace the DVDs to
update the images regularly.

Installing the plasmas was a trouble-free

Hudson News at Las Vegas McCarran International Airport
is one of 45 locations that uses vertically displayed Pioneer
professional plasmas to highlight the latest magazine
covers and attract customers to stores.

process, said Ray Bowen, Hudson Group’s
vice president of facilities. Each display was
fitted with a steel shroud and tempered
glass panel to enhance its life span, and then
mounted in front of the store to provide
ventilation.

“We chose Pioneer plasmas because they
provide the image quality, durability and
versatility we were looking for] Bowen
said. “The displays have the ability to
rotate vertically with a simple interface, an
important feature when installing at many
locations”

RetailCustomerExperience.com
digital signage
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No silver bullet

6 myths of customer satisfaction

( :ustomer satisfaction accounts for
a large portion of thought and
expenditure in marketing, yet it

often is grossly misunderstood.

Consider: A radar detector is intended to
indicate the presence of police radar. Quite
often, however, the device may suggest
police presence when there is none. On the
other hand, despite using a radar detector,
operators of speeding cars sometimes get
caught. People have learned the hard way
about the fallibility of those little devices.

As a tool, customer satisfaction
measurement is just as fallible. It can be
misleading at worst and inaccurate at best.

By itself, the concept of customer
satisfaction is nebulous. In general, it is
widely expected that increasing customer
satisfaction will add value to the business.
But the American Customer Satisfaction
Index, published quarterly in The Wall
Street Journal, does not demonstrate a link
between customer satisfaction and growth.
In fact, the contrary may be seen.

To use customer satisfaction well, managers
need to understand it and be able to
integrate it into a larger business strategy.
Here are a few common myths:

.%(TH 1: CUSTOMER
/SATISFACTION EQUALS LOYALTY
Managers often behave as though customer
satisfaction and loyalty are interchangeable.

Those terms are not synonymous, although
there is some overlap in the behaviors.

An article published in the Harvard
Business Review in 1995 called “Why
Satisfied Customers Defect” shows that
even a dissatisfied customer can be loyal
and satisfaction does not guarantee loyalty.
The article found that satisfied customers
can be polygamous in their shopping
behaviors.

RETAILCUSTOMEREXPERIENCE.COM ‘ May/June 2008

Customer satisfaction
does not guarantee
loyalty, or profitability.

(Myths 1 and 2)

Consider these hypothetical examples of
dissatisfied but loyal customers:

Susan: I detest going to Discount Tires

or Firestone; I have had some very bad
experiences with them. But, then, they are
not the BMW dealerships and I can’t expect
the same service. I go there for certain jobs,
but certain jobs only.

Patrick: I dislike certain things about my
gym. [ have complained and things still have
not changed. I am not happy with the gym,
but it is the best fitness place in town for
the price. Even if there were a better one, I
would not be comfortable paying more than
what I pay now.

: /MYTH 2: CUSTOMER
SATISFACTION EQUALS PROFITS

Customer satisfaction does not correlate
well with a business’s financial performance;
one is not necessarily dependent on the
other. Rather than aiming for customer
satisfaction as a way to boost profits,
businesses need to know the circumstances
under which they can create a positive
relationship between profits and customer
satisfaction.

Professors Anderson and Mittal at the
University of Michigan and of Pittsburgh
have done extensive research on the
satisfaction-profit link and have found it is
possible for a business to be profitable even
if most of its customers are dissatisfied, and
vice versa — a business with highly satisfied
customers still can be unprofitable.



Myr1H 3: CUSTOMER
SATISFACTION EQUALS
DIFFERENTIATION

Proponents say customer satisfaction is
important for the long-term viability of a
business. They argue that differentiated
offerings eventually generate competition;
when this happens, businesses survive by
providing superior customer satisfaction
as a further differentiator. But research
shows that customer satisfaction is not a
differentiator. Instead, customer satisfaction
becomes an expectation under competitive
conditions. Focusing on customer
satisfaction beyond a certain point will
erode profitability without having any
positive effect on revenue.

MyYTH 4: CUSTOMER
/SATISFACTION EQUALS A
PRODUCT-SERVICE GAP ANALYSIS

Some say customer satisfaction research
informs businesses about deficiencies in
products. That is true — as far as it goes.
However, a study such as SERVQUAL
would be a better, more straightforward
way to identify product/service quality
issues. Such studies are less risky and
less expensive than customer satisfaction
research because they do not have to be
done as frequently.

MYTH 5: CUSTOMER
/SATISFACTION EQUALS
EVANGELISM

Satisfied customers will promote the
product. It may be true, but what is the cost
of delighting the customer and what are the
results? Satisfaction-induced evangelism
may be a great strategy for Nordstrom,

but not for discount retailer Ross Stores,
for example. Whether to use this method
must be a case-by-case decision and one
that should be part of the company’s overall
strategy.

MyYTH 6: CUSTOMER
/SATISFACTION RESEARCH EQUALS
A BUSINESS BEACON

Widely believed to be the beacon that
guides businesses into the deeper waters
of profitability, customer satisfaction
research is more of a Calypso, impeding
businesses from reaching their intended
goals. In general, it is expensive, long and

complicated and often results in little
dependable guidance. It is no wonder most
senior management pays little attention, if
any, to such studies.

SO NOW WHAT?

If customer satisfaction is not a be-all-end-
all, does it have any use? It does — but as
one part of a larger strategy.

Customer satisfaction is not a measure
that fits all firms, products and solutions.
A business’s overall strategy determines
how it should be used and, if necessary,
what should replace it. Here are three
suggestions:

Manage customer expectations. Whether
customers leave a business satisfied
depends on the expectations they have as
they come in. Those expectations are reset
constantly.

It is important to know that a customer is
satisfied, but to profit from that information
we need to know when and how they were
satisfied. Most importantly, we need to be
in control of customer expectations, rather
than leaving them to default. If businesses
do not manage customer expectations,

then managing customer satisfaction is like
trying to move a boulder using a lever but
no pivot.

Southwest Airlines is one company that has
actively controlled customer expectations
and then managed customer experience.

Does your business have a customer
expectation tracker? Does it tell you what
and from where customers’ expectations
are forming, or how well your firm is
controlling these expectations? Most
importantly, what is your customer
strategy?

Customer-to-portfolio alignment.
Let us first define what expectations we

need to set. Nordstrom defines customer
expectations differently than Southwest
does, but both are steadfast about it. In
Southwest’s case, it is necessary to know, for
example, what the trade-offs are between
low-cost carrier and customer service.

Expectations are set specific to each
product or service in a business’s product
line or its product category. By combining
all aspects of product and service attributes,
businesses often make a line of products
targeted to specific segments. The tighter
the segment definition, the clearer the
expectations can be. The more granular the
segmentation, the better.

To align your customers with your product
portfolio, conduct archetype research.
Know who the ideal customer is for

your segments. Have you done category
segmentation recently?

Differentiation. For profitability, the

first two suggestions are not sufficient.
Creating differential value is the most
straightforward way to reach profitability.
Profitability is directly proportional to the
strength of your product differentiation
for a given segment. Focus on measuring
differentiation rather than on measuring
customer satisfaction.

Differentiation is better achieved by
product-positioning trackers, as opposed to
customer-satisfaction trackers. The market
is dynamic and customer expectations are
fickle. Constantly identify opportunities
and closed doors to keep your products and
services updated in the customer’s mental
real estate. Keep your product positioning
map fine-tuned.

If you have not used or are not using a
differentiation tracker, a segment-alignment
tracker and customer expectation trackers,
then you are not making real progress.
Changing your method will provide results
that are directive and actionable.

Nick Vaidya is managing partner with
The 8020 Strategy Group, a business
thought leader in Austin, Texas. He can

be reached at nick@8020strategy.com.

RetailCustomerExperience.com
customer satisfaction
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A minimalist approach to retail design
sets the stage for a full brand experience
rchitect Ludwig Mies van der Rohe
Apioneered a “less is more” approach
to building design that creates an

impression of extreme simplicity. This
approach often is called minimalism.

The term “minimalism” sometimes is applied
to stores that have merchandise on racks
without decoration or embellishment.
There’s not a potted plant in sight, no oak-
panel shelving, just rows and rows of stuff.
But that’s typically a design choice based

on cost-per-square-foot efficiency, not
aesthetics.

Spanish shoe maker Camper has
translated its brand into a synonym
for style, specifically, minimalist style.
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Luxury goods stores often use the van der
Rohe-influenced minimalist design aesthetic,
what Craig Hale, architect and national
director of retail stores for Jacobs Carter
Burgess, calls “museum minimalist”

“The benefit of this style of minimalism is
that it showcases the brand and celebrates
individual pieces or small groupings

of merchandise, Hale said. “This style
capitalizes heavily on the aesthetic and
artistic beauty of minimalism to promote the
product”

Minimalism is not always spare, stark design.
It does, however, give a store a distinctive
presence. Eduardo Braniff, global insight
director for The Imagination Group, a brand

and retail design consultancy, points to the
Prada store in Tokyo as a minimal design
“that is at the same time this extraordinarily
compelling architectural gesture.”

The Tokyo store is an unconventional six-
story glass crystal with five sides that feel
soft despite the sharp angles. The glass is a
curtain enclosing structural cores that form
elevators, stairs, fitting rooms and display
shelves that integrate the shopping space
into the architecture.

Braniff cites the Prada store as an example of
minimalism that doesn’t have to look spare.
“It’s important to distinguish minimalism
from just spare or scarcity or emptiness,” he
said.



(bottom, left to right)
Here, a product array
at a Camper store

in Barcelona, Spain.
The Prada store in
Tokyo is the height
of minimalist style,
beginning with the
building itself and
working in.

(left) Inside the Prada
store, fixtures, lighting
and display seem to
be extensions of the
building, imitating the
architecture’s blend of
grace and efficiency.

Of course, Apple stores are the current use a minimalist aesthetic, retailers must
poster child for minimalism, often heralded first think through their brand.
for their bare floors, simple tables and

X i ) Melanie MclIntosh, president of Inspire
interactive, please-touch-the-merchandise

Retail Solutions and a retail consultant and

displays. writer in Vancouver, British Columbia,
The question is, does using such a highly says retailers should first consider their
defined stylistic approach alienate a large targeted customer base.

segment of a retailer’s potential customer
base? Or does it set expectations of
exclusivity, quality and price that can feed
higher profit margins?

“You need to decide who the customer is
you are trying to attract, she said.

“People quickly make assumptions based
on your design, about what your product
In the retail world, minimalist design is most s 4] about, what kind of quality it is and

common in high-end fashion, electronics what price range it will be. By using that
and specialty boutiques. Before deciding to

type of design, you're already clearly
targeting your market.

And customers do judge a book by its cover.
In a minimalist clothing store, for instance,
shoppers intuitively know that prices will
probably be higher. “As soon as you have a
lot of empty space, people start assuming
the item on the shelf has to be priced higher
to afford the space,” McIntosh said.

BEWARE THE BANDWAGON

Retailers have to resist the temptation to
follow the latest design fad, whether it’s

May/June 2008 ‘ RetaiL CusToOMER EXPERIENCE
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minimalism or something else. In working
with retail design clients, Braniff relies on
the brand to guide design decisions, rather
than letting the design tail wag the brand
identity dog.

“If the brand itself is something that when
expressed physically is best expressed
minimally, then that’s the road we take our
designs down,” Braniff said.

Unfortunately, Apple’s success with a
minimalist approach has attracted imitators
who don’t have Steve Jobs’ gift for ruthless
execution. Braniff points to the glut of
minimalist design in the wireless industry.
Cell phone makers and service providers
have adopted a spare look, open floor

plan, white walls and a signature color.
Products are laid out for interaction, but the
connection to the brand suffers.

“If you were to take the name off the stores,
you would have a hard time distinguishing
one from another,” Braniff said. “Theyre
falling down slightly because theyre not
expressing a branding experience”

A minimalist approach doesn’t have to
mimic the white walls, chrome and glass
aesthetic of the German architectural
movement, of which van der Rohe was a
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The Barcelona Pavilion, designed by van der Rohe
for the 1929 International Exposition in Barcelona,
Spain, is known for its simple form and extravagant
materials. This intersection of simplicity and quality
is the hallmark of minimalist style.

part. Camper, a Spanish shoemaker that’s
spreading worldwide, creates a warm,
engaging experience with a store design
that puts its products front and center.
Simple wood tables display the colorful
products without ornamentation.

“Camper stores don't feel minimal

when you walk in, but they actually are,’
Braniff said. “You can have a minimal
infrastructure and minimal cues — whether
it’s architectural, digital or even lighting

— and still have an experience that doesn’t
read as minimal in the way that most
people think when they hear that word”

Belstaff, an iconic British brand of rugged
outerwear, designed a minimalist store for
its flagship London location. There, the
very high-end coats and gear for mountain
climbers and adventurous motorcyclists

is all the decor that’s needed. The clothes
are accessible, creating engagement

with a product that represents a serious
investment in style and durability.

“It’s about the roughness and readiness of
that brand,” Braniff said. “It’s extraordinarily
expensive, but it’s more about you in the
garment than it is about you in the store in
the garment”


www.ieeinc.com

TIME IS MONEY

One often-heard criticism of a minimalist
approach is that, with less merchandise on
the floor and fewer opportunities to engage,
shoppers will spend less time than average
in a store. If the shopper is in the market
for a sweater, and only two styles are in
cashmere, he may try on one or both and
then leave.

A store with more merchandise and points
of interaction will cause a shopper to linger
longer, increasing the opportunity for an
impulse purchase.

“Does a retailer have enough merchandise
for shoppers to really explore and get
involved with the product, or do shoppers
feel like they can walk in and take a

quick look around and feel like they have
absorbed everything and walk back out?”
McIntosh asked. “You want to involve
people with your merchandise”

Heather Long, owner of Catch 22, a
clothing boutique in Raleigh, N.C., designed
her store in backlash to minimalist women’s
apparel stores that dominated the local
malls.

“All the boutiques are very expensive, very
minimalist designed. When you walk in,

you feel very cold and very uncomfortable,
she said. “I wanted to do the opposite;

I wanted a boutique-style store that’s
comfortable to shop in”

With vintage furniture as fixtures, including
a turquoise-and-gold clawfoot table, Catch
22 invites shoppers to linger and touch

the clothes, some of which Long designs
herself. A sitting area creates a cozy
atmosphere that encourages shoppers to
spend more time in the store.

“The better customers feel in your store, the
longer they're going to stay. They’ll come
back more often and will buy more; Long
said.

Store designs at either extreme can help
shoppers select whether a retailer’s brand
appeals to them. It’s not a bad thing to let
design communicate brand position so that
shoppers who don’t like what a retailer has
to offer simply never enter the store.

“If your target market is one where people
feel like they're going to find a treasure, like
an antique shop, that has a certain charm to
it, McIntosh said. “That store is definitely
not marketing to everyone. It’s a case where
you're going to be automatically, through
the design of your store, keeping certain
people out”

MAKE THE SWITCH

Retailers contemplating a minimalist
design should think twice about drastically
changing their current brand image. It
could confuse the current customer base
and may fail to attract a new following.

“Any time you're trying to do a switch,
you need to be really careful, McIntosh
said. “Are you going to lose the people you
already have? It’s less expensive to keep
those customers than go out and attract a
new group.

If there’s an attractive target market that
doesn’t seem to be part of an existing
customer base, then it may be more
effective to launch a second store to reach
that group.

“Make sure you know you have a target
market there,” McIntosh said. “Rather than
switch your current image, it’s safer to start
some kind of new brand” m

Gary Wollenhaupt is a freelance writer and a reqular contributor
to this magazine.

Search RetailCustomerExperience.com
keyword store design for related articles.
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e Better customer experiences

www.flipyourstore.com
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THE PRICE 1S WRONG: UNDERSTANDING WHAT MAKES A PRICE
SEEM FAIR AND THE TRUE COST OF UNFAIR PRICING

Sarah Maxwell, Ph.D.

The subject of price fairness affects both
consumers and merchants. While fair
prices are acceptable, just and socially fair,
unfair prices violate society’s norms.

Maxwell, an associate professor at Fordham
University and co-director of the Fordham
Pricing Center, is an expert in fair pricing.
“The Price is Wrong” attempts to put fair
pricing in perspective by combining the
author’s research with examples of fair and
unfair pricing and examples of people who
have been affected by unfair pricing.

The author covers topics ranging from
airline ticket pricing to price negotiations to
an examination of why gasoline costs more
in upscale neighborhoods. She also looks at

the concept of tipping restaurant workers,
health-care costs, pricing discrimination
and how consumers are using the Internet
to influence what sellers charge for
products.

“The Price is Wrong” is divided into three
parts: a lesson on pricing over the centuries,
a model looking at how pricing affects
customers’ emotions and how business

and consumers can apply the information
to real-world situations. In the book’s final
chapter, Maxwell offers guidance on the
hidden impact of unfair pricing and how
companies can set prices fairly. ®

— Richard Slawsky
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THE BEST SERVICE 1S NO SERVICE: HOw TO LIBERATE YOUR
CUSTOMERS FROM CUSTOMER SERVICE, KEEP THEM HAPPY &

CoNTROL COSTS
Bill Price and David Jaffe

Price and Jaffe say the best customer service
experience is the one the customers don'’t
have to have at all. They outline seven steps
that move a company from basic service

to best service. Companies such as
Amazon.com that achieve “best service”
have learned the secrets of helping
customers help themselves.

Removing barriers and communication
snafus that force customers to contact a
company takes companies a step closer to
best service. Price and Jaffe call these “dumb
contacts,” in which a company’s procedures
force customers to call the company for
routine or even unnecessary information.

The authors walk through examples
of retailers who measure the wrong

customer service goals. While it may
make management feel warm and fuzzy to
handle calls in less-than-average time, the
customer would rather have his question
answered the first time and avoid another
call.

Perhaps the toughest question companies
should ask is “Why do our customers
contact us?” The book lays out a framework
to help companies find the answers and
relentlessly attack the underlying problems.
"Best Service” guides companies in cutting
out expensive and wasteful steps of
customer service, allowing the company

to concentrate on the small number of
clients who have problems they can’t solve

themselves. B
— Gary Wollenhaupt
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Eye kiosk
stands above
the crowd as
KioskCom

Las Vega'

wraps

KioskCom Self Service Expo and

The Digital Signage Show blew into

Vegas April 16 and 17 with more
exhibitors and kiosks than ever
before. But when all was said and
done, SoloHealth’s EyeSite kiosk
stood out from the rest.

Housed at the KIOSK Information

Systems booth, the kiosk,
submitted by KIOSK and Netkey,
took home three Self Service
Excellence Awards, including Best
in Show.

“The EyeSite kiosk was the instant
standout of KioskCom 2008,” said
Robert Porter, lead judge for the
awards. “This unique application is
practical, fun to use and presents
a breakthrough technology
platform.”
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Here’s a look at what KioskCom’s other
featured exhibitors touted on the show floor.

3M TouchSystems(showed a 32-inch

interactive digital sign used during the 2008
AT&T Pebble Beach Pro-Am golf tournament.
Tim Holt, communications manager for 3M,
said that in a pro-am tournament setting the
screens could be used for golfers to check each
others’ scores, but in major tournaments they
could be public-facing screens for fans to stay
updated on scores.

announced its new Vision Series
Modular Kiosk, which was used by KioskCom
as self-service registration for the show, and
Eclipse Series Interactive Digital Signage
platforms at the show. The large-format
Eclipse interactive digital signage platform

is designed for outdoor deployments and
supports sunlight-readable LCDs up to

42 inches with integrated vandal-resistant
touchscreens.

Asahi Seiko USA|displayed several of its

card dispensers, including the CD-1000, the
company’s most popular model, said Robert
Angell, a sales representative for Asahi Seiko.
The large dispenser, designed for paper and
polyester credit-card sized cards and tickets,
can hold approximately 1,000 cards.

Launched in October 2007,|Better ATM

Services|touted its patented technology that
enables existing ATMs to dispense prepaid
cards through ATM cash trays. The company’s
cost effective distribution option means banks,
shopping malls, grocery stores and restaurants
can offer prepaid gift cards, premiums and
other incentives through ATMs without
needing to refit or reconfigure their hardware.


www.retailcustomerexperience.com/products.php?prod_id=147&sf_id=24
www.kioskmarketplace.com/products_1275.php
www.kioskmarketplace.com/products_1522.php
www.kioskmarketplace.com/products_1483.php
www.kioskmarketplace.com/products_1483.php

[ Card Scanning Solutions’|SnapShell
ID Reader camera solution was
showcased at the CSS booth. The
scanner captures driver’s license
information using a 3 mega-pixel
camera built into its base to snap high
resolution digital images of ID cards.
It also uses a USB 2.0 connection, has
no moving parts and doesn’t require
calibration.

Chetu’s| Terry Owen, director of sales,
explained that Chetu is an IT consulting
company that offers a low-budget
software solution. The company offers
custom-designed kiosk software for $20
per hour.

o el
|

Reality Interactive

Comark Corp.|displayed its Wide-Touch

Kiosk, which Comark president Steve Schott
said is ideal for maps, directories, shopping
malls and movie tickets. The kiosk features
include a 19-inch screen and optional
touchscreen. A 32-inch interactive digital
signage touchscreen also was on display. Schott
said the unit was big in Europe and is on its
way to catching on in the United States.

Communications Ted

| Communications Technology Serviceslwas
on hand to explain the company’s expertise in
digital signage and kiosk network installation
and to answer deployment questions from
attendees. CTS does not subcontract its work;
all installations are done by CTS-trained
personnel.

| Diebold Premier Servicesltouted its
installation and maintenance services at
the show. Julie Manson, senior services
marketing manager, said Diebold’s more
than 3,400 technicians handle small and
large installations. Diebold also provides a
24/7 customer response center, service parts
logistics, inventory management, software
support and other services.

| DFI Technologieslhad several of its mini
computers on display, but the highlight of
the showcase, according to business manager
Albert Chien, was the ST-300. This computer
is used in various kiosk and digital signage
applications, with its key feature being
slimness.

Foran e-f this story, see

kioskmarketplace.com/kcv08

| Elan Financial Serviceslshowed a MoniMax

ATM enclosure from Nautilus Hyosung loaded

with features and capabilities. In addition to
normal ATM functionality, Elan’s machine
featured a check scanner, coin acceptor,
barcode scanner and a security-enabled screen
that eliminates over-the-shoulder glances.

Elo TouchSystems’|[RemoteNurse Patient
Monitor was a finalist for the Best Health
Deployment at the Self Service Excellence
Awards. The kiosk helps diagnose patient
symptoms and ailments. Also featured was
Elo’s 17A2 touch computer, a 17-inch all-
in-one desktop that easily can integrate

a variety of field-replaceable peripherals
including three-track magnetic stripe reader;
customer-facing display; biometric fingerprint
recognition; speakers and DVD drive.

Fast Transact|was showing its Argofire

payment software solution. The software is
designed to secure transactions and to benefit
both customer and retailer. Fast Transact

Telsource Corp.

shows

software operates on a revenue-sharing
program, so the customer has full
ownership of the software when using

Flextronics jannounced its new venture

to help speed the deployment of self-
service applications. The program,
called “Jumpstart, offers companies a
set of software plug-ins and hardware
components preconfigured for faster,
more effective rollouts.

The Nintendo Wii kiosk at thed Frank |
| Mayer & Associateslbooth was

arguably the most popular machine

at the Expo, judging from the lines
to use the interactive demo. Also displayed
was the Ford SYNC Kiosk, housing a 50-inch
touchscreen that provides a guided tour of
SYNC technology. The SYNC system was
developed jointly by Ford and Microsoft Corp.

I.—‘
-+

Better ATM Services

Freedom Shopping|showed its self-assisted
bill and coin dispensing kiosk. The Valet offers
POS functionality for unmanned and partially
manned self-checkout, accepts cash, credit/
debit, store accounts, loyalty cards, hotel
room keys, online accounts and biometric

ID, and manages inventory, including returns
and automatic reorders. The system includes
RFID-tag association and integrated digital
advertising that correlates with purchases.

highlighted its new two-inch thermal

printer unit for receipt and ticketing kiosks.
The new model offers OEMs a reliable, high-
quality printing solution for medium-volume
print output. The printer integrates an auto
cutter capable of full or partial cutting, an
automatic paper feed, a paper holder for up to
83mm diameter rolls and an integrated paper
guide.
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shows

Bill Gorksi said the company had
a lot of inquiries at the show. Gorksi explained
the company’s services in deployment,
integration and shipping for digital signage
and self-service. GA Services has coordinated
the integration, staging and aggregation of
components such as cables, mounts, media
players, etc. for projects such as ADFLOW’s
Office Max digital signage deployment.

H&M Networks|didn't have a flashy new

kiosk on display at its booth. That’s not what
they do, said Rich Henkels, director of national
accounts sales for H & M NetWorks. H&M
provides services, including wireless, that tie
kiosks to the network.

For mor-om the show, see

kioskmarketplace.com/kcv08_2
f

Hecon/Hengstler|showed the new Extendo

Series X-56 thermal printer for kiosk
applications. Extendo printers are designed for
rugged use and usually are found in outdoor
customer-facing applications, printing either
paper or ticket stock.

A host of partners that usq IBM Corp.’s

Anyplace Kiosk were on display at the
company’s booth, including Experticity’s Live
Support On-Demand Kiosk. Also displayed
was Curiosk, a wine greeting card and
information kiosk currently in pilot at some
Florida wine shops. The kiosk guides wine
selection and can print a personalized greeting
card, which folds to fit on top of the wine
bottle.

was the magnetic stripe specialist at

KioskCom, showing several versions of the
company’s card reading technology for use
in traction kiosks. Some of the company’s
peripherals included swipe and insertion
magnetic stripe readers and encrypting PIN
pads.

“bank-in-a-box” solution, formally
called the KioskPASS, was on display at the
company’s booth. Named the Best Financial
Services Deployment at KioskCom’s Self
Service Excellence Awards, the multifunctional
financial kiosk features gift cards, bill payment,
prepaid top-up and money orders as well as
ATM functions. A digital sign allows kiosk
owners to sell advertising and offset some of
the cost.

Specializing in outdoor kiosks, primarily
in the car wash space,[Innovative Control |
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showcased

its Auto Sentry eXP
kiosk, which accepts
multiple payment
methods. Streaming
audio and video guide
users through sales
purchases, instructing
them through wash
selection and payment.

the DBV-307 Cash
Recycling System on
display, a device that
product manager Jeff
Gray said mostly is
seen in casino and
gaming settings. JCM
products, traditionally used in slot machines,
also are seen in table games in the form of bill
validators.

In addition to the EyeSite kiosk,IKIOSK |

[ Information Systems |displayed its Dave and
Buster’s Power Gaming Card Kiosk and retail
outfitter Cabelas’ kiosk, all of which were
finalists for KioskCom’s Self Service Excellence
Awards.

Kiosk Logix|displayed its NetStop software.

The latest version of NetStop allows users
to remotely monitor, administer, update or

query all of their kiosks; provide digital signage
technology with ease; auto transfer files,
including digital signage content, to all remote
kiosks and get statistics on Web sites visited
and applications used.

The Foxwoods Resort Casino Promotions
Kiosk was demonstrated at th

booth. With the solution, visitors can

view resort and casino amenities and rewards
patrons can swipe their cards to view point
balances, enter sweepstakes, sign up for events
and obtain personalized rewards. Advertising

GlobalShop goes green

Billed as the world’s largest trade show
for store design, visual merchandising
and in-store marketing, GlobalShop
2008 took place March 18-20 at
Chicago’s McCormick Place. It was

the 16th year for the annual show

and featured nearly 900 exhibiting
companies across 300,000 square feet
of exhibit space.

Doug Hope, founder of GlobalShop
and group vice president of retail
design for Nielsen Business Media,
said roughly 15,400 attendees were at
the event, about the same number as
last year.

In keeping with the general spirit of
the times, Hope said green retailing

was a major emphasis — along with a
few other rising trends.

“Fabrics are a big trend this year, and
green products are everywhere this
year, as well,” Hope said. He also noted
an increased presence for refined
finishes, greater levels of in-store
technology and more of an emphasis
on designed-in tech.

— James Bickers

Retail Customer Experience editor
James Bickers discusses what was

on tap at the show and the most
interesting products from 24 booths.
Read more about the show at

| retailcustomerexperience.com/globalshop08. |
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and information can be displayed continuously
on digital monitors mounted on the kiosks. M o bi Ie commerce Sta n d a rd S
The casino kiosk won the Self Service /4
Excellence Awards’ Best Entertainment/

XN seen in C-store future

Gaming Deployment award.

Sh‘?wefl off its newest point- e o About 1,300 convenience-store industry professionals
of-decision application that allows an Apple _ _ packed the Gaylord Texan Resort May 5-7 for this

iPhone to control product content on a digital
screen and to play video content relevant to
the product. Nanonation also featured an
interactive media kiosk designed for SanDisk
that allowed users to download movie trailers
and short films to their cell phones. The
SanDisk kiosk enclosure also was on display at
the Frank Mayer & Associates booth. See RetailCustomerExperience.

year’s NACStech program, held in Grapevine, Texas.

The 13th-annual event offered more than 20 sessions

over three days, including an introductory speech
from IBM’s Rod Smith and a closing
session presented by the Discovery
Channel’s MythBusters team.

[Next Windowdbooth in the The Digital com for an in-depth exploration of
Signage Show area displayed digital signs the PCATS technology standard,
touch-enabled with the company’s optical which is making an increasingly big
overlay technology. Next Window’s screens impression on the c-store business:

are designed to be integrated with third party = retailcustomerexperience.com/pcats08.
Rod Smith, IBM
enclosures and can enable touch on screens

Also, find coverage of a roundtable
up to 100 inches. At the front of the booth was

on mobile commerce and how it

a screen from Next Window and Panel Worx .--"'HTE *ts likely will change with the advent
which featured a multiapplication system Exh' I of near-field COlemullicatiorl'
controlled by touch. )

| retailcustomerexperience.com/
| Operator Interface Technology,|known for ¥ i nacstech08 roundtable.
its metal-encased rugged keyboards, had a N
new addition to its line of outdoor interfaces.
The newest Rugged Keyboard sports a sealed
touchpad. The pad is similar to those found on

— James Bickers
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See RetailCustomerExperience.com June 24-26

for links to show details and registry information. Retail Solutions
The leading exhibition for retail technology in the UK. and where

June 14-20 retailers learn about the latest technology, source suppliers and
InfoComm compare vendors.
With almost 1,000 exhibitors, InfoComm is one of the largest shows [ retailsolutions2008.com |
for pro A/V, screens and digital signage. The four-day event includes August 18-21
conference sessions, hands-on tech demos and a massive exhibit hall. Customer Self-Service Conference
infocommshow.org | An in-depth look at the latest tools, techniques and strategies for
June 16-17 implementing self-service initiatives.
Digital Signage Technology Summit
Educational sessions and conferences are designed so visitors leave September 3-5
as “digital signage experts!The conference features speakers from International Retail Design Conference
numerous Fortune 500 companies. Organized by Strategy Institute. Three-day event helps enhance professional development for
[ strategyinstitute.com | members of the retail design industry.

Loss Prevention Conference & Exhibition September 22-23

Find everything you need to combat fraud and loss. Conference and Electronic Retailing Association

expo covers everything from online fraud and organized retail crime Savvy electronic marketers are surrounding their customers with
to interviewing and investigating methods. opportunities to sell.

 nrfa2zinc.net/Ip0s |
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shows

many laptops today, except
this one is sealed with a
molded bezel.

| Panjit Touchscreens’|most
innovative recent product
is the Touch Window, a
small touchscreen that could
be attached to cell phones
that would enable touch
capabilities. The screens are
made of impact-resistant
plastic to withstand normal
cell phone abuse. Todd
Winter, director of sales,
said the screen also could
touch-enable digital cameras,
PSPs and anything with a flat
surface.

displayed its

automated commerce
machine, a self-service kiosk
designed for bill payments
and services. The application,
which was launched in August 2007, allows
citizens to pay parking and traffic citations, as
well as utility bills. Pay-Ease’s software can be
customized to allow consumers to pay bills,
purchase gift cards, transfer funds, purchase
wireless and long distance minutes, renew
driver’s licenses and registrations and conduct
ATM transactions.

| Reality Interactive,la content developer for
digital signage and kiosks, recently completed
a large project with BMW, where the auto
maker replaced freestanding kiosks in all of
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its U.S. dealerships with an
interactive digital signage
experience. Screens showing
high-definition images of car
features and track footage
are placed in a branded area,
complete with high-backed
leather chairs resembling
those in BMW cars.

Red Dot Net|showcased its kiosks, which use

wheels instead of touch. The kiosks, which are
deployed at many Barnes & Noble Bookstore
locations, also have wayfinding capabilities,
said Robb Kirschenmann, Red Dot Net’s
director of operations.

[ Seiko Instruments|debuted its APU-9000
thermal printer unit, which will go into mass
production later this summer. The printer,
which can support extreme temperatures,
maintains a small footprint and high-printing
speeds, said Adam Ortlieb, associate director

“Ho TouchSystems.

Storefront.com

of marketing for Seiko’s
Thermal Printer Division.

Star Micronics

demonstrated its line

of kiosk printers, which
range from two- to
four-inches wide. Star
offers adjustable width
printers for custom kiosk
applications. All printers
on display from Star were
open-frame.

Storefront.com,|the

company that recently
won six of eight DIMA
Awards for photo kiosks, displayed a digital
signage video wall in The Digital Signage Show
area as well as its photo solutions in the Self
Service Expo. Both systems are controlled

by Storefront’s Remote Monitoring System,
which Tom Ceh, vice president of sales and
marketing, said can manage everything from
small kiosks to digital billboards.

e

Infonox

Visitas kCom Vegas on
our sis rketplace.com:

kioskmarketplace.com/kcv08_ss
f

demonstrated its new two-inch printer

designed for use in kiosk and self-service
applications and many remote printing
environments. The printer features USB,
serial, parallel and Ethernet
interface connectivity, a print
speed of up to seven inches
per second, and a wider
operating temperature range.

Telsource Corp.showcased

its InfoZone lightweight
kiosk, which was set up for a
retail assistance application.
Vince Sciarra, president and
chief executive of Telsource,
said the kiosks are great

for retail because they are
connected by Ethernet cables
which are easier and cheaper
to run than common CATVs.

— Patrick Avery

Digital Signage Today editor Bill Yackey
also contributed to this article.

Search
RetailCustomerExperience.
com keyword KioskCom
Self Service Expo

for related articles.

Livewire Kiosk
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Grocery, grown up

Stores check into self-service, but guidance is needed

o you remember what your
D hometown grocery store used to

look like? I'm sure it doesn’t look
like that now.

Yesterday’s grocery environment doesn’t
come close to the amusement park of
machines, items and opportunities available
at supermarkets now.

Thanks to self-service technology,

today’s food shoppers literally can serve
themselves. Instead of waiting in long lines,
shoppers can order deli meats, pick up
flowers and a DVD rental and proceed to
check-out, all in one store.

The self-checkout and self-service trend has
been in grocery stores, and a host of other
retail stores, for several years. And it never
has been as popular as it is now.

But some self-checkout systems are

far from perfect. Frustrations with and
imperfections in the way some of these
machines are deployed show a few
guidelines are needed. Here are a few musts
when deploying self-checkout:

@ Make sure they work.

I wish I didn’t have to say this, let alone put
it first on the list. But for every three or four
functional kiosks in a store, there always
seems to be at least one that isn’t working.
(This is not a scientific number, but visit
your nearest store and you'll understand
what I mean).

A 2006 report from Self-Service World found
the majority of self-service users surveyed like

self-checkout for its speed
and convenience. An out-
of-order self-checkout is not
convenient at all.

@ Make sure they are plentiful.

In addition to making sure the kiosks
function correctly, be sure you have
enough of them. That allows you to
meet customer demand for the service
even when a kiosk is offline, and benefits
customers looking for the speed and
convenience self-service provides.

(No. 3

In the Self-Service World survey mentioned
earlier, about 10 percent of respondents
said they used self-service
because they are not in the
mood to talk to people. Despite
those individuals’” hypothetical
objections, it’s important to make
sure a staff person monitors the
self-checkout kiosks. For every
shy but proficient person who
uses the self-service machine,
hundreds of shoppers have no idea what
they are doing. Some gentle prodding and
instruction usually helps.

Instead of honing and perfecting their current
self-service technology, some retailers are
moving on to other devices. Many self-service
experts believe the future of self-checkout —
something we've heard about for many years
now — is radio-frequency identification.
Ideally, RFID technology would let shoppers
check out without having to scan items
individually; items would be scanned as a
group. That sounds wonderful, but I'd settle
for a self-checkout that does just a little more
than advertised.

For me, the perfect self-checkout device
would:

Not be so sensitive. In an effort to make
sure shoppers don’t “bag” items into their
purses or pockets, self-checkout kiosks use
weight sensors to check for the item that
was just scanned. Often, those sensors are
too sensitive, frustrating the customer with
repeated errors and requests to check the
bagging area.

Be barcode friendly. On a recent trip

to the grocery I picked up a bag of four
avocados, but I never made it out of the
store with them because the self-checkout
wouldn't read the barcode. Some self-
checkouts are better than others, but
wouldn't it be nice if scanning were a
smoother experience?

Have longer hours. In a lot of stores,

the self-checkout units close early in the
evening, requiring shoppers who work
second- and third-shifts to find a person to
check them out. Why not let them check
out themselves? m

Patrick Avery is editor of
SelfsServiceWorld.com and
areqular contributor

to this magazine.

Search RetailCustomerExperience.com
keyword self-checkout for related articles.
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You've never seen
self-checkout
solutions like this.

Because there’s never been -
self-checkout solutions like this.

Only UTOPIA is compatible with any POS system.

Only UTOPIA can be up and running in days instead of months.
Only UTOPIA is Microsoft approved and compatible front to back. %
Only UTOPIA offers the revolutionary new Bill Note Recycler (BNR). /

Only UTOPIA offers biometric security and it's PCl compliant.

°
If you're looking for a smart, simple, scalable and affordable self- utdpl a

checkout solution that you can control, then UTOPIA is for you.

To find out more about UTOPIA and why more and more people
are getting rid of their self-checkout system and going with ours,

visit us online at utopiasco.com or call us at 1-800-569-5742. ChECk lt OUt



www.panoston.com/checkout_tech.htm

The Ultimate Digital Sighage Online Platform

FRESH FOOD MART
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WE BRING LIFE TO SCREENS, ONE SCREEN AT A TIME

Our enterpnise class digital signage online platform allows
media network operators, corporations and system integrators
to effectively deploy, manage and grow scalable digital signage
networks with a “THINK BIG, START SMALL" approach
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INFORMATION COMMUNICATIONS MARKETFLACE
Infocomm 2008 +1 510-405-5988
June 18 - 20, Las Vegas info@dynasign.net
Booth #N7433 www.dynasign.net
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Your Digital

Signage
Network Here

POWERED BY
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