


STUDY METHODOLOGY
As with the more established RIS
Software LeaderBoard, which is now in
its seventh year, the Hardware
LeaderBoard is in part modeled after con-
sumer satisfaction rankings produced 
by J.D. Powers and Associates and
Consumer Reports. Both of these are
based on evaluations of products and
companies made by qualified users.

The random statistical sample for the
LeaderBoard is derived from the RIS sub-
scriber pool, which is carefully controlled
so that it is comprised of senior-level ex-
ecutives at all major retailers across the

country that have significant IT respon-
sibility. The mailing went to roughly
10,000 retailers. Responses were thor-
oughly scrubbed to remove invalid eval-
uations. With 202 respondents, the 
response rate was about two percent,
which is within industry standards for
random sampling research studies.

Over the past five years, RIS studies
have maintained a consistent demo-
graphic profile — job titles, vertical seg-
ments and revenue size — when 75 or
more qualified respondents have filled
out forms. 

Job titles of respondents break out
roughly as follows: one third C-level ex-
ecutive, one third director/manager of IT,
and one third departmental manager, VP
of IT or other IT. 

For retail segments, the highest 
percentage of respondents is in the area 

of specialty retailing followed by 
apparel/footwear/accessories, grocery/
supermarket, department store/mass 
merchant, drug/convenience, hardware/
home center/automotive, electronics and
furniture/home furnishings. 

For revenue size, the break out is as
follows: more than a third of respondents
have revenue of less than $500 million,
one third have revenue greater than $1
billion and less than a third have revenue
between $500 million and $1 billion.

All data for the LeaderBoard is gath-
ered by Lichtfield Research, an independ-
ent third-party firm that specializes in
polling and surveys. Lichtfield Research

sends out all mailings, posts an online
evaluation form, collects the data, and
sends RIS a report of the findings. RIS
editors add a fractional weighting factor
to all numbers applied evenly through-
out the study to reflect the size of the pool
of responses. Highlights of the final re-
port are used to create the charts on this
and the following pages.

POS UNITS
Point-of-sale hardware and software is
one of the pillars of retailing upon which
success or failure of a merchant largely
rests. Originally designed to complete an
offer of tender and provide a log of the
transaction, today’s POS units have
evolved into multi-function technology
hubs capable of linking to headquarters
and the Internet, a transformation that

began several years ago and still picking
up steam.

For the POS Units category in the
LeaderBoard, vendors who make and
warranty the following technologies are
included for evaluation: complete fixed
units, self-checkout units, mobile units
and hand-held units. With so many vot-
ers and so many vendors playing in this
field, this was one of two categories in
the LeaderBoard where the lists were 
expanded to include 10 vendors. 

Coming in at the top of this year’s list
in the POS Unit category is DigiPoS
Systems, which also scored top marks in
three of the six individual criteria that
comprise the total score — Product
Features & Functionality, Price & Value
and Overall Performance. Although
DigiPoS is not among the market leaders
in terms of installed lanes and unit sales,
its ranking is no fluke as it finished in sec-
ond place last year.

In second place was the 2006 winner,
Ultimate Technology, which received top
scores in the other three criteria —
Technology Innovation, Support &
Service and Product Reliability. Like
DigiPoS, Ultimate Technology is not one
of the giants in terms of market penetra-
tion and therefore must compete by pur-
suing a relentless focus on achieving
high customer satisfaction.
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Originally designed to complete an offer of tender and provide a log of the
transaction, today’s POS units have evolved into multi-function technology
hubs capable of linking to headquarters and the Internet, a transformation 
that began several years ago and still picking up steam.

RANK COMPANY SCORE

1 DigiPoS Systems 54.66

2 Ultimate Technology 53.50

3 HP 50.67

4 Fujitsu 50.53

5 IBM 49.12

6 NCR 48.46

7 Dell 47.29

8 Motorola (Symbol) 46.00

9 Wincor Nixdorf 36.00

10 Logic Control 36.00

TOP 10 POS UNITS

COMPANY PRODUCT
FEATURES

TECHNOLOGY
INNOVATION

SUPPORT/
SERVICE

PRICE/
VALUE

PRODUCT
RELIABILITY

OVERALL
PERFORMANCE

TOTAL
SCORE

DigiPoS Systems 9.67 9.33 8.33 9.33 8.67 9.33 54.66

Ultimate Technology 8.50 9.50 9.00 8.50 9.00 9.00 53.50

HP 8.33 8.00 7.67 9.00 9.00 8.67 50.67

Fujitsu 8.54 8.15 8.50 7.91 8.74 8.50 50.34

IBM 8.62 7.95 8.14 7.05 8.92 8.44 49.12

POS UNIT CRITERIA BREAKDOWN
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HP, which came in third last year, 
repeated its top-three showing in 2007.
In addition to its high overall placement,
HP earned a tie for top score in the
Product Reliability criteria.

Eight vendors on this top-10 list (with
one tie) are repeat winners from last year.
The newcomers are Motorola (Symbol)
at eighth and Logic Control tied for ninth.

An interesting difference between this
and last year’s scores is that each of the
top five finishers in this category would
have finished in first place in 2006. The
winning score last year was 48.86, which
would have earned it only sixth place in
2007. Although scores are generally high-
er in 2007 throughout the LeaderBoard,
the POS Units category had the largest
overall leap.  

PERIPHERALS
Since today’s POS units commonly con-
sist of a large cluster of plug-in or add-
on peripheral devices, it’s not surprising
that this category garnered the most
votes and included the greatest number
of vendors. Devices considered for this
category include keyboards, scanners,
receipt printers, electronic payment de-
vices, signature capture pads, check im-
agers, biometric identification readers,

pole units, screens and cash drawers.
Topping the Peripheral category list

this year (as it did in 2006) is Epson, which
also topped the criteria list for Price &
Value and Product Reliability. Epson has
a strong reputation throughout the retail
industry and lives up to it by consistent-
ly carrying through on solid customer
satisfaction efforts.

In a close race for the second position
is Dell, which scored top marks in Product
Features & Functionality and Technology
Innovation. One of the newest players to
enter the retail vertical, Dell has rapidly
won over a satisfied customer following.

Coming in third is VeriFone, which led
the field in Overall Performance.
Snagging fourth was IBM, which record-
ed a top score in Support & Service. Both
of these companies are established play-
ers who have a deep knowledge of what
it takes to succeed in retail.

Unlike the POS Units category, the
Peripherals category did not achieve
higher scores across the board in a year-
over-year comparison. However, it is in-
teresting to see that only four vendors
are repeat winners from last year —
Epson, Dell, VeriFone and Motorola
(Symbol). New vendors that appear on
the list  this year are IBM, Ingenico,
MagTek, NCR, Metrologic and Lexmark.

NETWORKING
The Networking category in the
LeaderBoard is where you find the heavy-
weights of technology, the established
giants that build bulletproof switches,

routers, hubs, wireless network access
points and similar networking devices
and appliances. 

Dell, which makes a line of networking
switches, moves up to the top spot in
2007 after having finished in third place
last year. It also came out on top in
Product Features & Functionality,
Support & Service, Product Reliability
and Overall Performance criteria.

Cisco, which was last year’s winner in
this product category, continues to score
high marks with customers by nailing
down second place. It also achieved the
top score in the Technology Innovation
criterion.

These were the only vendors to repeat
in this category. New entrants in 2007 in-
clude Motorola (Symbol), 3Com and
SonicWall, which is by far the smallest of
the companies making the list. 

However size is meaningless when 
it comes to achieving customer satisfac-
tion, and SonicWall, which makes an anti-
virus router among other networking
products, beat out several major IT
heavyweights to make this list. It also
came out on top in the Price & Value 
criterion.

KIOSKS
We used to say that not every area of re-
tailing is an ideal candidate for kiosk use,
but those days may be rapidly changing.
Traditional thinking used to be that kiosks
were not appropriate for selling high-
end, luxury products to customers who
prefer a high-touch level of service.
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COMPANY PRODUCT
FEATURES

TECHNOLOGY
INNOVATION

SUPPORT/
SERVICE

PRICE/
VALUE

PRODUCT
RELIABILITY

OVERALL
PERFORMANCE

TOTAL
SCORE

Epson 9.11 8.76 8.68 8.67 9.54 8.85 53.61

Dell 9.31 9.31 8.43 8.46 9.03 9.03 53.57

Verifone 9.23 8.86 8.68 7.95 9.23 9.05 53.00

IBM 8.42 8.67 8.92 8.15 8.67 8.42 51.25

Ingenico 8.86 8.50 7.41 8.14 8.50 8.50 49.91

PERIPHERAL CRITERIA BREAKDOWN

TOP 10 PERIPHERALS

RANK COMPANY SCORE

1 Epson 53.61

2 Dell 53.57

3 VeriFone 53.00

4 IBM 51.25

5 Ingenico 49.91

6 Motorola (Symbol) 49.07

7 MagTek 49.00

8 NCR 48.83

9 Metrologic 46.50

10 Lexmark 46.14

Unlike the POS Units category, the Peripherals category did not achieve
higher scores across the board in a year-over-year comparison.
However, it is interesting to see that only four vendors are repeat 
winners from last year.
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However, Nordstrom is currently testing
digital shopping devices aimed at
younger shoppers who are not technol-
ogy averse and actually expect their fa-
vorite stores to offer all the high-tech fea-
tures found in other locations. If
Nordstrom is moving in this direction,
then kiosks are definitely approaching a
mainstream tipping point. 

We define a kiosk as being a self-con-
tained fixed or hand-held access point
that can perform well-defined functions
for either customers or associates. They
are used for both delivering information
and collecting it.

Topping the list this year is IBM, which
has long been one of the pioneers in the
retail kiosk field. IBM achieved a rare
clean sweep across the board in our cri-
teria breakdowns, finishing ahead of the
pack in Product Features & Functionality,

Technology Innovation, Support &
Service, Price & Value, Product Reliability
and Overall Performance. 

In second place is NCR, which has de-
veloped a major emphasis on self-service
devices across several industry verticals
in recent years. And rounding out the top
three is Motorola, which now owns
Symbol, a long-time leader in multi-func-
tion, network-enabled hand-held devices
for both customers and associates.

BACK OF STORE
The top two spots in the Back-of-Store
product category are so close they should
be considered a tie. They are separated
by just three one-hundredths of a point,
which is well within the study’s margin
of error.

While there are dozens of IT devices
that could potentially fall into the Back of
Store category, we limited it to just print-
ers, scanners, desktop computers and
personal digital assistants, since these
items handle the bulk of responsibilities
carried out behind the scenes by the man-
ager and associates.

Dell, which nailed the top score in the

Networking product category, came out
slightly ahead of HP in the Back of Store
category. It also achieved top scores in
the Support & Service and Price & Value
criteria. Dell also was last year’s winner
in this category and deserves credit for
achieving a nearly exact repeat of its final
point total.

HP, which joins Dell in a virtual tie at
the top, improved is point total by almost
three points year over year. It also came
out as the leader in the following crite-
ria: Product Features & Functionality,
Technology Innovation, Product
Reliability and Overall Performance.

New to the Back of Store list this 
year are Oki Data Printing and Zebra
Technologies, which serve to round out
the top five.

RADIO FREQUENCY
IDENTIFICATION

Everyone agrees that RFID has a huge 
future in retailing, but to paraphrase Yogi
Berra it’s also clear that RFID’s future
is ahead of it, well ahead of it. Although
given a big boost by the notorious 

LB6 JULY 2007 WWW.RISNEWS.COM

Nordstrom is currently testing digital shopping devices aimed at younger
shoppers who are not technology averse and actually expect their favorite
stores to offer all the high-tech features found in other locations.

COMPANY PRODUCT
FEATURES

TECHNOLOGY
INNOVATION

SUPPORT/
SERVICE

PRICE/
VALUE

PRODUCT 
RELIABILITY

OVERALL
PERFORMANCE

TOTAL
SCORE

Dell 9.20 8.80 9.20 8.00 8.80 8.80 52.80

Cisco 9.14 9.14 8.33 6.91 8.76 8.63 50.91

Motorola (Symbol) 8.86 8.88 8.32 7.77 7.95 7.95 49.73

3Com 7.95 7.95 8.50 7.95 7.95 7.79 48.09

SonicWall 7.87 7.87 7.16 9.07 7.16 7.87 47.00

RANK COMPANY SCORE

1 Dell 52.80

2 Cisco 50.91

3 Motorola (Symbol) 49.73

4 3Com 48.09

5 SonicWall 47.00

TOP 5 NETWORKING

NETWORKING CRITERIA BREAKDOWN

COMPANY PRODUCT
FEATURES

TECHNOLOGY
INNOVATION

SUPPORT/
SERVICE

PRICE/
VALUE

PRODUCT 
RELIABILITY

OVERALL
PERFORMANCE

TOTAL
SCORE

IBM 8.33 8.33 7.93 6.93 7.55 7.93 47.00

NCR 7.42 7.67 7.17 6.17 7.15 6.92 42.50

Motorola (Symbol) 7.87 7.87 6.47 6.47 6.49 6.50 41.67

RANK COMPANY SCORE

1 IBM 47.00

2 NCR 42.50

3 Motorola (Symbol) 41.67

KIOSKS CRITERIA BREAKDOWN

TOP 3 KIOSKS
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Wal-Mart mandate in 2004, momentum
for deploying RFID readers, chips, print-
ers, tags and antennas has slowed to a
crawl. Early pilot tests for RFID deploy-
ments in distribution centers and back-
of-store receiving areas have produced
what is generally considered to be dis-
mal results, meaning accuracy rates are
no better or are actually worse than track-
ing systems already in place. And since
RFID is much more expensive than cur-
rent systems (even through prices are
rapidly falling) retailers have been
pulling back on investment in this area
after a couple of years strong growth.

Gartner calls this phase of technology
deployment the trough of disillusion-
ment, which immediately follows an in-

flated peak of hyped expectations.
Although still very young, the good news
for RFID is that it is now on the road to-
ward realistic growth and achieving
steady gains that are unencumbered by
hype or disillusionment. 

Don’t forget: the next phase on the cel-
ebrated Gartner technology deployment
chart is called the slope of enlightenment.
RFID is currently at the bottom of this
slope, but it is destined to climb steadily
in coming years.

In keeping with the current status of
RFID in retailing, customer satisfaction
levels are low and the number of retail-
ers willing to provide evaluations few.
Still, since this is a bona fide technology
of the future, we thought it important to
preserve a multi-year record of it in the
LeaderBoard.

Heading the category this year as it did
in 2007 is Motorola (Symbol), which is
the only vendor to achieve the minimum
number of retailer evaluations to produce
a valid score in this category. Of the six
criteria used for evaluation, the two high-
est scores for Motorola came in Product
Features & Functionality and Technology

Innovation.
The other two vendors appearing on

the list did not receive enough retailer
evaluations to produce a valid voting
pool, but we felt it was important to show
their partial results. They are Alien
Technology and Avery Dennison, whose
partial scores indicate they are on the
right road toward delivering customer
satisfaction when demand for RFID picks
up among retailers.

As with all RIS LeaderBoard studies,
this one is devised to reflect the collec-
tive judgment of a highly defined pool of
valid retailers and product users who cast
their votes anonymously. On one level,
customer satisfaction is in the eye of the
beholder and it is possible that customers
and vendors alike can define it differently. 

But there is one clear pillar that unites
and underlies everything throughout the
LeaderBoard, and that is how well or how
poorly customer expectations are met.
Vendors have a tremendous influence on
how expectations for their products are
set, and end users are the final judges of
how well they succeed. About this there
is no confusion or disagreement.  RIS
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COMPANY PRODUCT
FEATURES

TECHNOLOGY
INNOVATION

SUPPORT/
SERVICE

PRICE/
VALUE

PRODUCT 
RELIABILITY

OVERALL 
PERFORMANCE

TOTAL 
SCORE

Motorola (Symbol) 7.2 7.6 6.8 6.4 6.4 6.8 41.2

Alien* 8.87 9.65 6.87 6.87 6.87 6.87 NA

Avery Dennison* 7.66 7.66 7.66 5.7 6.66 6.66 NA

Although still very young, the good news for RFID is that it is now 
on the road toward realistic growth and achieving steady gains in 
the marketplace that are unencumbered by hype or disillusionment.

COMPANY PRODUCT
FEATURES

TECHNOLOGY
INNOVATION

SUPPORT/
SERVICE

PRICE/
VALUE

PRODUCT 
RELIABILITY

OVERALL
PERFORMANCE

TOTAL
SCORE

Dell 8.33 8.33 8.33 8.67 8.67 8.50 50.83

HP 8.80 8.80 8.00 7.60 8.80 8.80 50.80

Motorola (Symbol) 8.31 8.12 8.02 7.46 8.69 8.40 49.00

Oki Data Printers 7.67 8.33 8.00 8.00 8.33 8.00 48.33

Zebra 8.33 8.55 7.66 7.89 7.46 7.89 47.78

RANK COMPANY SCORE

1 Dell 50.83

2 HP 50.80

3 Motorola (Symbol) 49.00

4 Oki Data Printers 48.33

5 Zebra 47.78

TOP 5 BACK OF STORE

BACK OF STORE CRITERIA BREAKDOWN

* Too few respondents to form a valid evaluation pool.
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RANK COMPANY SCORE

1 Motorola (Symbol) 41.2

NA Alien* NA

NA Avery Dennison* NA

TOP 3 RFID

* Too few respondents to form a valid evaluation pool.

RFID CRITERIA BREAKDOWN
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