A Word on Methodology

This research was conducted by The Michael Allen Company in conjunction with TNS
Intersearch across a broad spectrum of market segments: quick serve restaurants, sit-down
restaurants, coffee shops, clothing/department stores and specialty retail stores. Focus
group sessions pointed to general consumer attitudes. For quantitative data, researchers
polled hundreds of consumers exiting a number of national, high-profile chains across
these same market segments. The consumers were shown both black-and-white and color
receipts and were asked a number of questions regarding the following: (1) what they
noticed, (2) the likelihood of returning to that store/restaurant based on seeing the promo-
tion on the receipt, (3) the likelihood of redeeming a receipt coupon and (4) how the color
receipt made them feel about the retailer. More details on the research firms are noted on
the back page of this report.




COLOR GENERATES POSITIVE ATTITUDES
TOWARD THE BRANDS

Adding color branding on receipts may be the most powerful way to use POS printer technology
as a communications vehicle. Displaying the logo and a message in color will go a long way
toward aligning the store experience with the brand experience. Your receipts then communicate
with your customers in real time with messages that are noticeable and relevant. In a fiercely
competitive business environment, receipts become the brand’s voice of appreciation to cus-
tomers, while building customer loyalty.

The power of adding color to receipts as a way to enhance a brand became evident when con-
sumers were asked what they thought of the company represented on the color receipt. They
had overwhelmingly good things to say.

Positive Impact On Attitudes Toward Retailers

0% 20% 40% 60% 80%
“The retailer is trying to save me money” _ 43.6% 74.4%
“The retailer has pride in their products/services” - 58.4% 73.2%
“It would reinforce the advertising of the retailer” - 63.9% 73.2%
“It would help me remember | have the receipt each time | pass the store” - 50.2% 69.7%
“The retailer is more likely to stand behind their products and services” - 56.0% 68.4%
“The retailer is trying to make my life easier” - 50.0% 67.7%
“The retailer cares more about me and its customers” - 52.4% 66.6%
“The retailer is more friendly” - 49.8% 63.5%
“It makes me feel happy” . 51.1% 58.6%
“It gives me a sense of security about this retailer” lﬁ 50.2% 56.4%
“The receipt has no impact on how I feel about the retailer” - 24.6% 43.8%

. Unaided Mentions: statement made without prompting.

Aided Mentions: subject agrees with after pr ing



COLOR DOUBLES CONSUMER AWARENESS

A typical receipt today is one-color only, most often in black. The researchers in this study
showed consumers a sample black-and-white receipt with a promotion on it to see if they
noticed the promotion. Even given the unusual situation of being asked to look at a receipt,
only 31% of the consumers noticed the offer within three seconds. Another 21% noticed it
after three seconds. That means that even after they were given some time, only about 50%
noticed the promotion.

Adding color to the receipts more than doubled the number of people who noticed the offer
within three seconds. More than 80% of consumers who were shown receipts with two-color
logos, promotion messages and coupons noticed them within three seconds. After three
seconds, a total of 90% noticed the offer.

Color Increases Immediate Awareness
of Promotions by 165%
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Black & White Color

Color is Power

Research done by Pantone® and the Pantone Institute, internationally recognized authorities
on color, demonstrates the power of color: “Memory retention studies tell us that consumers
are up to 78% more likely to remember a word or phrase printed in color than in black and
white. The human eye is drawn to color. Color activates the right brain, while the printed word
activates the left brain. When color is combined with the written word, it impacts consumers
with the triple whammy of greater recall, recognition and attention.”

Leatrice Eiseman, Director of the Pantone Color Institute, Impact of Color on Consumer
Purchase Behavior, speech at Retail Systems 2000, April 17, 2000. Eiseman is an industry color
consultant and also the author of Pantone Guide to Communicating with Color, Grafix Press.



Redemption Is More
Than Doubled
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More Business

Increased Awareness from the Color Receipt Increases
Frequency of Visits by 1-2 Times/Month
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