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ketechnics show in Washington. Fujitsu, which is partnering with Klever Marketing, Salt Lake City, in market-
ing the system, expects to run a beta test this summer at a midsized regional chain, said Vernon Slack,

director of mobile solutions for Fujitsu.

In addition, Wincor Nixdorf, Austin, Texas, is marketing a devica called the Portable Store Assistant that

is similar to the Shopping Buddy.

Meanwhile, Stop & Shop's device, based on hardware from IBM, Armonk, N.Y., and software from
Cuesol, Quincy, Mass., continues to be offered in three Massachusetts stores, where they were unveiled in
late 2003. According to Robert Keane, spokesman for Stop & Shop, another store will be equipped with the
Shopping Buddy in July, while an additional 19 will get it by the end of the year.

Both the Shopping Buddy and the U-Scan Shopper offer consumers similar benefits, such as targeted
ads and promotions based on identity and location, full-motion video, self-scanning in the aisle and integra-
tion with the point of sale, price checking, remote ordering at the deli or pharmacy, downloadable shopping

lists and product locator. However, the U-Scan Shopper differs
from the Shopping Buddy in several ways.

First, the U-Scan Shopper is permanently attached to the cart,
available to any shopper, though loyalty shoppers get better offers.
Each unit is charged by a battery under the cart that is removed by
employees for recharging. Fujitsu provides 100 carts per store, at
$1,400 per cart, plus over 200 batteries. On the other hand, the
Shopping Buddy tablets are kept separate from carts for recharging,
and are snapped onto carts by shoppers. Close to 50 Shopping
Buddy tablets per store are available to loyalty card shoppers only.

In addition, U-Scan's cart-location triggers are mounted on
shelves while Shopping Buddy's triggers are ceiling-mounted. Finally,
U-Scan's bar-code scanner is build into the unit while Shopping Bud-
dy's is a separate scanner that hooks onto the main unit.

— MICHAEL GARRY

Fujitsu’s U-Scan Shopper
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markets in the Cincinnati
area. Bigg's deli kiosk, which
has been available at all of its
stores since last August, is
based on internally devel-
oped software running on
hardware from NCR, Atlanta.
“Shoppers like using
them,” said Sharon Seitz,
chief information officer,
bigg's. “They don’t want to
wait in line at the deli.”

SEEKING ROI

Another retailer with con-
siderable experience in the
kiosk arena is Lund Food
Holdings, Edina, Minn.
Much of Lund’s focus these
days is on digital imaging
kiosks, which it has in all of
its 23 upscale stores under
three banners (Byerly's,
Lunds and Rich’s). On a
more limited basis, howev-
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development center, has
been trying to take kiosk
technology to a higher lev-
el with two new products.
One, released in January,
is the IBM Anyplace
Kiosk, a wireless, flat-pan-
el touchscreen and proces-
sor that, as the name sug-
gests, offers flexibility
with placement.

The other new system,
still under development, is
the Everywhere Display, a
system with futuristic over-
tones. A ceiling-mounted de-
vice, the Everywhere Display
projects images containing
store data onto any surface
in the store and reacts to cus-
tomer responses. Shoppers
touch the projected surface
to find information, as if they
were interacting with a
touchscreen kiosk.
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