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Executive Summary
The LPRC team conducted a rigorous scientific study designed to assess the protective effectiveness
and sales of the InVue Helix across 20 retail stores: 10 CVS (5 test stores and 5 control stores) and 10
OfficeMax stores (5 test stores and 5 control stores).

Research Goals

Did the InVue Helix reduce shrink in test stores compared to control stores?
Did InVue Helix increase sales in test stores compared to control stores?
Did the financial benefits exceed project costs (ROI)?

How do customers, offenders and employees perceive the InVue Helix?
What are suggested best practices?

Findings: Shrink at Cost of Goods

e Overall shrink increased from pretest to posttest for both the Test (Helix) and Control stores.
o However, the Helix test stores showed an 82% improvement in shrink compared to the
control stores.
¢ Results indicated the Helix more effectively protected the tested product compared to the control
stores.
o Note. Quantity of Shrink at Cost of Goods will affect the % change from pretest to posttest.
= If Shrink at Cost of Goods is low, then the % change will look greater (e.g., with the
OfficeMax data).

Table 1: Overall Shrink at Cost of Goods InVue Helix VS. Control

Intervention Pretest Posttest Change

Helix Overall $4,422.18 $6,547.33 48% Increase
Control $4,503.11 $10,353.04 130% Increase
Helix CVS $4,118.04 $5,798.77 41% Increase
Control $3,960.31 $9,461.42 139% Increase
Helix OfficeMax $304.14 $748.56 146% Increase
Control $542.80 $891.62 64% Increase

Findings: Sales at Margin Dollars

e Sales counts for the InVue Helix group increased from pretest to posttest compared to the control
stores sales counts which decreased from pretest to posttest.

e Overall sales at margin dollars decreased from pretest to posttest for both the Test (Helix) and
Control stores.
o However, the Helix test stores showed a 32% improvement in sales over the control stores.

Table 2: Overall Sales at Cost of Goods InVue Helix VS. Control

Intervention Pretest Posttest Change
Helix Overall $43,204.79 $42,254.26 2% Decrease
Control $40,922.59 $26,956.60 34% Decrease
Helix CVS $9,611.27 $11,951.98 24% Increase
Control $5,061.68 $7,450.97 47% Increase
Helix OfficeMax $33,593.52 $30,302.28 10% Decrease
Control $35,860.91 $19,505.63 46% Decrease
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Table 3: Shrink as a Percent of Sales

e The Helix test stores showed a 212% improvement in shrink as a percent of sales over the
control stores.

Intervention Pretest (shrink Posttest (shrink
as a percent of as a percent of Change
sales) sales)
Helix Overall 21% 30% 43% Increase
Control 20% 71% 255% Increase
Findings: ROI

e ROl analysis was conducted calculating loss at the cost of goods and sales at margin dollars with an
internal rate of return and payback in 5 years. Note. The 5-year financial benefit takes into account
impact of incremental sales.

o The Helix is expected to have a simple payback in under 11 months.

Overall ROI Net Internal | Payback in
Present Rate of Years
Value Return
5-year
InVue Helix $23,300 106.47% 0.91
CVS ROI Net Internal | Payback in
Present Rate of Years
Value Return
5-year
InVue Helix $6,500 56.53% 1.58
OfficeMax ROI Net Internal | Payback in
Present Rate of Years
Value Return
5-year
InVue Helix $15,600 113.48% 0.86
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Introduction and Executive Overview
This report provides the results of a rigorous scientific analysis of the use of the InVue Helix™
(i.e., a "time delay self serve" security wall dispenser). The LPRC team conducted a study
designed to assess the protective effectiveness and sales of the InVue Helix across 20 retalil
stores: 10 CVS (5 test stores and 5 control stores) and 10 OfficeMax stores (5 test stores and 5
control stores). The impact of the InVue Helix, particularly in regards to shrink and sales was
compared to “control” stores, which are used to provide a baseline to compare the impact of the
InVue Helix. The Helix Wall Dispenser was tested on four different categories of retail
merchandise. CVS tested the device on replacement printer ink and high end oral care
products. OfficeMax tested the Helix on writing instruments and flash memory drives. There
were other security devices in use on two of the merchandise categories before the start of the
Helix test program. It is important to understand the “starting state” of each individual
merchandise category relative to these security devices. Replacement printer ink was originally
secured with locking hooks. The locking hooks were removed in test stores and replaced by the
Helix. Locking hooks continued to be used in the control stores. The high end oral
care and writing instruments used no security products before the test deployment of the Helix.
Both categories remained unprotected in the control stores. Flash memory was protected by
keepers before the deployment of the Helix. In the case of flash memory, the Helix was
deployed “in addition” to the keepers in the test stores. Keepers remained in use in the control
stores during the test period. InVue installed the Helix and CVS and OfficeMax provided data
and support for this project.
The goals of the research project were as follows:
Does the InVue Helix reduce the level of shrink/loss in the test stores?
Does the InVue Helix increase the number of sales in the test stores?
Do the financial benefits (less shrink and increased sales) exceed project costs?

How do customers, offenders and employees perceive the InVue Helix?
What are suggested best practices?

agrONE

The Loss Prevention Research Council (LPRC) conducted an extensive analysis of shrink and sales for
the InVue Helix. The following report provides the results of that analysis. The report begins with an
analysis of shrink and sales, then presents a financial analysis, and concludes with a summary of the

overall results.
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Shrink and Sales
Deterrence Background
The LPRC team believes asset protection systems work by deterring theft attempts. Further, it is
believed several perceptions must be gained in order to deter an individual from a theft attempt. To deter
an individual at a certain place and time, retailers’ deterrent cues must be readily seen or known about,
instantly recognized for what they are, and sincerely believed to be a clear and present threat to the
success and/or riskiness (of immediate capture and severe sanction); See it Get it Fear it.

Shrink Analysis

The first part of the analysis focuses on the results of the overall shrink. Pretest and posttest data are
examined for any differences between test and control stores, before and after receiving the InVue Helix.
Data were analyzed by comparing posttest data to pretest data. For each time period, to arrive at the
shrink: Shrink =[(Actual in-stock - Expected in-stock)/Expected in-stock]

The analysis of these data, however, sometimes results in positive values when the differences between
the count, ship and sales data are calculated. A positive figure indicates some sort of error was made in
the count data (such as a shipment not being accounted for, or missing some product located in storage
or a promotional display), as the overall value should be zero (indicating a correct balance between the
count, ship, and sales data) or negative (indicating lost merchandise). To compensate for this data error,
the positive values were replaced with a value of “0” in the analysis.

Findings: Shrink for Test vs. Control

e Overall shrink increased from pretest to posttest for both the Test (Helix) and Control stores.
o However, the Helix test stores showed an 82% improvement in shrink compared to the
control stores.
¢ Results indicated the Helix more effectively protected the tested product compared to the control
stores.
o Note. Quantity of Shrink at Cost of Goods will affect the % change from pretest to posttest.
= If Shrink at Cost of Goods is lower, then the % change will look greater (e.g., with
the OfficeMax data).

Table 1: Shrink at Cost of Goods Data Summary for InVue Helix VS. Control

Intervention Pretest Posttest Change

Helix Overall $4,422.18 $6,547.33 48% Increase
Control $4,503.11 $10,353.04 130% Increase
Helix CVS $4,118.04 $5,798.77 41% Increase
Control $3,960.31 $9,461.42 139% Increase
Helix OfficeMax $304.14 $748.56 146% Increase
Control $542.80 $891.62 64% Increase
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Table 2: Shrink Count Data Summary for InVue Helix VS. Control

Intervention Pretest Posttest Change

Helix Overall 271 382 41% Increase
Control 263 608 131% Increase
Helix CVS 254 338 33% Increase
Control 233 536 130% Increase
Helix OfficeMax 17 44 159% Increase
Control 30 72 137% Increase

Figure 1: Shrink Data in Counts from Pretest to Posttest for Overall InVue Helix
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Statistical Analysis of Shrink

In order to determine true meaningful results predictive analytics were used. Prior to analyses, data was
cleaned and assessed for violations of statistical assumptions. Data was analyzed using Predictive
Analytics Software (PASW). Linear Modeling and mean differences were assessed to determine if there
were any statistically significant differences in shrink between: 1) the Helix and control stores when
controlling for the pretest data. Results indicate there were significant differences in shrink between test
and control stores. Overall, Helix test stores had significantly lower shrink compared to control stores,
t(2752) = 4.51, p < .01. There is a very small probability that these results are due simply to chance.
CVS test stores had significantly lower shrink compared to their control stores, t(1951) = 3.91, p < .01.
There is a very small probability that these results are due to chance; results indicate the helix will show
lower shrink compared to control 99% of the time. OfficeMax test stores did not have significantly lower
shrink at the .05 level compared to control stores, but was significant at the .10 level, t(791) = 1,81, p =
.07.

Sales Analysis

Next, the total sales for the InVue Helix at each store for pretest and posttest were examined. Data were
analyzed as a change in units, at retail and gross margin at dollars. The summary of these findings is
presented below.

Findings: Sales for Test vs. Control

e Sales counts for the InVue Helix group increased from pretest to posttest compared to the control
stores sales counts which decreased from pretest to posttest.

e Overall sales at margin dollars decreased from pretest to posttest for both the Test (Helix) and
Control stores.
o However, the Helix test stores showed a 32% improvement in sales over the control stores.

Table 3: Sales Data (at Retail Dollars) for Pretest and Posttest for InVue Helix VS. Control

Intervention Pretest Posttest Change

Helix Overall $43,204.79 $42,254.26 2% Decrease
Control $40,922.59 $26,956.60 34% Decrease
Helix CVS $9,611.27 $11,951.98 24% Increase
Control $5,061.68 $7,450.97 47% Increase
Helix OfficeMax $33,593.52 $30,302.28 10% Decrease
Control $35,860.91 $19,505.63 46% Decrease
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Table 4: Sales Data Summary (Units) for Pretest and Posttest for InVue Helix vs. Control

Intervention Pretest Posttest Change
Helix Overall 1,261 1,264 0.24% Increase
Control 1,291 860 33% Decrease
Helix CVS 383 442 15% Increase
Control 202 263 31% Increase
Helix OfficeMax 878 822 6% Decrease
Control 1,089 597 45% Decrease

Figure 4: Sales Data in Counts from Pretest to Posttest for Overall InVue Helix
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Statistical Analysis of Sales

In order to determine true meaningful results predictive analytics were conducted for sales. Data was

analyzed using Predictive Analytics Software (PASW). Linear Modeling and mean differences were

assessed to determine if there were any statistically significant differences in sales between: 1) the Helix

and control stores when controlling for the pretest data. Results indicate there were significant mean

differences in sales between test and control stores.

Overall, Helix test stores had significantly higher sales compared to control stores, t(2752) =

3.16, p <.01. There is a very small probability that these results are due to chance; results

indicate the helix will show greater sales compared to control stores 99% of the time. CVS test

stores had significantly higher sales compared to their control stores, t(1951) = 5.59, p < .01.

There is a very small probability that these results are simply due to chance. OfficeMax test

stores did not illustrate higher sales at the .05 level compared to control stores, t(799) =

1.81,p = .22.

Findings: Shrink as a Percent of Sales

e Overall shrink as a percent of sales increased from pretest to posttest for both the Test (Helix) and

Control stores.

o However, the Helix test stores showed a 212% improvement of shrink as a percent of sales
compared to control stores.

Table 5:

Shrink as a Percent of Sales Pretest to Posttest

Intervention

Pretest (shrink

Posttest (shrink

as a percent of as a percent of Change
sales) sales)
Helix Overall 21% 30% 43% Increase
Control 20% 71% 255% Increase

© Copyright LPRC 2011. All rights reserved.
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Analysis of the Financial Impact of the InVue Helix Research Project
The analysis of the potential financial benefit of the use of the InVue Helix was conducted in several
stages. First, an extensive analysis of the products was conducted based on sales of these items and a
count of products on hand for both the InVue Helix and control stores. As a result of these analyses it
was possible to determine the number of items that were not present in the stores. The number of items
that were not present as predicted is considered shrink. The hypothesis is the use of the InVue Helix will
reduce the amount of shrink. The previous analysis clearly indicates the amount of shrink was lower in
the InVue Helix stores compared to the control stores. The first analysis in this section of the report
examines if there is a financial gain in the Post Test stores compared to the control stores because of
reduced shrink.
The second analysis examines the cost of goods of the InVue Helix that was used in the program. We
examine the costs for stores should they purchase the InVue Helix.
The results of the analyses will be summarized to predict the net benefits of the InVue Helix during the
Post Test period. The InVue Helix benefits will be calculated by subtracting the project costs from the
financial benefits from reduced shrink. A final analysis projects the benefits and costs of the InVue Helix
over five years to determine the net benefits or costs of the InVue Helix over a longer period of time.
Financial Gain
The first analysis in this section examined each of the products included in the experiment for each of
the test and control stores for the pretest and posttest.
First, the cost of goods of each of the products was determined for each of the time periods (pretest and
posttest). Then, an extensive analysis was conducted by each store for each time period. The total
number of each item sold and counted (at the start and end of each time period) for each store was
catalogued. Next, calculations were conducted to determine the number of each item that should have
been present at each store based on these data. The difference between the expected number of items
and the actual number of items was then multiplied by the cost of goods of the item for each of the
products. These figures for individual item loss were then summed to find the total loss for each store
for each time period. Finally, these totals were compared across the time periods to examine
differences between pretest and posttest loss to evaluate variations in dollar loss. The summary of these

findings is presented below.
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The results in Table 6 summarize the change in shrink between the pretest and posttest periods for the
InVue Helix, the change in sales between the pretest and posttest periods, and the change in sales at
margin dollars from pretest to posttest.

Table 6: Summary of InVue Helix at Cost of Goods and Sales at Margin Dollars

Intervention Change in Change in Sales at | Change in Sales at
Shrink Cost of Goods Margin Dollars

Helix Overall $2,125.15 $285.25 -$1,235.78
Control $5,849.93 - $4,947.55 -$9,018.44
Helix CVS $1,680.73 $1,378.65 $962.06
Control $5,501.11 $1,504.12 $885.17
Helix OfficeMax $444.42 -$1,093.40 -$2,197.84
Control $348.82 - $6,451.67 -$9,903.61

InVue Helix Costs
Products
The cost for implementing the InVue Helix in stores should be considered in estimating potential return-
on-investment. These costs are noted below for the InVue Helix. A summary of the InVue Helix
purchased for this research, along with their associated costs, is presented below.

Incremental Labor Costs

Based on retailer experience, the InVue team estimates tasks associated with the stocking of products
using the aforementioned InVue Helix takes approximately: per store 50 Helix X $13.50 (per 1 helix) at

$8.68 X 2.1 hours for initial install.

Financial Analysis Summary
This section of the report presents the financial benefits and costs of the project. The analysis calculates
loss at the cost of goods and sales at margin dollars. The calculations were conducted using cost of
goods and sales at margin dollars for each of the products included in the research for the condition.
Two analyses are presented in Table 7 below. The first analysis summarizes the net benefit of the
InVue Helix to the retailer during the test period.
The difference in shrink at cost of goods is calculated as:
Difference in Shrink at Cost of goods = [(Pretest Shrink at Cost of goods for InVue Helix) 7 (Test
Shrink at Cost of goods for InVue Helix] i [(Pretest Shrink at Cost of goods for Control) i (Test

Shrink at Cost of goods for Control)]
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The difference in sales at margin dollars are calculated as:
Difference in sales at Margin Dollars = [(InVue Helix Posttest Sales i InVue Helix Pretest Sales) x

Margin Dollars] i [(Control Posttest Sales i Control Pretest Sales) x Margin Dollars]

Table 7: Summary of Financial Benefits & Costs at Retail

Test Period Over Over

(12 weeks) 1 Year 3 Year
Benefits
Difference in shrink at cost of
goods*:
Helix Overall $3,724.78 $16,140.71 $48,422.14
Helix CVS $3,820.38 $16,554.98 $49,664.94
Helix OfficeMax -$95.60 -$414.26 -$1,242.80
Difference in sales at margin
dollars*:
Helix Overall $7,782.66 $33,724.86 $101,174.58
Helix CVS $76.89 $333.19 $9,99.57
Helix OfficeMax $7,705.77 $33,391.67 $100,175.01
Net Benefit
Helix Overall $11,507.44 $49,865.57 $149,596.72
Helix CVS $3897.27 $16,888.17 $50,664.51
Helix OfficeMax $7610.17 $32,977.40 $98,932.21
Costs
Helix 50 Helix X $13.50 (per 1
(CVS =5 test stores) helix) 10 + $8.68 X 2.1
(OfficeMax = 5 test stores) hours for Initial Install

Note. Ink was originally secured with locking hooks which were removed in test stores and replaced by
the Helix (locking hooks continued to be used in the control stores). Flash memory was protected by
keepers before the Helix test (the Helix was deployed in addition to the keepers in the test
stores). Keepers remained in use in the control stores during the test period.
Countermeasure ROI Pro Formas
Retailers’ desire to cost-effectively control losses is a critical part of retailing. This
section builds on the sales and loss changes results that address the InVue Helix’s efficacy, as
well as the previous section’s cost benefit analyses. This section provides return on
investment projections using assumptions from the experimental data (individual results

are not guaranteed). Results indicate the InVue Helix is profitable; they all

have positive investments.
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Financial Analyses

The results from the InVue Helix product protection study provided us with an
opportunity to observe a situation in which test locations exhibited “negative” shortage metrics, but
managed to outperform control locations — providing a very positive return on investment results. The
Helix inhibited shrinkage from reaching the high levels of the control stores, and, therefore, is “worth” the
investment. This is the same logic that retailers use when installing anti-theft countermeasures in new
stores — the investment will be profitable because it will inhibit losses from the outset, instead of reducing
shortage from crisis levels. Please see the following points:
1) Helix Overall
a) Shortage in the 10 user stores combined rose, rather than fell. However, the test

group incurred less shortage at cost of goods than the 10 control stores in both units and

dollars at cost.
b) The 10 user stores combined sold 3 more units (+0.24%) post test compared to pre

test.

¢) Sales in the control group dropped in both units and gross margin dollars.
d) The Helix is expected to have a simple payback in under 11 months.

ROI Net Internal | Payback in
Present Rate of Years
Value Return
5-year
InVue Helix $23,300 106.47% 0.91
2) Helix CVS

a) Shortage in the 5 user stores combined rose, rather than fell. However, the test group
incurred less shortage at cost of goods than the 5 control stores in both units and dollars at
cost.
b) Unit sales and gross margin at dollars rose in both groups, but the test group earned more gross
margin at dollars, but the difference was minimal.
¢) Financial metrics for this user group were the weakest because the difference in the
change in sales between users and control was minimal, compared with the
OfficeMax group. ROI metrics are as follows:

ROI Net Internal | Payback in
Present Rate of Years
Value Return
5-year
InVue Helix $6,500 56.53% 1.58

3) Helix OfficeMax

a) Shortage in the 5 user stores combined and the 5 control stores combined rose, rather
than fell. Even though the test group’s shortage increased by 146%, and the control
group’s shortage increased by 64% (based on total dollars lost at cost of goods), the test
group incurred less shortage at cost of goods than the control group. This can be explained by
the difference in the pre test and post test counts for units/dollars lost. The user group
started with a base of units lost that was only half of the control group’s base.
b) Unit sales and earned gross margin dollars fell in both groups. However, the sales margin at dollars
dropped over 4 times more in the control group than in the test group.
¢) Financial metrics for this user group were the best because of the disparity in the
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gross margin dollars earned by sales. The test group lost significantly less margin dollars. ROI
metrics are as follows:

ROI Net Internal | Payback in
Present Rate of Years
Value Return
5-year
InVue Helix $15,600 113.48% 0.86

Perceptions: Effects and Effectiveness of the InVue Helix in the Stores
In addition to measuring the efficacy and cost-effectiveness of the InVue Helix in the retailers via sales
and count data, the research team collected perceptual data from loss prevention experts, store
employees, customers and offenders. These data were used to provide the retailers and the supplier
with important ideas on preferred system deployment and its effects on employee workflow, on
customers locating, shopping and purchasing protected items, and offender deterability based on the
InVue Helix.
We have presented the data in a natural flow order where possible to maximize its practical usefulness,
ie.:

o Employee tasking impact- items arrive, are received and processed, items applied to the InVue

Helix applied, rung up at standard checkout areas, additional items applied to the InVue Helix
reapplied, etc.

e Customer shopping experience impact- finding items, shopability, selecting the right items, and

accessing the items.

o Offender Feedback- their perceived level of deterrence.

Store Analysis

Store layout and design can be used to decrease theft while at the same time boosting sales. In order to
reinforce this initiative the typical departmental design must be analyzed. To accomplish this task, store
walkthroughs were completed. During these visits we captured and evaluated conditions through
photographs and notes. This process assists in providing the overall picture of ‘weak’ and ‘fortified’
zones in relation to design and security techniques.

Consumer Perceptions

It is imperative customer perceptions be assessed to make the necessary adaptations, which in turn

strengthen the overall process. In order to gauge these issues, a survey was used to ask key questions
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about annoyance, deterability and shopability. Please see Consumer Perceptions Report (refer to
Appendix A).

Employee Perceptions

In addition, employees were systematically interviewed in this study to gain their insights, perceptions,
and recommendations. It is imperative employee processes and perceptions be assessed to make the
necessary adaptations, which in turn strengthen the overall process. In order to gauge these issues, a
survey was used to ask key questions about perceived deterability, annoyance of customers, ease of
use, impact on sales, and improvements (refer to Appendix B).

Offender Perceptions

Offender interviewing for this project is imperative, since offenders are the target
audience. The following information was ascertained from offender insights based on the

InVue Helix used for this study. Themes from offender perceptions:

¢ Most offenders are deterred completely by the Helix.

¢ When attempting to steal multiple items, the Helix increases effort and risk, therefore the
offenders would be deterred.

o Some offenders mentioned physically ripping the package off of the Helix since it takes too long
and would then conceal/package attack.

Training Content and Process

Employee training is identified as critical to the InVue Helix’s success. It is imperative all employees are
trained on the purpose, process, and execution of the InVue Helix. This training also minimizes mistakes
that occur as part of any process as well as presents a knowledgeable employee able to answer
guestions on use and purchase.

Additional Comments

Comparable to any security enhancement technique, no solution is perfect for every store or every
product. Similarly, this InVue Helix is not a standalone solution; departmental layout and location,
employee stock keeping measures, benefit denial, item package marking, design and construction, as
well as orientation should be considered, tested and refined.

Because randomization was used and the store composition of the control group and InVue Helix groups
are comparable, these results provide a conclusive measure of the impact of the InVue Helix across the
time span of the study. Although, statistical power was suffice for the study, we suggest a longer test

periods to ascertain more definitive results. The LPRC Team tried to use the best analyses possible, but
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had no control over the accuracy of the data provided by the participating retailer; no accuracy claims
are made by LPRC on the data provided by CVS and OfficeMax.

InVue Helix Project Conclusion

This study was designed to provide InVue, CVS and OfficeMax with rigorously-derived, critical
information for their product protection strategy and funding decision-making process. The project
supplies data on the efficacy of the InVue Helix, indicating the InVue Helix was found efficacious based
on both product sales and loss information. The project demonstrates the deployment of the InVue Helix
at retail can improve the shrink percentage without a negative impact to sales. The InVue Helix can also
generate these results in a cost-effective manner with a positive ROI. The quantitative count data,
statistical analyses, the ROI, customer, offender and employee feedback are all provided to support

better, more accurate decisions.
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APPENDIX A: Customer Perceptions Report

InVue Helix: Customer Report
Testing the Effectiveness of the Helix on the Sales & Loss
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Introduction

In addition to the quantitative analysis of the impact of the InVue Helix on shrink and sales for pens,
flash-drives, ink, and toothbrush heads, the LPRC conducted a series of interviews with CVS and
OfficeMax customers to obtain their perceptions of the InVue Helix. Twenty four interviews were
conducted with customers for the InVue Helix.

The purpose of the customer interviews is to better understand awareness of the InVue Helix; reaction to
the InVue Helix; the impact of the InVue Helix on willingness to purchase products; and, the impact of
the InVue Helix on perceptions of safety in the store.

Survey instruments were developed for customer interviews for the InVue Helix that were studied in this
research. (Full copies of the interview protocols can be found in the Appendix of the report.) The
surveys were completed in-person by an experienced researcher on-site in a store that implemented the
InVue Helix. The data from the interviews were compiled and then summarized for this report.

Summary of Customer Interviews

The following section provides a brief summary of the overall results of the customer interviews.

Awareness of the InVue Helix

All Customers noticed the InVue Helix.

Customer Reactions to the InVue Helix

Overall, the majority of the customers we interviewed were generally positive to neutral about the InVue
Helix, with very few offering negative comments. However, several customers suggested instructions.

Of the respondents, 85% offered generally positive initial remarks about the InVue Helix. Most noted the
theft-deterrent benefits, while others pointed to the accessibility and appearance of the Helix. Most of
the negative reactions to the Helix focus on inability to operate and it is time consuming—inconvenience.
Several customers said they would seek help from an associate. Two customers said if they were in a
hurry they would leave without purchasing the product.

Several customers also made positive comments about enhanced feelings of safety with the Helix.

Results: Customer Interviews on the InVue Helix

The following sections present detailed results of 24 interviews conducted with customers on-site at a
location featuring the InVue Helix in the sale of ink cartridges, pens, flash-drives and toothbrush heads.

Customer Awareness of InVue Helix

The first question in the customer survey asked the customers what security measures they noticed in
the location in the store where the products are displayed. The results appear in Figure 1.
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Figure 1. What security measures do you notict
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Twenty-four customers (100%) indicated the presence of the InVue Helix at the location in the store
where the products are displayed.

Impact of the InVue Helix on Customer Shopping Behavior

All customers were asked to respond "Agree”, Disagree", or "Undecided" to whether or not they would
be able to find the item they wanted to purchase with the InVue Helix in the specific sections of the store.
The results are presented in Figure 2. The customers were also asked if they "Agree", "Disagree", or
were "Undecided" on still purchasing the item with the InVue Helix in the store. The results are presented
in Figure 2.

Figure 2: Would you still be able to find the item you

were looking for?
25 23

15 -

Able to find item
N=24

m Agree mDisagree m Columnl
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Twenty-three of the twenty-four customers interviewed (96.0%) stated that they "Agreed" that they would
still be able to find the item they wished to purchase with the InVue Helix in the store. One of the
customers (4.0%) disagreed that they would still be able to find the item they wanted to purchase.

Customer Perception on Security of the InVue Helix

All customers were asked to respond "Agree", Disagree", or "Undecided" to whether or not they would
feel more secure with the InVue Helix in the store. The results are presented in Figure 3. The customers
were also asked if they "Agree”, "Disagree”, or were "Undecided" on whether or not they felt more
secure with the InVue Helix in the store. The results are presented in Figure 3.

Figure 3: Would you feel secure because of the InVue
Helix?
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Seventeen of the twenty-four customers interviewed (71.0%) stated that they "Agreed" that they would
still feel secure with the InVue Helix in the store. Six of the customers (25.0%) disagreed that they would
still feel secure with the InVue Helix in the store. Only one customer (4.0%) was undecided as to
whether or not they felt secure with the InVue Helix in the store.

Customer Perception of Still Buying an Item Protected by the InVue Helix

All customers were asked to respond "Agree", Disagree", or "Undecided" to whether or not they would
still buy the item they wanted to purchase with the InVue Helix in the store. The results are presented in
Figure 4. The customers were also asked if they "Agree", "Disagree", or were "Undecided" on still
purchasing the item with the InVue Helix in the store. The results are presented in Figure 4.
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Figure 4: Would you still buy the item you came for
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Eighteen of the twenty-four customers interviewed (75.0%) stated that they "Agreed" that they would
buy the item they came for with the InVue Helix in the store. Four of the customers (17.0%) disagreed
that they would still buy the item came for. Two of the customers (8.0%)were undecided.

Customer Perception on the Concern of the InVue Helix

All customers were asked to respond "Agree", Disagree", or "Undecided" to whether or not the InVue
Helix concerned them. The results are presented in Figure 5. The customers were also asked if they
"Agree", "Disagree", or were "Undecided" on whether or not the InVue Helix was concerning. Results are
presented in Figure 5.

Figure 5:

Does the Helix concern you
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Five of the twenty-four customers interviewed (21.0%) agreed that the InVue Helix is effective at
concerning. Eighteen of the twenty-four interviewed (75.0%) disagreed that the InVue Helix was
concerning. Only one customer of the twenty-four interviewed (4.0%) were undecided that the InVue
Helix was concerning.

Customer Perception of Why the InVue Helix is Concerning

All customers were asked to respond as to why they were concerned with the Helix. The results are
presented in Figure 6.

why

M Difficult to Operate
[H Needs directions
[ takes too long

Customer Perception on InVue Helix’s Effectiveness of Preventing Shoplifting

All customers were asked to respond "Agree", Disagree", or "Undecided" to whether or not the InVue
Helix was effective in preventing shoplifting. The results are presented in Figure 7. The customers were
also asked if they "Agree", "Disagree", or were "Undecided" on whether or not the InVue Helix was
effective in preventing shoplifting. Results are presented in Figure 7.
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Figure 7: Do you think the InVue Helix is effective at
preventing shoplifting?
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Twenty-two of the twenty-four customers interviewed (92.0%) agreed that the presence of the InVue
Helix is effective at preventing shoplifting. Only two of the twenty interviewed (8.0%) disagreed that the
InVue Helix was effective.

Customer Demographics
Of the customers: four were African American (17%); three were Asian (13%); sixteen were Caucasian
(67%); and one was Hispanic (4%). There were eight males (33%) and sixteen females (67%). There

were thirteen customers (54%) between the ages of 18-34; two between the ages of 35-44 (8%); five
between 45-54 (21%); one between 55-64 (4%); and three between the age of 65-100 (13%).
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Survey Instruments: Customer

My name is [

] and I'm with the University of Florida. We are assisting the Loss Prevention Research

Council and OfficeMax and CVS in gathering information about product security measures in their

stores.

The information you provide will be kept completely anonymous. You do not have to answer any
guestions you do not wish to answer, and you may stop the interview at any time. This interview should

take about 5 minutes to complete. Are you at least 18 years old?

IF YES: Continue

1. What security measures do you notice? [Do NOT read; Mark ALL replies.]

“InVue Helix”:
Strongly Strongly
Disagree | Disagree @ Undecided Agree Agree
1 2 3 4 5
| was able to find the item | wanted: A A A A A
| feel more secure because of this security A A A A A
measure:
Even with this security measure | would still buy A A A A A
the item | came for:
The security measure concerns me: A A A A A
Why?
The security measure(s) is probably effective at A A A A A
preventing shoplifting:
8. Other Comments:
9. Ethnicity:
O African QO Hispanic/Latino 10. Gender [Don't ask, just record]:
American O Male O Female
O Asian C Native American
O Caucasian QG Other
11. What is your age?
O 18to 34 O 35t044
O 45to54 O 55to64
O 65 or older O Refuse
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Appendix B: Employee Perceptions Report

InVue Helix: Employee Report
Testing the Effectiveness of the Helix on the Sales & Loss
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Introduction

In addition to the quantitative analysis of the impact of the InVue Helix on shrink and sales for pens,
flash-drives, ink, and toothbrush heads, the LPRC conducted a series of interviews with CVS and
OfficeMax employees to obtain their perceptions of the InVue Helix. Twelve interviews were conducted
with employees for the InVue Helix.

The purpose of the employee interviews is to better understand awareness of the InVue Helix; reaction
to the InVue Helix; the impact of the InVue Helix on willingness to purchase products; and, the impact of
the InVue Helix on perceptions of safety in the store.

Survey instruments were developed for employee interviews for the InVue Helix that were studied in this
research. (Full copies of the interview protocols can be found in the Appendix of the report.) The
surveys were completed in-person by an experienced researcher on-site in a store that implemented the
InVue Helix. The data from the interviews were compiled and then summarized for this report.

Summary of Employee Interviews

The following section provides a brief summary of the overall results of the employee interviews.

Results: Employee Interviews on the InVue Helix

The following sections present detailed results of 12 interviews conducted with employees on-site at a
location featuring the InVue Helix on the sale of ink cartridges, pens, flash-drives and toothbrush heads.

Employee Awareness of InVue Helix

All employees were aware of the InVue Helix as a security measure in the store.

Employee Perception on Shoplifter Deterrence of the InVue Helix

The first question in the employee survey asked the employees if the InVue Helix works to deter
shoplifters from stealing. Results are presented in figure 1.
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Figure 1: Does the InVue Helix work to deter
shoplifters?
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All of the respondents (100.0%) indicated that the InVue Helix deters shoplifters.
Employee Perception on ORC Deterrence of the InVue Helix

The second question in the employee survey asked the employees if the InVue Helix works to deter
Organized Retail Crime (ORC). Results are presented in figure 2.

Figure 2: Does the InVue Helix work to deter ORC?
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All of the respondents (100.0%) indicated that the InVue Helix deters ORC.
Results: Employee Interviews on the InVue Helix

The following sections present detailed results of 8 interviews conducted with employees on-site at a
location featuring the InVue Helix in the sale of ink cartridges, pens, flash-drives and toothbrush heads.

Employee Perceptions on Whether Helix is Annoying to Shoppers
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All employees were asked to respond "Agree", Disagree", or "Undecided" to whether or not the InVue
Helix annoys shoppers. The results are presented in Figure 3. The results are presented in Figure 3.

Figure 3: Does the InVue Helxanoy shoppers?
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Seven of the twelve employees interviewed (58.0%) stated that they "Agreed" that the InVue Helix
annoyed shoppers. Four of the employees (33.0%) disagreed that the InVue Helix annoys shoppers.
While only one (9.0%) of the employees was undecided.

Employee Perception on InVue Helix’s Ease of Use

All employees were asked to respond "Agree", Disagree", or "Undecided" to whether or not the InVue
Helix was easy to use in the store. The results are presented in Figure 4.

Figure 4: Is the InVue Helix easy to us:
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Six of the twelve employees (50.0%) found the InVue Helix to be easy to use. Three of the twelve
employees (25.0%) disagreed that the InVue Helix is easy to use. Three of the twelve employees
(25.0%) were undecided as to whether or not the InVue Helix is easy to use.
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Employee Perception of Whether or Not Helix is Concerning

All employees were asked to respond "Agree", Disagree", or "Undecided" to whether or not the InVue
Helix was a concern. The results are presented in Figure 5.

Figure 5: Is the InVue Helix a concert
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One of the twelve employees (8.0%) found the InVue Helix to be of concern. Nine of the twelve
employees (75.0%) disagreed that the InVue Helix was of any concern. Two of the twelve employees
(17.0%) were undecided as to whether or not the InVue Helix was of any concern.

Employee Perceptions of Why the InVue Helix is Concerning

All of the twelve employees were asked why the InVue Helix was concerning. The results are shown in
figure 6.

Figure 6: Why the InVue Helix is Concerning
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© Copyright LPRC 2011. All rights reserved. 32



Employee Perception of InVue Helix Reducing Sales

All employees were asked to respond "Agree", Disagree", or "Undecided" to whether or not the InVue
Helix reduced sales in any of the products. The results are presented in Figure 7.

Figure 7: Do you think Helix reduces sale
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Two of the twelve employees interviewed (17.0%) agreed that the Helix reduced sales in any of the
products. Eight of the twelve employees interviewed (66.0%) disagreed that the Helix reduced sales.
Two of the twelve employees interviewed (17.0%) were undecided as to whether or not the Helix
reduced sales in any of the products.

Employee Perception of Helix Being Better Than Locking Item Up

All employees were asked to respond "Agree", Disagree”, or "Undecided" to whether or not the InVue
Helix was better than locking the items up. The results are presented in Figure 8.

Figure 8: Is the InVue Helix better than locking the
item up?
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Nine of the twelve employees interviewed (75.0%) agreed that the Helix is better than locking the item
up. Three of the twelve employees interviewed (25.0%) disagreed that the Helix is better than locking the
item up. None were undecided.
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Employee Perception of How the Helix Could Be Improved
All employees were asked how the InVue Helix could be improved. Results are presented in Figure 9.

Figure 9: How to improve the InVue Helix

cueimproved
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Customer Demographics

Of the employees: three were African American (25%); one was Asian (8%); eight were Caucasian
(67%); and zero were Hispanic (0%). There were three males (25%) and nine females (75%). There
were nine employees (75%) between the ages of 18-34; one between the ages of 35-44 (8%); one
between 45-54 (8%); one between 55-64 (8%); and none between the age of 65-100 (0%).
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Survey Instruments: Employee

My name is and I'm with the University of Florida. We are assisting the Loss Prevention Research
Council and CVS and OfficeMax in gathering information about loss prevention security measures in
your stores.

The information you provide will be kept completely anonymous. You do not have to answer any
guestions you do not wish to answer, and you may stop the interview at any time. This interview should
only take about 5 minutes to complete. Are you at least 18 years old?

IF YES: Continue

InVue Helix
Strongly Strongly
Disagree | Disagree | Undecided Agree Agree
1 2 3 4 5
12. The cue works to deter shoplifters from stealing: A A A A A
13. The cue works to deter organized retail theft: A A A A A
14. The cue annoys shoppers: A A A A A
15. The cue is easy to use: A A A A A
16. The security measure concerns me: A A A A A
17. Why?
18. The cue reduces sales: A A A A A
19. The cue is better than locking the item up: A A A A A
20. How could the cue be improved?
21. Ethnicity:
O African O Hispanic/Latino
American
O Asian O Native American
O Caucasian O Other
22. What is your age?
O 18to 34 O 35to44
O 45to54 O 55to64
O 65 or older O Refuse

23. Gender [Don't ask, just record]:
O Male O Female

That concludes our survey. Thank you very much for your time and participation.
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Associate/employee position

Years with company

Field researcher

Date

Retailer/Store
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