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Rebuilding the Core
POS IS THE EPICENTER OF RETAIL. The point of sale has proven itself
time and again to be the most critical component of the tech stack
with reach far beyond payment collection. While the POS is constantly being upgraded and improved, it is currently undergoing a
seismic shift which will have ramifications for years to come.
The mobile device has become a vital component of everyday
life and as its acceptance becomes universal retailers are pivoting
their POS focus. With the average age of a traditional POS system
at 6.9 years, according to EKN Research’s “2015 Retail Point-ofSale Blueprint,” we are on the precipice of a wide-scale retooling. In fact, 30% of
retailers plan on making a new POS purchase decision in the next 12 months, according to RIS News’ “13th Annual Store Systems Study.” With so much change
on the horizon, POS as we know it is going the way of the Dodo with a mobile-first,
fully-unified approach reigning supreme.
Retailers need to move customers out of stores faster, facilitate omnichannel ordering, personalize service and enable associates to sell across the enterprise —
functionality not currently available with traditional POS systems, at least not at the
speed dynamic retailers demand. When asked what the architecture approach of
their next major POS upgrade will be just 30% of retailers said they will rely upon
traditional hardware, software and in-store servers, according the RIS News’ “Goodbye POS, Hello Unified Commerce” report. An impressive 38% report that they will
implement a unified commerce platform for stores and online, and another 31%
plan to run separate POS and e-commerce systems but have them tightly integrated.
As the welder on the cover of this report suggests, retailers are still in the beginning stages of this POS revolution, framing out the critical components rather than
fine tuning and polishing the finished product. The industry is still feeling its way
through the process, but the most forward-facing retailers, like those examined in
the coming pages — Walmart, Starbuck’s, Whole Foods, and more — are setting
the standard upon which future success/failure will be judged. Only those retailers
willing to roll up their sleeves and let the sparks fly when designing their next POS
solution will be in position to meet customer demand head on and provide the kind
of feature-rich, lightning quick experiences they crave.
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INTRO

The Multifaceted
POS Solution
Remodeling POS systems effectively requires fusing many tasks together
to create a forward-looking, yet unified solution

P

oint of sale (POS) solutions as a whole are undergoing a modernization. As legacy POS systems approach the end of their lifecycle, retailers must make a choice about where their POS
solutions are going in the future. Fusing together modern ideas with realistic execution, the question becomes,
“where do you see the most important solution in the
retail enterprise headed, and what updates are right for
your company?”
Some retailers will need to decide if they want to replace their POS solutions or plunge into a hybrid of mobile/fixed POS. While the majority have yet to dive into
the world of mPOS, wide scale deployment is on the
horizon. Savvy retailers are capitalizing on the devices
already in shoppers’ pockets with initiatives designed to
appeal to the mobile-first consumer, including payment.
Starbucks, for example, is experiencing success with its
Mobile Order & Pay enhancement to its mobile application. Meanwhile, retailers are also arming associates
with mobile POS units to assist in line busting, clienteling, and save the sale, providing them with the tools necessary to make brick-and-mortar shopping seamless.
Digitizing the physical store is no easy task, but successful brick-and-mortar retailers realize today’s omnichannel shoppers seek out in-store experiences that
meld the convenience of the online world with the experience of the physical shop. POS productivity involves
getting the shopper out the door as quickly as possible,
as well as enabling stores to increase eficiencies. Retailers said enabling stores to increase labor productivity
is a top POS goal/objective for the next major POS upgrade. In order to save both time and money, many retailers are exploring self-checkout solutions, while others
are taking it a step further and utilizing customer’s own
mobile devices to speed the checkout scenario. Gerrity’s

6 AUGUST/SEPTEMBER 2016 RIS NEWS

48

%

Retailers plan to
be up to date with
mobile POS technology
within the next two years

Source: RIS News’ “13th Annual Store Systems Study”

Supermarkets’ and Sam’s Club, for example, are offering
apps for shoppers to ring up and check out as they shop
within the physical store.
However, these initiatives come with risks, one being
security. As retailers remain a constant target for sophisticated cyber criminals and consumers continue to be
concerned about the safety of their checkout, remaining
diligent is key to companies designing a state-of-the-art
security plan. Retailers need to be prepared to constantly
scan, test and upgrade their systems to discover ongoing threats and potential vulnerabilities. We look at Target, Wendy’s and Oracle as key examples of companies
that have had security intrusions. When asked what are
the greatest security risks facing their organizations, retailers named malware, POS intrusions and credit-card
skimming as the biggest threats. We’ll also review these
three top-of-mind security concerns and what retailers
can do to lessen their exposure.
Turn to the following pages for an in-depth look at
how retailers can build a POS structure that will accommodate their company now and in the future as new capabilities and technology come down the path for consumers and businesses alike. RIS
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Mobile POS 2.0
Empowering consumers with mobile payment bolsters engagement and
streamlines the in-store experience
BY TIMOTHY DENMAN

W

e are in the midst of a POS revolution. As
the legacy systems retailers have been
leaning on to process payment approach
the end of their lifecycle, retailers must
face the critical decision of replacing outdated units with
similarly-equipped, traditionally-focused solutions or
making the plunge into a hybrid mobile/fixed POS approach.
While the majority of retailers have yet to dive into
the world of mPOS, wide scale deployment is coming.
Just 28% of retailers are currently up to date with mobile
POS technology, but another 48% plan to be so within
the next two years, according to RIS News’ “13th Annual
Store Systems Study.” As retailers continue to modernize their POS offerings with mPOS units designed to
make the in-store experience more engaging for shoppers, forward-facing retailers are simultaneously deploying mobile payment solutions that leverage shoppers’
own devices to tenure payment.
Arming associates with mobile POS units to assist in
line busting, clienteling, save the sale and more provides
them with the tools necessary to make a seamless shopping experience a reality. But truly leveraging mobility requires placing its power in the hands of the shopper as well.
Sixty-four percent of Americans own a smartphone,
a near doubling of the 35% that owned one in 2011, according to Pew Research Center’s “U.S. Smartphone Use
in 2015” report. Savvy retailers are capitalizing on the
plethora of mini computers in shoppers’ pockets and
purses with a host of initiatives designed to appeal to the
mobile-first consumer, including payment.
Starbucks, for example, is experiencing runaway success with its Mobile Order & Pay enhancement to its mobile application. As its name implies the solution allows
customers to place and pay for their order via their personal mobile device before arriving at their local café,
ensuring that their order is ready and waiting for them
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55

%

Retailers named moving customers out
of stores faster as a top goal/objective
of their next major POS upgrade.
Source: RIS News, “Goodbye POS, Hello Unified Commerce”

when they arrive. The self-serve technology is greatly
reducing customer wait times and lessening the burden
on associates. Processing payment quickly is a priority
for high-volume retailers, in fact, 55% of retailers name
moving customers out of stores faster as a top goal/objective of their next major POS upgrade, according to RIS
News’ “Goodbye POS, Hello Unified Commerce” report.
“Bringing Mobile Order & Pay to our customers is
about meeting their needs of convenience and customization at any time of the day” said Adam Brotman, Starbucks chief digital officer. “The fact that it also represents
the fastest technology application rollout we have ever
done is indicative of the strength of our digital ecosystem, how well it has been received by both our customers and store partners, and the impact we think it can
have on the future of retail.”
The speed with which the mobile ordering and payment solution was deployed to Starbucks’ 7,400 stores
nationwide can only be matched by the rapid acceptance
of the technology by its customers. Since its introduction
less than a year ago Mobile Order & Pay now represents
5% of Starbucks’ total U.S. transactions, and nearly 20%
of all of its mobile payments. While those early numbers
are certainly impressive, they don’t represent the true
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impact the technology is having on the retailer’s busiest
locations. At 2,700 of its highest volume stores Mobile
Order & Pay represents 10% of transactions during peak
business hours, and at several hundred of these stores
20% of orders are processed via the technology during
peak hours.
“Adoption and usage continue to grow, and the upside is significant,” said Kevin R. Johnson, president,
chief operating officer and director. “It is helping our
customers and partners in our busiest stores at peak.”

INCREASING THE VALUE PROPOSITION
Allowing customers to shop and check out via their
personal mobile device has clear benefits for both the
consumer and the retailer, but if shoppers don’t opt to
use the technology it is of little consequence. In order to
entice shoppers to use the game-changing technology
innovative retailers are adding additional functionality to
their solutions.
The growing use of mobile wallets like Apple Pay, Android Pay, Samsung Pay, etc. makes payment simpler for
consumers, lessening the amount of credit/debit cards
and cash shoppers need to carry and fumble with when
paying for their purchases. For the retailer, the acceptance of mobile wallets not only portrays a cool, forwardfacing persona, it allows for a more seamless and quick
checkout experience and lessens some of the security
burden affiliated with traditional transactions.
Kohl’s first began accepting Apple Pay in June 2015,
less than a year after the payment method was introduced by the tech giant. The retailer was on the forefront
of the Apple Pay trend; currently just 16% of retailers accept Apple Pay with an additional 24% planning to add
the technology within the next 1-3 years, according to
Boston Retail Partners, “Payment/Data Security in an
Omni-Channel World” report. While offering customers
the new payment method was an important piece of the
retailer’s strategy to digitize the store it did little to further

28

%

33333
Retailers up to date
with mobile POS
technology.

“The fact that [Mobile Order & Pay]
represents the fastest technology application
rollout we have ever done is indicative of the
strength of our digital ecosystem, how
well it has been received by both our
customers and store partners, and the
impact we think it can have
on the future of retail.”
—Adam Brotman,
chief digital officer, Starbucks

the retailer’s stated goal of becoming the world’s most
engaging retailer. In fact in its initial incarnation Kohl’s
Apple Pay offering did not allow shoppers to gain valuable Yes2You reward points on their purchases seamlessly when paying with their Kohl’s charge card.
Kohl’s reward program is a pivotal piece of its engagement strategy, but by not fully integrating the program
into the Apple Pay solution it limited the mobile payment
solution’s attractiveness to loyal Kohl’s shoppers — a
problem the retailer addressed this spring. In May, Kohl’s
became the first retailer to deliver a one-tap checkout
that integrates both its private credit card and successful
loyalty program with Apple Pay, helping to increase customer acceptance of the new payment method.
“Kohl’s is blending the physical and digital shopping
experiences in more ways than ever before,” said Ratnakar Lavu, Kohl’s chief technology officer. “We are continuing to innovate in mobile to provide an easy, seamless
shopping experience whether it’s our mobile payment
offerings, the features and functionality on Kohl’s mobile
app, or the Kohls.com experience on smartphones and
tablets.”
Personal mobile devices have become a vital component of everyday life. In fact, the average American
checks his/her phone 46 times per day, according to Deloitte’s “Global Mobile Consumer Survey: US Edition.”
Consumers are using this dynamic tool to browse and
shop, and savvy retailers must find innovative ways to
capture valuable real estate on their customers’ phones.
By offering feature laden mobile POS options retailers
can simultaneously lessen the burden on in-store staff
while nurturing a greater bond with consumers. RIS

Source: RIS News “13th Annual Store Systems Study”
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Save Time and Money
with Self-Checkout
Fast-paced digital shoppers are demanding more from brick-and-mortar
BY JAMIE GRILL-GOODMAN

D

igitizing the store is no easy task, but thriving
brick-and-mortar retailers realize today’s omnichannel shoppers seek out in-store experiences that meld the convenience of the online
world with the experience of the physical shop. One way
retailers are doing this is through self-checkout.
POS productivity involves getting the shopper out the
door as quickly as possible, because, while engaging instore experiences might involve shoppers, standing in
long lines is never a fun experience. In addition, rising
minimum wage rates add to labor costs for retailers. In
July, 14 U.S. cities, states and counties, plus the District
of Columbia, hiked their minimum wage. San Francisco’s
minimum wage, for example, rose to $13.00. In RIS News’
report “Goodbye POS, Hello Unified Commerce,” 36% of
retailers said enabling stores to increase labor productivity is a top POS goal/objective for their next major POS
upgrade. In order to save both time and money, many
retailers are exploring self-checkout solutions.

SELF CHECKOUT
Mobile POS systems help with line busting, however
they are operated by sales associates. Self check-out
stations and mobile aps for checkout that shoppers can
use themselves put the customer in charge of the checkout process. According to RIS News’ “Store Systems
Retail Techscape: Digital Transformation Reinvents the
Store,” 6% of retailers are up-to-date with self-checkout
terminals. Fourteen percent of retailers with revenue of
more than $1 billion were up to date with self-checkout
terminals and 21% have plans to deploy or upgrade
them within 12 months. Of retailers with revenue of less
than $1 billion, 11% have plans to deploy self-checkout
terminals within the same timeframe, with 30% of
these planned upgrades coming from the food/drug/
convenience segment.
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6

%

Retailers
up-to-date with
self-checkout
terminals.
Source: RIS News, “Store Systems Retail Techscape: Digital Transformation
Reinvents the Store”

Target is one retailer investing in self-checkout lanes
this year across a meaningful portion of its store base.
“A key area of focus in our stores is the elevation of our
digital order pickup and the team is taking steps to make
the process more convenient and less transactional for
our guests,” said John Mulligan, EVP and chief operating officer.
At 365 by Whole Foods Market stores, the grocer is
taking self-checkout into the shopping experience, and
not just at the check-out counter. In the grocer’s new
stores many items are sold individually and customers
can weigh and sticker their own items. According to the
Los Angeles Times, in the produce section at the new
Silver Lake, CA, store, electronic readers slightly larger
than iPads with attached scales allow shoppers to weigh
their produce, see the price and print labels with all the
necessary information for checkout.

CHECKOUT OF THE FUTURE
Other retailers are taking it a step further and utilizing
customers’ own mobile devices to speed the checkout
scenario. Four percent of retailers are up to date with
checkout and payment on customers’ own devices
with 22% having deployment plans within the next 12
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months, according to RIS News’ “Store Systems Retail
Techscape: Digital Transformation Reinvents the Store.”
For example, Gerrity’s Supermarkets’ nine stores will
be using an app called Skip by the end of 2016 to help
customers skip the line. Gerrity’s shoppers will be able
to scan items as they shop, placing them in their bag as
they go, and then enter their payment information into
the app and pay for their items before they leave. The
Skip app also tracks customer purchases using their
shopper profile and offers them personalized, targeted
reminders and coupons.
Gerrity’s co-owner Joe Fasula told the Oregonian that
the new technology will save the company money (on
the cost of checkout stands) while improving efficiency.
“Shopping is a chore,” he said. “Anything you can do to
speed up that process for the consumer is going to make
them happy.”
Sam’s Club is another retailer providing time-starved
shoppers with a pay-as-you-go solution. The retailer is
rolling out its Scan & Go app, available in 59 clubs as
of press time, including the recently opened Columbia,
S.C. location, with plans to expand to more locations.
The Scan & Go mobile shopping app allows customers to scan UPC codes on items as they load them into
their cart. For products without barcodes, the app offers
a “Find an Item” feature. Shoppers can see the running
total of items in their carts as they shop. When they are
done shopping and ready to check out, they can pay
directly on their phone from anywhere in the club and
bypass the checkout line. When shoppers are ready to
leave they show their e-receipts to the greeter at the
door. The only items not available for payment through
the app are alcohol, tobacco, jewelry, pharmacy prescriptions and gift cards.

Retailers up to
date with checkout
and payment
on customers’
own devices.
RIS News, “Store Systems Retail Techscape:
Digital Transformation Reinvents the Store”
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Retailers said enabling
stores to increase labor
productivity is a top
POS goal/objective for
their next major POS
upgrade.
Source: RIS News, “Goodbye POS, Hello Unified Commerce”

Down the line, Walmart’s new Walmart Pay solution
should allow “scan-as-you-go,” enabling customers’
smartphones to ring up items as they shop or at the cash
register and save time at checkout, Daniel Eckert, senior
vice president, services of Walmart U.S. told Fortune in
April (for more on Walmart Pay see page 20).

AIRPORT PAYMENT TECHNOLOGY
Imagine every restaurant seat equipped with an iPad.
That is the reality at United’s Terminal C at Newark Liberty Airport, which began a $120 million transformation
in 2014, introducing cutting edge technology. Updates to
the rest of Terminal C will be unveiled by the fall of 2016,
but dining areas already feature iPads that customers
can use to order meals for delivery, while electronic payment technology allows United MileagePlus members
to use award miles for food, beverage and other airport
purchases, making the most of the nearly 6,000 iPads.
In May, United Airlines announced similar plans to elevate the dining and retail experience in its terminals at
George Bush Intercontinental Airport in Houston over
the coming years.
Meanwhile, taking payment to the skies in December
2015, Frontier adopted a tablet-based point-of-sale solution for its entire fleet of planes, deploying tablets for
nearly 1,300 flight attendants to run a flexible, custom
mobile app.
Whether updating POS solutions to include selfcheckout kiosks, apps that allow checkout and payment
on customers’ own devices, or tablets for checkout anywhere — even in the air — retailers, need to look to what
shoppers used to the fast-paced digital world will demand of the brick-and-mortar store of the future. RIS
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Addressing Retail’s Greatest Risks
While retailers are beset at all sides by sophisticated cyber thieves, three
concerns have emerged as paramount
BY TIMOTHY DENMAN

A

nd the award for obvious statement of the
day goes to: “Security is a major concern for
retailers.” Yes, we all know retailers are under constant attack from sophisticated cyber
criminals, intent on stealing valuable enterprise and
customer payment data, but what can retailers do to protect themselves?
While the prevailing wisdom states that the bad guys
are always two steps ahead, it is possible to close the gap
and at least make it more difficult for the black hats. One
of the keys to designing a security plan that works is being diligent. Retailers need to be prepared to constantly
scan, test and upgrade their systems to discover ongoing
threats and potential vulnerabilities.
When asked what are the greatest security risks facing
their organizations retailers named malware (58%), POS
intrusions (55%) and credit-card skimming (52%) as the
biggest threats, according to RIS News’ “Business-Driven
Security” report. Below is a quick look at those three security concerns and what retailers can do to lessen their
exposure.

MALWARE
Retailers have been battling malware for years, but it
wasn’t until the widely publicized Target breach that the
true disruptive power the malicious code can wield became widely known. Unlike old-school card hacking
techniques like credit-card skimming, Malware does not
require a criminal to physically touch and alter the point
of sale and risk being photographed and/or recognized in
the process. Rather, the software can be installed at an
enterprise level and reside quietly on a POS terminal and/
or server collecting data on millions of transactions.
While Target’s breach was arguably the biggest in
terms of its public relations repercussions, the retailer was
not the first and certainly not the last to fall victim to a
malware attack. In fact, late last year it was revealed that a
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Retail’s greatest security risks:
Malware (58%)
POS intrusions (55%)
Credit-card skimming (52%)
Source: RIS News, “Business-Driven Security”

number of Wendy’s restaurants were infiltrated. The hackers were so skillful in hiding their bug that the attack was
originally believed to have affected around 300 stores, but
that number ballooned to over 1,000 locations as the investigation progressed over the past several months.
How were the cyber thieves able to gain access to
Wendy’s systems and plant their vicious code? CEO Todd
Penegor wrote in an open letter to customers that the attacks “resulted from service providers’ remote access credentials being compromised, allowing access — and the
ability to deploy malware — to some franchisees’ pointof-sale systems.”
While it’s impossible to ensure that each and every service provider and their employees are 100% above board,
it is possible to limit their access to the network. Retailers
need to compartmentalize their networks to ensure that
third-party vendors only have access to the section of the
network that is relevant to them. For instance a vendor
called in to work on a malfunctioning refrigeration unit
should be restricted to the small section of the network responsible for its function. Access to all other areas needs
to be firewalled and instant alerts sent and investigated
should an unauthorized party attempt to enter.

POS INTRUSIONS
While a traditional malware attack can be viewed as a
large fishing net trolling the sea snagging whatever it
can, a sophisticated POS intrusion is like a harpoon that is
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thrown at big fish with pinpoint accuracy.
While retailers’ systems are under constant attack, solution providers are under an equal amount of pressure
from sophisticated hackers looking to release their evil
code at the source. Rather than targeting specific retailers,
ambitious hackers are attacking solution providers in the
hopes of having their bug distributed in vast quantities to
numerous retailers.
Krebs on Security reported in early August that Oracle’s MICROS point-of-sale division might have fallen victim to one of these attacks. While the size and scope of the
intrusion is unknown at this time, the rumored involvement of an infamous Russian cybercrime syndicate points
to a wide-scale threat. It is believed that the intrusion occurred in a single system at the solution provider and then
moved throughout the network including the vendor’s
ticketing portal used to remotely troubleshoot problems
with retailers’ point-of-sale solutions.

10

%

Retailers that have implemented
EMV technology and have it working well.
Source: Boston Retail Partners, “Payment/Data Security in an Omni-channel World”

Oracle told Krebs that it had “detected and addressed
malicious code in certain legacy MICROS systems.” And it
recommends that retailers “change the password for any
account that was used by a MICROS representative to access your on-premises systems.”
While this story was still developing as of press time,
it illustrates an alarming trend. Solutions providers need
to be diligent in their security to ensure that threats are
discovered and neutralized quickly and compartmentalize
their operations to quarantine any potential breaches.

CREDIT-CARD SKIMMING
The use of credit-card skimming devices is growing exponentially. Brazen hackers are placing their hardware
at convenience store gas pumps, retail POS lanes, and
bank ATM machines to seize vital and valuable customer
financial data. In fact, the number of credit card skimming
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incidents at ATM machines increased 546% from 2014 to
2015, according to FICO Card Alert Service.
Essentially credit card skimmers are dummy POS devices that are placed on top of legitimate units to capture
card numbers before they are encrypted. In addition, the
devices have the ability to catch the card holder’s PIN,
granting hackers complete, fully-functional financial records they can sell on the open market.
It was widely report in the spring that Walmart was a
victim of an overlay skimmer plot in several self-checkout
lanes, with at least 1,000 customers’ card data quickly collected and exploited. The criminals were able to install
their fraudulent devices in a matter of seconds, and their
presence was only discovered after numerous customers
reported large unauthorized withdrawals from their bank
accounts.
While the number of customers affected was relatively
small, it could have grown exponentially had the criminals waited longer to begin using the ill-gotten credentials. One simple and effective way to battle credit card
skimmers is for retailers to build a team of POS terminal
experts at each location charged with inspecting units on
a daily basis looking for telltale signs of tampering.
While an old-school physical inspection of the units
can help discover overlay skimmers, the wide-scale acceptance of EMV technology could eliminate the practice
— at least until hackers develop a way to skim smartcard
technology. Currently, just 10% of retailers have implemented EMV technology and have it working well, according to Boston Retail Partners’ “Payment/Data Security in
an Omni-channel World” report, with an additional 12%
reporting the technology has been implemented but it
is not working as planned. However, over the next three
years all but 16% of retailers will have the technology up
and running the report adds. But until every customer is
equipped with smartcards in their wallet and every POS
unit is capable of accepting smartcard payment, the lucrative and relatively easy practice of skimming will continue.
While malware, POS intrusions and credit-card skimming are the biggest threats to the retail enterprise, numerous other areas are under constant attack including
IoT technology, in-store WiFi, mobile applications, etc.
As the security landscape continues to progress, retailers
need to by hyper diligent to stay up-to-date on the latest
threats and be prepared to act quickly when a new security concern appears. The key to limiting the scope and potential damage of a security breach is to identify it quickly
and act according. RIS
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Walmart Pay Rolls Out
Eighty-two percent of customers that used the mobile payment
solution would recommend it

A

fter months of gradually rolling out Walmart
Pay, the mobile payment solution is officially
available in all 4,600 Walmart stores in the U.S.
The rollout began in December, with a big push
into 3,300 stores at the end, according to Molly Blakeman,
Senior Manager, National Media Relations at Walmart.
So far, the time-saving payment option has been favored by users; eighty-two percent of customers that
used it during the rollout would recommend using
Walmart Pay and three out of four customers have given
it a five star rating in the Walmart app.
“There is something very powerful about the ease
and simplicity of Walmart Pay,” said Daniel Eckert, senior vice president, services, Walmart U.S. “What’s even
more powerful though, is what this means for our customers. We want to make every day easier for busy families. We’re connecting all the parts of Walmart into one
seamless shopping experience with great stores, easy
pickup, fast delivery, frictionless checkout and apps and
websites that are simple to use.”
Available through the Walmart app, Walmart Pay works
with any iOS or Android device, at any checkout lane,
and with any credit, debit, pre-paid or Walmart gift card.
Shoppers with a Walmart.com account, set up via mobile
or desktop, input a payment to be their Walmart Pay default. Then when they open the Walmart app and choose
Walmart Pay it actives the phone’s camera. After entering
a pin or ID the customer scans a QR code displayed on the
POS with their mobile device and the payment is complete.
Walmart Pay transactions are secure, taking place
behind Walmart’s firewalls — no payment credentials
are ever stored on a customer’s phone or exchanged at
the point of sale. All information is stored in a secure,
cloud-based environment. Thus, if a customer loses their
phone the account can’t be accessed.
Shoppers seem willing to try it. Walmart Pay transactions increased 45% in the week after the nationwide
launch and 88% of transactions are coming from repeat
Walmart Pay users.
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“Our customers have long counted on us to save them
money, but now we know what’s almost as important is
time,” said Blakeman.
A rollout this wide doesn’t come without its challenges. According to Blakeman, a certain level of instruction
needs to take place and the company set up some robust
training programs. Programs included everything from
videos and articles for the associates to in-store training
to show Walmart associates how to use it.
“It’s not just payment for payments sake, but it really
is a tool that’s making shopping better at Walmart. Not
only in terms of payment, but what it can lead to down
the road,” explained Blakeman.
“Walmart Pay is just the beginning,” said Eckert, hinting there may be more in store for the mobile payments
solution coming down the pike. “We’re building deeper
relationships with our customers across our ecosystem
and are looking forward to delivering new tools like
Walmart Pay that allow them to use the Walmart App as
their remote control for a faster, more convenient shopping experience.”
Walmart Pay is one of the newest additions to the
Walmart app, which boasts more than 20 million active
users. The app offers multiple abilities for consumers,
from refilling a pharmacy prescription to building a gift
registry and finding where an item is located in store. RIS
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The Future POS
Tomorrow’s POS will be mobile, virtual and unified

P
Ken Morris is principal at
Boston Retail Partners,
an independent retail
consulting firm helping
retailers identify and solve
their business and technology challenges. For more
information visit https://
bostonretailpartners.com.

oint-of-sale (POS) devices
have advanced tremendously over the past 30
years, but during the next
five years this evolution will really accelerate. With the pervasive
adoption of mobile devices among
retailers and consumers and fast,
reliable and secure networks, it is
the perfect storm to truly revolutionize POS. The traditional fixed
POS device will be augmented,
and in many cases totally replaced, with a combination of new
technologies that are mobile, virtual and unified.

MOBILE POS
Mobile devices offer unlimited opportunities to enhance
customer service. Mobile POS enables associates to complete a customer’s purchase on the sales floor at the moment a buying decision is made. It frees associates from
the checkout desk to enable more personal interactions and
simplifies the experience for the customer by eliminating the
need to wait in line and the potential for buyers’ remorse.
The proliferation of tablets and mobile phones is only
the beginning. Internet-powered personal devices –—
wearables — are now available to the masses. The future
will likely see new and exciting ways for customers to utilize wearables to shape their experience and, of course,
their expectations.
Overall, in the next two years, the use of retailer mobile
devices and customer-owned mobile devices will increase
tremendously while there will be a slight decrease in the
use of traditional POS terminals, as retailers shift their focus to mobile POS. According to BRP’s “2016 POS/Customer Engagement Survey,” 69% of retailers plan to increase
the use of mobile POS devices and 38% plan to increase the
use of customer-owned mobile devices for POS, whereas,

22 AUGUST/SEPTEMBER 2016 RIS NEWS

only 16% of retailers plan to increase traditional POS terminals. Another advantage of low-cost, disposable mobile
devices is that it virtually eliminates the traditional 18-23%
annual maintenance cost of traditional POS terminals.
There are still issues as retailers struggle with the use of
mobile POS as a substitute for a traditional retail-hardened
POS. When asked about their mobile POS abilities, we find
that 46% of retailers do not currently utilize mobile POS
and 23% of those who have mobile POS can’t accept payment through the device. These retailers have to suspend
the transaction to take payment through a traditional POS.
That is not exactly timesaving and efficient for the retailer
or customer.
One innovative strategy some retailers take is a hybrid
mobile approach where a tablet can be inserted in a docking station and operate as a fixed POS device or it can be
undocked and operate as a mobile device on the sales floor.

POS Hardware Plans by 2018
Mobile devices
69%

13%

18%

Customer-owned mobile devices
(Apple iOS, Andriod, Windows Mobile)
38%

23%

40%

Traditional POS terminals
16%
Increase

18%
Decrease

57%

8%

No change

No plans to use

Source: Boston Retail Partners, “2016 POS/Customer Engagement Survey”
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System and Infrastructure Plans
A single commerce platform for store,
mobile, and web (i.e, unified commerce)
6% 12% 16%

41%

25%

Middleware layer/SOA
4% 14% 14% 20%
Implemented and working well
Implement within 12 months
No plans to implement

49%
Implemented but needs improvement
Implement in 1-3 years

Source: Boston Retail Partners, “2016 POS/Customer Engagement Survey”

For now, the majority of retailers continue to use traditional POS hardware as their basic POS, adding mobile
options as supplements, but the transition from retail-hardened POS to mobile POS offerings is underway and should
begin to accelerate.

CLOUD-BASED POS
Cloud computing enables retailers to significantly reduce
infrastructure costs within each store and centrally manage the unified shopping experience. Cloud is a quick and
secure path to seamlessly connect all e-commerce, mobile
commerce, catalog/call center and in-store POS transactions to order management, inventory, marketing, financials and customer service. The speed and agility of utilizing
the cloud enables retailers to support the ever-increasing
dynamic and complex needs of commerce and real-time
customer engagement.
According to BRP’s 2016 POS Survey, only 8% of retailers have implemented a cloud-based POS platform, however, another 37% of retailers plan to within three years.
While early adoption has been slow, retailers are beginning
to realize the value of cloud-based POS and we believe that
one day this will be the norm.

UNIFIED POS
Retailers can’t continue to operate in channel silos and
stores must now encompass both worlds — the sensory
experience generally available in the physical world, married with the unique and personalized shopping experience
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common to the digital world. As retailers upgrade their
store POS system, it is imperative to approach the software
decision with the goal of unified commerce.
Unified commerce goes beyond omnichannel, putting
the customer experience first, breaking down the walls between internal channel silos and leveraging a single commerce platform. The idea of a single, centralized, real-time
platform for all customer engagement points is a key tenet of unified commerce. A unified commerce platform is
not simply the future in-store or web platform, but combines POS, mobile, web, call center and clienteling into one
single, integrated platform. According to BRP’s 2016 POS
Survey, retailers are moving in this direction with 75% of retailers planning to have a single commerce platform within
three years.

TAKEAWAYS
While the shift to mobile POS, including customer-owned
devices, and the adoption of cloud POS applications will
improve the shopping experience and reduce retailers’ total
technology costs, it brings its share of challenges. As with
any new technology, these innovative POS approaches require a fundamental change in processes and corresponding training to educate sales associates and customers.
Technical execution is another potential challenge for
mobile and virtual POS. Retailers tend to economize on infrastructure — and networks and SOA layers are no exception. It is imperative that retailers invest in a rock solid network with proper back up to ensure constant up-time and
a SOA layer that enables real-time communications with
legacy applications. If sales associates and/or customers
have an issue on their first try, they will likely be resistant to
embrace new technology and processes. It is crucial that retailers work out all the bugs — including how payments are
handled and how associates leverage this technology — to
ensure successful deployments. If POS includes the use of
consumers’ smartphones, it presents another issue, as you
need to offer the apps for multiple operating systems and
test, test and test.
Retailers are making progress in these areas, but the
challenge remains to get these processes and systems unified and working well. The solution for many retailers is a
unified commerce approach and the implementation of a
single commerce platform with cloud-based technology
and a strong mobile presence. Nothing is ever easy, but the
benefits of the new mobile, virtual and unified POS model
significantly outweighs the challenges. RIS
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Retailers currently
accept Apple Pay

L

16 24 37
%

%

plan to add the technology
within the next 1-3 years.

Source: Boston Retail Partners, “Payment/Data Security in an Omni-Channel World”

%

Retailers that plan to implement
a cloud-based POS platform
within three years.
Source: Boston Retail Partners, “2016 POS/
Customer Engagement Survey”

36

%

Retailers said enabling stores to
increase labor productivity is a top
POS goal/objective for the next
major POS upgrade
Source: RIS News, “Goodbye POS, Hello Unified Commerce”

There is something very
powerful about the ease
and simplicity of Walmart Pay.
What’s even more powerful
though, is what this means
for our customers.
Daniel Eckert, senior vice president, services, Walmart U.S.

6.9 Years
Retailers
up to date
with checkout
and payment
on customers’
own devices.
Source: RIS News, “Store Systems Retail
Techscape: Digital Transformation
Reinvents the Store”

The average age of a
traditional POS system.
Source: EKN Research, “2015 Retail Point-of-Sale Blueprint”

10

%

Retailers that have implemented
EMV technology and have it
working well.
Source: Boston Retail Partners, “Payment/Data
Security in an Omni-channel World”
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THANK YOU TO OUR SPONSORS
TITLE SPONSOR

ECRS specializes in grocery business optimization and success. Our focus is on delivering solutions that elevate enterprise operations from unified commerce to data analytics, thereby improving the consumer experience, employee satisfaction, enterprise efficiency, and revenue performance. ECRS solutions include: point
of sale, self-service kiosk, mobile POS, accelerated checkout ®, web-based back office management and
dashboard analytics, customer loyalty, eCoupon, inventory and replenishment, warehousing, supplier integration, gift card, membership management, fuel pump integration, pharmacy system integration, consultation,
support, and services. Contact:ecrs.com - 800.211.1172 - solutions@ecrs.com

SUPPORTING SPONSORS
Brother Mobile Solutions offers a family of mobile label and receipt printers that make it easy for retailers to
quickly print anywhere in the store. Without wires. Without cords. Without a lot of training. Whether you’re
printing shelf edge labels, markdown tags, queue-busting QR code tickets, MPOS receipts, order pickup tickets,
or warehouse and inventory labels – you deserve the legendary Brother reliability and the latest in Bluetooth®,
Wi-Fi®, and Windows®, iOS®, and Android™ compatibility. Order a RuggedJet to try yourself for free at: www.
brotherdemo-retail.com or learn more at www.brothermobilesolutions.com.
Celerant Technology’s Omni-Channel solutions expertly manage all aspects of a retail operation and are designed to ensure that your business runs smoothly and efficiently. Celerant software provides Point of Sale,
Inventory Management, Warehousing, CRM, Analytics, Accounting, E-Commerce, Mobile Commerce, and Mail
Order/Catalog all in one real-time system. Contact us: www.celerant.com
Comcast Business provides customized technology solutions that are Built for Retail. Our advanced Data, Video,
and Voice Services, along with our Managed Solutions, give retailers enterprise-grade technology from a single
provider, on a smarter network. Comcast Business provides 24x7 network monitoring, technical support and
maintenance along with dedicated project teams. Visit business.comcast.com/retail
At Direct Source, our goal is to enhance the in-store shopping experience for retailers, associates and consumers. As a nationwide technology solution provider, we offer full deployment services for physical retail sites and
distribution centers including hardware procurement, software development, project management, configuration, staging, integration and installation services. www.directsource.com
From Cloud Services to Mobile to Traditional POS, Epson delivers an unparalleled in-store experience. The new
OmniLink® Merchant Services makes it easy to turn transaction data into profits. And, Epson’s sleek new TMm10 and TM-m30 are the first receipt printers designed to fit seamlessly in today’s retail environments. For more
information: epson.com/pos
Honeywell Safety and Productivity Solutions provides comprehensive solutions that improve enterprise and
workflow performance. Customers rely on our connected solutions to provide real-time intelligence to increase
worker productivity and enrich operational intelligence with data-driven insights that enable smarter business
decisions. We serve customers in field service, healthcare, logistics, retail, and supply chain. For more information, visit www.honeywellaidc.com
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Infor Retail is reimagining enterprise software with next generation retail technology that’s built from the ground
up—fueled by beautiful design, the supercomputing power of the cloud, the unprecedented power of science,
big data, predictive analytics, and deep industry knowledge. www.infor.com/retail
You may know us for our processors, but Intel does so much more. Through computing innovation, we push
boundaries of smart and connected technology to make amazing experiences possible for every person on Earth.
This decade, our mission is to create and extend computing technology to connect and enrich the lives of every
person on earth. Discover how Intel and our partners are changing retail. Learn more at Intel.com/retail

®

At iQmetrix, our purpose is creating great retail experiences. Our interactive retail solutions bring dynamic online shopping technology into the physical store. iQmetrix POS streamlines all aspects of store chain operations. Founded in 1999, iQmetrix is a privately-held (SaaS) company with offices in Canada, the U.S. and Australia. www.iQmetrix.com
Kibo is the strategic merger of industry leaders, Marketlive, Shopatron and Fiverun. With a combined 40 years of
experience, Kibo joined forces to help retailers and branded manufacturers unify the consumer experience. Kibo
is a complete omnichannel commerce platform, delivering the lowest total cost of ownership and fastest time to
market. www.kibocommerce.com
Since 1984, Posiflex has built quality POS terminals and peripherals. With over 30 patents, Posiflex tablets and
touch screen terminals have won numerous awards for product innovation, design and reliability. Produced in
two ISO certified facilities, Posiflex products undergo rigorous third party testing to assure maximum uptime.
www.posiflexusa.com

