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The Daily Mail recently climbed 
atop its soapbox to attack the 
self-service concept with the sort 
of energy it usually reserves for 
asylum seekers, single mothers 

and the unemployed. It claimed that “con-
sumer groups are demanding an end to the 
march of the ‘robo checkouts’ where people 
are being replaced by machines. Supermar-
ket self-service tills now dominate the High 
Street, bringing a nightmare of frustration 
to millions. At the same time, bank branches 
are becoming automated and critics say they 
look like casinos with rows of blinking slot 
machines, while the cashiers are hidden out 
of sight, even up a flight of stairs.”

Marc Gander of the Consumer Action 
Group was quoted thus: “Robo checkouts 
are just another way that supermarkets 
have found to save costs by cutting staff and 
putting the burden on their customers to 
face frustration, delays and a lack of human 
contact. I think most people prefer the little 
opportunity to make contact, to chat, and the 
warm attention to detail that most checkout 
staff bring to their role. Supermarkets seem 
to have forgotten that they are actually shops 
and not merely retail conveyor belts.”

Some retailers are already making a re-
newed push towards a more personal service. 
Morrisons, for instance, recently announced 
that it was bringing back staffed, ten items 
or less checkouts to its supermarkets. David 
Potts, CEO at Morrisons, said: “We’re listen-
ing hard to our customers and responding 
quickly wherever possible. If customers from 
time to time do smaller shops, they want to 
get in and out of our stores quickly. We are 
responding by introducing express checkouts 
which shoppers with ten items or less can 
use. These checkouts (and our very helpful 
staff) will offer a quick and personal service, 
helping to keep queues low and improving 
thousands of shopping trips.”

The retailer now offers customers three 
payment options in-store. Standard check-

outs will cater for larger trolley shops, and 
self-checkouts and manned express check-
outs for smaller shops. The development 
came after Potts asked staff and customers 
how to make the shopping experience better.

We ran a story online about the Daily Mail 
campaign and it stirred up an interesting de-
bate on Twitter. ‘Gah, I hate those machines. 
Awful user experience and designed to cull 
staff not help customers. #rantover’ tweeted 
one of our followers. Whilst another argued: 
‘Consumers wouldn’t mind #selfservice 
#checkout if they worked or support was fast 
on hand.’ At the risk of sounding like a fence 
sitter, I would say these are both valid points. 
I use self-service machines on a daily basis 
and the experience is usually OK, but that’s 
because only a few items are involved: sarnie, 
packet of pickled onion Space Raiders, bottle 
of Um Bongo, you know, standard lunch fare. 
Whenever I rock up at my local Sainsbury’s 
with a basket full of goods, the machine 
invariably gets confused, leaving soothing 
lady voice to tell me there is ‘an unidentified 
item in the bagging area. Please remove this 
item’. I then have to wait for the overworked 
member of staff to sort it out; last time it hap-
pened it was a good few minutes before she 
got to me, as she was tasked with singlehand-
edly keeping 12 checkouts ticking over. And 
don’t get me started on the too small bagging 
area. Good work Sainsbury’s. It makes you 
look like you’re cutting costs and that you’re 
attempting to turn your store into a service 
free zone.

At the same time, however, I don’t think 
I’ve ever agreed with the Daily Mail on any-
thing and I’m not about to start now. There 
is a place for self-service checkouts. When 
done well they can reduce queuing time and, 
as the Morrisons move highlights, they’re 
good for smaller shops. Not all of us want 
human contact every time we pop out for a 
pint of milk and some bread. It’s just that, at 
the moment they’re not always done well. 
‘Are you using your own bags?’ Arrghhhhh! 

Scott is Editor of Retail Systems. 
He can be contacted at: scott.
thompson@retail-systems.com

Self-service backlash anyone?
The Daily Mail is heading up a campaign for the end of self-checkout 
tills and the return of real, human service on the High Street. Scott 
Thompson weighs up the pros and cons of this divisive technology
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Of businesses say personalisation is critical 

to their engagement efforts, but only 

25% of companies are using their data ‘to a great extent’ 

to do it effectively, according to a poll from Accenture. 

For many, the customer data they capture from each 

channel is divorced from the whole picture and actually 

impedes personalisation efforts instead of driving them. 

 Are you among the 25%? Or are you just sitting 

idly on gigs and gigs of tangled data from unintegrated 

channels – while your competitors pillage your customer 

base with their tailored offers? 

What separates the winners from the losers is the 

use of platform technology tools to streamline critical 

information from various channels into a single, unifi ed 

view – and then leveraging that data to build stronger 

personalisation strategies that capture customers. 

Recognise Your Best Customers

Does your data clearly reveal your best customers? Or is 

unintegrated data misleading you with duplicate views of 

the same customer’s activity across channels and devices?  

Cross-platform technology tools, like Retail Pro, give 

retailers complete visibility into all of their customer 

data across every channel, so you can recognise your best 

customers – the ones who shop much, shop frequently, 

and shop across channels – as one shopper and not a 

discrete, nameless instance of transactional data. 

Turn Ambivalent Shoppers into Loyal Fans

With ambivalent customers, personalisation is a critical 

way to generate an uptick in completed purchases. 

Connect the dots between your infrequent shoppers’ 

purchases and use that data to send personalised offers 

that anticipate their needs. 

Vera Bradley targets its quilt-loving customers with 

offers tailored from their particular purchase history 

data. According to Women’s Wear Daily, the company 

generated a 275% increase in conversions through their 

personalisation initiative, while sending 63% fewer 

emails. An accurate view of purchase behavior is a critical 

driver for personalisation.

Convert the Almost-Customers

What about the shoppers who are almost customers 

and who have no previous purchase history data to 

draw from? “Long before customers actually become 

customers, they’re searching for things; they’re clicking 

on certain key words, they’re viewing different products,” 

said Constellation Research founder, Ray Wang. 

“Everything that happens during those visits is trackable 

and very telling.” 

UK luxury jewellery retailers, Astley Clarke, is using 

data from tracked visitor behaviors to personalise with 

their favorite colors, gemstones, and metals – and saw 

a 60% increase in site conversion rate. So don’t just 

collect data; act on it! Infuse that data into personalised 

offers to nurture your almost-customers, and watch your 

conversions rise. 

Personalise the In-store Experience

E-retailers are especially adept at closely monitoring 

shoppers’ online behaviors and making relevant 

recommendations – but brick-and-mortars are picking up 

the pace. Retailers are arming their sales associates with 

tools like the natively mobile Retail Pro Prism® so they 

can personalise their customer’s experience anywhere 

on the sales fl oor. Using your customer’s data from 

purchases and behavior across channels, sales associates 

can quickly get up-to-speed on your customer’s current 

needs and can hit home with their upsell and cross sell 

recommendations. 

Total view of the customer is the necessary foundation 

for all your critical personalisation strategies. The platform 

technology unifi es all your data to give you complete 

visibility and a single, unsplintered view. With this kind 

of coherency, you can ensure effi cient execution of your 

personalisation efforts and capture every customer.

By Kerry Lemos, CEO, Retail Pro International

Is your customer data impeding your 

personalisation efforts?

94%

retailPro.indd   1 24/07/2015   10:00:10
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Depending on who you believe, contactless is either done 
before it even got started. Or it’s finally achieving critical 
mass. Scott Thompson hears the arguments for and against 
this new(ish) way of paying 

news

NFC/contactless has been 
hyped for so long and is 
taking too long to scale, as 
the use cases are somewhat 
limited and the infrastruc-

ture expensive to deploy. That was the 
verdict of the recently issued Payments In-
novation Jury Report. But hang on a min-
ute, wasn’t 2015 supposed to be the year 
that contactless finally took flight? It has 
grown exponentially in several European 
countries and a tipping point is being 
reached, argue the banks, card schemes 
etc. Throw in the recent Payments Coun-
cil announcement that digital payments 
have overtaken cash transactions for the 
first time and the move towards a cashless 
society is well and truly underway. Vive 
la revolution! Ah, but look beyond the 
grandiose predictions, self-serving press 
releases and flashy ad campaigns, oth-
ers counter, and you’ve got a technology 
swamped by hype and hampered by too 
many shortcomings to really go main-
stream. 

“I would agree that widespread adop-
tion is taking a long time and the infra-
structure is definitely expensive. Other 
than for contactless (principally card) 
payments to date, the real use cases gain-
ing adoption have been quite limited. It 
has felt a bit like a solution looking for a 
problem,” says Paul Mason, CEO at PMC. 
“Even contactless card payments are by no 
means the norm. In some ways, it could 
be argued that there is too much going on 
with lots of people driving their solutions. 
More focus, collaboration and standardi-
sation around four or five key use cases 
might speed adoption and the clarification 
of business case to unlock the necessary 
investment. The customer needs to clearly 
see “what’s in it for me” and to trust the 
technology if adoption is to increase. Ease 

of use and convenience will always be 
important and I’m not sure that a smart-
phone full of digital wallets is going to be 
the answer. A world of constant phone 
alerts will also drive consumers crazy.”

With the benefit of hindsight, more 
time should have been spent on increas-
ing merchant and transport adoption and 
then pitching it to banks. However, the 
real issue is a failure of marketing, not 
technology, argues Matt Simester, direc-
tor at Piran Consulting. “The consumer 
value proposition was not really clear and 
retailers did not believe that queues would 
shorten. It’s only just now that contact-
less terminals are visible at the retailer – it 
won’t help future technology adoption if 
stakeholders are cynical about the benefits 
and speed of adoption,” he says. “The mar-
keting failure was one thing. The other 
was a basic lack of understanding of the 
merchant. Merchants will not replace ex-
isting PoS infrastructure until it needs to 
be replaced. Contactless was just not big 
enough. Building on this pragmatic mes-
sage is one about mobile payments – most 
retailers do not have phone signal in many 
areas of the store. There are some basic 
infrastructure issues that need addressing. 
Contactless has taken so long to adopt 
it’s skipping cards and moving to phones 
and wearables. What other deployment of 
technology has taken so long that the for-
mat of payment has been leap frogged?”

Not that everyone agrees with the Pay-
ments Innovation Jury Report. Contact-
less usage has taken off recently, notes 
the UK Cards Association (UKCA), with 
spending in 2014 of £2.32 billion, a three-
fold rise compared with 2013. In fact, the 
total spend in 2014 was more than double 
that of the previous six years combined. 
Whilst the number of transactions has 
also increased dramatically, moving from 

Time to shine?

06                                    July 2015 www.retail-systems.com

Karen Millen has gone live with 
Retail Assist’s Merret solution. 
The retailer is looking for a more 
comprehensive view of its global 
inventory due to its central stock 
pool, allowing it to fulfil an 
‘anything, anytime, anywhere’ 
omnichannel offer regardless of 
geographic location. Karen Millen 
has also invested in smart tablet 
technology with Retail Assist’s 
Merret Tablet Inventory.

Harvey Nichols has unveiled 
Rewards, a new loyalty 
programme and iPhone and 
Android app designed in 
collaboration with ustwo. 
Customers receive one point for 
every pound spent in the UK, 
in-store or online, and in any UK 
Harvey Nichols bar or restaurant. 
And those points make prizes 
such as champagne, botox, a 
luxury massage or vouchers.

Ocado is to offer Apple Pay later 
this year. Lawrence Hene, retail 
director at Ocado, says: “Our 
customers love the convenience of 
checking out their grocery shop 
in just a few taps using our ‘On 
the Go’ iPad and iPhone apps, and 
Apple Pay will allow us to offer an 
even more convenient, secure and 
private way to shop. We’re excited 
to once again be pioneering new 
technology and we’re expecting 
our customers to welcome Apple 
Pay with open arms.”

Jack Wills has teamed with Red 
Ant on its new iPhone, iPad and 
Android app. In a first for the 
retailer, it is fully shoppable and 
also provides an offline optimised 
catalogue. Working with Red Ant’s 
AppCommerce functionality and 
part of its RetailOS platform, it 
includes a barcode scanner, access 
to personal profiles, wishlists and 
social sharing.

IN BRIEF
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100.4 million in 2013 to 319.2 million 
in 2014. This means that every second, 
ten contactless transactions are made, 
amounting to three per cent of all card 
transactions in the UK. 

“It has taken some time to achieve 
this critical mass,” admits Richard 
Koch, head of policy at UKCA. “This is 
invariably the case in the cards market 
where retailers are keen to ensure that 
a sufficient number of their customers 
have access to a contactless card prior to 
installing terminals that accept them. In 
the case of very large retailers who own 
their own payment terminals – which are 
integrated into their tills and back office 
accounting systems – they only rarely 
reinvest in new equipment.”

The transport sector has played an in-
tegral part in driving its popularity, adds 
Koch. There were more than 17 million 
contactless bus journeys in 2014 and 
more than 14 million rail journeys. “We 
are now working with the card schemes, 
Department for Transport (DfT), the As-
sociation of Train Operating Companies 
(ATOC) and Confederation of Passenger 
Transport UK (CPT) on a project to 
develop a contactless transit framework 
for the UK, building on the successful 
roll-out of contactless payments across 
the London transport network. We ex-
pect this will drive its popularity further 
because, after people have used a con-
tactless card in a transport setting, they 
are much more likely to use it in a retail 
setting. The opportunities for contactless 
transactions are growing too – approxi-
mately one in four cardholders had a 
contactless card at the end of 2013, rising 
to approximately one in three cardhold-
ers by the end of 2014.”

Ron Kalifa, deputy chairman at 
Worldpay, also concedes that it has taken 
time for contactless to establish itself 
and build momentum, but adds there is 
strong evidence that a tipping point has 
now been reached. “It took two years for 
us to reach the £1 billion milestone in 
terms of contactless transactions, but we 
smashed through the £2 billion mark in 
just six months with the number of con-
tactless payments rising by 49 per cent in 
that time,” he says.

As with any new technology, it can 
take the actions of a major player to force 
the tipping point. In addition to TfL’s 
decision to enable contactless payments 
across its network last September, super-
markets have also proven effective stand-
ard bearers for the ‘tap and go’ market, 
accounting for 44 per cent of all contact-
less transactions “It is really a no-brainer 
for businesses that process a significant 
number of low-value transactions. What 
we’re seeing now is that smaller business-
es in key sectors like hospitality, food, 
entertainment and retail are grasping the 
commercial benefits of contactless. Just 
look at what’s happening in the hospital-
ity sector. Standing at a bar asking to pay 
by card used to provoke an audible sigh 
from the bar staff. With contactless, pay-
ing by card is quicker and more conveni-
ent for all concerned.”

The £20 limit on transactions has 
brought with it advantages and disad-
vantages in terms of bringing forward 
widespread adoption of the technology. 
On the one hand it has helped allay 
consumer concerns around fraud, but 
on the other it has put restrictions on 
the type of purchases that can be made. 
“We believe the planned limit increase 
to £30 (set to happen later this year) will 
play a significant role in accelerating the 
already rapid growth rates we are seeing 
around contactless.”

He continues: “Much of the hype over 
the past 12 months has been around 
NFC payments on mobile devices with 
major manufacturers adding payment 
technology onto smartphones and wear-
able devices. Use of NFC technology 
will only accelerate once innovations 
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“I don’t think I’ve ever agreed 
with the Daily Mail on anything 
and I’m not about to start now. 
There is a place for self-service 
checkouts. When done well they 
can reduce queuing time and, as 
the Morrisons move highlights, 
they’re good for smaller shops. 
Not all of us want human contact 
every time we pop out for a pint of 
milk and some bread.” p. 4

“In Hollywood nobody knows 
anything. I’m starting to think 
that screenwriter William 
Goldman’s famous quote also 
applies to the retail sector.” p. 67

“There have been false starts. 
Initially, the technology wasn’t 
robust enough and there were 
concerns about the cost of tags. 
Then the worldwide recession 
hit. Today, RFID technology is 
proven. Its accelerating adoption, 
especially in fashion and apparel, 
has delivered economies of scale 
for the tag manufacturers, which 
in turn is driving down the cost 
per tag.” pp. 54-56

“Contactless has missed its 
moment. I predict more user 
friendly payments will be 
launched that do not require 
widespread disruption to existing 
merchant processes. Apple Pay, 
for example. Contactless is a 
great case study on how not to 
do things!” p. 8

QUOTE/UNQUOTE

TfL has been key in forcing the tipping point.

Choice quotes from this issue of RS
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like Apple Pay and Samsung Pay become 
mainstream and it looks like a hugely 
exciting year ahead for contactless pay-
ments as a whole. Big brands will help put 
consumers’ minds at ease over security, 
encouraging businesses to adapt to the 
ever-changing payments landscape as 
people look for easier and more conveni-
ent ways to pay.”

What customers want
But if contactless is a no-brainer for 
many businesses, do consumers feel the 
same way? Certainly, they still see cash 
as a vital part of their day-to-day lives. 
According to the recently issued UK Cash 
& Cash Machines 2015 report, during 
2014 over 18 billion payments were made 
in cash, accounting for 48 per cent of all 
payments made in the UK, worth around 
£250 billion. And it accounted for 52 per 
cent of the volume of payments made by 
consumers. Nonetheless, we’re not talking 
an impossible dream here, says PMC’s 
Mason. “Interestingly, I was recently in 
Australia where the adoption of con-
tactless payments appeared to be much 
higher than it is in the UK,” he com-
ments. “This was not just in major cities 
but also in “the sticks”. Customers clearly 
appreciated the speed and convenience 
at the point of payment and appeared to 
be comfortable with paying in this way. 
It was also clear that retailers had done 
a decent job of training their staff to in-
corporate the contactless payment option 
into their conversation with the customer. 
I can’t see why the same can’t be achieved 
in the UK.”

When contactless arrived, there were 
numerous stories about card clash and 
much of the consumer market viewed the 
technology with suspicion, observes Sage 
Pay’s managing director, Sean Wilson. 
A second issue was the value limit on 
payments which meant the use cases 
were considered to be limited to specific 
locations such as coffee shops. “Here in 
the UK though, we can see the contact-
less trend taking effect. For example, 
on the London transport system, buses 
don’t take cash and contactless payments 

cards can be used like an Oyster travel 
card. Over 60 million journeys have been 
made using contactless since last Septem-
ber. It’s clear that people are beginning 
to see the wider use benefits.” There is 
also a big development happening in this 
space that will drive scalability further. 
And that’s the arrival of ‘high value’ 
contactless standards, where additional 
information can help authenticate the 
transaction. Apple, for example, has 
taken existing technology (biometrics 
and contactless) and bundled it in a user-
friendly and attractive package (Apple 
Pay). Other similar propositions will 
soon be on offer to non-Apple iPhone 6 
users as well. 

All of which sounds great, but, this 
being contactless, the critics (much like 
cash) aren’t going away anytime soon; 
progress has been made but this is a 
technology still dogged by the accusation 
that it’s all hype, no substance and look-
ing to solve a problem that doesn’t exist. 
As Piran’s Simester puts it: “It has missed 
its moment. I predict more user friendly 
payments will be launched that do not 
require widespread disruption to existing 
merchant processes. Apple Pay, for exam-
ple. Contactless is a great case study on 
how not to do things! It is the marketing 
proposition around the payment which 
will separate winners and losers, not the 
technology. Winners need world class 
marketers leading innovation.”

PMC’s Mason, while not quite so 
damning, also highlights issues that need 
to be addressed. “It’s going to be about 
trust more than the technology. Trust 
takes time to build for mass adoption to 
take hold. The industry is going to have 
to work hard to get across the security 
advantages of digital options over the 
card, simply because consumers trust the 
card scenario and are used to the recov-
ery and protection scenarios that exist 
when cards are lost.”

He concludes: “The potential has to 
be there. For the consumers, they need 
to see convenience, speed and security. 
For retailers, they need to see all of those 
things and lower operating costs.”

Unilever and Tesco have launched 
an iBeacon trial involving the 
Magnum ice cream brand. Cus-
tomers who download the Mpulse 
Android and iOs app will receive 
exclusive coupons for discounted 
Pink and Black Magnums when 
they pass by iBeacons located in 
270 Tesco Express stores across 
London and via push notifica-
tions. dunnhumby instigated the 
partnership with Unilever and is 
evaluating the campaign.

Online shopping marketplace 
Fruugo.com is using Akamai’s web 
performance solutions to sup-
port the expansion of its global 
network. Fruugo and Akamai 
started testing the former’s system 
earlier this year, to establish a 
good understanding of the DNS 
routing and response times, and 
the best way to manage traffic 
optimisation. The migration of its 
website onto the Akamai platform 
and implementation of Akamai’s 
solutions was completed in May.

House of Fraser has relaunched 
its transactional iPhone app. 
Enhanced push notifications al-
low for a more customer-centric 
experience, and other features 
include a barcode scanner and 
personalised stock locator. Over 
60 per cent of House of Fraser’s 
online traffic now comes from 
touchscreen devices.

INTERSPORT UK has piloted 
Cegid’s Yourcegid Retail solution, 
integrating PoS with central in-
ventory, in seven stores. Following 
positive results, including reduced 
replenishment times, it is now 
accelerating its implementation 
to 30 stores in the UK and Ireland 
by the end of 2015, and plans to 
share its capabilities with other 
countries – with a view to rolling 
out similar solutions globally.

IN BRIEF
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at a glance

Pinterest has launched Buyable Pins, 
enabling users to purchase products 
on the social media site. This was 
rolled out on iPhone and iPad in 
the US during June and is coming 
soon to other countries. Users will 
see blue price tags on more than 
two million products from brands 
including Macy’s, Neiman Marcus 
and Nordstrom. Pinterest is also 
working with specialty retailers 
powered by Demandware like 
Cole Haan, Kate Spade, Jo-Ann 
Fabric and Craft Stores, Michael’s, 
Ethan Allen and Gardener’s Supply 
Company, as well as local and 
independent merchants powered 
by Shopify including Poler Outdoor 
Stuff, SOBU and Madesmith. Users 
can scroll through images of the 
product, and select size and colour. 
To check out, users click Buy It and 
pay with Apple Pay or a credit card. 
Pinterest is working with its primary 
payment partner Stripe, as well as 
Braintree, to offer a solution where 
its servers never touch credit card 
information. The merchant then 
ships to the customer’s doorstep 
for the same price they would pay 
on their website. Buyable Pins will 
be discoverable through the same 
recommendations technology 

Pinterest has been building over the 
years, including home feed, search, 
category feeds and boards. The 
company will also be launching new 
search filters to find products based 
on price and colour.

IKEA is to test new retail formats 
in the UK. Order and collection 
points aim to connect the in-store 
and online experiences, with the 
first one set to open in Norwich 
this autumn. Gillian Drakeford, 
IKEA UK country manager, said: 
“We know that consumers in 
the UK like to shop across many 
channels and using multiple 
devices. Our customers are also 
telling us that with 18 stores in 
the UK, we are often too far away. 
Order and collection points give 
us the opportunity to trial new 
ways of being more accessible to 
our customers. We already have 
an established online presence in 
the Norwich market but currently 
our customers in Norfolk have to 
travel more than two hours to our 
Lakeside or Milton Keynes stores 
to see the product range and get 
planning and design advice. By 
introducing an order and collection 
point in this market we are 

hoping to bridge the gap between 
online and in-store shopping and 
offer customers a more personal 
service locally.”  The aim is to 
explore slightly different formats 
in selected markets, using this as 
an opportunity to find out more 
about how customers want to shop 
with IKEA in various areas. For 
Norwich specifically, the format 
will act primarily as a planning 
studio, where customers will be 
able to speak with home furnishing 
experts for advice and support 
when making more complex 
purchases, such as kitchens or 
wardrobes. Customers will have the 
opportunity to touch and test the 
product range and will be able to 
collect orders made online or in-
store. It will also include a café and 
will have a limited range of products 
that customers can take home on 
the day.

Fujitsu is working with Arriva 
to install the rail industry’s first 
smartphone based ticket issuing 
system. The former’s STARmobile 
solution will be used by Arriva 
employees, on trains and at railway 
stations, to provide passengers with 
information about their journey and 
sell them tickets. The multi-million 
pound, seven-year contract will 
be implemented by March 2016, 
available across Arriva Trains Wales, 
CrossCountry, Chiltern Railways 
and Grand Central routes, and 
deployed on 648 Samsung Galaxy 
smartphones. Arriva says that it 
selected the Samsung Galaxy S5 for 
the product’s long battery life and 
easy to use interface.

Whilst a growing number of Brits 
have an appetite for contactless 

at a glance
Rounding up the major retail technology news from the past two months

Pinterest has made a major e-commerce push with Buyable Pins.
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payments, many others don’t see 
it as a must-have. Forty seven per 
cent of British consumers expect, 
or would prefer, businesses to offer 
contactless for transactions of less 
than £20, according to research 
by GfK on behalf of Lloyds Bank 
Cardnet. Two thousand people 
were interviewed online during 
March. Twelve per cent stated that 
they do not think enough retailers 
offer contactless and nine per cent 
suggested that the current £20 
spending limit is too low. Forty per 
cent would, however, still continue 
to shop in businesses that do not 
have this facility.

Of those that own a contactless 
card, when asked what they liked 
most about it, a quarter stated 
speed of transaction and 24 per 
cent said ease of transaction. The 
least favoured element is security, 

with 37 per cent stating this as 
their main dislike. Of those that 
do want to use contactless, 57 per 
cent do not want the threshold to 
go above £30, 38 per cent would be 
keen on the threshold increasing 
up to £50 but six per cent would 
want to increase it over £50.

Regulation is no longer stifling 
innovation in payments as 
disruptive technologies and the 
precedence of mobile fuel rapid 
change. That’s according to a 
Cognizant report, The Changing 
Face of Payments: A Review of 
Current Payments Infrastructures 
and Implications for the Future, 
in conjunction with VocaLink and 
the Financial Services Club. The 
global study of over 300 banking 
and financial services executives 
shows that 39 per cent believe 

Apple and Google will dominate 
mobile payments over the next 
five years. Cryptocurrency and 
blockchain technologies are 
seen as real drivers for change 
and are gaining mainstream 
recognition, particularly in back 
office infrastructures. For the first 
time, regulation is not seen as 
stifling innovation with the two 
being ranked as equally important 
in terms of short-term industry 
development: 32 per cent and 33 
per cent respectively for banks, 
and 34 per cent by those from 
non-banks. Innovation is viewed 
as far more important in the 
long-term, due to competition, 
market opportunities and an ever-
increasing need for more agility for 
faster time to market solutions: 29 
per cent of all surveyed consider 
innovation a priority.

Recognize AND Analyze

www.cognitec.com • info@cognitec.com

Premier face recognition technology for real-time 
video screening and anonymous people analytics

See it live at RBTE
in London, stand 280!

Is this valued customer 
Sarah Jones?

How old is he?

Is she an 
employee?

How often 
was she here 
this month?

When, where 
did she enter?

Is it too crowded 
in this area?

Is he a known shoplifter?
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The most technologically 
advanced high fashion store 

in Britain opened its doors in September 
2012. Combining elegant design and 
digital high-tech wizardry, Burberry 
appeared to have the 21st century in-store 
experience all sewn up. For the then chief 
executive, Angela Ahrendts, who left to 
join Apple in 2014, digital was a core  
part of the company’s strategy and 121 
Regent Street would be the jewel in 
Burberry’s crown. 

Covering four floors, the London 
flagship store is Burberry’s biggest in the 
world. Described as where “the digital 
world meets the physical”, it includes 500 
speakers and 100 screens – one of which 
towered at 22ft, which was believed at 
the time to be the largest in a shop. That’s 

not forgetting a hydraulic stage and clever RFID microchips in 
some of the clothes which mean that when shoppers wearing 
the garment approach one of its so-called “magic mirrors”, the 
mirror transforms into a screen and shows a film of how the 
garment was made and what it looked like on the catwalk.

Christopher Bailey, the then chief creative technology 
who’s now also chief executive, told ES Magazine: “Behind 
all the craftmanship you have miles and miles of cabling and 
technology, all hidden. You have innovation in this beautiful, 
historic space. I love the contradiction of a historic, heritage-
driven, 156 year old brand with real modernity.”

For a long while, it’s been the luxury brands that have been 
leading the charge when it comes to digital in-store experience. 
That’s down to a combination of factors, says Dan Thornton, 
product marketing consultant at Hughes Network Systems. For 
a start, consumers forking out for luxury products will probably 
want to see them in the flesh. “If something costs £100, you 
don’t mind buying it online, but if you’re buying a handbag that’s 
£1,500, you want to touch it and feel it to make sure it’s right for 

you,” he explains. 
Hughes says it’s mid-

market retailers who 
need to up their game 
when it comes to the 
in-store experience. 
“The luxury brands still 
have a better bricks and 
mortar focus for people, 
then with the low-cost 
retailers like 99p or the 
pound shops people will 
always go there to buy 
because you can’t buy it 
online. So the mid-range 
retailers are the ones 
that need to embrace in-
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seamless and complementary experience, not 
just access to a brand’s website.”

“The role of all of these innovations should 
always be to enhance the shopper journey 
and experience, but the specifics of how this 
is achieved are typically very much led by 
the brand itself. Some brands are focused 
on sales uplift, some on creating brand 
equity with every combination in between 
those two extremes. The key focus from our 
perspective is to ensure that all the channels 
work in a symbiotic way, so that the success 
of one does not compromise another.”

What is certain is that in-store media 
use is headed only one way. Pedrazzoli says 
it’s full steam ahead for in-store screens. 
“Multi-touch AV systems are going to 
become commonplace in all kinds of retail 
environments. Overall, adoption of in-store 
media will continue to increase, because 
retailers have to work even harder to keep 
customers engaged and to compete with the 
online shopping experience.”

He predicts that multi-touch screens will 
be the next big thing. “These can create a 
strong point of interest, as well as the ability 
to relay more information at the same time,” 
he explains. “These can create a strong 
point of interest as well as the ability to relay 
more information than would be otherwise 
possible, all in a highly visual and interactive 
way. For instance, on the same screen, one 
customer can be looking at a product-
related video, while her two children play a 
computer game at the other end of the screen 
– which can be up to 55 inches in diameter. 
Also, creating a multi-user experience can be 
used by sales staff to interact with customers 
in a far more powerful way than possible 
with traditional tools.”

Staff training is an important part of a 
successful in-store strategy, says Thornton. 
“Consumers have the ability to find out 
information from the internet and are very 
well educated about products and service. 
They expect staff to be just as educated – or 
more so. If you bring employees up to speed 
it gives them more confidence in their ability 
to sell so they’re happier and it gives a better 
consumer experience.” Everyone’s a winner. 

store media and now that the cost is coming down, they’ll  
be looking more at how they can get a return on investment,”  
he says.

For mid-market retailers, they may do better to look at 
the likes of Argos, rather than Burberry. Argos has become 
increasingly digitally focused in the past five years, and now 
has a network of technology-enabled stores. For Nikk Smith, 
CTO at Pixel Inspiration, the digital signage agency, Argos is the 
one to beat when it comes to upping the in-store ante. “Their 
implementations are certainly not as theatrical as some of the 
luxury brands, but they have totally transformed their everyday 
in-store experience using digital technologies, across a large 
cross-section of their estate rather than a few flagship stores,” 
says Smith.

Further, what is right for a luxury retailer such as Burberry 
won’t be the solution for a High Street brand like Topshop 
or Marks & Spencer. Technology and marketing teams must 
start out by ascertaining the goals for any in-store project – 
but that doesn’t mean to say they should get too hung up on 
the numbers, explains Paolo Pedrazzoli, EMEA marketing 
operations manager at 3M Touch Systems. “Measuring ROI of 
in-store [media] is complex and depends on having the right 
back office systems, but yes, there are ways to achieve this. 
However, while in-store media can help drive sales, footfall and 
dwell-time, it is also a powerful way to position a brand and 
enhance its market reputation,” he says. “That value should not 
be underestimated. 

 
Tech literacy 
Multi-channel customers are so used to interacting with 
technology that they expect stores today to be littered with 
tech touchpoints. “It’s essential that retailers embrace the latest 
technology. In their homes, working lives or on the move, 
consumers are used to having very advanced technology and 
content. They don’t expect to take a technology step backwards 
when they enter a store,” says Pedrazzoli. 

However, the level of tech literacy among customers and 
the fast pace of change can be daunting for retailers, explains 
Hughes. “Consumers use technology far quicker than businesses 
do, they have the ability to move very quickly. So what happens 
is consumers come in and they use a bit of technology so the 
business or retailer will say, ‘That’s a great idea; we should 
implement that.’ Then they think about it for a couple of months 
and try to put a plan together and in the meantime consumers 
have moved on to the next technology. What they tend to do 
then is not do anything,” he says.

It’s not all about implementing the smartest new releases 
though, says Smith. “It’s not necessarily important to use the 
latest technology in-store. How many iPads have we seen all 
sitting idle or switched off, simply because someone thought 
that they had to integrate the latest tech? What is important 
is that any technology that is used creates a well thought-out, 
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New thinking

Mark Evans, 
Chairman of the 
judging panel

Our 2015 
winners

Follow us on Twitter @ELAwards #EngagementandLoyalty

Thank you to all those who supported the first 
Engagement & Loyalty Awards, brought to you in 

association with Retail Systems and sister title FStech. These 
awards have been created to support the growing need for 
organisations to provide better connection to their customers. 
The old ways of transaction must give way to making lasting 
relationships with clients, using technology and innovation 
to bring greater customer satisfaction and attraction. We have 
chosen the best examples to showcase how the industry can 
develop, and whilst a relatively new area, this is one that will 
undoubtedly grow as people demand more and more from the 
companies they now interact with 24/7. 

Congratulations to the winners and Highly Commended 
companies, and a definite well done to all that made the 
shortlist. A big thank you also to our judging panel for their 
help and assistance in selecting the winners, never an easy task! 
Judges as follows:

Tim Decker. The Head of e-Channels for FI at HSBC, Tim 
has been involved in both interface technology and payments 
initiatives such as SEPA. He has also worked at JPMorgan, and 
held a number of senior positions at Citigroup where he was 
responsible for the delivery of client communications systems. 

Glen Richardson. CMO at Fruugo, Glen is an authority on 
cross-border e-commerce. He is listed on esellermedia.com as 

“one of the top 20 e-commerce profession-
als you should follow on Twitter” and sits 
on the advisory panel for etailcore, Market 
Research Summit and Cartologie.

Professor Merlin Stone. Merlin is an ex-
pert on customer management, including 
strategies and tactics for customer recruit-
ment, retention, and development and has 
been a leading contributor to the develop-
ment of the customer management as-
sessment. His work focuses on improving 
customer experience, satisfaction, loyalty 
and trust, and also the customer research, 
data analysis, systems decisions and sup-
plier selection and management needed to 
support improved customer management

Graham Simister. Graham has worked 
with a variety of startup ventures of a tech-
nology driven nature, including Global 
Analytics, and serves in various non-ex-
ecutive directorships for companies in the 
UK, Europe and Africa in a wide range of 
businesses including software and consult-
ing services.
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2015 Hall of Fame

Best Engagement and 
Loyalty Scheme in the 
Retail Sector
Targeting first-time mums, 
Mothercare created My 
Mothercare, a CRM and 
loyalty programme powered 
by electronic receipts, that 
connects every customer to 
one database and supports 
mums along their whole 
motherhood journey.

Best Loyalty Scheme 
in the Hospitality and 
Leisure Sector
Whittlebury Hall Conference, 
Training Centre, Hotel & 
Spa’s winning initiative 
is the development and 
implementation of Exclusively 
Yours, its corporate rewards 
programme, which allows 
clients to choose personal 
rewards for themselves or 
donate to their nominated 
charity, whenever they book 
with it. 

Best Loyalty Scheme in Travel and Tourism
ebookers has launched BONUS+, a free rewards programme 
giving customers up to five per cent instant cash rewards to use 
on hotel bookings. 

Loyalty Scheme/Customer Engagement in Partnership 
with a Charity
Oxfam’s partnership with Nectar rewards its donors with 
Nectar points in exchange for quality donations. The launch of 
the partnership has coincided with a seven per cent growth in 
income for Oxfam and in April 2014 the two celebrated raising 
£2 million through the partnership.

Best Engagement & Loyalty Scheme in Financial 
Services
Virgin Money has worked with Teradata to develop a new 
customer engagement programme, aimed at increasing NPS, 
using email to drive engagement with content, offers and other 
customer benefits. Eight months after launch email open rates 
were up 150 per cent and driving around 20,000 content page 
views per week.

Best Customer Engagement Programme in the 
Hospitality and Leisure Sector
Dorchester Collection hotels approach guest engagement by 
applying the most innovative service science techniques along 
with nurturing the traditional art of hospitality. They define 
guest engagement as the ultimate rational loyalty complimented 
by a strong emotional bond between guests and Dorchester 
Collection hotels.

[                  ]awards review

Best Engagement and Loyalty 
Scheme in the Retail Sector

Loyalty Scheme/Customer 
Engagement in Partnership with 
a Charity

Best Loyalty Scheme in Travel and 
Tourism

Best Loyalty Scheme in the 
Hospitality and Leisure Sector

Best Engagement & Loyalty 
Scheme in Financial Services

Best Customer Engagement Programme 
in the Hospitality and Leisure Sector

Best Engagement Project in the 
Not for Profit Sector

Mothercare, Virgin Money, Yoyo, Nectar/Oxfam 
and HTEC/Morrisons were among the winners 
at the inaugural Engagement & Loyalty Awards, 
which took place in London during April

Blazing a trail
&Awards         2015

Engagement       Loyalty
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their customer engagement 
and retention strategies 
by capturing customer 
information and using this to 
drive additional sales. 

Best Marketing Campaign
The O2 £1 Lunch is a loyalty 
campaign that enables 
Priority customers to use a 
unique code to redeem a £1 
lunch at selected retailers. 
The campaign has achieved 
unprecedented redemption 
results, becoming O2’s most 
popular Priority campaign, 
helping to drive Priority 
app downloads, reactivate 
dormant customers and drive 
loyalty.

Agency of the Year
A hotbed for innovation, 
ideas and technology, the 
FLUX Innovation Lounge 
offers a rare opportunity 
to experience not only the 
latest and most innovative 
engagement technology 
solutions available, but also 
those yet to be released. 
Delivering a range of journies, 
the facility also provides 
opportunities to network 
with engagement technology 
leaders.

Personality of the Year
Ryan Davies, Head of CRM 
& Loyalty, has been pivotal in 
the turnaround of Mothercare 
and ELC. He has increased 

Best Engagement Project in the Not for Profit Sector
Action for Asperger’s is about counselling ‘lives which have 
become adversely affected by the experience of Asperger’s 
syndrome (autism)’. To encourage engagement it also runs 
various clubs that appeal to all ages. Counselling sessions are 
also offered for life.

Best Innovation in Loyalty (with client)
A second win of the night for Mothercare’s My Mothercare 
initiative.

Best Innovation in Loyalty
Yoyo is a mobile payment and loyalty app. For the consumer 
it is a fast and easy way to get rewarded. For the retailer Yoyo 
provides a marketing platform that delivers insights and tools to 
target customers with relevant rewards and offers.

Best Innovation in Engagement (with a client)
Hive Active Heating, a product from Hive by British Gas, 
launched in 2014. It aimed to revolutionise how customers 
control their heating, giving them control from their mobile, 
tablet and laptop. With 120,000+ customers, over half say they 
use Hive daily; it’s transforming heating control and customer 
engagement.

Best Innovation in Engagement
Bagzit uses a unique inaudible code to create a second screen 
solution in a user’s mobile phone. This operation does not need 
iBeacons, Bluetooth or even WiFi to produce interactions with 
fans at live gigs or via the radio or internet broadcasts.

Best use of Social Media
Revel Systems’ iPad Point of Sale solution provides built-in 
social media integration, check-in tracking, and the ability 
to offer social promotions and rewards as part of its robust 
PoS system, rather than having to manage multiple piecemeal 
accounts and software. This tight integration connects 
engagement directly to sales, CRM and inventory management.

Mobile Loyalty Scheme
Stampfeet provides technology and services in all aspects of 
mobile loyalty and CRM. It helps companies add mobile to 

Best Innovation in Loyalty (with 
client)

Best Innovation in Engagement

Best Innovation in Engagement 
(with a client)

Best Innovation in Loyalty

Best use of Social Media Mobile Loyalty Scheme Best Marketing Campaign
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its visibility of its customers 
and by using digital data to 
build connected customer 
experiences that help 
and support throughout 
pregnancy and into 
childhood, he’s helped to 
transform the brand.

Highly Commended:

Best Engagement and 
Loyalty Scheme in the 
Retail Sector
HTEC & Morrisons. 
Recognised for the 
Morrisons loyalty scheme 
Match & More, the first 
programme of its kind 
to provide a price match 

guarantee against Aldi and Lidl as well 
as Tesco, Sainsbury’s and Asda. If a 
comparable grocery shop is cheaper at 
any of these supermarkets, Match & More 
users will automatically get the difference 
back in points on their card. Shoppers 

are also able to collect extra points on hundreds of featured 
products and fuel.

Best Innovation in Loyalty (with client)
Warner’s/Budgens is a family operated business established 
in 2004 in the Cotswolds. It’s made up of five large format 
convenience stores serving in excess of 50,000 customers per 
week. In 2009, owner Guy Warner launched an online customer 
engagement scheme branded Taste Club, providing online 
promotional offers and community information.

Best Use of Social Media
Social media amongst financial advisers is growing and those 
that don’t engage are in danger of missing out on referrals 
and developing existing relationships. Consequently Panacea 
Adviser embarked on a campaign to encourage advisers to 
engage with social media, provide guidance and subsequently 
assist advisers in developing their business.

Mobile Loyalty Scheme
In addition to landing the Best Innovation in Loyalty award, 
Yoyo’s app was also Highly Commended in the Mobile Loyalty 
Scheme category.

Further information on the Engagement & Loyalty Awards at: 
www.engagementandloyalty.com 
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Agency of the Year

Personality of the Year

With thanks to our sponsors

In association with Supported bySponsored by Media partners
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Risks

Understanding and building strategies  
that mitigate risk

The Social Media Risks Forum, led by key industry speakers including 
Accenture, Bell Pottinger Digital, Cass Business School and J Arthur 
Consulting will explore all the issues, legal, technical and social, and 
effective strategies to create effective control and bring benefits to 
organisations of all types.

•  Reputation risk  •  Compliance  •  Legal issues  •  Security (leaks and invasive)

•  Social sabotage by an employee  •  Trolling and brand terrorism

Speakers include:

WANT TO FIND OUT MORE ABOUT THE ONLY SOCIAL  
MEDIA RISKS FORUM IN THE UK?

Download the brochure today:
socialmediarisks.co.uk

Register today and benefit from the early bird discount  
(valid until 28 August 2015).  

Social Media Risks Forum 2015
15 October 2015, St. Pancras Renaissance London Hotel

Keith Lewis
Zurich UK

Rafael Gomes
Accenture

Jo Sanders 
Harbottle & Lewis

Dr John Arthur
J Arthur Consult

Media partner
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James Roper: Retail and digital services have 
grown hand-in-hand over the past decade, 
but have changes in digitisation created a 
divide throughout the industry and society 
in general? 

Sarah McVittie: I believe they have, but 
certain industries have embraced digital. 
When you think about the advent of video 
on demand for example, everyone predicted 
the death of the cinema and yet cinema sales 
have actually gone up.  

Neil Berry: Blockbuster is a prime example 
of a business that did not adapt in time, and 
in the end it led to their demise. It’s not that 
people don’t want to go into physical stores 
any more, but they want to digest things in a 
di� erent way as well.  

SM: Yes, and I think that consumers don’t necessarily care 
whether an experience is online or o�  ine, what they care about 
is that each interaction is as seamless as possible. � e customer 
is in control more now than they ever have been.

Gary O’Connor: It’s about choice isn’t it? Some people prefer to 
go and browse the shops for a few hours because they have the 
time, whereas others want to be able to order quickly online. 
Retailers realised that they had to enable that choice – but it has 
made it more di�  cult to establish patterns of consumer buying 
behaviour. 

Jess Jeetly: I think retailers that bury their head in the sand, 
thinking there’s no such thing as a digital revolution are already 
behind in their thinking. � e touch and feel of a product is still 
important, but consumers are social and want to see product 
reviews and what someone has said about a brand before they 
buy, so you need to have a cohesive approach where online and 
o�  ine come together.  

SM: I think this is just the beginning – it’s still such a nascent 
market and there’s much more to come. Technologies have come 
so far in such a short period of time, and the pace of change is 
much faster now. 

Anna Bance: A lot of new ideas are being launched at the 
moment, but some will disappear and only the best ones will 
stay. Only time will tell, but it’s good to have a testing period 
like this.

JJ: I think the early adopters are countries like Singapore, Hong 
Kong and the US.  I’ve found they will adopt new technology 
faster than the British consumer – so if you want to test the 
market those are the places to go.

AB: We � nd that a lot of retail customers are still not that digital 
here, and some of our customers have never shopped online. 
� ey’re renting a dress for the � rst time with us, but as they’ve 
never even bought anything online before we’re taking them 
through the process of how to place an order.

� e impact of a digitally-led Britain on retailers and their 
technology strategies was the topic up for debate at the latest 
Retail Systems roundtable, held in association with Fujitsu
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read direct mail. Smart retailers are 
starting to come at it from a di� erent 
angle now – whereas in the past the web 
platform would have been solely focused 
on acquisition and selling to customers, 
now it’s also about curation and helping 
customers to be inspired or to interpret a 
trend. 

SM: � at’s what we do for our clients, 
and we see good increases in conversion 
when we put an out� t that is genuinely 
personalised together with clothes that 
a consumer already owns. It makes a big 
di� erence because you give the customer 
the context of how that product works for 
them in their wardrobe.

FC: I also wanted to make a point about 
o� ering help and advice through digital 
channels. B&Q are doing this really well. 
In addition to sta�  in-store o� ering help 
on DIY projects, they have invested in a 
phenomenally successful YouTube channel 
for people at home who have already 
purchased the materials. So the videos 
show how to lay � ooring for example, 
and some of the top ones have 800,000 
views. � e most popular viewing days 

Mike Sewart: Yes, it’s great if you understand how to use digital 
services, but there is a whole cross-section of society that doesn’t 
understand. We’re doing some work with the public sector on 
assisted digital – such as kiosks in Post O�  ces – as how elderly 
citizens can be enabled to use digital services can be a big issue. 
I think it’s something to bear in mind in terms of that digital 
balance. Generation Y are very digitally savvy, but you’ve got 
this polar opposite at the other end of the spectrum – and that 
represents a lot of users.

GO: Sometimes it may well be that a customer doesn’t want to 
use digital services, but the retailer is pushing it because they see 
the advantages to their business. So retailers have to understand 
how their customers want to engage.

SM: It’s got to be about putting the customer � rst.

MS: � at’s absolutely right. As people progress through life they 
o� en adopt ingrained beliefs and behaviours which are very 
di�  cult to alter, whereas the younger generation is much more 
up for change.

Finlay Clark: � at in itself has presented some problems for 
retailers. For example, I speak to a lot of traditional retailers 
who do things like direct mail and email marketing, but they’re 
unaware that their customers of tomorrow – the 12 to 18 year 
olds – are not even using email anymore, they think that email 
is for their grandparents’ generation! � ey’re communicating 
by social messaging apps and don’t sign up for email, let alone 
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are Saturdays and Sundays, when people 
are actually doing the jobs at home, and 
consumers love having a resource that they 
can play and pause. Helping them through 
the process helps conversion, and there’s 
much more digitally that retailers can do in 
that space.

JJ: I think retailers need to be creative. 
Before I worked in fashion I was an 
optician, and the company was losing 
market share to online competitors. So 
they enhanced the eye test, they took 
retinal photographs and they would then 
capture email addresses by asking ‘do you 
want this emailed to you?’ � ey could 
use that data for future messages around 
checking customers’ eye health. A lot of 
retailers are missing out on that follow-up 
opportunity.

Glenn Shoosmith: I think that some 
retailers can struggle to understand the 
standard bene� ts of data. We operate 
booking systems for retailers and they 
naturally think about the experience a 
customer has when making a booking 
for one of their services, but they don’t 
necessarily consider the value of the 
data they can get from that – email, 
personal information, preferences – it’s a 
huge mine of information that can drive 
loyalty. Booking an appointment for 

in-store services is also a footfall driver, with a massive up-sell 
opportunity from bringing someone into the store, rather than 
just having them purchase something online.

AB: A lot of luxury brands still don’t collect emails or any data 
from people that make purchases in-store, because they worry 
that people might not like to give up their privacy and it may 
therefore create a bad customer experience.

SM: I think there is a real concern around personal data. Our 
‘fashion � ngerprint’ collects a lot of personal sizing information, 
so we have to be very careful and mindful how we use that. 
And we are really clear with customers that the data will not be 
shared, even with our retailers.

JR: So much is possible with digital now, but has it been worth 
it in terms of generating new sales for retailers? Is technology 
adding too much cost and complication?

SM: I think retailers have to be prepared to invest, as well as take 
the time to understand the customer journey, make technology 
work for customers and measure the impact. Trying to put 
Beacons and Wi-Fi in store is a huge investment for retailers, 
and it can’t be underestimated how much work it takes to 
change an EPoS system, for example. 

JJ: Also, it’s no good rushing to be � rst to market when there’s 
no strategy prepared, just because you’re thinking ‘we need to 
get this technology in place before anyone else gets there’.

NB: It’s also about getting the foundations right – the Wi-
Fi connection needs to be strong and consistent to roll-out 
Beacons successfully. So the opportunity is there, the technology 

to do it is there, but it’s about investing in 
the infrastructure too. 

David Nicholls: � e other challenge with 
Beacons is that it requires consumers to 
interact with them – generally through an 
app on their phone – and people might not 
want to download yet another app on their 
mobile.  

AB: Yes, our phones are getting very 
crowded now. And sometimes it goes back 
to the most basic of things – when there are 
a lot of apps sending and receiving on your 
phone, on top of making any calls or writing 
messages, the battery life is limited. Until 
that gets stronger you won’t necessarily want 
lots of information and emails coming in 
from stores during a shopping trip.  
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SM: I think it’s no lack of desire or want 
from the retailers to create a single 
customer view and an omnichannel piece, 
but the reality is it’s really hard to do and 
it’s very costly. So perhaps some of those 
‘luddite retailers’ who’ve been so late 
to online are actually going to bene� t, 
because they’re going to leapfrog all the 
horri� c legacy systems that everyone else 
put in place 10 years ago.

DN: Yes, incumbent retailers with legacy 
systems are constrained in what they can 
do, whereas new entrants can be really 
agile in their delivery. 

FC: Re-platforming sometimes creates 
unforeseen issues though. I spoke to a 
retailer who had just re-platformed but 
their conversion rate for online sales then 
dipped, and they couldn’t work out why. 
� ey examined a number of possible 
things, but only found the problem when a 
customer emailed in to say that goods were 
dropping out of his basket a� er 50 minutes 
browsing on the website.

JR: Do you think that retailers are taking 
a more holistic view when they make 
technological changes now?

GO: Retailers may see Beacon units as relatively cheap to scatter 
around in-store, but the starting point should be the consumer. 
Customers will be asking ‘what’s the utility; if I am going to get 
this app on my phone will I subsequently get any bene� t out 
of it?’ 

FC: What I’ve also found interesting about in-store information 
is that Argos recently said it will be bringing catalogues back 
into its new digital-look stores because people have been asking 
for them. Shop Direct have also con� rmed that they are going to 
retain a smaller version of their print catalogue.

JR: Another aspect of this whole digital debate is re-platforming. 
Given all the new digital and mobile developments, a lot of 
retailers have got to the point where they need to re-platform.

SM: Yes, it seems that most retailers have either just re-
platformed or are in the process of doing so.

DN: I’ve seen real issues around this, certainly with some of 
the larger retailers. For example, the big grocers started out in 
grocery, then moved to dot com, then pharmacy, etc. � ose 
di� erent parts of the business grew up as silos, with very 
disparate systems that aren’t connected, and they have got their 
own customer relationship management, price � le and stock 
systems. But to replace these systems is o� en many years’ work 
and requires a lot of investment. So those retailers have a real 
challenge at the moment, linking the siloed systems together in 
order to provide a single, seamless customer experience across 
all their channels.
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DN: Interestingly, IT budgets have de� nitely 
started to shi�  away from IT departments – 
the last � gure I saw was that 25 per cent of 
the IT budget had moved into the business 
and was being owned by the CMO, CXO 
or operations o�  cers. Boards are also 
becoming more IT literate now. 

MS: Tactical implementations take time, and 
are o� en driven by the business as opposed 
to the CIO’s agenda. In large organisations 
shadow IT can easily start getting out of 
control, and there ends up being a lot of 
manual processes to stitch the data together 
in the background…

GO: …and buying bolt-on solutions 
e� ectively creates more debt to deal with on 
the system. But other things can constrain 
the pace of change as well – businesses o� en 
have to hunker down and concentrate on 
getting through a massively busy period like 
Christmas or a summer sale before they can 
start making major changes.

SM: A lot of retailers have large roadmaps 
and things that they would love to do 
tomorrow, but they can’t until next year or 
the year a� er because big projects can take 
that long.

JR: Can introducing new channels of 
communication increase customer loyalty, 
or does it cause more problems for the 
business?

DN: I don’t think there is loyalty among 
customers any more. I overheard someone 
recently say that he was going to change 
his bank a� er decades of being with them, 
and when his partner said ‘you’ve got no 
loyalty’, he responded ‘well, loyalty costs’. 
Customers realise that banks, retailers and 
other companies are o� en rewarding new 
customers, not existing ones.

SM: I still think you can create loyalty. Most 
of the retailers we work with understand 
the fact that their customers will multi-
brand shop and multi-channel shop; they 
appreciate their customer will not buy every 
single piece of clothing from them. But if a 

retailer creates a great experience that increases customer dwell 
time – either online or in-store – then customers will spend 
more. 

JJ: From our point of view, we help inspire loyalty because we 
give our customers a voice in clothing design, then name that 
product a� er them. We also invite customers to interact with 
us and will reward them in social currency – so £1 in credit 
for every vote, up to a value of £20 to spend with us within six 
months. Listening to what customers want to buy and rewarding 
participation means they come back to shop with us, and also 
become brand advocates by spreading word-of-mouth.

JR: � ank you to everyone for the discussion today, 
unfortunately we’ve come to the end of the roundtable now. 
It’s clear there is so much in play at the moment around � t-for-
purpose technology. For retailers it’s about staying on top of the 
game in a digital world, and being smart about how they use 
all of the information available to them is obviously one way to 
achieve that.
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People on the move
Michael Grange is taking on the role 
of MD at in-store retail technology 
specialist REPL Digital. He joins 
from Tesco, where he was head of 
technology, group retail development. 
REPL Group CEO Mike Callender 
comments: “As a technologist, a 
director and a leader, Michael can 
point to an impressive track record 
of delivering digital products and 
solutions for one of the world’s largest 
grocery retailers.”

Purple WiFi has appointed Lars 
Elbaek Kristensen as regional 
manager, Northern Europe. He 
has two decades of experience in 
setting up new business, strategies 
and driving sales for networking 
and security solutions, including 
establishing Kaspersky in the 
Nordics. Purple WiFi, which offers 
cloud-based social WiFi software, is 
expanding globally following a $5 
million investment earlier this year.

Michael Grange Lars Elbaek 
Kristensen

Tim Barton

Adrien 
Nussenbaum

Abeed 
Janmohamed

PrePay Solutions’ Emily Baum has 
been elected to the board of the 
Prepaid International Forum (PIF). 
Folowing her time at Raphaels 
Bank, where she led the business 
development strategy, Baum joined 
PrePay Solutions to grow the 
company’s open loop products. She 
comments: “PIF’s board features some 
of the industry’s best talent, as well 
as a diverse range of experience and 
expertise.”

Tim Barton (ex-River Island) has 
joined retail technology provider iVend 
as director of strategic accounts and 
Nigel Harris, previously of Dr Martens, 
has been appointed as director of 
channel development. “Tim and 
Nigel come to iVend with a wealth of 
retail understanding, underpinned by 
their extensive, hands-on technology 
experience,” says Richard Kolodynski, 
senior vice president European 
operations at iVend Retail.

Emily Baum

Peter Winslow

Eleeta Tong

MetaPack, a provider of e-commerce 
technology for delivery services, has 
expanded into Asia with the opening 
of operations in Hong Kong to go 
alongside offices in the UK, France, 
Germany, Poland and the USA. The 
department will be headed up by 
Peter Winslow, who recently joined 
MetaPack as VP of greater China. 
Winslow had previously been MD at 
InXpress, an authorised DHL Express 
reseller targeting SMEs in Hong Kong.

Online marketplace provider Mirakl 
has opened a US office, appointing 
co-founder Adrien Nussenbaum as 
US CEO. As the company seeks to 
gain a strong foothold Stateside, it has 
also expanded its executive team at 
its new US headquarters in Boston, 
announcing Kamal Kirpalani (whose 
CV includes such names as Workday, 
TouchCommerce and Bazaarvoice) as 
vice president and general manager of 
North America.

Retail promotions technology 
company Luckycycle has appointed 
David Sibley, former business 
development manager at e-commerce 
optimisation outfit, ChannelAdvisor, 
as UK business development director. 
Meanwhile, Eleeta Tong, previously 
business development manager at 
mobile payments venture Powa 
Technologies, joins as senior business 
development manager to oversee all 
large retail clients’ campaigns.

Eagle Eye, a UK-based specialist in 
digital coupons and vouchers, has 
brought onboard Abeed Janmohamed, 
former digital commercial director 
at the Trinity Mirror group, as chief 
revenue officer. Phillip Blundell, CEO 
at Eagle Eye, says: “Abeed brings a 
fresh perspective and years of building 
high performance sales teams and, 
with expansion of our business into 
the FMCG sector, we will be relying 
on his guidance.”
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Ecommerce trends
Gone are the silo methods of retailing. 
Everything now has to be integrated, 
seamless and cohesive. The internet and 
the development of mobile devices has 
revolutionised the retail sector, which 
means that consumers research before 
they buy and shop at their convenience, 
anytime, anywhere.

Retailers have to respond. Product 
availability, information access, 
promotional relevancy, ease of 
checkout and convenience are now key 
components of a differentiated retail 
strategy. Knowing your customer, their 
shopping habits, their buying patterns, 
their budget, their product preferences, 
are paramount to retaining them as a 
loyal customer to your brand.

Retailers need to offer a greater product 
portfolio through every sales channel; 
they have to focus on customer 
retention via a good CRM system 
and they have to offer great customer 
service levels from initial purchase 
through to delivery and management of 
returns.

Both the traditional retailer and the 
new breed of e-tailers face similar 
demands and issues in adopting multi-
channel or omni-channel strategies.

Multi-channel strategy is where a 
retailer adopts two or more sales 
channels to engage with consumers, but 
where they are not focused on driving 
a consistent message across each sales 
channel. 

Omni-channel strategy is where a retailer 
delivers a consistent brand experience 
across all sales channels to make the 
consumer engagement and shopping 
journey with the retailer completely 
seamless irrespective of the sales channel 
and/or device they use. 

How do these strategies help to 
grow your business?
Multi-channel gives you greater 
penetration to more consumers and it 
allows you the ability to offer a greater 
product portfolio. The omni-channel 
approach demands a seamless integration 
of systems at both the front end and 
behind the scenes. The hallmark of a 
successful omni-channel retail strategy 
should be that customers are afforded 
a consistent shopping experience, no 
matter what the touch point.

Here are a few questions to help decide if 
omni-channel is right for your business:
• Can we leverage our current technology 
platform to enable a seamless experience 
for our customers?
• Can we adopt a clear brand message 
across all sales channels?
• Do we want to and can we change the 
dynamics of our business to adopt a 
more encompassing customer service 
approach?
• Can we remain agile by adopting these 
new strategies or do they restrict us?

Omni-channel strategy
In practical terms, this means customers 
must be able to engage with the retailer 
through a variety of channels during a 
single purchase cycle. 

An enhanced omni-channel retail 
strategy also demands integration 
behind the scenes too. A single view of 
the customer journey across all channels 
supports informed decision making 
for merchandising, stock management, 
pricing and marketing campaigns. The 
use of CRM systems to capture and 
store vital customer data, in a single 
location, is essential to omni-channel 
decision making. Omni-channel 
integration then allows businesses 
to optimise how the order is fulfilled 
or delivered, all based on a variety of 
strategic planning and daily operational 
variables.

Omni-channel can grow your 
business
• You increase your customer retention 
and brand loyalty.
• It can boost sales with upsells and 
repeat purchases.
• It improves the profitability of your 
products as you do not always have to 
sell on price alone.
• It allows you to profile your customers 
so your promotional activity can 
become more targeted and personal to 
your customers.
• It allows you to provide improved 
customer service levels for your 
consumers.

Sanderson Multi-Channel Solutions Ltd  
Contact: Lee Ashworth
Telephone: 0333 123 1400
Email: lee.ashworth@sanderson.com
www.sanderson.com/elucid

This opinion piece forms part of the Sage Pay 
Payments Landscape Report 2015.

Sanderson is a leading multi-channel retail software provider with over 250 customers using 
its solutions for ecommerce, mcommerce, retail, marketplace and mail order, with integrated 
back office operations, offering complete customer and business visibility. The company 
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RS: How did you get into the technology sector?
Neil Garner: Technology has always been in 
my blood as I started writing applications 
from age of nine on the original XZ81 
and decided I wanted to do electronic 
engineering. I ended up doing a PhD in 
software for mobile telephony speech 
recognition which set me off on a career 
in mobile.

RS: Who has been the biggest influence on your 
career?
NG: I worked for seven years in a company 
called Consult Hyperion where I had the 
opportunity to lead teams building some 
groundbreaking m-commerce services. 
One of the founders, Stuart Fiske, is a 
genius who was part CFO, part salesman, 
part coder/engineer. I had a lot to live up 
to be able take on many of the fantastic 
things he did as I become a Board member 
of the company. To this day, I have met 
very few people with the enormous mental 
capacity for innovation that he has.

RS: Who in the sector inspires you and why?
NG: Anyone that has successfully grown, 
and exited, a UK technology business. 
In particular, people like Russell Buckley 
(AdMob) or Mike Lynch (Autonomy) 
as it’s much harder to build a big global 
technology business outside of the USA.

RS: Which IT professional do you most admire?
NG: This is a cheesy answer: but all my 

colleagues and many of the excellent 
people we deal with in our partners and 
customers.

RS: Is there anything that you dislike or that 
frustrates you about the sector?
NG: There is too much dominance of the 
big US digital businesses and a lack of risk 
capital for high growth businesses beyond 
the incubation and angel funding stage.

RS: What technology can’t you live without?
NG: My iPad; there is nothing easier to use 
anywhere to keep ahead of what’s going on 
in the world.

RS: How do you relax?
NG: I live in rural Norfolk in an old 
farmhouse with some land, so I’ve had 
lots of building renovation work to do and 
ponies, pigs and chickens to look after. I 
also have an amazing family that keep me 
grounded! Nothing like getting away from 
technology when the business is focussing 
on creating new technology.

RS: What was your last retail experience both 
online and on the High Street and were they 
positive experiences?
NG: I have to say that Amazon have done 
amazing things to make online shopping 
easier. I use Amazon WindowShop on 
my iPad and will be sad to see it phased 
out. I love supporting small High Street 
businesses and the excellent personal 
service provided by many hard working 
people in the independent stores in my 
local town and city.

Garner recently announced that he was 
stepping down from the position of CEO 
at Proxama to focus on innovation and 
product development for the business. 
He founded the mobile proximity 
commerce and payment solutions 
specialist (originally Glue4 technologies) 
in Norwich 10 years ago this August, and 
will remain as CEO until his replacement 
has been found. 

Dr Neil Garner, founder, Proxama
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“Amazon have done amazing things to make online shopping easier.”
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The brief I was given for this 
article began with a bold 

statement from our editor: ‘Retailers are 
winning the fight against card-not-present 
(CNP) fraud’. Now, far be it for me to 
question his wisdom, but CNP fraud, 
including fraudulent purchases made 
online, and via telephone and mail order, 
was worth £331.5 million in the UK in 
2014, up 10 per cent from the previous 
year, according to Financial Fraud Action 
(FFA UK). The volume of fraud cases 
reported increased by seven per cent 
to 1,019,146. This is a painful kind of 
‘winning’, isn’t it? And yet, of course, our 
wise editor is absolutely right, as Martin 
Warwick, EMEA fraud chief at analytics 
specialist FICO agrees: “I absolutely think 
they are winning, in combination with the 
banks and government.” 

A look at FFA figures going back over 
the past decade shows that CNP fraud 
grew from £150.8 million in 2005 to £328.4 
million in 2008, then fell back until 2011, 
when it was worth £220.9 million. Since 
then it has risen again each year, but the 10 
per cent increase between 2013 and 2014 
was less than half the rate of growth seen a 
year earlier. Growth of online CNP fraud 
within the overall total has also slowed: 
there was a 35 per cent jump between 2012 
and 2013 to £190.1 million; but this had 
slowed to 14 per cent by 2014, when the 
total was £217.4 million.

More importantly, these figures must be 
considered in the context of an increase 
in e-commerce over the same period: UK 
shoppers spent about £38 billion online 
in 2008 and are predicted to spend about 

£15 billion more than that – £52.25 billion – in 2015 (figures 
from the Centre for Retail Research). And at the same time, of 
course, there has been a dramatic fall in face-to-face card fraud, 
following the introduction of chip and PIN: from £218.8 million 
in 2004 to £49.2 million today – a 78 per cent reduction. 

So there are more opportunities for CNP fraud and many 
fraudsters must have transferred their activities from the High 
Street to the internet – yet the level of CNP fraud is only £3.1 
million greater today than seven years ago. It is possible to 
identify positive steps taken by card issuers, banks, retailers 
and government that have contributed to the battle against 
fraud. More widespread use of 3D Secure card security systems 
– MasterCard SecureCode, Verified by Visa and others – has 
added an extra layer of protection. More retailers have invested 
in other anti-fraud measures such as Address Verification. 
Banks are using fraud detection systems that flag up unusual 
purchases or spending patterns. And government campaigns 
such as Cyber Streetwise, along with increased publicity about 
online and other card scams, have also, hopefully, played a part.

But the measures retailers should take to protect themselves 
or their customers from fraud liabilities are not set in regulatory 
stone. They have choices to make in balancing security with 
convenience. Amazon, with ‘one click’ online payment, is 
increasing the risk that it might suffer fraud by not asking 
shoppers to authenticate themselves for every purchase, because 
it makes buying from them quicker and easier. That increased 
convenience does make a big difference in the online world, but 
it may also make life easier for fraudsters. 

Mobile technologies will play an important role in the 
ongoing battle against CNP fraud. Mark Cobbett, manager 
of fraud control at Financial Fraud Action UK, doesn’t think 
an explosion in mobile use and in the variety of smartphones 
and other devices being used to complete purchases need be 
cause for alarm. “Just because there are more form factors 
doesn’t automatically mean shopping is more risky,” he says. 
Retailers and card issuers simply need to implement effective 
authentication processes that reduce the possibility of fraud 
without inconveniencing the customer. And smartphones 
may have properties that could enhance security, points out 

Retailers are starting to get to grips with CNP 
fraud, although it remains a fight with no end in 
sight. David Adams reports

The weakest link
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Bob Reany, senior vice-president of 
authentication strategy at MasterCard. 
Geolocation could help to verify the 
physical presence of the customer. Mobile 
is also a good vehicle for tokenisation, 
which allows payment without the 
retailer needing to handle customer card 
details. There will be more developments 
in this area over the next few years as 
tokenisation and mobile technologies 
converge – as they already are in the 
Apple Pay system. 

However, more use of mobile devices 
also puts more onus on the consumer 
to secure their device. Figures released 
by the government from its National 
Cyber Security Consumer Tracker study 
in early 2014 showed that 44 per cent of 
consumers said they would always install 
internet security software on new devices 
and less than a third routinely used 
complex passwords to protect online accounts. The situation 
may have improved since then, but probably not by a lot. “These 
are just all the silly things people do because it’s convenient,” 
says Warwick. “The criminals know who the weakest link is: it’s 
not the bank, it’s not the retailer: it’s the customer.”

But although this sort of lax approach to security might get 
consumers in trouble, retailers should still benefit from more 
advances in authentication methods as they try to reduce CNP 
fraud. Reany says MasterCard is focusing on authentication, 
with the use of new technologies including facial, fingerprint 
and voice recognition biometrics, new analytical fraud tools; 
partnerships with device manufacturers including Apple, 
Samsung and Google to improve the user experience and make 
devices safer; and increased use of tokenisation.

Tokenisation is not completely secure: there are loopholes 
where card or bank data could be exposed by ingenious 
criminals. There will be a need for further technical advances, 
says Peter Bayley, who leads the fraud management team at Visa 
Europe. He expects enhancements to 3D Secure in the coming 
years, as it moves from a browser into the app environment for 
mobile commerce. 

But above all, says Bayley, the fight against fraud will be 
based on effective use of data. He predicts more use of device 
profiling: enabling the card issuer, bank or retailer the ability to 
check that a customer’s own device is being used to complete 
and CNP transaction. “Our issuers are deploying risk-based 
authentication: a strategy which says ‘let’s validate what device is 
being used, is usage in line with what we would expect from our 
customers, is it the same IP address?” he says. “If the answers 
are yes, let’s not bother to ask the question – you know he’s your 
customer. I expect to see significant growth in that space.”

Ultimately, if fraud is suppressed in one 
place, it pops up in another. “It moves to 
the weakest link, or to areas where they 
perhaps haven’t adapted technology as 
quickly as they have elsewhere,” says FFA 
UK’s Cobbett. 

That makes it essential that retailers 
find the right balance of security and 
convenience for CNP transactions. “There 
is a strong push from regulators across 
Europe to lift the bar on authentication,” 
says Cobbett. “They’re trying to take 
the competitive nature out of it. At the 
moment there’s a raft of payment systems 
competing for shoppers’ time. Regulators 
are trying to say ‘You can’t go below this 
line’.” If fraud started to increase rapidly 
again they may try to take a firmer line.

Retailers, financial services companies 
and consumers have all benefitted 
hugely from the growth of online and 
multi-channel commerce, as has the UK 
economy. But even if the battle against 
CNP fraud is now going their way, the 
fight will need to continue indefinitely, 
anticipating new fronts the fraudsters 
might open and consolidating and building 
upon that success.

vw
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When it comes to 
reducing loss in-store, 

retailers have long struggled with the same 
issues – from shoplifting to internal staff 
theft and retail crime, loss prevention 
remains a huge challenge. In the British 
Retail Consortium’s (BRC) annual Retail 
Crime Survey, published at the start of 
this year, it was revealed that there were 
an estimated three million offences against 
UK retailers in 2013 to 2014, adding £603 
million to their costs. One of the biggest 
trends from the survey showed a rising 
tide of organised theft in-store. Despite the 
volume of shop thefts decreasing by four 
per cent the survey showed their average 
value had actually risen – up from £177 to 
£241 and the highest in a decade. 

Robert Jennings, fraud and loss 
prevention director at Dixons Carphone 
and former head of loss prevention at 
Boots, says the problem has evolved with 
shoplifting once being used to perhaps 
fund a drugs habit or make quick money, 
now maturing into something much bigger 
that earns greater profit. He says both 
general shoplifting and in-store collusion is 
one of the biggest problems for the industry 
as a whole. “The organisation of the 
shoplifter and shop theft in general is more 
sophisticated than the industry necessarily 
acknowledges. Now people are selling 
products on in an illicit supply chain that 
can be the start of a grey market.”

And the growth of internet auction 
sites isn’t helping. “They are a significant 
threat because they are new marketplaces 
that have sprung up and people buying 

from them don’t necessarily care where it came from,” says 
Jennings. Such traditional problems are also combined with 
rises in fraud and e-crime – the former being the challenge that 
retailers believe will be the single most significant threat to their 
business over the next two years according to the BRC survey. 
Monica Eaton-Cardone, CIO and co-founder of Global Risk 
Technologies, observes: “With an annual growth rate of up to 41 
per cent in recent years, so-called friendly fraud is costing over 
€10 billion in industry losses, compared to around €2 billion lost 
through ID fraud, according to Visa,” she comments. “It is the 
hidden problem in retail because merchants don’t often realise 
the extent of the losses it causes. It is not typically carried out by 
criminal gangs, but by ordinary consumers.”

Technology issues
Technology and systems are therefore more important than 
ever. But many in the industry feel that technology has yet 
to move on enough to adequately deal with the problem. For 

Loss prevention remains rife across retailers’ businesses, 
finds Liz Morrell, and many feel that technology isn’t 

evolving fast enough to aid their fight against 
the fraudsters

A losing game
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Jennings, many of the problems (and their technology solutions) 
remain the same. “It’s a massive frustration that loss prevention 
technology hasn’t changed at all. Do I think there is one bit 
of technology that should be on everyone’s shopping list? Not 
really. There are bits and bobs such as video CCTV but they are 
not breakthrough technologies.”

It’s a view that Mark Stevenson, loss prevention manager at 
Blakemore Retail (Spar), shares: “Crime and crime trends are 
developing far faster than our preventative measures. [As an 
industry] we tend to rely on new adaptations of old ways rather 
than developing new innovative methods to detect and prevent 
retail crime.” And frustratingly perhaps it’s the same problem 
online too. “I’m not really sure that technology for the online 
element of combatting fraud has moved on that much,” says 
Andrew McClelland, managing director at Mirador Digital. 
“There is certainly a wider adoption of the available technologies 
and products such as Jumio are enabling businesses to utilise 
other forms of identification to carry out better (faster) KYC. 
However, most of the technology in this space has been around 
a while, it is just that business is getting better at using it.” 

Some believe retailers are getting better by protecting product 
through the full cycle of the journey. “Major retailers are 
now looking to RFID to improve visibility from the point of 
manufacture through the supply chain and crucially in-store 
from the backroom to the shopfloor all the way to the exit door,” 
says Russell Holland, vice president of sales for UK and EMEA 
at Checkpoint Systems.

Protecting products at source can have huge benefits, 
according to Holland. “It frees up store employee time to allow 
a greater focus on customer service, while allowing shoppers 
to handle and experience the product.” He claims this is most 
evident in fashion retailing and that there are additional benefits 
rather than just reduced losses. “These retailers are seeing a 
clear reduction in out-of-stocks while increasing the on-shelf 
availability of items to in turn also enhance the customer 
experience.” Getting the balance right is crucial for a high value 
item retailer like Dixons Carphone. Jennings admits it’s an 
educated risk between protecting both product and staff and 
enabling greater accessibility to product. “It’s about looking at 
whether a product was a bit more available then would we get 
more sales?” 

Eaton-Cardone believes retailers must balance security with 
customer experience whether online or in-store. “Security is 
a hygiene factor in online purchasing behaviour. Customers 
simply expect it. So be secure, but don’t let that security get in 
the way of a smooth and speedy customer experience. Find a 
solution or security partner that integrates easily and is most 
appropriate for your specific business and customer base.”

McClelland argues that things are evolving. “There is still the 
delicate balance between being totally secure and being able to 
service customers. Being able to compare several data points, 
such as device ID, purchase history and velocity checking all 

help, but they aren’t new. What is new is 
how this data is being used, joined up and 
analysed.” And it’s this latter point that 
retailers say they would like to see more 
of. “Our main innovations are around data 
mining and accounting tools. This will 
allow us to correctly identify loss areas,” 
says Stevenson. So what more can be done? 
Jennings calls for more collaboration 
between vendors. “I’m desperate to find 
a supplier that wants to be a bit more 
creative. I would like to see more work on 
this convergence piece because there is no 
sort of plug and play in this space at the 
moment. I would like to see the technology 
become a more common platform and see 
CCTV and burglar alarms be much more 
proactive rather than reactive as well as 
more solutions that make more of data.”

Stevenson agrees. “I believe that if 
manufacturers with R+D departments 
worked closer with retailers and other 
businesses alike before developing new 
products then these products would 
be better suited for purpose.” So will 
the vendors listen? And will we see a 
more joined up approach and a better 
understanding of what retailers need 
in the loss prevention side in the future 
or is there an even simpler approach? 
Without talking himself out of a job, 
Jennings points out that if staff took true 
ownership of loss prevention then loss 
prevention departments per se wouldn’t 
even be needed. “It’s very much about a 
hearts and minds game these days as it is 
about technology. If technology can make 
it easier to run a shop then we wouldn’t 
need loss prevention teams if we had the 
technology to make it easier to comply in 
the first place. It’s about the quality of retail 
leadership and the tolerance of a manager,” 
he says. And it’s also about making it more 
central to a retailer’s operations. “It’s long 
been said that a good store manager and 
low store loss results go tougher. If a store 
has a good shrinkage record that’s as good 
an operational measure as anything else as 
it shows engaged staff.” 

vw
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An increasing move to 
omnichannel is opening up 

new opportunities for fraudsters. It requires 
a joined up strategy covering online and 
offline, but this is something that many 
retailers lack. Worryingly, most still treat 
store and online loss prevention separately, 
and only a small percentage have an 
omnichannel team to tackle this area. 
Omnichannel is not often seen in job titles 
or descriptions, despite the responsibility 
being passed onto many IT departments 
and directors. 

According to experts, the omnichannel 
market is seeing the risk of fraud surge. 
It creates multiple opportunities because 
when one weakness is secured, criminals 
are able to quickly find and exploit 
another. Jackie Barwell, director of 
product management at ACI Worldwide 
explains: “There is an evolution of cross 
channel fraud evasion: as one vulnerability 
is plugged, the fraudster will look for 
another weakness or vulnerability. Within 
omnichannel this could be, for example, 
a call centre, where chip and PIN can’t be 
used.”

A lack of coordination across channels 
is enabling criminals to defraud retailers 
multiple times, says Jeremy Wilson, chief 
commercial officer at Practicology. He 
warns that e-receipts is an area which often 
isn’t joined up. “If these aren’t captured by 
a retailer, they don’t have the audit trail. 
People can be shoplifting an item, returning 
it and getting a refund multiple times.” He 
cites the example of fraud involving a dark 
grey Armani suit. “The transaction went 
through OK, but the suit was returned with 
the customer saying it was the wrong size,” 
Wilson explains. The retailer exchanged 

the suit for a different size, but it was returned again. It was then 
discovered that the customer had replaced the Armani suit with 
a near-identical one by George at Asda after cutting out the 
labels. “This is the level of innovation we are dealing with,” says 
Wilson. “The retailers are getting very good, but where they fall 
down is coordination of data. This leaves them open to fraud.”

Criminal minds
An effective strategy involves “trying to think like a thief ”, says 
Wilson. However, he points out: it depends on what you are 
selling, how valuable it is, and how easy it is to sell on. “If you 
are shipping out iPads, you are going to be careful; less so for a 
book or CD.”

Managing fraud across all channels involves tracking sales 
and returns to look for abnormalities, as well as integrating and 
analysing data. But this is complex. Retailers must consider 
newer online vectors, but at the same time remember that many 

Many retailers lack a joined up strategy to tackle 
fraud across channels, observes Kate O’Flaherty

Eyes wide open
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criminals still employ very basic tactics, such as shoplifting 
items and returning them for cash. It is therefore integral to 
monitor all channel information and pick out activity that does 
not appear normal, Wilson explains. Thinking like a fraudster 
will help retailers understand where the threat is coming from, 
agrees Hitesh Patel, forensic partner at KPMG. But in order 
to achieve this, he says, data must be joined up. Patel explains: 
“With online, there are more third parties involved (such as 
payment and shipment providers) so you have to join up all  
that data.” This involves taking different data sets, such as 

internal transactional and shipping data, and 
applying analytics across it, Patel explains. It 
applies both physically and online, he says. “In-
store, if someone is stealing and getting refunds 
on products, this trend would be spotted by an 
individual. Similarly, analytics across people 
ordering online allows you to pick up on those 
ordering goods and claiming the money back.”

“It’s applying common sense,” Wilson adds. “If 
you are selling apparel and someone orders the 
same thing in five different sizes, you know there’s 
a problem.”

Checking abnormal behaviour (or ‘velocity 
checking’) can identify whether a card has been 
used online within the last hour, or 24 hours, so 
the transaction can be blocked. An effective fraud 
strategy relies on security and data transfer being 
“water tight”, Wilson says. “If someone buys in one 
channel and returns in another, you need to make 
sure that it is tied up. Don’t think omnichannel 
ends in shipping, or security.”

It is not always possible, but the optimum way to 
tackle fraud is to prevent it happening in the first 
place. Trying to tackle online criminals head-on 
is “costly and difficult”, Patel warns. He says: “The 

best thing you can do is prevention and protection, rather than 
investigations.”

This involves intelligent lead detection, sharing any threats 
with other retailers and the wider market. “Be connected 
with your peer groups and in the value chain,” Patel says. “All 
retailers have a common purpose: people are looking not to be 
defrauded.” At the same time, Wilson stresses, it is important 
to get the balance right so that sales are not impacted by tough 
fraud measures. “You can make fraud impossible, but you won’t 
sell any products. Therefore, you have to accept that there’s going 
to be a certain amount and make it efficient transactionally. 
You need to make sure you aren’t blocking valid transactions.” 
Wilson cites the example of the iPad launch as a time when it 
was difficult to tell fraudsters from genuine customers. “Anyone 
who was selling electronics had to have a hard look when the 
iPad came out: they are desirable, expensive and people were 
ordering multiple devices anyway for legitimate purposes. So 

they had manual processes: they would call 
up and speak to customers, and they could 
use this information to make a judgement.”

But strategy is not the only area that is 
lacking: fraud managers are struggling to 
persuade their boards to buy into antifraud 
measures. According to an ACI Worldwide 
and Forrester Research global report, 60 
per cent of retailers have a cross-channel 
anti-fraud strategy, but 46 per cent do not 
have technology solutions in place. This 
is because buy-in is currently lacking, 
Barwell says. She explains: “Resourcing 
and IT support are challenges because 
of getting the budget to invest. Fraud 
managers need to communicate how 
they can be a business enabler. If you 
demonstrate that with the right tools, you 
can open up sales channels that would 
otherwise be risky, you gain the ability 
to grow. Some fraud managers fail to 
communicate so they get no investment, 
until they have a major loss.”

The technology is already available 
and some retailers are outsourcing fraud 
prevention. Barwell says ACI Worldwide 
offers a business intelligence tool for retail 
customers as part of its antifraud offering.  

In the future, ‘tokenised’ methods of 
payment such as those offered by Apple 
and Amazon could lead to biometric forms 
of identification to reduce fraud, Wilson 
suggests. “There is Apple’s fingerprint 
scanner on the iPhone and iris data from 
the eye could be captured by the camera. 
These are potential anti fraud mechanisms.”

Retailers are starting to realise the 
importance of a joined up strategy, but 
there is still a long way to go before 
the mechanisms are in place to deter 
fraudsters. Protecting against fraud 
involves constant vigilance in all channels 
to stay one step ahead of criminals, and this 
strategy must continue to evolve. 

Barwell says: “The market is going in the 
right direction. But maybe some merchants 
are going to have to suffer a major incident 
before people open their eyes.”

vw
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17 September
Multi-Channel Retail Conference
London
www.retail-systems.com/multi-
channel/

24 September
E-Commerce Worldwide Summit
London
www.ecommerceworldwide.com

30 September-01 October
eCommerce Expo
London
www.ecommerceexpo.co.uk

30 September
BRC Crime and Loss Prevention
London
www.retailcrimeconference.com

07-08 October
IP Expo Europe 2015
London
www.ipexpoeurope.com

15 October
2015 Retail Systems Awards
London
www.retail-systems.com/awards

04 November 
Payments Awards
London
www.payments-awards.com

18-19 November 
Apps World
London
www.apps-world.net/europe

17-20 January 2016
NRF Annual Convention & Expo
New York
http://bigshow15.nrf.com

09-10 March  2016
RBTE 2016
London
www.retailbusinesstechnologyexpo.
com

19 May  2016
Engagement & Loyalty Awards 2016
London
www.engagementandloyalty.com
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2015 FStech/Retail Systems 
Payments Conference
Thursday, 22 October, London
www.fstech.co.uk/payments

Technology innovation and the 
mobile and online explosions are 
combining to radically change 
customer behaviour and, as a 
result, payments has become 
increasingly tricky terrain to 
navigate for retailers and banks 
alike. Enabling constantly 
connected customers to research 
products and purchase them 
anywhere and at any time is a 
challenge many retailers now face. 
FIs, meanwhile, know that there is 
a wide trend of consumerisation 
in the industry and retail banking 
is no exception.

Featuring speakers/panellists 
from the new Payment Systems 
Regulator, Barclays, Nationwide 
Building Society, Fruugo and the 
Rugby Football Union (RFU), 
this conference will see senior 
figures from across the retail and 
FS worlds come together to debate 
the key issues, innovations and 
challenges confronting them in 
2015 and beyond.

For sponsorship enquiries:
Sonia Patel
Sales Manager
020 7562 2430
sonia.patel@fstech.co.uk

We’re on the look out for further 
retailer speakers. Interested in 
participating? Contact:
Scott Thompson, Editor
020 7562 2413
scott.thompson@fstech.co.uk

[                                                      
                                                             ]

Retail Systems rounds up the must-attend retail technology-
related shows taking place in the next 12 months

FOCUS

Got an event to publicise? Send the details to: 
scott.thompson@retail-systems.com

Retail Systems will be holding a series 
of multi sponsored and sole sponsored 
roundtables throughout 2015. 

Find out more and register to attend at: 
www.retail-systems.com/events

For sponsored opportunities, please 
contact Lisa Gayle on 0207 562 2428 
and lisa.gayle@retail-systems.com

Or Sonia Patel on 0207 562 2430 and 
sonia.patel@retail-systems.com

Retail Systems roundtables

P

5th annual

PAYMENTS
CONFERENCE
2015
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close up

“We can expect to see 
cash used less and less 
over the coming years 
until it will eventually 

become obsolete in most 
places by 2025.”

“For most
people,

tweeting is
scary”

106

55,400

“We continue to expect that sales will be 
challenging during the fi rst half at Argos, 
but we look forward to a stronger second 
half as we progress the ‘Transformation 

Plan’ and introduce new propositions 
more broadly to the market.”

tonnes of food wasted within 
Tesco operations in the last year, 

around 30,000 tonnes of which 
could otherwise have been eaten

year history brought to an 
end in June when Shop 

Direct closed the 
Woolworths website

Twitter investor Chris Sacca 
publishes epic essay entitled 

‘What Twitter Can Be’

John Walden, chief exec at Home Retail Group, tries to 
put a positive spin on negative numbers as Argos sees a 

decline in electrical and seasonal product sales

Simon Black, CEO, PPRO Group, sticks his neck out as 
Apple Pay arrives in the UK
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ST: Tell us a bit about 31dover.com 
and the journey thus far.
DE: The business launched in 2013 and 
we’ve seen very strong growth in the 
direct-to-consumer online alcohol sector. 
We’ve worked hard to make sure our 
name is getting out there and that we’re 
distinguishing ourselves from other online 
alcohol retailers by providing a truly 
unique and seamless shopping experience.  
This has started to pay off and we’re seeing 
a real spike in customer retention and 
repeat orders – a great achievement in what 
is still a relatively short period of time. 
Being recognised in the industry at The 
Drinks Business Awards as the 2015 Best 
Online Retailer is definitely a highlight 
and a testament to the hard work and 
commitment from our team. As we’re only 
two years old, we still consider ourselves to 
be a startup, so to be nominated against big 

industry names like Waitrose and Laithwaites – and then win – 
is such an achievement. 

ST: What are the biggest challenges currently facing 
your business?
DE: We are 100 per cent focused on best-in-class customer 
service. Fortunately our logistics partners are as well, so we’ve 
had good success in that area. The online customer expects 
immediate assistance and problem-solving which is a bit of a 
challenge when you’re a growing business not quite ready to 
take the leap into 24-hour service. Competition will always be 
a challenge too. While we’re seeing great shifts in the retailing 
of alcohol (with more and more consumers seeking unique, 
craft products and turning to online sites to find them), we will 
always face a certain element of competition from the major 
supermarket chains that have a bricks and mortar presence 
and can provide consumers with products instantaneously. 
However, with that said, we view our offering and target market 
as very different to that of the big retailers, and want to continue 
influencing and educating consumers on new ways to purchase 
alcohol by promoting our personalised service and informative 
guidance. 

ST: What are the biggest opportunities for your 
business?
DE: The online alcohol sector itself is our opportunity. It’s a 
fast-growing sector that is taking on more and more adopters 
every day and we are well positioned as a best-in-class generalist 
retailer. We’re seeing a big change in the way consumers drink 
alcohol too, particularly amongst our core demographic of 
young, affluent adults with a reasonable amount of disposable 
income. People are starting to expect more from the bottles they 
buy – they want something fashionable, unique and quirky – 
something that is a talking point for them and their peers. With 
that in mind, it isn’t necessarily enough to just pop to the local 
supermarket and pick up a recognised brand name anymore. 
People want the latest drinks they see being served in bars and 
clubs, and as such, are starting to spend more time researching 
products to make sure they’re buying exactly what they want.
Craft and artisanal drinks are also a massive area of growth 

31dover.com founder David Elghanayan talks to Scott 
Thompson about taking on industry heavyweights and 
keeping pace with ever demanding online customers

Online tipples
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ST: What are the challenges of 
delivering an omnichannel customer 
experience?
DE: We always want to see our business 
as one channel and provide an equally 
good, seamless and unified service to our 
customers across all the platforms we 
operate. Naturally, retailing across more 
than just one platform isn’t without its 
complications, particularly when these 
platforms are digital and require constant 
technological support. Things can, and will, 
go wrong sometimes but we have a great 
digital team and strong contingency plans in 
place to make sure we can react quickly and 
efficiently to any issues that arise – it’s key 
to providing a good customer service and 
therefore we answer customers’ wants and 
needs and make sure we deliver on them.

ST: What online trends do you see 
emerging in 2015?
DE: The continually growing demand where 
customers expect the brands and services 
they use to be ‘always on’. People expect 
online retailers to be quicker than ever, so 
things like timed-delivery could be a big 
trend, particularly when online retailers 
want to continue competing against bricks 
and mortar stores.
 

in the industry. Again, this is borne out of people’s desire to try 
something special and different. The UK is home to a wealth of 
outstanding craft distillers and we want to capitalise on this by 
championing their products and showing consumers the vast 
array of new products breaking onto the market. 
 
ST: In terms of technology roll-outs etc, what have you got 
planned for the next 12 months?
DE: We’re looking at moving to the next level of customer service 
and offering more information for our customers around the 
products as well as the last mile of delivery. We already know how 
important this is for consumers, especially when they’re looking 
for something special, so the more useful information we can 
provide them with on the products we offer, the more this will 
translate into sales. Getting better at personalisation and bespoke 
merchandising for our visitors is important as well. We’re already 
starting to see more repeat orders from our customers, but we 
believe this can be enhanced by additional effective marketing 
tools that help provide a tailored shopping experience every time. 
 
ST: Is the future of retail mobile, online, physical stores or 
a mixture of all three? 
DE: We’re an online player and mobile has always been an 
important proposition for us from day one. A physical store is not 
in the plans for now – online is certainly where we see our future. 
We feel that being online has a lot of benefits. Firstly, it enables 
us to reach a much wider pool of potential customers and we 
use a variety of social media platforms to support and maximise 
our reach. Secondly, it provides customers with a much more 
relaxed and stress-free shopping experience – there’s no time 
pressures that lead to rushed purchasing decisions and we can 
give a wealth of product information to help people make more 
informed purchases. And thirdly, we can also market products 
more efficiently to customers based on their previous sales and 
preferences – all of which combine to 
make an overall, well-rounded and 
enjoyable shopping experience.
 
ST: How would you describe the 
shopping experience provided by 
your company?
DE: Our customers rate us 9.6/10 
on the Trust Pilot independent 
review site. The general feedback 
is that 31dover.com is easy to use, 
easy to purchase from, full of great 
products at great prices. We top it 
all off with amazing gifting and next 
day delivery across the UK. Our 
business truly grows with each happy 
customer telling someone else about 
their experience. “Getting better at personalisation is important.”

July 2015                                  41www.retail-systems.com

vw

40-41_Q&A.indd   3 02/07/2015   10:19:36



Gala Dinner & Ceremony
London Marriott Hotel

Grosvenor Square

04 November 2015

SHORTLIST ANNOUNCED

Organised bySponsored by Supported by

www.payments-awards.com
Tweet us: @PaymentsAwards #PaymentsAwards

2015

BOOK YOURTABLE

Payments_Awards_and-Conference_july2015.indd   2 24/07/2015   12:16:00

http://www.payments-awards.com


Transforming, Hosting and 
Securing Enterprise Applications 
in a Hybrid IT world
• Managed services for AWS and Microsoft Azure public clouds• Managed services for AWS and Microsoft Azure public clouds

• Integration with Attenda’s UK enterprise private cloud and co-location• Integration with Attenda’s UK enterprise private cloud and co-location

• Extensive client referencability in Retail & Distribution• Extensive client referencability in Retail & Distribution

• Unified monitoring and management across multiple clouds• Unified monitoring and management across multiple clouds

www.attenda.com

Call us on 01784 211100 for an exploratory

discussion or Email: info@attenda.com

Register for our ‘no-commitment’ Hybrid IT Readiness Assessment at:Register for our ‘no-commitment’ Hybrid IT Readiness Assessment at:

www.attenda.com/harnessing-public-cloud-enterprisewww.attenda.com/harnessing-public-cloud-enterprise

10847-Attenda-RetailSystems-AD-204x271-v4.indd   1 08/06/2015   15:18

http://www.attenda.com/harnessing-public-cloud-enterprise


RS [                     ]payments report

are increasingly embracing non-traditional methods to pay for 
their shopping. Non card replacement product (payment via 
app etc.) use has expanded six-fold over the last � ve years. � is 
method still only represents a small proportion of the payments 
landscape, but with improvements in technology and constant 
innovation from retailers and payments providers, it will likely 
increase its prevalence over the coming years.

Just as loyalty has been won or lost in the past over whether or 
not a store accepts card payments, so too will customers make 
positive choices to use retailers who meet expectations and of-
fer a wide choice of ways to pay. � is will require considerable 
investment from retailers but meeting the ever changing needs 
of today’s constantly connected customers will be a key issue 
in the years ahead. With the UK launch of Apple Pay this July, 
many argue that consumers are now widely receptive to biomet-
ric technology and contactless. Other new contactless payment 
methods are also coming to the market. Following the launch 
of its bPay band last year, for instance, Barclaycard has unveiled 
three new wearable payment devices – a wristband, fob and 
sticker. � ese will be available to anyone with a UK-registered 
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Sweeping changes
� e payments landscape is rapidly evolving. � ere is innovation 
aplenty. But at the same time, customers’ omnichannel behaviour 
is changing and, as a result, payments has become increasingly 

tricky terrain to navigate for retailers

It really is amazing how the UK’s 
payments landscape has trans-

formed within the last decade. 1.1 billion 
contactless transactions were made by Visa 
cardholders across Europe over the last 12 
months. And the UK is at the front of the 
pack with 49.6 million cards in circulation 
and 410,000 terminals. British consumers 
are by far the biggest adopters of contact-
less cards, spending more than €330 mil-
lion in March. Visa, meanwhile, predicts 
that every payment terminal in the UK will 
accept contactless by 2020. In the here and 
now, however, cash remains the preferred 
method in the majority of UK payments, 
according to the recently issued BRC 
Annual Payments Survey. Despite a slight 
decline it continued to account for over 52 
per cent of all transactions. However, the 
survey also con� rms that UK customers 
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other factors – or potential factors – loom 
large. First, there are signi� cant network 
e� ects in payment systems. And second, 
because the major banking brands on our 
High Streets own both the schemes and 
the infrastructure of the payment systems, 
the current ownership and governance ar-
rangements may be getting in the way.”

� e role of the PSR can therefore be di-
vided into two parts: Where innovation can 
be delivered commercially, by the market, 
it must remove unnecessary barriers to in-
novation and get out of the way – and so let 
the market do the work. But if innovation 
cannot be delivered commercially, perhaps 
because of network e� ects or coordination 
issues, then it will need to intervene direct-
ly. It has also set up the Payment Strategy 
Forum to bring together experts from a 
range of backgrounds to deliver innovation 
where collaboration is needed.

Nixon observed that she was, “encour-
aged by what I’m seeing. We’re about three 
months into our work and attitudes are 
generally in the right place, engagement is 
good and we are having lots of constructive 
conversations.” She added: “For our part, 
our work has only really just begun and 
there is a long way to go. But the policies 
we have already made live – such as our 
directions on governance arrangements 
addressing con� icts of interests and boost-
ing transparency – are raising standards. 
And more directions will come into force 
over the next month or so that will make 
gaining access, be it directly or indirectly, 
much easier and fairer. � is is just one way 
we are creating an environment that fosters 
innovation...We’re on the right track. � ere 
are already lots of good examples of inno-
vation to point to – Paym, Pingit, Zapp to 
name a few – and it would be wonderful to 
give this speech in a year or two’s time and 
be able to add lots more, including in the 
pipes and wires.”

� e sector is moving in the right direc-
tion, then, but there are many infrastruc-
ture, consumer and retailer-related issues 
to address if the wave and pay revolution is 
to really take o� .

Visa or MasterCard debit or credit card and will go on sale from 
1 July at www.bpay.co.uk, as well as on the High Street from 
August. Snow + Rock has been announced as the � rst retail 
partner. Prices are £14.99 for the sticker, £19.99 for the fob and 
£24.99 for the band. A digital wallet and devices will be free to 
use, with no transaction, usage or top-up fees for consumers, 
including when used abroad. Anyone over the age of 12 can use 
bPay. Mike Saunders, managing director, digital consumer pay-
ments at Barclaycard, claims: “We’re in the midst of a sweeping 
change in the way we pay, with cash-dominated transactions 
being replaced by ‘touch and go’ contactless technology that has 
made it easier, safer and faster to make low-value payments.”

� e march towards a cashless society is littered with obstacles, 
however. Apple Pay may well be tipped to have a major impact 
on payments in the UK, but it will also face considerable hurdles. 
Take-up has been limited since it launched in the US last year. 
A survey by Reuters showed that less than a quarter of leading 
retailers Stateside accepted the service, due in no small part to 
Wal-Mart teaming with other companies to launch a rival, and 
agreeing not to support Apple Pay until 2016 at the earliest.

In the UK, the tech giant will have a somewhat easier time 
of it as, at launch, over 250,000 locations will accept it, with 
support from such FIs as NatWest and RBS, HSBC, � rst direct, 
Nationwide, Santander and Lloyds Bank (no Barclays, though) 
across all of the major credit and debit card networks. Many 
independent retailers will � nd themselves out in the cold as they 
have still not installed contactless payment technology. However, 
in addition to the 39 Apple Stores in the UK, retailers onboard 
include Boots UK, BP, Costa Co� ee, Dune, JD Sports, KFC UK 
& Ireland, Liberty, LIDL, Marks & Spencer, McDonald’s UK, 
Nando’s, New Look, Post O�  ce, Pret A Manger, SPAR, Star-
bucks, Subway, Wagamama and Waitrose. Transport for London 
will also accept it across its network. Sainsbury’s and Tesco are 
notable absentees as retail launch partners. But, as they already 
have rolled out contactless, they will still be able to process trans-
actions for iPhone waving consumers. 

Pipes and wires
Another key challenge is that, whilst there is lots of innovation 
in payments services right now, little is happening around the 
existing infrastructure. Speaking at the Payments Innovation 
conference, which took place in London during June, Hannah 
Nixon, managing director at the new Payment Systems Regula-
tor (PSR), said that few new and viable alternatives to the status 
quo have emerged. � e vast majority of innovation (Apple Pay, 
Zapp, Paym, PayPal, Pingit etc) is by and large consumer-facing 
and thus reliant upon the ‘pipes and wires’.

“� ere are high benchmarks that need to be reached (sur-
passed even) for security and resilience if you’re providing 
payment services and systems. � is is as it should be, reliability 
is crucial. To make sure they remain � t for purpose these should 
be constantly tested and re-evaluated,” said Nixon. “But two 
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template for payments that can be rolled out quickly across all 
channels, geographies and brands.

The evolving customer profi le
Retailer’s Marketing departments are requesting as much 
information as possible on the consumer. Knowledge is power 
a� er all. � e dream scenario seems to be creating a single view 
of the consumer across all channels and geographies without 
compromising data which enables the business to adapt to changing 
buying habits. Running a fragmented payments infrastructure 
makes this impossible to achieve.

Maintaining employee effi ciency
Creating a seamless, e�  cient experience for employees and 
customers alike while ensuring great customer service and an 
always available purchasing environment is the goal here. Top 
priorities should be ease of reconciliation across di� erent countries 
and channels, with IT e� ectively managing the infrastructure, 
hardware and interfaces while trying to maintain predictability 
and service. But most importantly your customer facing colleagues 
should be able to provide great service without any technical 
friction. How many retailers have these covered?

Modern payment services
� e payments marketplace is very di� erent to what it was a few 
years ago with providers now being able to o� er a single managed 
service across multiple geographies with the capability of facilitating 
all channels. Retailers can achieve increased speed into new markets 
and optimised supplier relationship management, whilst delivering 
e�  ciency through a single PoS interface, with consolidated 
acquiring achieving greater economies of scale. Cost reductions 
can be achieved by a simpli� ed and consolidated accounts process, 
resulting in reduced time and cost across the business, while your 
chosen solution should guarantee security, service continuity and 
compliance. With all this now available through payments and 
so many challenges to overcome, isn’t it time retailers adopted 
payments change and a modern approach within their business?

However, when a retailer adopts a modern 
approach to payments, it can be the catalyst 
that propels change throughout the business 
to overcome these challenges.

The omnichannel dilemma
A recent survey conducted by Forrester 
highlighted that there is clearly an appetite 
from consumers to utilise an omnichannel 
service with 74 per cent very likely or likely 
to order home delivery from in-store, 55 
per cent would buy online and 31 per cent 
would buy from a mobile device while in 
store from the same retailer. But why is 
implementing an omnichannel service so 
challenging? Putting ful� lment and logistics 
aside, payments in itself is challenging. A 
retailer needs a payments infrastructure that 
will create a seamless omnichannel payment 
journey for customers across multiple 
geographies and brands, which most service 
providers just cannot deliver.

Security of payments
We’ve all seen the high pro� le breaches 
at Target, Kmart, � e Home Depot and 
Staples. � ey are enough to give any retail 
CEO nightmares. Security breaches not only 
result in a fall in brand trust, an increase 
in costs and � nes, but can also see their 
market value drop dramatically. All retailers 
need to be thinking about how they protect 
cardholder data and not be liable in cases of 
breach.

M&A, expansion and consolidation
With retailers looking to grow their bottom 
line any way they can, there is no shortage 
of M&A, expansion and consolidation in 
retail. However, the nature of this can create 
ine�  ciency and unnecessary overheads 
within the payments infrastructure from 
Finance to IT departments. � e goal for 
all retailers should be to operate a global 
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Driving change
Payments can be a signi� cant contributory factor in a� ecting 
many of the wider business challenges that retailers face
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retailers have to take 
appropriate measures 
to keep card data 
safe, but in the case 
of contact centres, 
where the majority of 
telephone payments 
are handled, this of-
ten means draconian 
restrictions on sta� .  
Mobile phones may have to be locked away, individuals can be 
searched before and a� er work, and in some cases pens and pa-
pers are prohibited. � is is de-humanising, and for people who 
have dependents, being cut o�  from a mobile phone can also be 
stressful.  

Recently, however, an emerging technology has come to the 
forefront for the voice channel, which takes an entirely new ap-
proach. Instead of trying to � nd ways of securing the customer 
card data that has been read aloud, Semafone has patented a 
payment method that allows the customer to enter their details 
into the telephone handset while speaking to the agent. � is 
avoids anyone in the contact centre hearing the details, and 
thanks to DTMF (dual-tone-multi-frequency) masking technol-
ogy, agents cannot identify the numbers from the keypad tone 
either. � e details are sent directly to the bank, so no card data is 
held in the retailer’s contact centre infrastructure.

� e result removes a huge number of restrictions and reduces 
the number of PCI controls. � e card data is no longer there, so 
it doesn’t need to be secured. Sta�  taking phone calls are freed 
from the daily security scrutiny and can focus their attention on 
the customer. Because the payment can be taken by any agent, 
customers are spared the frustration of being transferred during 
the call. Many contact centres have implemented omnichannel 
strategies that include social media as part of its customer rela-
tions. DTMF masking technology gives agents the freedom to 
communicate with customers across multiple channels without 
infringing on security. 

Fraudsters are using increasingly sophisticated technology to 
steal card data. With the high levels of security now protecting 
online and in-person channels, they are inevitably turning their 
attention to voice. Telephone payments are here to stay, so retail-
ers need to do the same. 

Do people really pay over the 
phone anymore? � at’s a 

question I’ve o� en been asked by friends 
and investors over the past � ve years, and 
I can say that in the retail industry the 
answer is an emphatic “yes”.

� e voice channel, whether that’s tel-
ephone or Skype, is alive and well within 
retail. Most retailers will be aware, the 
demand for contact centres has increased 
rather than decreased with the rise in e-
commerce. Customers pick up the phone 
when they have a problem online, fail to 
� nd the product they want, or simply want 
to talk to someone to discuss their pur-
chase. And the more people shop online, 
the more they call.

As a result, retailers still frequently 
� nd themselves taking payments over the 
phone. One of our own customers, a lead-
ing retail brand that operates a large-scale 
ecommerce operation as well as high street 
stores, estimates this will continue to be 
the case for at least the next � ve years, and 
very likely beyond.

� is means retailers need to ensure cus-
tomer card data is completely secure. Neg-
ative publicity about card fraud over the 
past decade has been focused primarily on 
payments made either in person or online. 
Technology companies have accordingly 
targeted their e� orts on these channels and 
developed ever better technologies to beat 
fraudsters. Hosted payment pages are now 
ultra-secure, using encryption and tokeni-
sation to protect data and making online 
shopping far safer. Similarly, the ubiquity 
of chip and PIN has now taken much of 
the risk out of high street transactions.

� e voice channel has been the last to 
catch up. � e Payment Card Industry Data 
Security Standard (PCI DSS) ensures that 
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Here to stay
When you’re talking about payment security, 
don’t forget about the voice, says Tim Critchley, 
CEO at Semafone
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PXP provides intelligent payment solutions for strategic 
advantage: helping ambitious multi-national businesses build 
stronger customer relationships, deliver greater e�  ciency of 
operations and enable signi� cant growth.

With a history spanning well over 28 years, PXP has evolved 
from meeting the needs of domestic merchants to delivering 
solutions that address the requirements of merchants within the 
ever-changing and ever-more challenging multi-national and 
multi-channel environment.

PXP helps clients to develop a long-term outlook that 
embraces existing and emerging payment channels and 
methods and moves beyond just reliable payment processing 
to signi� cantly reduce cost and increase sales on a ‘global’ 
basis.  Learning from experience and feedback from clients and 
partners coupled to the changing dynamics within the payment 
industry and global economy alike, PXP has developed the next 
generation payment platform – ANYpay.

ANYpay is the solution to address the complex, fast-moving, 
world of global payment processing.  It is market-proven in the 
multinational retail sector with global brands.

A powerful, � exible, scalable and robust solution – simplifying 

Semafone is a UK technology company with headquarters in 
Guildford, Surrey.  It provides so� ware to contact centres so 
they can take personal data securely over the telephone. As well 
as serving the retail sector, Semafone works with organisations 
in � nancial services, media, utilities, travel and tourism and the 
public sector. 
Its customers, who are spread across � ve continents, include 
Aviva, Capita, Nespresso, Sky, TalkTalk, Virgin Group and York-
shire Water. BT o� ers a hosted version of Semafone’s technology 
to its customers, BT Secure Contact.
Semafone’s patented data capture method, using DTMF mask-
ing technology, collects sensitive information such as payment 
card or bank details directly from the customer’s telephone 
keypad for processing. � is prevents personal data from enter-
ing the contact centre infrastructure, protecting against the risk 
of fraud and the associated reputational damage. It also ensures 
compliance with industry regulations such as the Payment Card 
Industry Data Security Standard (PCI DSS). 

the complex … and empowering your 
growth

ANYpay is purpose built for 
international retailers and brings the ability 
for merchants to manage any payment 
device across any application, from a 
centralised secure managed service. � e 
hosted platform integrates seamlessly into 
any PoS so� ware and allows merchants 
to take advantage of further value added 
services at the Point of Sale such as 
Dynamic Currency Conversion, Tax Free 
Shopping and Mobile PoS.

If you feel the buying experience of the 
consumer is equally as important as the 
product or service you are selling, then 
you should consider ANYpay. � e “Plug & 
Play” and “Mix & Match” format provides 
a fully-integrated, robust customer 
journey, combing channels capturing sales 
data and aiding assisted selling.

How it works
As customers type their card numbers into 
the telephone keypad, each tone is masked 
by a � at tone and appears as an asterisk (*) 
on the agent’s computer screen. During 
this process, the agent and the customer 
are able to continue the conversation un-
interrupted. � is leaves service agents free 
to provide assistance with any problems 
the customer may have and also means 
that any recording systems can continue 
uninterrupted. 

Semafone’s technology has been pat-
ented in the UK and US and licensed to a 
number of other security providers. Any 
organisation protected by Semafone or one 
of Semafone’s licensees is permitted to use 
the Secured by Semafone® trustmark. 

About PXP

About Semafone
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This year, Infosecurity Europe 
found itself in a new home, 

beneath the graceful, airy curve of the 
great hall at Olympia. At the risk of 
upsetting the good people at Earls Court, 
it did feel a little more comfortable than 
in previous years. It may be an optical 
illusion, but it felt as if there was more 
room for this busy, multi-faceted event 
to spread itself out. There was certainly 
plenty for visitors from the retail sector 
to think about in a stimulating keynote 
programme. Two themes resurfaced 
repeatedly: the importance of addressing 
the human element in information 
security; and the extent to which the 
language of infosecurity has moved away 
from repelling attacks towards discussion 
of risk management. No-one is safe. 

Delegates crammed the keynote theatre 
for the first presentation of the conference, 
delivered by Ciaran Martin, director 
general for cyber security at GCHQ. He 
emphasised the fact that any organisation 
can be at risk. “We’re genuinely surprised 
at the variety of UK organisations that 
can be subject to intrusion,” he told the 
conference, advising his audience to 
focus on protecting the things “you care 
about the most”, rather than trying to stop 

every attack. He batted aside questions about government or 
intelligence agency intrusion into private lives with the response 
that GCHQ needed an intelligence capability to protect UK 
citizens. In any case, he said GCHQ’s primary focus was on 
cyber attacks that could threaten critical national infrastructure. 
That does include major retail organisations, of course.

The second presentation was the unveiling of the 2015 
Information Security Breaches Survey, produced by PwC and 
commissioned by the UK government department for Business, 
Innovation and Skills (BIS). The headline findings were that 
both the volume and costs of security breaches recorded by the 
664 respondents in more than 20 different sectors rose in 2014. 
Nine out of ten large organisations and 74 per cent of small 
organisations suffered at least one security breach, up from 81 
and 60 per cent in 2013. The average cost of the worst single 
breach has risen sharply too: to between £1.46 million and 
£3.14 million for large organisations (up from £600,000 to £1.15 
million in 2013); and £75,000 to £311,000, up from £65,000 to 
£115,000 for smaller organisations.

Speaking on behalf of government, Giles Smith, deputy 
director, security and resilience at BIS, said these findings 
painted “a worrying picture”, but pointed out that the continuing 
rises could be accounted in part by improvements in detecting 
breaches and in calculating their costs. PwC cyber security 
specialist and partner Richard Horne noted it was now clear 
that security breaches were “pretty much inevitable for any 
organisation in the UK”. However, he did note that the average 
number of breaches suffered by individual organisations has 
fallen slightly, continuing a trend seen in 2013. This indicated 
progress. “People are beginning to realise that cyber security is 
less about fixing technology and more about fixing the way we 
use technology,” he said. But there were big rises in the numbers 
of organisations reporting breaches caused by human error: 
from 58 per cent to 75 per cent of large organisations; and 22 per 
cent to 33 per cent for smaller organisations. 

“The human element is becoming absolutely critical,” said 
Andrew Miller, cyber security lead for government and public 
sector at PwC. “We know that if you have a security policy, if 
you educate and make your staff aware of it, you reduce the 
likelihood of a breach by 30 per cent.” The survey did show 
growth in use of security awareness training: now seen in 72 per 
cent of large organisations and 63 per cent of small. 

 There were also worrying signs of a lack of understanding 

The Infosecurity Europe 2015 conference gave retailers 
much to mull over, reports David Adams

Human issues
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strength of a system is ultimately going to 
be determined by the people using it,” he 
concluded. “Regardless of the security of 
anybody’s encryption, human error will 
undermine it.”

Perhaps the most interesting panel 
discussion of day two centred on the 
question of identifying cyber attackers 
and drew on the expertise of the National 
Crime Agency (NCA), Europol and the 
FBI. The panellists discussed the problem 
of attributing cyber attacks and of bringing 
the perpetrators to justice. They agreed that 
their efforts to coordinate investigative work 
and the task of disrupting the operations of 
cyber criminals beyond the reach of their 
powers of arrest would need to be intensified 
in the years ahead. They were not in favour 
of attempts to weaken encryption in some 
way to assist criminal investigations. “If you 
weaken it you’ll weaken it for your friends 
as well as your enemies,” said Professor Alan 
Woodward, visiting professor, Surrey Centre 
of Cyber Security, University of Surrey. 
He was in favour instead of a warrant-
based system for accessing material in an 
unencrypted state via ISPs and other service 
providers. 

Elsewhere, another panel discussion on 
‘Articulating risk to senior management’ 
featured representation from our sector, 
in the person of Mike Pitman, head of 
information security at John Lewis. He 
explained how the Partnership has made 
security risk the number one risk in its 
corporate risk register. Even so, he still has 
to push back sometimes against others in 
the organisation keen to alter the balance 
between security and convenience for 
customers seeking to buy from John Lewis 
online, in particular when using mobile 
devices.

“We have an ongoing debate with our 
customer experience team,” said Pitman. 
“We point out the risks. We have to go back 
to basics and say we aren’t going to lose 
customers if it takes two or three seconds 
to verify their identity. If you’re losing two 
per cent of customers they’re maybe the 
two per cent you don’t want, because they’re 
fraudulent customers.”

about cyber security risks and threats at that level: 28 per cent of 
respondents felt that their worst security breaches were caused 
in part by senior management having failed to give this issue 
sufficient priority, while 14 per cent said they had never briefed 
their board on security risks. You would hope retailers, who have 
so much to lose, would not be among that group.

The human element in cyber security was also the subject of 
a presentation by social engineer Jenny Radcliffe, who warned 
against organisations putting too much faith in their technology 
to protect against social engineering. She commented: “One of 
the first things that I use is the attitude of the staff in a company. 
How do they feel about where they work? Is it a premium brand? 
If it is, I’ll get in through flattery. With a small company I’ll get 
in through fear and greed. Most insider hacks come from people 
who are poorly paid and disgruntled.” Retailers with staff on low 
wages in stores or parts of the supply chain – take note.

 In a panel discussion on ‘Establishing an enterprise-wide 
cyber security culture’, David Jones, head of information security 
at the BBC, revealed how his team had used news of the Sony 
hack in late 2014 to push messages about cyber risks to different 
parts of the organisation. One key message was that all of Sony’s 
troubles could be traced back to a single mistake by one employee. 
In addition, creatives were asked how they would feel if their 
programmes were released early. Senior managers were asked how 
they would feel about personal emails to colleagues becoming 
public knowledge. In the same discussion, Lee Barney, head of 
information security at Home Retail Group, had some tips on 
how to test the effectiveness of security training. His company 
uses technology that intercepts phishing emails. His team then 
resends them with the links rendered harmless, simply recording 
which staff clicked on them. The emails can be sent before and 
after training to measure its effectiveness. Barney also stressed the 
importance of working closely with other parts of the organisation 
that deal with risk. “Look at the objectives your organisation is 
planning to achieve, look at the threats that could disrupt those 
objectives and look at the likelihood of that happening. Get the 
part of the organisation that deals with risk to validate your 
findings.”

Day two
Keynote presentations on day two began with what I suspect was a 
highlight for many delegates and certainly for this correspondent: 
an entertaining presentation by science writer Simon Singh, 
covering, among other things, a quick history of cryptography. 
This included a live demonstration on stage of an original Enigma 
machine. Singh highlighted the role that human fallibility played 
in the process of cracking Enigma; and also highlighted a foolish 
mistake he made when creating a cryptography competition in 
one of his books. If those entering the competition had realised 
his elementary mistake, one of the codes he had set could have 
been cracked in a matter of hours rather than months. But 
nobody, said Singh, “had thought I could be that stupid”. “The 
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Like all heavily hyped 
technologies, RFID has had 

its fair share of ups and downs and false 
dawns. For many years the aborted 2003 
Walmart project loomed large over the 
industry. The retailer had announced 
ambitious plans to get all suppliers 
onboard with the application of RFID tags 
to pallets and cases of goods sent to its 
distribution centres. The project was hailed 
as the start of a retail RFID revolution. But 
things didn’t work out according to plan 
and Walmart was left with egg on its face 
as it scaled back its plans, leaving many to 
ask if this was a technology whose time 
had come and gone.

In the here and now, however, a revival 
of fortunes is on the cards. And it’s all 
thanks to the advent of omnichannel 
retail. According to a new Frost & Sullivan 
report, Analysis of the Global RFID 
Market in Retail, as retailers move away 
from the brick and mortar concept to 
e-commerce, the technology assumes 
great importance especially for efficient 
inventory management. As a result, the 
market earned revenues of $737.8 million 
in 2014 and this will increase to $5409.0 
million in 2020.

It’s a no brainer, as far as George K. 
Hoffman, CEO at FineLine Technologies, 
is concerned. “The technology provides a 
fast and reliable way to achieve real-time 
inventory accuracy, which is essential for 
omnichannel sales. Other major benefits 
of using RFID include in-store consumer 
engagement, such as interactive dressing 
room solutions, and more effective loss 

prevention. Retailers also are leveraging RFID to improve the 
checkout process,” he says.

Alison Wiltshire, global propositions director, digital 
consumer, global industry practices, at BT Global Services, 
agrees that it’s about more than efficient inventory management. 
It’s no longer enough to have the veneer of an omnichannel 
operation. Competition is driving retailers to offer increasingly 
rapid turnarounds for services like Click and Reserve, Click 
and Collect and deliver from store, sometimes within the hour. 
This can only be achieved if they have a thoroughly accurate 
understanding of available inventory to sell across all channels.  

“In many circumstances, a product might not be available for 

It’s been more than a decade since Walmart’s big 
RFID idea flopped in spectacular fashion, but the 
technology lives on, bolstered by the rise and rise of 
online shopping. Scott Thompson reports

Changing tide
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of deploying or trialling RFID will be at a 
considerable competitive disadvantage if 
they ignore this trend.” 

Hoffman also believes that a big driver is 
lower tag cost. “Any retailer will agree that 
having better inventory visibility is an RFID 
benefit. However, every retailer has limited 
resources to apply to strategic projects. They 
have to rank potential investments based 
on ROI, comparing anticipated benefits to 
implementation and maintenance costs. 
While the benefits are certainly real, the 
relatively high cost of implementation 
and tagging has failed to yield an ROI 
acceptable to most retailers. Yet the tide is 
changing very quickly as RFID tagging costs 
decrease. When Marks & Spencer began 
RFID item-level tagging in 2004, a tag cost 
approximately US$0.30 (£0.20). Today, if 
a retailer were to buy a similar volume of 
tags, each tag would cost less than US$0.10 
(£0.07). A combination of factors is driving 
down tag costs, including lower inlay costs, 
more efficient tag production processes 
and source tagging (i.e., attaching tags at 
the vendor’s factory instead of the retail 
distribution centre or store).”

 
Potential barriers
At the same time, however, a lack of end 
user knowledge poses a challenge to market 
progress, along with issues pertaining 
to consumer data privacy and security. 
Hoffman, however, writes these off as 
concerns which were more prevalent in 
RFID’s early days. “They were a factor when 
Benetton pulled back its RFID initiative. But 
we really don’t see these issues as challenges 
any longer. Shoppers are realising more 
benefits of RFID, such as consistent product 
availability and flexibility to return online 
purchases at local stores. While enjoying 
these advantages, they are less likely to 
challenge the technology. For comparison, 
consider how consumers initially were 
reluctant to provide their credit card 
information online to make e-commerce 
purchases. Over time, those concerns were 
largely alleviated. Now you could argue 
that RFID tagging presents fewer risks to 
shoppers than credit card theft.” 

Russell Holland, VP sales UK & EMEA 

sale. For example, a garment might be used to dress a mannequin 
on display in a department store’s shop window. The mannequin 
might be sitting on a chair watching a television. It’s unlikely that 
the store would want to remove these items from their carefully 
designed and beautifully presented display, or that the items 
would be fit for sale,” she says. “Cost as well as time frames is also 
a major factor. If a retailer has visibility of inventory across their 
channels, they will be able to choose the most practical location 
from which to fulfil an order, helping improve the efficiency of 
the process, especially for “ship from store” and online orders. 
As tags are the most expensive part of rolling out RFID at item 
level, it’s sensible to make the most of the investment by looking at 
other applications that can leverage the fact that items are tagged. 

This is a great opportunity 
for innovation by brands and 
retailers, and there are many in-
store solutions and applications 
now available that can harness 
tags to deliver an enhanced 
customer experience. For 
example, tags can be used to 
present customers with product 
information and reviews as well 
as guidance for sales associates, 
which could spur further 
engagement.”

Once reluctant to 
climb onboard, blaming a 
fundamentally flawed business 
case, retailers now have an 
increasing appetite for this 
technology. Mandates from 
large retailers such as Walmart, 
Gerry Weber and Metro to 
implement item-level tagging 
in their outlets are, for instance, 
set to particularly boost the 
tags and hardware segments. 
“Admittedly, over the past ten 
years or so, there have been a 

few false starts. Initially, the technology wasn’t robust enough and 
there were concerns about the cost of tags. Then the worldwide 
recession hit,” says Wiltshire. “Today, RFID technology is proven. 
Its accelerating adoption, especially in fashion and apparel, has 
delivered economies of scale for the tag manufacturers, which 
in turn is driving down the cost per tag. There have also been 
innovations in the RFID tags themselves. Specialist tags now 
available for previously hard-to-tag items like cosmetics and 
jewellery. The business case is now proven and robust and a 
number of very large US and European retailers, and notably now 
Tesco in the UK, are speaking publically about deployments and 
the benefits to be derived. Retailers that are not in the process 
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distributors, Checkpoint Systems, prefers 
to turn a negative into a positive. RFID, 
which is employed ostensibly to aid loss 
prevention and streamline inventory 
management, could also be used in 
alternative ways, he argues. The technology 
has the ability to track an individual’s 
spending habits, preferences and even 
physical movements. This raises issues 
pertaining to consumer data privacy 
and security as the information obtained 
could be used for ulterior motives such as 
targeted marketing and dynamic pricing. 
However, retailers already gather huge 
amounts of data on their shoppers so it’s 
just a case of ensuring they are responsible 
with the additional information. “Despite 
the potential for challenging implications, 
many of the concerns surrounding RFID 
are currently largely theoretical. A wide 
range of the potential applications are not 
extensively utilised as they are currently 
being trialled,” he says. “In addition, 
anticipating the potential ulterior use of 
RFID in the future the potential threats 
to individuals and the appropriateness 
of the current legal framework are now 
being considered. Protection is granted 
by EU data protection laws and, as the 
use of RFID continues to grow, it will 
be scrutinised from a legal standpoint 
and adapted accordingly. The benefits 
afforded to retailers through the use of 
RFID fundamentally outweigh the largely 
theoretical concerns and the exponential 
growth usage should be unaffected.”

BT Global Services’ Wiltshire, 
meanwhile, believes that, as with all 
new technologies, consumers need to 
be educated on the benefits of RFID and 
their concerns acknowledged.  “It’s up to 
the wider RFID ecosystem to reach out 
to consumers directly (and via retailers) 
to communicate the benefits of this 
technology for all stakeholders.”

 
The future
So, a technology that at one time looked 
like it had no future in retail now has huge 
potential. And as adoption accelerates, its 
benefits will increase for retailers, brands 
and consumers, Wiltshire observes. “The 

rfid
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most obvious benefit is that it provides retailers with the key 
strategic building block that they need if they’re to efficiently 
realise their omnichannel strategy. As the number of RFID 
adoptions continues to grow, sales associates are becoming more 
confident with the technology and retailers are considering other 
uses to drive greater in-store interaction and engagement. For 
example, retailers are already using tags to trigger digital end 
points, such as in-store digital displays that customers can engage 
with directly (or via sales associates) to gain greater insight, 
independent reviews, suggestions and recommendations as well 
as the nearest availability of the product. A recent independent 
study from InfoTrends indicates that digital signage increases 
purchase amount by 29.5 per cent and sales volumes by 31.8 per 
cent. A retailer can exploit this by ‘digitalising’ their merchandise, 
using RFID tags, to achieve these benefits.”

Checkpoint Systems’ Holland also sees RFID being used to 
engage with customers. For example, they could scan labels 
applied to meat products using a smartphone to confirm product 
ingredient and nutrition information and/or to gain additional 
information such as recipe suggestions. “For apparel retailers, 
there are many innovative RFID uses that can help improve 
customer engagement, loyalty and retention. For example, 
customers may be able to scan labels applied to apparel products 
to discover brand information and special offers in-store. In 
future, RFID could also be used to highlight other relevant 
products that may be of interest, helping retailers to capitalise on 
up-selling opportunities.”

Whilst Fineline Technologies’ Hoffman states: “Look for 
early adopters to further leverage their investments by rapidly 
introducing new technologies, such as shopper engagement 
tools, automated checkout and more intelligent loss prevention 
systems. Those retailers will be improving the shopping 
experience in ways that are impossible for competitors without 
RFID to emulate.”

Down the road, as retailer RFID adoption accelerates, other 
technology players will look to capitalise on the trend, he adds. 
For instance, the mobile sector may bring some new applications 
to market. “Today, mobile phones can read NFC signals from 
products containing NFC chips. They can pick up NFC signals 
when they are about four inches from the product. But most 
phones cannot read signals from UHF chips, which are used for 
RFID item tagging. If enough retailers adopt UHF, there will be 
a much larger consumer market to potentially reach through 
their phones. As a result, mobile technology players may want 
to develop phones capable of reading UHF chips. This would 
allow retailers to further engage shoppers in a very personal and 
targeted way via their phones.”

All in all, it has been quite a journey thus far; a rise and fall and 
rise again story. From high profile failure to the saviour of brick 
and mortar retailers. Who’d have thunk it?
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Product launches are a 
frequent part of a tech 
journalist’s life. The quality 
of the coffee, and venues, 
might vary, the graphics in 

the presentation are sometimes different 
colours, but overall they are wrapped 
up quickly, the questions taken and 
that’s pretty much it. It’s even worse 
when it comes to payments because 
there isn’t really a ‘thing’ you can show 
– no hoverboard or robot, or even Pink 
Floyd-like array of flashing lights. 

Last month I visited the Credorax 
Unify event, which was a bit different. 
The coffee was good, but perhaps more 
importantly the whole event seemed 
intimate, friendly, a genuine passion 
running through the Credorax staff. 
Later I found out why, but first it might 
be worth looking at what the event was 
actually about.

Unify was an event to bring together 
different perspectives from the 
payments sector – a high brow and 
strategic meeting even if it did end 
with champagne on the roof garden. 
Payments is, in respect of importance, 
a pretty fluid place at the moment. 
Traditional banking is grappling 
with regulation and internal issues, 
new entrants are growing but often 
in divergent ways. Some providers 
are moving into the banking space 
themselves, in is in to this situation that 
Credorax was born. In to that situation, 
and the worse economic downturn of 
modern times. 

Benny Nachman was already a 
veteran of payments when he started 
‘knocking on regulators doors’ in 2008. 
By creating a global digital merchant 
acquiring bank he fulfilled an ambition 
to create cross-border trade. It is, 
in effect, a realisation of the adage 
‘think globally, act locally’ with an 

infrastructure that spans continents, yet 
a focus on local representation to ensure 
cultural nuance and compliance. 

And so back to the launch of 
ePower 2.0
Launching a new payments ecosystem 
is, as noted above, not always attention 
grabbing. However, ePower 2.0 (based 
on the initial unveiling) seems to be a 
definite cut above the rest. ePower 2.0  
creates a single, unified and automated 
acquiring platform that is both global in 
outlook and local in interface, allowing 
merchants and payment partners 
to work with one acquirer and one 
platform, instead of several fragmented 
and geographically different solutions. 
And the solution is the same and 
adaptable, regardless of the size of the 
organisation, with the same customer 
service from micro merchants to major 
brands.

But what really sets the system 
apart is the introduction of a system 
called ‘Brain’.  It ‘decides’ what part of 
every transaction requires what level 
of service is required and creates the 
process and progress of the request 
accordingly. Brain is the interface 
between Credorax systems and 
the outside world. It analyses each 
transaction and makes decisions based 
on that analysis.

•	 1K+ e-commerce customers (50% SMEs / 50% large enterprises)
•	 100+ payment partners
•	 215+ employees, 80+ dedicated to R&D
•	 Major offices/presence globally including in US, UK, Malta, Israel, Japan & 

China
•	 Credorax Systems are Co-Located in world-class data centres in Europe, and 

US providing merchants “active-active” global processing capabilities.

The launch of Credorax’s ePower 2.0 brings a world without borders and the dream of 
one man a little bit closer. Mark Evans reports
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The man who wants to make 
payments cool: Benny Nachman
The vision is a simple one: create a 
single payments platform globally 
so that business can be conducted 
anywhere, across any border, at any 
time.

Except, of course, payments is 
notoriously complex.  A combination 
of legacy systems, national jurisdictions 
and culture mean that actually paying 
for, say a book from a German eBay 
seller from the UK is almost so difficult 
as to make the strong willed give up.

Single visions here require a person 
with vision, and the stubborn nature to 
keep pressing against the closed doors 
till they give way. They also require a bit 
of luck, and perhaps in this arena more 
than any, access to technology – and 
time, in fact a lot of time.

Benny Nachman is the CEO of 
Credorax, and fell into payments almost 
by accident. A lawyer by training he 
acted for a payments company in 2004. 
Slowly he became more drawn to the 
world of payments and by the time of 
the internet version 2.0 in about 2008, 
he was a fully fledged payments person. 
This then was his vision moment, and 
a mere seven years later he stands on a 
stage in London trying to explain why it 
still took until 2011 to process the first 
payment.

Of course starting a company in the 
middle of the financial crisis might not 

seem a brilliant idea, 
and perhaps it wasn’t, 
but it worked out in 
that the company 
took the time to get its 
propositions worked 
out. Along with open 
borders, the speed 
of on-boarding was 
another vital part of 
the package, setting 
two basic concepts 
in place along the 
journey of creating a 
good experience to all parties in the 
transaction chain.

As I noted, not all presentations 
require the full flashing light treatment, 
and a certain passion was present. 
I think this actually comes from 
Nachman. He appears fully committed 
to an idea, increased he admits on 
hearing the frustrations of merchants in 
a previous life and has the charisma of 
a CEO without the sanitised polish. All 
ideas have a beginning, and in this case 
the book The World is Flat by Thomas 
L. Friedman was a touchstone, giving 
rise to the idea of a simple cross-border 
solution, and one that happened to 
rather happily hit the fast growing area 
of transactions. 

Nachman set about transforming 
Cedorax into something far bigger than 
a technology company, and into a true 
financial institution with technology 

underpinning. As he says “I want to 
make payments cool”.

In search of service
By ‘cool’ he means placing a focus 
on customer service – lead by that 
technology foundation of course. 
He likes pointing out that nearly 
half of the organisations revenue is 
directed straight back into research 
and development. This last year the 
company won the Merchant Acquirer 
category at the Payments Awards, so 
the judges agreed that the company has 
outstanding capabilities.

This desire to create a seamless 
operation, to be more that a systems 
provider, is the reason that it currently 
holds three banking licences in Europe, 
Japan & US. Nachman is at pains to 
point out that these are to help service 
payments across the globe rather than 
build a banking empire. It also gives 
the company access to SWIFT and 
helps provide merchant support. All, of 
course, of which is driven by that desire 
to serve the customer.

In the end
Unify ended on the roof garden, with 
the great and the good of the payments 
sector. Another sign of the attention to 
the individual, and a fitting way to end 
with the sun setting over the financial 
centre of the City of London as the 
globe turns and someone, somewhere, 
makes another payment.
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address management software

Postcode Anywhere is an award winning Soft ware as a Service Company who look aft er 
over 8000 happy customers worldwide. We start by asking, how much does incorrect 
addressing cost your business? Lost customers? Returned mail? Lost revenue? Brand 
reputation? Missed deliveries? Operational ineffi  ciencies? As a leader in address 
management and location services, all delivered online,  we can help your customers 
experience the best check out process online and improve customer data in your 
internal CRM systems. Quality data fi rst time, every time, that doesn’t cost the earth.

Postcode Anywhere (Europe) Limited,
Waterside,
Basin Road,
Worcester, WR5 3DA.
United Kingdom
Tel: +44 (0)1905 888 550
Web: www.postcodeanywhere.co.uk

Biometrics (Face Recognition)

Cognitec develops market-leading face recognition technology and applications 
for enterprise and government customers around the world. Various independent 
evaluation tests have proven the premier performance of the FaceVACS® soft ware. 
Cognitec’s product FaceVACS-VideoScan supports both security staff  and operations 
management. Th e ground-breaking technology performs real-time identity checks to 
fi nd known persons and alert the appropriate staff , while performing anonymous face 
recognition to count individuals, analyze demographics and track people fl ow. 

Cognitec
www.cognitec.com
E: info@cognitec.com
T: 49-351-862-920

Ecommerce, Store, Mail Order, Head Offi  ce (Multi-Channel) and 
Warehouse Solutions
epos hardware
epos, store, head offi  ce, warehouse and web solutions
payment security solutions
payment services
payment solutions
rfi d and barcode readers
store, head offi  ce and distribution solutions
supply chain solutions

delivery solutions

Route Genie, the credible alternative to Metapack, is an advanced carrier routing soft ware 
system powered by iForce.  Route Genie has had a decade of development, multi million pound 
investment and off ers the robustness that comes from routing millions of parcels a year for clients 
like Waitrose Cellar, Paperchase, Cath Kidston and Fortnum & Mason.  It is developed and 
implemented from a retailer’s point of view, providing real operational effi  ciencies and exceptional 
customer experience. 

ROUTE GENiE
Contact 
Richard Tucker 
T: 07710 395274
E: RTucker@Routegenie.co.uk 
W: www.routegenie.co.uk
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e-commerce and head-offi ce (multi-channel) solutions

e-commerce and multi-channel specialists

hybris is a leading vendor of multichannel commerce & communication soft ware. Its clear vision 
about the need for consistency, co-ordination and personalization of information across all 
channels and throughout all phases of the customer lifecycle has resulted in the development of an 
integrated solution which supports the industrialization and automation of communication, sales 
and support processes both online and offl  ine. It is spearheading innovation in this fi eld, enabling 
companies to master the complexities of implementing and managing single site, 
multi-site and multichannel communication and commerce processes step-by-step without 
any compromises

hybris UK Ltd.
Holborn Tower
137 High Holborn
London
WC1V 6PW

T +44 (0)207 429 4175
F +44 (0)207 329 8291
sales@hybris.com

Kudos Software Ltd 
Cliff House, Cliff Road
Salcombe
Devon 
TQ8 8JQ 
Tel: 01548 843586
Fax: 01548 843503
E: sales@kudos-software.co.uk
W: www.kudos-software.co.uk

Kudos Soft ware are specialists in retail and operational stock management soft ware solutions 
with 20 years experience in the retail industry and 300+ installed sites. Supporting single or 
multi-branch operations our feature rich EPOS tilling solutions increase effi  ciency, reduce admin 
and improve profi tability. Kudos’ integrated systems are designed for retail shops, workshops, mail 
order operations, large unit sales (such as caravans and boats) and e-commerce. We 
off er a complete solution from initial consultancy through to installation, hardware, training 
and support.

Nisyst
Nirvana House
89 - 99 High Street
Little Lever
Bolton
BL3 1NA

Tel: 01204 706 000
E: sales@nisyst.co.uk
W: www.nisyst.co.uk

Nisyst has over 20 years experience of developing and implementing EPoS systems for a range of 
retail users from multi-site, multi-channel operations through to small, single-site businesses.  
Nisyst delivers complete solutions from point of sale to back offi  ce, reporting and stock control 
systems,  giving a real commercial advantage to your organisation.  Its market leading solutions, 
NPoS Enterprise and NPoS Lite, can be fully customised to meet customer requirements, improve 
business effi  ciency and save costs. 
Key NPoS modules include full sales and marketing control featuring email and SMS integration, 
stock control, purchase ordering, instant reporting and analysis, and pre-built e-commerce 
integration for ordering and distribution.  Nisyst systems operate on a comprehensive range 
of electronic point of sale systems, including the latest generation of contactless and mobile 
applications.

DIRECTORY OF KEY PLAYERS
call 020 7562 2428 lisa.gayle@retail-systems.com fax 020 7374 2701

Automated Packaging Systems
Enigma Business Park
Sandy’s Road
Malvern
Worcestershire
WR14 1JJ
 
Tel: 01684 891 400
Email: mktonline@autobag.co.uk
www.autobag.co.uk

delivery solutions
Automated Packaging Systems manufacture a full range of plastic packaging for the mail order 
fulfi lment industry including Autobag bagging machines, which pack at speeds of 360packs/hour 
with one operator, increasing output 10-fold without substantial capital investment, and AirPouch 
protective packaging, which produces ultra-light weight cushions, reducing shipping costs while 
protecting goods in transit.  
 
Th ey provide the highest quality plastic bags with the shortest lead times in the industry, off ering 
custom designed bags and protective packaging in various sizes and types.

Vortex Commerce is an independent agency solely devoted to Ecommerce development. We have a 
focused off ering and our mission statement is simple. “Build aesthetic and functional websites that 
create a positive return on investment for our clients”. We take immense pride in the work we do for 
our clients and enjoy seeing the results we’ve helped deliver. 

We can integrate the websites we build with virtually any 3rd party soft ware. Your website shouldn’t 
be a headache it should be an invaluable revenue stream, if it isn’t the latter we can help.

Vortex Commerce Ltd
First Floor Offi ce
1 Prospect Crescent
Harrogate, HG1 1RH
United Kingdom
 
T: 01423 226 555
E: care@vortexcommerce.com
W: http://www.vortexcommerce.com

directory - june_2015.indd   3 23/07/2015   15:50:26

http://www.autobag.co.uk
http://www.kudos-software.co.uk
http://www.nisyst.co.uk
http://www.vortexcommerce.com


RS [            ]directory

DIRECTORY OF KEY PLAYERS
call 020 7562 2428 lisa.gayle@retail-systems.com fax 020 7374 2701

CUSTOM : DESIGN AND INNOVATION FOR YOUR POINT OF SALE
Custom’s main activity is to design, produce  and supply solutions for the point of sale automation, 
the printing process automation for the industry, issuing solutions for tickets and travel documents, 
the point of sale automation for lotteries and betting.
Custom stands out in the market for  design, technology, innovation and range of products off ered, 
especially in the Retail sector: receipt printers, portable printers, fi scal printers, 
touch-screen cash registers, POS terminals, customer displays, retail keyboards, digital 
signage. Th e mission is to provide innovative services and solutions able to satisfy all the 
needs of our Customers. 

World Headquarters 
Via Berettine 2
43010 Fontevivo
Parma ITALY 
Tel. +39 0521 680111
Fax +39 0521 610701  
info@custom.biz
www.custom.biz 

epos hardware

Ecommerce, Store, Mail Order, Head Offi ce (Multi-Channel) and Warehouse Solutions

We develop two core business systems for the Multi-Channel retailer. Th e fi rst is a 
rock-solid back offi  ce ERP business management system that integrates on-line with 
all your sales channels including telephone, multiple, eCommerce-enabled web sites, 
in-store EPOS, ebay, Amazon, etc. Your stock is controlled and shared seamlessly 
across the entire estate, with a single point of maintenance for all business data.
Our second platform is Complete Commerce, a highly-featured, Responsive 
eCommerce-enabled web environment developed from scratch to meet your precise 
marketing message including features you most admire in other web sites, or perhaps 
those of your competitors. We also off er Magento template-based solutions.

Keystone Software Development Ltd
1-3 Priest Court
Springfi eld Business Park
Springfi eld Road
Grantham, NG31 7BG

Contact: Paul Broderick
T: 0845 25 75 111
E: marketing@keystonesoftware.co.uk
W: www.keystonesoftware.co.uk

“Ecommerce (Multi channel) agility”
Intelligent Reach connect online retailers products with their consumer, wherever 
they are.  Th rough a single product feed, our platform ensures true marketing agility 
to launch, manage and optimise products across over 600 online channels worldwide; 
including Marketplaces, Shopping Engines, Affi  liates, Email, Retargeting, PPC and 
many more.
Once live, activity is optimised at a product level, ensuring total profi tability of activ-
ity in line with the retailer’s specifi c targets, whether Cost of Sale, margin or another 
metric.  Our Trading Intelligence also compares product pricing against named 
competitors, providing recommended next actions.
One platform, total marketing agility with actionable insights.   Extending product 
reach, performance and profi tability.  

Carlyle House
235-237 Vauxhall Bridge Road
London
SW1V 1EJ
 
T: 0800 8760414
Head of Sales
E: carl.beange@intelligentreach.com
www.intelligentreach.com

e-commerce, head-offi ce (multi-channel) and warehouse solutions
Omni Channel Retail Solutions that help retailers deliver their brand experience in store, online and mobile. 

Retail platforms that: 
•         Deliver top line growth through integration of store, web, international and online marketplaces. 
•         Ensure the bottom line margin is maximized with real time data and reduction of overhead.

Our order management, warehousing, buying & product management and in-store platforms align your 
processes and are all modular.
Leveraging an integrated set of operations and processes that deliver a truly collaborative approach to the 
business and brand experience. 

Featured users include Lakeland Limited, Isabella Oliver, Kurt Geiger, Crew Clothing & Jacques Vert Group.

MNP Retail
91 Crane Street
Salisbury
Wiltshire
SP1 2PU

Tel: 01722 341342
Fax: 01722 341888
E-mail: info@mnpretail.com
Web: www.mnpretail.com

Sanderson Multi-Channel Solutions
Sanderson House
Manor Road
Coventry
CV1 2GF
T: 0333 123 1400
E: info@sanderson.com
W: www.sanderson.com/elucid
Contact: Lee Ashworth

Sanderson is a leading multi-channel retail soft ware provider with over 250 customers using its 
solutions to deliver a consistent brand experience across ecommerce, mobile and in-store sales 
channels. Sanderson systems provide multi-channel retailers such as Beaverbrooks, Th orntons, 
Hotel Chocolat and JoJo Maman Bébé with the capability to improve sales, stock management, 
fulfi lment and supply chain operations, so they can deliver an exceptional omni-channel shopping 
experience for their customers.

“Using the Sanderson multi-channel retail system we have achieved a single stock vision across all 
channels, supported by a single supply chain, with transparency of prices, stock data, promotions 
and sales across all operations and channels.” Mel Brown, Director, JoJo Maman Bébé

Ecommerce, mobile, store, head offi ce and warehouse solutions
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DED Limited
Harden Road
Lydd
Kent
TN29 9LX
T: 01797 320636
F: 01797 320273
E: pos@ded.co.uk
W: www.ded.co.uk

DED Limited distribute a wide range of EPOS hardware for a variety of applications. Products 
include:
- Dot Matrix & Thermal Receipt Printers
- Label, Ticket & Kiosk Printers
- CCD & Laser Barcode Scanners
- Magnetic/Smart Card Readers & Writers
- Cash Drawers
- Customer Displays

Star Micronics provides an extensive range of thermal and matrix POS printers designed for a 
variety of applications.  Key products include:

- The revolutionary TSP100 futurePRNTTM series offers a range of models, including the world’s 
first ECO POS printer, with a variety of unique software tools. This printer has  been successfully 
installed by a number of major retailers worldwide including Harrods and Selfridges. 
- Award-winning TSP800II A4 replacement printer
- High speed TSP700II combined receipt, ticket, label and barcode printer
- Versatile FVP10 front operating, vocal direct thermal printer 
- Wide range of OEM kiosk printers
- Card reader/writer systems designed to instantly erase, re-write or print up-to-date information.

Star Micronics Europe Limited
Star House
Peregrine Business Park
Gomm Road
High Wycombe
HP13 7DL
UK
Tel: +44 (0) 1494 471111
Fax: +44 (0) 1494 473333
Email: sales@Star-EMEA.com
Web: www.Star-EMEA.com

The BlueBox has been providing bespoke ePOS, warehouse/logistics and procurement software 
solutions since 1996 for small businesses as well as large brands like KFC. We are a small, 
customer-focused company who do not believe in the one-size-fits-all approach to system 
implementation. Our systems are 100% web/cloud based, requiring no software installation and 
ensuring all data is live and central at all times. However, our ePOS module works online as well 
as offline and is based on the best-of-both approach at the leading edge of current technology.

The BlueBox
85 High Street
Tunbridge Wells
Kent 
TN1 1XP
United Kingdom
Tel: 077 437 035 74
Email: pauldev@blueboxonline.com
Web: www.blueboxonline.com

Founded in 1990, with operations in London, Singapore, Shanghai and Xiamen, Eurostop 
provides complete solutions for Retail Management for the Fashion, Footwear and General 
Merchandise sectors encompassing both hardware and software.  Eurostop’s products include 
Head Office based software, EPOS, e-commerce, customer loyalty, fulfilment/picking/warehouse 
management, mobile solutions, and comprehensive reporting facilities, all fully integrated.  
Eurostop EPOS software is installed on over 20,000 tills worldwide.

Eurostop Limited, Contact: Phillip Moylan, Tel: 020 8991 2700,  
email: phillipm@eurostop.co.uk, www.eurostop.co.uk

Eurostop
West Africa House, Ashbourne 
Road, Ealing, London. W5 3QP

T: 020 8991 2700 
F: 020 8991 9561 
E: sales@eurostop.co.uk 
W: www.eurostop.co.uk 
Contact: Mr Phillip Moylan. 
Sales and Marketing Manager 

epos, store, head office, warehouse and web solutions

epos hardware

Celtech Group is the market leader for mission-critical, true real-time retail management 
information systems & solutions for retail and wholesale chains in the food, entertainment, 
pharmacy and general merchandise sectors. 
 
Celtech has over 20 years of proven reliability, built on its innovative and robust ab-initio software 
platform. Celtech provides a full end-to-end solution, covering all aspects of retail management 
system requirements, with a focus on your Return-on-Investment. To achieve this Celtech offers 
retail focused Consultancy Services to deliver projects and also offers a full range of accredited 
Hardware & Infrastructure Solutions, SaaS and Hosting Services.

Celtech Group Limited

East Point, Fairview, Dublin 3, 

Ireland 

Tel: +353 1 855 8200

Email: info@celtechgroup.com

Wesbite: www.celtechgroup.com
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Us (formerly known as pinsecure) is the market leader in innovative physical security solutions for 
PIN pads across various verticals.  Our solutions are designed with form and function in mind - 
delivering discrete, yet highly effective protection against physical PIN pad attacks.  

Founded over 10 years ago, we are a UK company, with deployments in various countries.  Our 
focus is to deliver best in class solutions and exceed customer expectations.  We were first to 
market with a tethered anti-tamper harnesses and our pole mount with integrated anchor point.  
Customer requirements differ and so do our solutions - we offer a range of bespoke services from 
unique key systems through to fully customised hardware solutions.

PCI DSS and PA DSS v3 are coming and with that the requirement to physically secure the 
payment terminal.  Get ahead of the rest and contact us now to discuss how we can help you 
achieve your goals.

Us
Unit 59, Surrey Technology Centre
40 Occam Road
Guildford
Surrey
GU2 7YG
t: 01483 688320
e: us@unique-secure.com
w: unique-secure.com

Us
TM

payment security solutions

payment solutions

epos, store, head office, warehouse and web solutions

Prima Solutions is widely regarded as one of the UK’s leading providers of complete multi-channel 
business solutions for the clothing, footwear, bags and accessories marketplace.  The Prima ethos 
is simple - by really understanding the business requirements and issues faced by each customer, 
we can work together to design practical, low risk solutions that add real value.
Our aim is to work in continuous partnership with our clothing, footwear and accessory industry 
clients to deliver outstanding apparel solutions covering every aspect of the business from product 
development through to order management, stock control and planning, manufacturing and 
sourcing, wardrobe management, customer and supplier management, financial controls and 
business reporting.
Customers include:  Mulberry, Joules, Nigel Hall, Curvy Kate, Blue Max Banner, Dubarry of 
Ireland, Church’s Shoes, Wolsey and John Smedley.

Prima Solutions Ltd
Loughborough Technology Park
Ashby Road
Loughborough
LEICS LE11 3NG 
T: +44(0)1509 232200 
F: +44(0)1509 262323 
http://www.primasolutions.co.uk

PacNet offers a global range of inbound and outbound payment processing services for electronic 
retailers. Enjoy easy access to credit card merchant accounts, electronic debits and credits, 
international payment types and the cutting edge RAVEN payment gateway. Lift sales by offering 
your customers relevant payment options in up to 130 currencies. There is no need to set up 
foreign bank accounts or contract with multiple providers – no matter what  
currency your customers use to pay, you will enjoy fast access to funds in the very same bank 
account that you use today.

PacNet Services Ltd. 
Payment Processing
Contact:  Brian Weekes
Tel: +353 61 714360,
E:  brian@pacnetservices.com
W: www.pacnetservices.com 

payment services

FIS Merchant Payments
Tricorn House,
51/53 Hagley Road,
Birmingham. B16 8TU
United Kingdom.
T: 0121 410 4357
F: 0121 410 4200
E: enquiries.uk@fisglobal.com
W: www.fismerchantpayments.com
Contact: mike.bradley@fisglobal.com

TRANSAXpay from FIS provides multichannel retailers with a secure, highly reliable, fast card 
payment solution that includes encryption and tokenisation whilst the processing and storage of 
customer card details are removed from the retailer’s own systems. Drawing upon FIS’ many years’  
experience in developing and implementing secure payment solutions for several well-known 
UK retailers, the TRANSAXpay application is P2PE accredited by PCI and our payment gateway 
is Level 1 certified. Independent of the card schemes or any equipment manufacturer, we can 
work with most existing or proposed configurations. Our team are UK based and will share their 
expertise to ensure your payment project success. Visit www.fismerchantpayments.com  

FUTURA RETAIL SOLUTIONS - DEDICATED RETAIL SPECIALISTS 
A highly affordable, fully integrated EPOS and retail management system, Futura provides an 
easy to use platform to meet multi-channel merchandising needs and is the solution of choice for 
lifestyle retailers, fashion houses and department stores. 

Futura helps you put the customer first with quick data capture at the till, e-gift cards, voucher 
offers and an integrated loyalty card system that enables you to create personalised offerings and 
customer rewards with easy email updates and campaigns.   Futura is being used in over 20,000 
shops worldwide. Including; Cath Kidston, Oliver Bonas, Tommy Hilfiger, Calvin Klein and The 
Conran Shop.

FUTURA RETAIL  
SOLUTIONS - DEDICATED RETAIL 
SPECIALISTS  

Tel: 01189 841925 
Email: sales@futurauk.com
Website: www.futura4retail.co.uk
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RedPrairie Ltd
EMEA Headquarters: 
Beacon House
Ibstone Road
Stokenchurch
Bucks. HP14 3AQ  
www.redprairie.co.uk/retail 
Tel: 01494 486500
Info.emea@redprairie.com
Contact: Natalie Green

RedPrairie delivers productivity solutions to retailers to help manage workforce, inventory and 
transportation both in the supply chain and in-store. RedPrairie provides these solutions to  
enable retailers to support business strategies that increase revenue, reduce costs and create 
competitive advantage.
With over 20 global offices and solutions that are installed at more than 34,000 customer sites in 
over 40 countries, companies trust RedPrairie workforce, inventory and transportation solutions 
to deliver an increase in productivity - with the flexibility to adapt, as business needs change.  
At RedPrairie, we understand today’s operational demands and we’re committed to  
delivering solutions that work. We’re committed to delivering solutions for the real world.

VeriFone Holdings, Inc.  ("VeriFone") (NYSE:PAY), a global leader in secure electronic payment 
technologies, provides expertise, solutions and services for today with a migration strategy for 
tomorrow.   VeriFone delivers solutions that add value to the point of sale, resulting in improved 
merchant retention and the generation of new sources of revenue for its partners and customers. 
VeriFone solutions are specifically designed to meet the needs of vertical markets including 
financial, retail, petroleum, government and healthcare.

Symphony House 
7 Cowley Business Park 
High Street, Cowley Uxbridge
UB8 2AD, UK 
T:  +44 1895 275275
E: info-emea@verifone.com
W: www.verifone.com

Nordic ID provides apparel and specialty retailers efficient store operations management with 
RFID.

The Nordic ID concept “House of RFID” consists of a wide network of RFID providers – 
specialists in fast, affordable and smooth RFID project, pilot and rollout implementations.

Nordic ID offers data capture tools for professional use. We are a respected and well known 
supplier of barcode and RFID mobile computers and fixed RFID readers. Our success is based on 
our excellent service and our products’ usability.

Nordic ID
Myllyojankatu 2 A
FI-24100 Salo
Finland
Tel: +358 2 727 7700
E-mail: marketing@nordicid.com
Company website: www.nordicid.com
RFID articles and expert views:
www.rfidarena.com

DIRECTORY OF KEY PLAYERS
call 020 7562 2428 lisa.gayle@retail-systems.com fax 020 7374 2701

payment solutions

rfid and barcode readers

ByBox, the locker solutions specialist offers a complete end-to-end supply chain solution – from 
sourcing parts, warehousing, distribution, simple swap outs and non-intensive installations 
through to a bespoke high-end engineering solution for more complex tasks.

Operating 7 days a week, 365 days a year, ByBox delivers 20 million items a year into its network 
of lockers which are situated at convenient locations such as petrol stations, supermarkets, 
train stations, sports grounds and shopping centres. Working with hundreds of companies in a 
variety of sectors, ByBox also manages the repair and return of any faulty items and operates an 
in house repair centre, where a fully trained workforce of repair technicians provides full repair, 
refurbishment and screening services.

ByBox
Unit 1-2 Central City Industrial Estate 
Red Lane 
Coventry 
West Midlands, CV6 5RY
Tel: 0844 800 5219
Fax: 024 7658 4278
E: distribution.revolution@bybox.com
Website: www.bybox.com 

BCP - Business Computer Projects Ltd
BCP House, 151 Charles Street
Stockport, Cheshire
SK1 3JY
United Kingdom
T: +44 (0) 161 355 3000
F: +44 (0) 161 355 3001
E: retail@bcpsoftware.com
W: www.bcpsoftware.com
Contact: Richard Marshall

BCP is a leading supplier of Supply Chain software solutions to the Retail and Wholesale 
Distribution industry.
Our Accord® supply chain solution is a powerful, fully integrated system offering store 
automation, web, cash control, central store management, voice-directed warehousing, logistics, 
finance and business analytics.  Based upon a modern, cost-effective, real-time technology and 
single architecture, Accord® is an ideal solution for today's progressive retailer, empowering 
companies to improve business across all channels, facilitating overall growth in revenue and 
profitability.
Over 8000 users across the UK and Ireland depend on BCP solutions to control their  
day-to-day business.

store, head office and distribution solutions

supply chain solutions
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In Hollywood 
nobody knows any-
thing. Screenwriter 
William Goldman’s 
famous quote refers 

to the fact that, prior to release, studio ex-
ecs haven’t the foggiest as to how a movie 
is going to fare. I’m starting to think that 
the same sentiment applies to the retail 
sector. As I write this Halfords has seen 
sales top £1 billion for the first time in its 
133-year history, fuelled by the country’s 
continuing love affair with cycling. The 
retailer was on the verge of collapse a 
decade ago, with those in the know prep-
ping obituraries along the lines of, RIP 
Halfords, it’s all about online retail now. 
Why buy a bike in-store when they can 
get it from an e-tailer at a cheaper price? 
Pah! You’re, like, so last century.

Similarly, Argos was being written 
off as an out-of-date box shifter with 
nowhere to go as discounters marched 
into its territory from one side and 
pureplays the other. At the 2014 BRC 
Retail Symposium, John Walden, chief 
executive, Home Retail Group, admitted 
that, a few years back, the retailer was 
having a challenging time of it, partly due 
to the economic downturn, partly by not 
responding to market changes. It has now 
rebooted the organisation to become a 
digital leader. A recent decline in electri-
cal and seasonal product sales shows that 
there is still much work to be done, but 
Argos has nonetheless earned plaudits for 
an overhaul which has included trialling 
concept stores where tablets replace the 
retailer’s trademark laminated catalogues 
and pens that never work. It has also 
opened the first two of ten digital stores 
which will be situated in Sainsbury’s 
supermarkets. Making its debut in the 
grocery giant’s North Cheam, Surrey 
and Nantwich, Cheshire stores, the new 
format offering will range in size from 
around 1,000 to over 5,000 square feet. 
Customers will be able to choose from 
over 20,000 products which they can 
either buy via in-store tablets, or reserve 
online for collection. A range of around 
40,000 products can also be ordered for 
home delivery. 

And last but not least, new payments 
technology. Industry professionals believe 
mobile payments, NFC and contactless 
technology will reach mass adoption 
within five years, according to recent 
Compass Plus research. The company has 
been looking at the industry’s expecta-
tions of the payments market since 2011, 
and this year’s results, which took in the 
views of more than 190 payments and 
banking experts from across the globe, 
found that 31.3 per cent think that mo-
bile payments will go mainstream in their 
region in the next five years. The 2011 
and 2012 research, however, stated this 
would occur within two to three years 
and one to two years consecutively. In 
terms of when NFC and contactless go 
mainstream, back in 2011 the majority 
vote was that mass adoption would have 
been reached within two years (29 per 
cent), however this year’s result shows 
that respondents now believe mass adop-
tion will occur within five years (41.5 per 
cent) – seven years behind the original 
estimate. Ah well, they’ll get it right 
eventually.

Halfords smashing through the £1 
billion sales barrier. Argos becoming 
the poster child for omnichannel retail. 
Mobile payments failing to take the world 
by storm and justify all the hype. Who 
saw any of that coming? Certainly not 
the many, many people who a decade 
ago were busy predicting the death of the 
High Street; clicks beats bricks, farewell 
old timers, make way for a brave new 
world etc etc. Funnily enough, e-com-
merce has shown itself to be the saviour, 
rather than the destroyer, of bricks and 
mortar retailers. Yep, in retail nobody 
knows anything...
Got something retail technology-relat-
ed you want to get off your chest? Then 
email the Editor your thoughts at: scott.
thompson@retail-systems.com

final word
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@RetailSystems

Tech-driven Brits make 24/7 
demands
UK consumers are often ahead of 
their global counterparts in the 
demands they place on retailers, 
says a new Oracle report, Retail 
Without Limits – A Modern 
Commercial Society.

UK retailers feel the digital heat
65 per cent of UK retail 
organisations are seeing a 
fundamental shift in customer 
expectations due to digital 
growth, whilst 77 per cent are 
experiencing disruption from 
digital innovation, according to 
Apigee Institute research.

Online retail delivers in June
The IMRG MetaPack UK Delivery 
Index recorded a strong return to 
growth in June. 

Fuller’s tests out Flypay solution
Flypay is working with the Visa 
Europe Collab innovation hub to 
create a proof of concept solution 
that aims to reinvent the bar tab.

Brits not ready for m-payments
The British public are interested 
in mobile payments although 
they still have concerns around 
security, according to MasterCard.

Online retail to cross $1trn mark
Global e-retail sales are set to 
reach $1.7 trillion this year, up by 
more than 17 per cent on 2014, 
according to Juniper Research.

Read the latest retail tech stories 
at: www.retail-systems.com

TOP OF THE TWEETS

From out-of-date box shifter to digital leader.
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Find out more at bronto.co.uk

The Bronto Marketing Platform is the ultimate solution 

for retailers to drive revenue through email and cross-

channel marketing. With Bronto, it’s easy to analyse, 

target and reach your audience with highly-tailored, 

personalised messages that get noticed, get clicks  

and get orders.

Antony Lea , Head of CRM

With Bronto, creating 
personalised emails and 

building powerful marketing 
automation is simple, fast and 

saves valuable resources.

NotOnTheHighStreet.com
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