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Welcome!
A Letter from John Mansfield

As we look to the future of retail, we know one thing is certain, and that is retail will not look the    
      same today as it will in 10 years.  For example, many merchants are struggling to keep up with the 
                growing threat from Amazon and other e-commerce services. However, despite the 
                      convenience of virtual shopping, touch, fit, and in-store atmosphere….these are things 
                                that cannot be replaced with an online presence.  So while the shopper of 
                                          tomorrow is changing, so will the shopping experience. How do we 
                                                  blur the lines of online and in-store and do so in a manner that adds 
                                                          value to create brand loyalty?  This month we are taking a 
                                                                  SLICE out of the payments ecosystem with a focus on 
                                                                        Creating an Experience and Engaging the Consumer.  
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The Evolution of Multi-Lane Checkout 
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Future Payment Trends: 
How will the Connected Car Facilitate 
Seamless Payments?

Did You Know?: Competing Against 
Amazon

http://www2.verifone.com/l/129991/2017-06-26/2htj42
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etail is changing.  We can all see the clouds forming 
over the horizon and everyone is quickly trying to 
evolve and stay relevant.  Researchers are putting an 

importance on generational tendencies, and in turn putting focus 
on generational marketing and how to sell to these demographics.  
The consumers in these categories are defined by birth year, 
spending habits, beliefs and general tendencies; however, it’s 
about more than just that.  If you put a group of millennials (or 
any other generation for that matter) in a room, you will find 
that their expectations and shopping habits greatly differ.  Why?  
Because segmentation based purely on demographics does not 
equal consumer insight.  And if you focus solely on the defined 
generations and the blanket expectations of a group, you will 
fail.  So how do you look beyond the fluff and meet the true 
expectations of tomorrow’s consumer?  Let’s start by defining who 
“they” are.

Tomorrow’s consumers have one important 
aspect in common—they are connected. 
These consumers have immediate access to details never before 
accessible physically inside a retail store.  It’s not necessarily an 
age group; it’s an attitude and mindset of immediate access to 
information.  Customers have the ability to price check, look up 
reviews, check for promotions, access loyalty points, etc.  So rather 
than focus on a defined generation, let’s look at how this applies 
to the future of retail and how to create personalized value for the 
consumer. 

The connected consumer demands a unified experience.  This 
means that they expect to have the same experience whether 
at home, on their couch or price checking in aisle 4, and that is 
customized to their individual expectations and needs.  I think 
it’s safe to say that the majority of shoppers looking to make a 
purchase in today’s environment are going to do one of four things:

1. Research online, come in store to try on or see in person, and 
buy online for best price and convenience

2. Research online, come in store to try on or see in person and 
buy in store

3. Go to Amazon, find the free shipping (and free returns) and 
purchase the item(s)

4. Go to the store to purchase an item

So from this we know consumers are in buying mode—either 
researching online and/or in-store.  So how do we capitalize on 
consumers while they are in buying mode in-store, and how do we 
create that exceptional customer experience that will bring them 
back next time?

Here are some suggestions for successful curated experiences 
with the shopper of tomorrow:

Create a Unified Experience: This means that shoppers will have 
the same experience whether at home or online.  If you make a 
purchase online, you will be able to return it in-store or vice versa.  
This means that website, mobile site and in-store are all connected 
and in real time.
 

Pro Tip: Tokenizing payments so that a consumer can make 
a purchase with a credit card and returning in-store without 
using the same credit card is a great way to create a frictionless 
experience for consumers.

 
Add Value: I recently read that 63% of consumers participate in 
rewards programs. What does this tell us? That people THRIVE 
on value.  So how can we add value in the retail environment 
of tomorrow?  Customize payment apps. Whether utilizing a 
connected device that will know who your consumer is, tie in loyalty 
points without a plastic card or deliver targeted offers or rewards, 
delivering that real time customized experience is a sure way to 
add value.

Pro Tip:  Have you ever wished that you could just look up 
and apply points without having to carry around 50 different 
loyalty cards?  Verifone developed an application called Verifone 
Points Redemption, which connects the FIS Premium Payback 
Network to provide a secure and quick way to access third-
party loyalty programs. Merchants can download the free app 
on their device. Eligible cardholders would need to swipe, dip 
or tap their card at participating retailers to pay with the points 
they have accumulated.   Learn more about Verifone Points 
Redemption. 

 
Creating a Customized Experience: The other area of adding 
value is going beyond the check-out counter. Customers are in-
store to make a purchase and often times, items may be out of 
stock, in the wrong size or not available. Imagine delivering valuable 
information (from in-store or online) where customers can have 
immediate access to things like a price check, size and availability, 
color and providing the tools to your sales reps to be able to close 
on a sale.
 

Pro Tip:  Do you invest in seasonal devices every year?  Some 
retailers are going beyond the counter and deploying a mobile 
strategy to increase consumer value year-round.  Missed the 
March SLICE focused on mobility?  Download here.

c is for connected: 
the consumer of tomorroW
Liz Smith, VS Sales Enablement Manager, Verifone

R

http://www2.verifone.com/points-redemption
http://www2.verifone.com/points-redemption
http://www2.verifone.com/l/129991/2017-03-07/2bds8x/129991/75799/Slice_March_2017_FINAL2.pdf
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Visa Study Shows 83 Percent of Consumers 
Want New, IoT Ways to Pay
PYMNTS.com

The buyers journey of a modern shopper requires constant 
touchpoints from the merchant due to the sheer amount of 
marketing noise that persistently bombards their sensory. 
Taking into account the number of average devices owned and 
the influence of social media, it’s safe to state that consumer 
behaviour requires more attention than fitting them into fixed 
persona categories. Connected consumers are yearning for a 
better retail experience and control over their data they contribute 
to the Big Data concept. READ MORE

Verifone in the News: Mastercard joins forces 
with Verifone and Global Payments to Enhance 
EMV Experience
Mastercard

Critics argue that EMV elongates the checkout experience 
because of the required various steps to complete a transaction.  
To combat this, Mastercard, Verifone, and Global Payments have 
teamed up to successfully bring-to-market M/Chip, Mastercard’s 
quick chip technology that will dramatically reduce processing 
time at the checkout. READ MORE

Bridging the Personalization Gap: It Doesn’t 
Have to Be a Guessing Game
LinkedIn Post

Carefully engineered algorithms have systematically reduced 
the amount of human error in our day to day lives. However 
AI technology usually lacks empathy – the skill that enables 
humans to relate to other individuals. The geniuses at Stitch Fix, 
a subscription based “box of goodies” figured out a way to bridge 
the gap between automation and personalization – delivering 
highly curated boxes to each and every subscriber. Retailers 
have the opportunity to tease valuable information about their 
customers and even influence their customer’s journey through 
personalized service, with the ability to cater to an individual’s 
need, setting that individual apart from the rest, each and every 
time. READ MORE

How Fashion Can Fight Amazon
Business of Fashion

Retailers of all sizes have to battle Amazon, an e-commerce giant, 
on a daily basis to stay afloat in the retail game. Amazon caters to 
the masses through a quick query on the website or app’s search 
bar and in just a few moments you can secure your transaction 
and go about your day. Retailers with brick-and-mortar stores 
should elevate their customer experiences to drive in-store visits 
and foster return business. READ MORE

industry 
neWs

Did you know that the Verifone Engage platform was developed to make single payment application possible for all Engage 
devices?  Built on a Linux-based VOS, applications are developed using the ADK which decouples hardware differences from 
payment applications.  The ADK simplifies application developments and best of all, there is a single EMV kernel across all 
Engage devices.  What does this mean for you?  Only one EMV family certification will be required for all devices!

tips and tricks:
Streamlining EMV 
Certifications with Engage

http://www2.verifone.com/l/129991/2017-06-27/2htmfq
http://www2.verifone.com/l/129991/2017-06-27/2htmg8
http://www2.verifone.com/l/129991/2017-06-27/2htmgx
http://www2.verifone.com/l/129991/2017-06-27/2htmgz
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Experience.  We all know in the restaurant environment that the experience is make 
or break for your success. It can be influenced by so many operational factors that the 
slightest misstep can offend a diner whether it be service, food, ambiance, parking, or 
whatever random act  that makes or breaks the evening. 

The problem is 96% of clients who have a bad experience won’t tell 
you about it, but are definitely vocal about their experience online.  As of Q1 2017, 
there were over 127 million reviews on Yelp (18% of Yelp reviews are in the restaurant 
industry).

hospitality spotlight: 
Survey’s and Immediate Resolve

TruRating is on a mission to bring the truth back to ratings, 
providing accurate and validated feedback from an average 88% 
of customers. How? By using a merchant’s existing payment 
terminal to transform a simple transaction at checkout into a unique 
and profitable dialogue between a business and their customer. 
TruRating asks every consumer a single question right when they 
pay, enabling them to rate an aspect of their experience from 0-9 
(0 is terrible, 9 amazing) with a single key press. This feedback 
is then presented back to merchants through an analytics suite 
in near real-time, allowing business owners to link customer 
sentiment to spend and basket data, track their scores over periods 
of time, benchmark individual outlet’s performances and even 

compare their ratings against anonymous competitors.

TruRating’s innovative, value added solution uses the payment 
terminal to empower merchants with the knowledge to improve 
their customers’ experience. With timely, trustworthy insights, 
business owners can be confident in making decisions based on 
how their customers think and feel; as a result, merchants using 
TruRating are increasing same-store sales growth, gaining greater 
operational insight, and driving customer satisfaction.

To learn more, visit our website: www.trurating.com

partner spotlight: 
TruRating

Source: Yelp Factsheet

Liz Smith, VS Sales Enablement Manager, Verifone

The cost of a dissatisfied customer:

• 70% will do business again if the complaint 
is resolved, and 95% will return if resolved 
quickly.

• The average customer with a complaint tells 9 
to 10 people (13% tell more than 20 people).

• Those who have complained and had 
resolution only tell five people.

Over 86% of people will hesitate to purchase from 
a business that has negative online reviews, so 
how do you ensure that consumers are leaving 
happy and not taking out their frustrations online?  
In-store surveys.  An easy way to do this is by 
combining payment and in-store surveys.  This 
gives you an opportunity for immediate resolve so 
you can know the minute something goes wrong, 
not the next day for everyone to read!  And since 
84% of customers trust online reviews as much 
as a personal recommendation, you are one step 
closer to guaranteeing a positive experience.

http://bitly.com/2tdDlqn
http://www2.verifone.com/l/129991/2017-06-26/2htjg6
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NCR Synergy
June 26-28, 2017 • Orlando, FL
Verifone Booth #508

ACI
June 26-28, 2017 • Las Vegas, NV

HITEC
June 26-29, 2017 • Toronto, ON
Verifone Booth #510

RSPA
August 6-8, 2017 • Las Vegas, NV

Verifone’s Retail Payments Conference (VRPC)
September 13-15, 2017 • St. Pete Beach, FL

Join us Wednesday, September 13th through Friday, September 15th 2017 at the Don CeSar Beach 
Resort in beautiful St. Pete Beach, Florida to discuss the latest payment industry trends, hear from 
merchants like you on best practices as well as other keynotes led by the top industry experts.

Want to submit a VRPC topics or participate as a speakers? Contact Liz.Smith@verifone.com

upcoming
events

FSTEC
September 17-19, 2017 • Anaheim, CA

did you knoW?
Competing Against Amazon
Amazon’s success has been fueled by high customer loyalty and brand 
awareness. The Amazon Prime subscription service continues to grow: One study 
released last September by Consumer Intelligence Research Partners found that 

20% of all us consumers are prime members.
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Source: Amazon, Morningstar, RBC, CIRP, BI Intelligence Estimates, 2016

Amazon Prime Subscriber Growth An analysis by Slice 
Intelligence found that 
                   of all online
                   retail 
sales in the U.S. went 
through Amazon 
in  2016, as the 
e-commerce giant’s 
market share continues 
to grow.

43% 

http://www2.verifone.com/VRPC2017reg
Mailto:liz.smith@verifone.com?subject=VRPC 2017
https://www.hftp.org/hitec/toronto/
http://digital.lenos.com/ncr/Synergy2017/Content/Home
https://www.aciworldwide.com/news-and-events/events/2017-user-group-exchange
https://www.gorspa.org/event/retailnow/
https://fstec.com/
http://www2.verifone.com/VRPC2017
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product spotlight: m400
The Evolution of Multi-Lane 
Checkout Experience   

It’s an obvious truth that the relationship between the 
customer and the merchant is undergoing a revolutionary 
shift.  The smartphone and tablet and the migration of a 
significant portion of retail commerce to online players 
has shifted the center of gravity from the merchant to the 
customer. In many cases, customers control the experience 
from beginning to end, and all a merchant can do is try to 
be where the customer needs them to be where and when 
they need them. 

Still, the vast majority of commerce happens in-store, 
where more than 90 percent of retail sales are still 
generated, and the traditional multi-lane POS environment 
remains dominant.  But the changing relationship between 
the consumer and the merchant online is changing 
expectations in-store as well.  Consumers come to the 
store ready to use their technology to find deals, locate 
products, and shop at online competitors as they walk 
the aisles. More than 70 percent browse online before 
making in-store purchases, and two-thirds will check prices 
on their phones.

And when they get to checkout, they expect the 
experience to be fast, easy and painless, and they 
expect to be able to pay with any tender type in any form 
factor, cash, check, card or mobile.  And they expect 
the experience to be as feature rich and engaging as 
everything else that they see on a screen be it smart 
phone or smart TV.  Traditional black boxes that only 
accept cards at the point of sale are being eclipsed 
by multi-media terminals capable of supporting the 
merchant’s promotion and loyalty offerings and able to 
accept chip, mag-stripe, NFC and Bluetooth transactions. 

The significance of these capabilities is supported 
by the fact that consumers belong to an average of 
approximately 13 loyalty programs, and global 
proliferation of mobile payment apps continues to increase. 
The technology also needs to look good, have a small 
footprint, and “just work” from a clerk and consumer’s 
perspective. For the merchant, it needs to readily support 
proprietary apps, easily access real-time data sources, 
and be adapted to new services and capabilities quickly 
and easily.  It has to be “future proof” on both the input 
(merchant) and output (clerk/consumer) sides of the 
equation.

Fortunately, new technology is entering the market that 
can support the changing requirements of the technology-
enabled customer.  Agile, user friendly, tender and form 
factor agnostic platforms are emerging that not only 
support customer expectations now, but can be continually 
re-configured for future use cases and technologies.  
Verifone recently introduced a multi-lane device, the 
M400, that’s a great example of what’s possible and 
practical for today’s multi-lane environment. 

Consumer expectations are changing more quickly than 
ever before in retail.  The retail in-store experience needs 
to meet or exceed those expectations not only now but 
for the foreseeable future. Merchants who choose to 
rely on older POS platforms that don’t allow a feature-
rich experience at checkout risk losing the interest of 
technologically-enabled customers, a group that is only 
going to become larger and more important to retail in the 
future.

Thad Peterson, Senior Analyst, Aite Group

http://www2.verifone.com/l/129991/2017-06-27/2htmf4
http://www2.verifone.com/l/129991/2017-06-27/2htmfb
http://www2.verifone.com/l/129991/2017-06-27/2htmfg
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 was fascinated by the connected car presentation 
given by John Ellis, Global Technologist and former 

head of the Ford Developer Program, at our recent Verifone 
Client Forum for the Petro business. While much of his 
presentation focused on self-driving cars, I am intrigued by 
the opportunities to use the Connected Car to deliver magical 
commerce experiences for consumers.

Today there are over 260 million cars in the U.S. and over 
1.2 billion cars world-wide. In 2015, approximately 10% were 
connected cars (1) and by 2020, Gartner forecasts there will 
be over 250 million connected cars. (2)

Wikipedia defines a connected car as a car that is equipped 
with internet access, and usually also with a wireless LAN, 
which allows the car to share internet access with other 
devices inside and outside the vehicle.

General Motors introduced the connected car in 1996 with 
Cadillac OnStar. At first, a cellular call was used to summon 
emergency help after an accident and later the GPS location 
was sent as well. Over time additional capabilities have been 
added including remote diagnostics, turn-by-turn directions, 
traffic information, cell phone connections, Wi-Fi hotspots, 
driver assistance features, collision detection, streaming music 
services, internet access, automatic parking and soon self-
driving cars.

The ability to link your connected car to a payment, a mobile 
wallet or a retailer’s mobile app and your connected car’s 
ability to let your app, or the merchant know your location 
is all that is required.  (Okay, there may be some software 
development required, but I will leave that to the smart people 
to figure out.)

At fuel pumps connected cars could eliminate the need for 
consumers to inset their card or tap their phone for payment.  
Simply pull up to the pump, pump your fuel and drive off.  
Magical! The car identifies what station and pump you are at 
and passes your preferred payment information for pre-auth 
to have the pump activated, finalize the transaction and you 
drive off.

Drive-thru payments at fast food restaurants could become 
easier with the connected car. As you approach the order 
station, the connected car, connected to the restaurants 
mobile app, could let the restaurant know who you are, your 

preferred payment method and even your usual order!  As you 
place your order, it could be displayed on the in-dash digital 
display for order confirmation.  No more clerks reading your 
order back through garbled speakers!

As you approach the dry cleaner to pick-up your cleaning, 
or your favorite restaurant to pick-up your order to go, your 
connected car could let them know how soon before you 
arrive so they could get it ready for you and then know when 
you arrive, and in what parking spot, so they could deliver it 
to your car.  Payments will be automatically linked to your 
preferred payment method.

Some companies have already announced some interesting 
connected car experiences.  Dunkin’ Donuts has parted 
with Waze, the community-based traffic and navigation app, 
which lets you order your coffee and doughnuts ahead of 
time to pick-up when you get to the restaurant. This works by 
connecting the Dunkin’ app to Waze. 

Starbucks has announced the ability to voice order your 
favorite coffee beverage with a planned integration between 
the Starbucks Mobile Order & Pay technology and Ford’s 
SYNC3, powered by Alexa’s voice-activated technology. Ford 
is adding its Alexa-powered SYNC 3 connectivity platform 
to all of its 2017 vehicles. Amazon has also announced that 
Alexa will be supported in Toyota, Volkswagen and Hyundai 
cars as well. Pizza Hut also allows Alexa voice ordering, which 
can be used in these vehicles.

Pizza Hut is hoping to tap into Amazon’s suite of mobile 
applications and Alexa devices with a new promotion that 
gives a discount to consumers who place an order through an 
Alexa device.

Maybe Tesla should be adding tray tables to its self-driving 
cars.  Just think – order dinner from your favorite restaurant 
before you leave the office, have it delivered to your car as 
soon as you pull into the parking lot and eat dinner while you 
watch your favorite streaming video show on your way home 
during your evening commute. Exciting times we live in.

1. https://www.fool.com/investing/general/2016/03/06/
connected-cars-in-the-next-decade-4-numbers-everyo.
aspx

2. http://www.gartner.com/newsroom/id/2970017

future payment trends:
How will the connected car 
facilitate seamless payments?
Jeff Wakefield, VP Sales Enablement & Business Development, Verifone

I 

http://www2.verifone.com/l/129991/2017-06-26/2htjgd
http://www2.verifone.com/l/129991/2017-06-27/2htmfn



