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Welcome!
A Letter from John Mansfield

By now, it has become engrained in the minds of both merchants and consumers that  
it’s best practice for cards to never leave the customer’s possession during a 

transaction. So much so that as new payment methods like mobile pay 
or wearables transition to mainstream, customers aren’t going to hand 

over their <insert PIN, smartwatch, or smartphone here>.  As a 
result, the POS has to come to the consumer.  New 

methods, new experiences and a new strategy.  This 
month we are taking a SLICE out of the payments 

ecosystem with a Hospitality Spotlight: 
Feature Focus on Restaurants.   
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ay-at-the-Table has been around for many years 
internationally, and it’s gaining traction in the U.S. 
hospitality market. There are a variety of benefits to 

Pay-at-the-Table, and a few important considerations. On the 
one hand, Pay-at-the-Table brings convenience and security 
to guests by allowing them to pay directly at their table. On 
the other hand, proper device management and potential 
changes to operations, including Tip Privacy, will all play a 
role in a successful deployment. While Pay-at-the-Table 
may not be ideal for every operation, we will explore why it 
is worth a closer look for modern, guest-centric food and 
beverage establishments.

Pay-at-the-Table Efficiency:
• Faster table-turns equate to more revenue for the

restaurants and servers
In a restaurant, the quicker a table can be turned with
a new guest seated, the higher the operation’s revenue
potential. If a guest is seated for 30 minutes, and it
takes 10 minutes for the busy server to leave the folio,
come back, take the credit card, swipe it at the Point-
of-Sale terminal, then return the card and folio for
guest tip and signature, this is 10 minutes of missed
revenue opportunity. If all the steps in the guest folio
workflow are reduced to a single table visit, it increases
opportunities for more table-turns during that busy
period. For example, a 30-minute meal plus a 10-minute
wait is a 40-minute turn, allowing only three turns in two
hours. Conversely, with Pay-at-the-Table, if the check
workflow takes only a few minutes to complete, then an
extra table turn or two can be achieved during the same
period. This translates to bigger returns for restaurants
and servers and a seamless guest experience.

• Greater Card Security
When a guest’s credit card leaves their possession, it
presents an opportunity for fraud. Electronic skimming
devices can be inconspicuously placed on a stationary
payment device or in the pocket of a complicit server.
These illicit skimming tools are used to capture the
magnetic stripe information on the guest’s credit card.
Once a few hundred guests’ card numbers have been
captured, this data can be sold on the black market.

However, a Pay-at-the-Table solution means the device 
and credit card never leaves the guest’s possession, 
and therefore, provides greater card security and guest 
confidence.

Important Considerations for Pay-at-the-Table:
• Operational Considerations

With traditional Point-of-Sale terminals and payment
devices, the hardware relationship is usually one-to-one
for a station: one POS, one payment device. However,
with Pay-at-the-Table, the number of payment devices
can be significantly more, depending on the size and
needs of the operation. Do you need one Pay-at-the-
Table device for every table in a station? This might be
needed if seating is scheduled and all tables finish and
pay at similar times, such as at events. Do you need
one Pay-at-the-Table device for every member of the
wait-staff to carry with them as they move about their
section?

P

Spencer Wolf, Product Manager, rGuest Pay, Agilysys

Pay-at-the-table offers 
Greater revenue, ImProved 
securIty and a seamless 
Guest exPerIence
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   Current Pay-at-the-Table devices and typical workflows 
are not ideal for devices to be left at the table. For 
security, the device should always be in the possession 
of personnel. Once the payment process is initiated 
for any given table, it should be completed quickly to 
avoid impacting service at other tables. In addition, split 
checks are popular in the U.S. and require the server 
to be actively engaged - ideally with a device on hand 
- to help create the split. Finally, while Pay-at-the-Table 
enables the overall payment process to be completed 
much more quickly than the traditional process, table 
turn times and table management can be impacted. A 
server with one device cannot leave the table to process 
several checks at the same time or to give guests the 
privacy to tip at their leisure.

• Tip Privacy Considerations
   International guests are usually familiar with Pay-at-

the-Table processes from their home countries. While 
these travelling guests will have a relatively consistent 
experience with Pay-at-the-Table domestically, U.S. 
operations may need to provide guidance to servers on 
the use and etiquette of Pay-at-the-Table. With Pay-at-
the-Table, the server presents the payment device or 
paper receipt to the guest and sees the tip immediately 
as it is being entered. In this instance, rather than being 
perceived as lurking, the server may take the opportunity 
to refill an empty glass or engage other guests at the 
table for greater overall guest experience.

   High-end restaurants will often leave the folder on the 
table until the guest has departed to avoid making the 
guest feel uncomfortable. In Europe, gratuities are often 
included or nominal. In the U.S., tip privacy will become 
less of an issue as the U.S. moves more to a standard 
service fee in lieu of tipping.

Pay-at-the-Table brings the opportunity to your door 
for greater revenue, security, and an enhanced guest 
experience. Offering more benefits than we could touch on 
here as well as a few considerations to explore with your 
operations team. Whether you are looking for organic growth 
through higher table turns or to bring that modern, familiar 
convenience to your international guests, Pay-at-the-Table 
may be just the hand-in-hand solution you need.

RetailNOWow is hosted by the Retail Solutions Providers 
Association (RSPA). They pride themselves as the only 
association connecting the Point-of-Sale technology 
ecosystem. 

Their members include ISVs and their resellers, distributors, 
hardware manufacturers, software developers, consultants 
and service providers who bring retail technology solutions 
to the marketplace.

We took a minute to sit down with our booth attendees to 
find out what the top three initiatives were for them while 
at RetailNOW:  Here is a brief recap for those that couldn’t 
attend: 

• Mobility:  Everywhere you look, retailers and 
restaurants alike are looking for ways to enhance 
the consumer experience.  Whether this means 
bringing the checkout experience to consumers, or it 

means opening up a completely new revenue stream 
opportunity, it was a hot topic at RetailNOW 2017!

• Payments Management: Vendors are looking to 
simplify payments management, reduce complexity 
and streamline operations to focus on what’s 
important to them (hint: it’s not payments).  Vendors 
were looking to remove this complexity. 

• Engaging with Consumers:  Attendees were blown 
away by our Engage product line and stopped by to 
see Verifone Carbon 8 and 10 in action.  They loved 
that Engage could showcase value-added apps and 
that Carbon had a fixed and stationary option to go 
beyond the checkout counter.

For more information on our next-gen family of devices, 
visit www.verifone.com.

verIfone’s carbon shInes 
at 2017 retaIlnoW shoW!   
Monica Mitjans, North America Tradeshow and Events Manager, Verifone

http://www.verifone.com/us
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The Rush to Deploy the Latest In-Store 
Technology is Comprising IT Security
Chain Store Guide
Consumer-driven technologies and rising expectations will only 
continue to accelerate change, forcing retailers to rethink long-term 
security strategies, adopt agile network security architectures, and 
replace legacy patchwork solutions that heighten risk. According to 
The State of Network Security report for 2016-2017 from Forrester, 
40% of enterprises are upgrading or planning to implement next-
gen firewalls within the next 12 months. READ MORE

Food Delivery Creates Tech Headache for Some 
U.S. Restaurants
Reuters

On-demand food delivery has exploded in the last few years, with 
more than three dozen startups getting initial funding since 2011, 
according to data firm CB Insights. U.S. restaurants saw $16.5 
billion of delivery sales in the year ending June 2017, and non-pizza 
delivery traffic was up 33 percent in 2015 versus 2012, according 
to the NPD Group/CREST.  READ MORE

Three Hospitality Trends That Beg for Flawless 
Customer Experience
Hospitality Tech

Travel and hospitality companies have to deliver better, more 
relevant, and more engaging customer experiences that keep 
customers coming back. Whether on a mobile device, on the go, 
or on a desktop computer in a hotel room, consumers have high 
expectations of their interactions with a brand. READ MORE

Verifone to Enable Interactive, Omni-Channel 
Retail Checkout Experiences for Shufersal, the 
Largest Supermarket Chain in Israel
BusinessWire.com

“For airlines, the ability to facilitate payments on shared IT 
infrastructure at the world’s airports is vital to provide passengers 
with an integrated air travel experience every step of the way. Our 
work with Verifone, to deliver this innovative payment solution, 
allows multiple merchants to use the same device in line with 
PCI security standards. It enables airlines, airports and other air 
transport industry stakeholders to accept secure payments in a 
common-use environment,” said Barbara Dalibard, CEO of SITA in 
the press release. READ MORE

Merchants Should Highlight Mobile Self-Service 
Usefulness to Consumers
Mobile Payments Today

One consumer survey from Ask Your Target Market found 54 
percent of respondents believed self-service technology makes 
checking out easier. Some 56 percent said self-service kiosks (like 
the ones you’ll find in Panera) make checking out faster.  READ 
MORE

uPcomInG 
events

Verifone Retail Payments Conference 
September 13-15, 2017 • St. Pete Beach, FL

FSTEC
September 17-19, 2017 • Anaheim, CA

BlueStar
September 18-19, 2017 • Orlando, FL

MAG
September 27-29, 2017 • Orlando, FL

Industry 
neWs

http://www.chainstoreage.com/article/rush-deploy-latest-store-technology-compromising-it-security
https://www.reuters.com/article/us-restaurants-deliver-idUSKCN1B60HC
https://hospitalitytech.com/three-hospitality-trends-beg-flawless-customer-experience
http://www.businesswire.com/news/home/20170822005610/en/Verifone-Enable-Interactive-Omni-Channel-Retail-Checkout-Experiences
https://www.mobilepaymentstoday.com/blogs/merchants-should-trumpet-mobile-self-service-usefulness-to-consumers/
https://www.mobilepaymentstoday.com/blogs/merchants-should-trumpet-mobile-self-service-usefulness-to-consumers/
www.vrpc2017.com
https://www.fstec.com/
http://www.bluestarinc.com/us-en/vartech.html
http://www.merchantadvisorygroup.org/stay-connected/2017-annual-conference
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securIty sPotlIGht: 
Deloitte Advisory 
Cyber Risk Services

Download the whitepaper
Beneath the Surface of a Cyberattack: 
A Deeper Look at Business Impacts

Not registered for VRPC yet? 

It’s not too late.

If you are going to VRPC next month, be sure to join Andrew 
Morrison and John Gelinne where they will uncover the 
current landscape of cyber-attacks, how retail and 
payment clients are mitigating cyber risks, and the 
blurring lines between 
cyber risk and fraud.

Deloitte Advisory has conversations with more than a thousand 
clients across virtually all industry sectors, and consistently hear 
that boards, executive management, and technology leaders are 
struggling to connect the dots on a wide range of topics familiarly 
grouped under the heading of “cyber.” At the core of this struggle is 
a view that business executives and security professionals seldom 
speak the same language and—perhaps more important—they 
rarely approach cyber challenges in a way that integrates multiple 
competencies to create better business context and insight in their 
cyber strategies. 

They have found this to be especially true in the estimation of risks 
and financial impact associated with cyberattacks. In particular, 
traditional approaches to calculating impacts of cyber incidents 
have focused largely on the direct costs associated with the theft 
of personal information. While this is helpful in certain situations, 
it does not account for the growing number and severity of 
incidents that do not necessarily involve the breach of customer or 
employee records—for example, the theft of intellectual property, 
the disruption of core operations, or the destruction of critical 
infrastructure. This focus on personal information is partly due to 
the availability of data, but it is also due to a tendency to emphasize 
the impacts that are visible and easiest to quantify. 

In order to provide a more complete view of the immediate and 
longer-term business impacts of cyber incidents, Deloitte Advisory 
has brought together their market leading Cyber Risk, Forensic 
& Investigation, and Valuation teams—supported by their industry 
practices—to demonstrate how a multidisciplinary approach 
can yield richer business insight into any organization’s cyber 
challenges. 

In Beneath the Surface of a Cyberattack: A Deeper Look at 
Business Impacts, they have leveraged their experience with a 
variety of cyber incidents and deep industry knowledge to illustrate 
how 14 impact factors—including many that are not often visible—
can affect an organization in the days, months, and years following 
a cyberattack. 

http://www2.verifone.com/l/129991/2017-08-30/2mq2gg/129991/102049/Deloitte_Beneath_the_surface_of_a_cyber_attack_2016.pdf
https://verifonesystems.cvent.com/events/2017-verifone-retail-payments-conference/registration-6c300b10c2da465c84942814b22265cb.aspx?fqp=true
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Imagine a world where your guests experience your 
brand as if every channel — in-store, online, mobile apps, 
kiosk and more — were one. Every touchpoint is familiar, 
whether it is in-person or represented by an emoji…
personality at every transaction. 
 
For many restaurants, the world of omni-channel 
engagement is still an elusive promise. While most 
operators have invested in digital technology and 
marketing efforts, many still need a targeted approach to 
reach audiences on their preferred ordering and delivery 
channel. 
  
Too often, guests experience a brand as a series of 
isolated events. The ‘Order, Pay, Earn Rewards’ process in-
store is vastly different from the online experience, and in 
many cases, both are completely separate from the mobile 
transaction.  
 
So how can your restaurant offer a true omni-channel 
experience? We’ve identified five key ingredients that will 
help you be successful:

• Flexibility – Your guests expect a quick, easy and 
convenient experience when interacting with your 
brand. Give them the flexibility to order, pay and earn 
loyalty any way they choose – whether online, on 
your mobile app, through third-party delivery services 
or in-restaurant at a kiosk or with one of your staff 
members. 

• Consistency – Your guest should have the same 
experience regardless of what channel they use to 
interact.  This means that your brand identity and 
user journey needs to be consistent cross-channels 
and in your restaurant.  Be careful not to create silos 
around each of your channels using disparate systems 
for your mobile app, online ordering and in-store 
engagement.  

• Personalization – Your guests want real-time 
interactions that are tailored to their buying history, 
preferences and behaviors. Most consumers are 
willing to share their personal information with you, 

but an expectation is then set that the experience you 
deliver will use that information.  Look for technology 
that enables you to easily capture customer data and 
leverage it to create better marketing programs.

• Unification – Can guests customize their favorite 
orders and save their preferences without having 
to recreate them each time? Does an order placed 
through a mobile app go directly to your kitchen 
without rekeying? Make sure that all third-party 
applications are smoothly integrated into your platform 
so that every friction point is eliminated.

• Agility – Everything is social, whether you like it 
or not. So why not use social media, analytics and 
customer feedback to quickly respond to market 
preferences? Scalable, cloud-based systems help you 
make decisions in real time so that you can quickly 
pivot when a slow day  erupts with a rush of incoming 
orders.

 
Creating a true omni-channel customer experience 
begins with the technology foundation within your 
restaurant.  Look for a technology platform that enables 
you to embrace mobile and cloud capabilities and share 
information seamlessly across multiple systems to deliver 
the experience your guests now expect.

tIPs and trIcks:
5 Key Ingredients for a True 
Omni-Channel Customer 
Experience  
Jessica Bryant, NCR, Senior Director, Retail & Hospitality Marketing
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dId you knoW?
The Connected Guest 
Experience
Mobility and connectivity drive guest experience from pre- to post-stay.

From pre-trip planning to enabling 
guests to use their own devices to 
set preferences in a 360-degree 

connected environment, hotel guests 
are expecting and demanding mobile 

features at every step of a journey.

WHAT GUESTS WANT HOTEL INVESTMENTS

Ability to change 
reservation

Select rooms on a 
property map

Mobile check-in

75%

69%

62%

47%

35%

39%

While slow to invest, hotels 
are beginning to pay 
attention as these tech 
areas are gaining 
momentum.

WHAT GUESTS WANT HOTEL INVESTMENTS

Smartphone as 
environmental control

Smartphone as 
mobile key

61%

53%

1%

12%

Despite high consumer 
interest, hotels are still 

in the early adoption 
phase for these 

technologies.

WHAT GUESTS WANT HOTEL INVESTMENTS

Mobile check-out

Read and post 
reviews

Mobile bill retreival

66%

69%

73%

25%

41%

23%

Mobile features 
to engage with 

guests post-stay 
are gaining traction in hotels.

Source: HT’s 2016 Customer 
Engagement Technology Study

http://www2.verifone.com/l/129991/2017-08-30/2mq2gj/129991/102051/HT_survey.pdf
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I remember the first time I used Uber in New York City several 
years ago. It was a magical experience—from watching the car 
coming to pick me up and getting closer on my smartphone 
map to  knowing how long it would take to exit the car at 
LaGuardia airport, and then getting an instant emailed receipt.  
(Not to mention that is was much faster than trying to hail a 
cab in Manhattan at rush hour!)

The magic was eliminating the payment process and 
incorporating it into the overall commerce experience, a 
seamless and virtually frictionless experience.

Since then, I have had many more frictionless payment 
experiences.

Dropping my rental car off at the airport and having Hertz 
email my receipt to me in minutes, and eliminating the need to 
wait for an attendant.

Marriott emailing my receipt to me on my departure day, so I 
don’t need to check-out, and they save time by not having to 
place receipts under each door.

Ordering my Starbucks coffee via the Starbucks app and 
picking it up in the store without waiting in line or paying in the 
store.

There are many other examples of this today:
Many quick-service restaurants support mobile order ahead 
apps that allow consumers to place and pay for orders on their 
phones and just walk in, pick-up and go. A partial list includes 
Panera Bread, Dunkin’ Donuts, Wendy’s, Chick-fil-A, Taco Bell, 
Chipotle, Subway, Domino’s Pizza, Pizza Hut and Papa John’s.  
By the end of the year, McDonald’s will also support order and 
pay ahead in all of its stores.

What do these experiences have in common?
First, most are order ahead situations. And most involve 
merchants that consumers shop at multiple times a year, if not 
multiple times monthly or weekly.

But not everyone, myself included, wants an app on their 
phone for every restaurant or retailer where they shop. There 
are a number of companies that are looking to solve that 
problem as well.  

Mastercard recently announced that it will be rolling out its Qkr 
app to the U.S., Brazil, Canada, Ireland, Singapore and South 
Africa. Today it is available to consumers in Australia, Colombia, 
Mexico and the U.K.  Qkr, which works with Masterpass, 
facilitates ordering and paying for meals and drinks in bars and 
restaurants, and enables consumers to pay for and split open 
tabs, among other tasks.

Amazon Pay Places, will allow people to browse the TGI 
Fridays’ menu, place their order directly and pay through the 
Amazon app. TGI Fridays is among the first merchants to 
adopt the feature.

In New York at select restaurants that also use OpenTable 
for reservations, diners who made their reservation through 
OpenTable can review and pay their check from their 
OpenTable mobile app. No more waiting for your waiter to 
deliver your check, then waiting again for them to authorize 
your payment. 

Cumberland Farms lets consumers essentially buy online and 
fill up at the pump without interacting with the terminal on the 
pump itself. Last year they surpassed $1 billion in transaction 
volume. Other fuel retailers are implementing similar solutions.
But what about magical payments experiences with traditional 
retailers? Other than Amazon Go, I can’t think of any.

Amazon Go, operating in a single employee only beta test 
store in Seattle, is a store with no check-out. The Amazon 
technology in the store automatically detects when products 
are taken from the shelves and keeps track of them in a 
virtual cart.  When the customer completes shopping, they just 
walk out. Payment is automatic through their app. No waiting 
in check-out lines anymore.  Is the expense to install the 
computer vision, sensor fusion, and deep learning needed to 
make this work justifiable for roll-out and installation into other 
merchants? Can it scale to stores many times the size of the 
Amazon pilot store? Time will tell.

Is that it? Are magic seamless experiences like this possible in 
tradition retail like grocery, big box, department and specialty 
stores? Or are we relegated to waiting in check-out lines 
forever? What do you think?

future Payment trends:
Magical Seamless 
Payment Experience
Jeff Wakefield, VP Sales Enablement & Business Development, Verifone




