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Welcome!
A Letter from John Mansfield

                              Due to Hurricane Irma, we had to reschedule our 13th Annual Verifone Retail 
                                  Payments Conference (VRPC) to Nov. 1st-3rd, 2017.  VRPC is a highly  
                                              popular event, focusing on payments, commerce, security and related 
                                                       topics of interest to our clients.  Due to this change in schedule, 
                                                               we have decided to focus this month’s SLICE on The Future 
                                                                           of  Payments. We hope to see you in sunny St. Pete 
                                                                                   Beach, Florida in November. Enjoy!  

Upcoming Events

Did you know? Verifone Supports MX WIC 
Processing

Product Spotlight: Developer Central

http://www2.verifone.com/CommanderInsights
http://www.vrpc2017.com
http://www.vrpc2017.com
http://www.vrpc2017.com
http://www.vrpc2017.com
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s point-of-sale (POS) systems evolved in the 80’s and 
early 90’s, they were optimized to support in-store 
sales activities. The Internet was for government and 

academia, and mobile was restricted to high-cost analog 
cellular conversations. Due to the excessive cost and limited 
reliability of wide area networks (WANs), all functionality 
was placed in the store stack: transaction management, 
item files, pricing, tax and order management.  As the first 
retailers experimented with web sales, they had to develop 
new, isolated stacks to handle this new retail sales channel.  
Often driven by marketing, completely disparate systems 
were developed and installed.  

As this new channel grew, consumer expectations and 
competitive pressure led retailers to develop functionality 
that eclipsed what was offered in-store.  Features such 
as rich product content, providing images, descriptions, 
specifications and consumer reviews; tax systems that 
included every state, tracking of not only consumer 
purchases, but also of items that consumers had browsed 
on the web; personalized offers and shopping experiences; 
complex pricing calculations; expanded on-line payment 
options; and a variety of fulfilment options, including ship to 
home, ship to store, and more recently, ship to locker.

Mobile POS (mPOS) has struggled to gain high rates of 
adoption in-store because of these different retail systems 

as well. While line busting applications need only the in-
store POS capability, more robust use cases need data and 
connections to both the in-store system and the separate 
on-line commerce system. Save the sale use cases require 
instant access to inventory in all stores, but need to tie into 
the local POS system for pricing and sales reconciliation.  
Assisted shopping and clienteling use cases need the rich 
product content from the web store, as well as consumer 
shopping history and preferences.  

Providing a unified shopping experience across these 
separate systems is an impossibility.  After struggling for 
years to develop connections between these systems to 
offer a better commerce experience, most retailers are 
looking to implement a Unified Retail Technology Platform. 
According to the recent Boston Retail Partners “POS/
Customer Engagement Survey,” 60% of retailers plan to 
have a centralized or cloud-based POS solution, up from 
36% today.

The unified shopping experience also requires a unified 
payment solution.  The same payment methods accepted 
on-line must be supported in-store as well.  How else can 
a consumer return an item bought on-line with PayPal to a 
store, if the store doesn’t accept PayPal?

A
Jeff Wakefield, VP Sales Enablement, Verifone

Future Payment trends:
Unified Retail 
Technology Platforms

CONTINUED ON PAGE 3
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Report: Most Retailers are Missing the Mark on 
Personalization
Glossy

While many brands are struggling to expand personalization 
across channels, others are still struggling with the basics of email 
marketing. This is particularly problematic, since a personalized 
subject line generates a 50% higher open rate and a 58% higher 
click-to-open rate than non-personalized subject lines, according to 
a recent report by Yes Lifestyle Marketing. READ MORE

Retail Store Openings Increase in 2017
National Retail Federation (NRF)

According to IHL Group’s data, 751 brands are increasing their 
store counts versus 278 that are reducing store counts. On a 
percentage basis, 42% are opening stores, 43% are holding 
steady and only 15% are showing a net decrease in stores. Some 
apocalypse we’re suffering through. READ MORE

Verifone in the News: With 963 Million Users, 
WeChat Lures U.S. Brands—And Longs for 
America
Fast Company

Since launching in 2011, WeChat has become China’s central 
all-in-one app, offering an ever-expanding range of smartphone 
services–chat, social media, payments, news, hotel bookings, 
dating, and so on–and has seen its growth explode in recent years, 
roughly quadrupling its monthly active users since 2013. 
READ MORE

The Quickening Pace of EMV
Digital Transactions

What’s really going on with faster EMV is more a matter of 
perception than anything else. With Quick Chip and other variants 
like M/Chip Fast from Mastercard, consumers can insert their 
card at any time during the transaction. But while the transaction 
seems faster to the cardholder, the total roundtrip from merchant to 
processor to issuer and back to merchant is little affected. 
READ MORE

Industry 
neWs

Additionally, the unified shopping experience needs a single, 
unified approach to payment security.  With card numbers 
entering the system from various endpoints, multiple data 
security solutions can cause additional challenges from data 
encryption to tokenization.  Transaction-based tokens can 
be used effectively for returns, but only if the tokens are 
ubiquitous across all of the retailers sales channels.  

But transaction-based tokenization does not allow a 
merchant to track customer purchasing behavior, because 
the token would be different for each transaction.  For 
example, since the token is tied to a single transaction (not 
a credit card number), the merchant would not know if a 
customer buys three items from a store in one month using 
the same credit card.  And if different token solutions are 
used by the physical store and the web store, then how is 
a retailer to offer the personalized service and deals that 
consumers want today?

Physical retailing has never faced as many challenges to its 
survival as it does today, and retailers have to execute well 
on a number of initiatives to survive.  One such plan is the 
implementation of a unified retail technology and payment 
platform that supports all sales channels to deliver the 
security, mobility and experiences consumers expect today. 

CONTINUED FROM PAGE 2

http://www.glossy.co/ecommerce/report-most-retailers-are-missing-the-mark-on-personalization
https://nrf.com/news/retail-store-openings-increase-2017
https://www.fastcompany.com/40470793/wechat-china-opens-to-us-brands-advertisers
http://www.digitaltransactions.net/news/story/7370
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Verifone Card Based Tokenization, a new security solution from Verifone now enables 
you to create that Omni-channel experience that your customers demand while 
protecting sensitive customer data, improves data security and reduces PCI audit 
scope and cost. We’ve put together this infographic to help you understand how 
tokenization can fit into your business infrastructure.  To learn more about Tokenization, 
check out Verifone’s latest Tokenization Whitepaper.

Future trends:
Spotlight on 
Tokenization
Liz Smith, Vertical Solutions Manager, Sales Enablement, Verifone

In-App

Customer makes payment 
in-store, online or in-app.

1

2
If new card,  Encrypted data is sent from the 
device to the Verifone Gateway. If this card has 
been used before a Token is sent from the point 
of purchase to the Verifone Gateway.

Creating an Omni-channel Experience with Tokens
Consumers demand one experience, no matter where they make a purchase.  Whether 
online, on the phone, in a store downtown or  out of town, they want a seamless and 
secure payment experience, regardless of where or how they made their purchase.  

Verifone Card-Based 
Tokenization provides 
a secure way for 
consumers to buy 
anywhere and return 
anywhere without 
having to present 
their card again. 

In-Store

3
Token is decrypted.

4
Verifone Gateway sends the token 
and payment card details direct to 
the processor for authorization.

5
Processor sends approve/decline 
details back to the Verifone Gateway.

6
Verifone Hosted Tokenization 
Solution encrypts the token and 
sends it back to the Verifone 
Gateway.

7
Verifone Hosted Tokenization Solution 
sends back the transaction response to the 
gateway which in turn sends it direct to the 
point of purchase.

Online
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Decrypt
Verifone 
Gateway

Processor

Verifone Hosted 
Tokenization

HERE’S HOW IT WORKS...

http://www2.verifone.com/l/129991/2017-09-28/2pnf16/129991/106275/Verifone_Tokenization_Brief_09282017.pdf
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                                  are generated for each card number. In this approach, the same token is 
reused every time that card number is used and in turn, you can purchase and return at any of the 
stores locations!

Why Card-Based Tokenization?
Multi-use tokens provide more than security to retailers by enabling insights into the purchasing 
activities of their customers.  With multi-use card-based tokens, merchants can:

• Gain insights into customer activities
• Track customer purchasing behavior over time
• Easily identify customers who use their payment card on a 

regular basis
• Use customer insights for offers and promotions to 

customers
• Provide payment and billing options

• Provide refunds and credits
• Offer recurring billing

• Enable Omni-channel commerce using the same payment card
• Track a customer’s purchase activities across multiple 

channels such as both online and brick-and-mortar 
environments. This is possible because the same token is 
always used for the same credit card, regardless of channel.

Ultimately, both types of tokenization vastly reduce the risk of sensitive customer data being 
stolen should a data breach occur. Since these tokens have no value to the thief if ever stolen, the 
customer’s real data is kept secure.

Card-based tokens

Payment terminals continue to evolve as powerful, 
connected endpoints that can be used for more than 
just accepting payments. For instance, many newer
devices have the flexibility to support any number of 
business and consumer applications, and they can display 
brilliant multimedia content that captures shoppers’ 
attention at the point of sale. Due to these and other 
features, the value of the payment terminal is quickly 
expanding, not only as a consumer engagement site, 
but as a new channel and potential revenue stream for 
app developers. 

Recently, Verifone launched Developer Central to 
expedite developers’ ability to create and scale apps 
intended for the in-store point of sale. The portal provides 
SDKs, templates, storyboards, simulators and everything 
needed to create Android and HTML apps for Verifone’s 
merchant- and consumer-facing payment devices. 

Be sure to visit Developer Central, where you
 can create your own account and get started
 on your app today.

Tokenization helps 
to protect sensitive 
customer data by 
reducing the risk of 
data theft should a 
data breach occur.  In 
addition, tokenization 
improves data security 
and reduces PCI audit 
scope and cost.

Product sPotlIght:
Developer Central
Alex Shorter, Global External Communications, Verifone

CONTINUED FROM PAGE 4

https://www.youtube.com/watch?v=Ga6xi6pooXc
https://developer.verifone.com
https://developer.verifone.com
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Alex Shorter, Global External Communications, Verifone

Better exPerIence 
& eFFIcIency, on taP

Taverns, sporting events, and festivals are just some of 
the entertainment venues increasingly using technologies 
leveraged by major retailers to enhance customer 
experiences and improve operational efficiency. Quenching 
these venues’ growing thirst for differentiating innovation is 
Drink Command. 

Based in Dublin, Ireland, Drink Command is established 
as a leading innovator within the self-pour industry. The 
company’s clients include breweries, international drinks 
brands, stadiums, hotel chains, bar and restaurant groups and 
event companies across 26 countries.

At this year’s BarTechLive Expo in London, Drink Command 
showcased its integration with Verifone to demonstrate a 
new self-service beer system that allows customers to pour 
and pay for their drinks directly at the beer tap. 

The University of Reading is the latest innovative operator 
to use Drink Command and Verifone to improve customer 
service and operational efficiency in its venues. Powered by 
Verifone’s full-scale payment-as-a service (PaaS) offering, 
the draft wall makes drink selection and payment easy for 
customers.  

 “Our 16 tap self-serve beer wall has allowed us to increase 
our capacity to serve more customers and hold our existing 
staff levels by giving patrons the option to order from the 
bar or serve themselves at their leisure,” said Matt Tebbit, 
Head of Residential Catering and Bars at The University of 
Reading.

“There is a change of mind-set happening in the beer 
dispense industry, similar to how self-serve technology has 

improved the way we buy petrol for our cars, or how 
supermarkets have improved queuing times with self-scan 
checkouts,” said Robbie Ward, Marketing Director at Drink 
Command. “By focusing on beer industry pain points such 
as capacity and payment issues at busy venues, we have 
created a solution with Verifone that is being adopted by the 
beer industry at scale.”

"Consumer expectations are radically changing. They prefer 
spending money on events, or 'experiences,' but demand 
the speed of service they've grown accustomed to online," 
said Kevin Freeguard, Vice President and Managing Director, 
Verifone and Ireland. “While Drink Command helps hospitality 
venues meet customers’ evolving demands in an innovative 
way, Verifone addresses payment complexity with a 
full-scale solution with the services they need.”

Venues throughout the U.K. and Ireland can now install 
Drink Command’s self-service draft beer system to reduce 
queues, improve speed of service and enable patrons to 
pay with contactless, NFC and other payment methods
 at the tap. And, with PaaS from Verifone, which includes 
payment devices, gateway services, estate management 
and device monitoring, venues 
can focus more on their 
businesses, instead of 
worrying about managing 
their payment systems.

WATCH 
THE 
VIDEO

https://www.drinkcommand.com/
http://www.bartechlive.co.uk/exhibitors/drink-command/
http://pressreleases.responsesource.com/news/94010/payment-enabled-self-serve-beer-taps-are-increasing-speed-of-service-improving/
https://www.facebook.com/Verifone/videos/10154897804800334/
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Verifone supports MX WIC processing via our WIC program 
which is a Form Agent add on module. We are happy to 
introduce version 4012, in this release we have added 
support for Pennsylvania, Cherokee, and Pueblo, in 
addition to updating New Mexico to the latest 
compliance version. This module is now available 
to our integrators and merchants that are using 
or seek to use the WIC module.

For more information, please reach out to your 
account manager or email NAMarketing@verifone.com.

dId you KnoW?
Verifone supports 
MX WIC processing

MAG 2017 Annual Conference
September 27-29, 2017 • Orlando, FL

uPcomIng 
events

ATMIA
November 5-8, 2017 • Clearwater Beach, FL

VRPC 2017 | New Dates Announced
November 1-3, 2017 • St. Pete Beach, FL

New registrants? Click here to register.

If previously confirmed, please click here.

For inquiries, please contact Regina Murray.
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mailto:namarketing@verifone.com?subject=MX WIC Processing Support
http://http://www.merchantadvisorygroup.org/stay-connected/2017-annual-conference
https://www.atmia.com/conferences/ebt/
http://www.vrpc2017.com
https://verifonesystems.cvent.com/vrpc2017
http://verifonesystems.cvent.com/events/2017-verifone-retail-payments-conference/feedback-6c300b10c2da465c84942814b22265cb.aspx
mailto:regina_d2@verifone.com?subject=VRPC 2017 | Inquiry


8  |  SLICE  |  ISSUE #7  |  SEPTEMBER 2017  

“

Merchant: Quick-Service Restaurant
As one of the largest quick-service restaurant chains in the 
United States, with $8 billion 2016 annual sales, this quick 
service retailer has set itself apart by pioneering innovations 
and delicious products. 

Adhering to their corporate philosophy, which is built around 
enriching the local communities in which its restaurants 
are based, franchise operators demonstrate achievement, 
entrepreneurial spirit and skill, and a drive to succeed. 
That community involvement weighed heavily on 
one franchise operator in the Atlanta area, who was 
contemplating substantial operational changes. 

Challenge: Wait-times
When it came to peak period drive-thru sales, the success of 
their food service operation was a catch-22. Customers with 
multiple orders were skewing the drive-thru process, resulting 
in longer wait times and lost sales to those who didn’t want 
to wait. And as every dining establishment operator knows, 
whenever there’s a queue for orders, there’s great potential 
for exasperated consumers to give up and go elsewhere.

Solution: Mobile orders and payments
Using Apple® iPads in combination with Verifone mobile 
point-of-sale (mPOS) payment devices, this franchise now 
staffs the drive-thru queue so that orders can be taken and 
paid for soon after customers arrive on site. By adopting an 
mPOS solution, speed of service has increased by 10-15%, 
resulting in happier, more loyal customers and increasing 
sales volume by a similar amount.

Results:
Using an iPad, associates remotely take customer orders at 
the drive-thru and transmit them to the in-store NCR POS 
system, which in turn signals the integrated Verifone device 
to accept card payment. 

According to the franchisee, the impact was immediate. 
Doing 130 orders during a peak lunch hour on average, 
they could now do as many as 150 orders with mPOS. 
Capturing 20 more orders during peak hours was significant 
to customer satisfaction, and with more than 77% of sales 
being card-based, that has made a big impact on sales.
Returning customers are now accustomed to an associate 
approaching their car and taking their order, and they 
understand that they will get even faster service if they know 
what to order and have their credit cards ready to process in 
advance. 

Recommendations: 
The decision by this owner/operator to adopt/implement 
an mPOS solution versus a $50-70k parking lot and drive-
thru renovation project was the realization that business 
was not going to grow if they didn’t make customer orders 
and payments more efficient. The four primary reasons for 
selecting Verifone’s mPOS solution were: 
1. Low cost

2. Simple to implement

3. Builds customer loyalty and confidence, preventing the
lost drive-away sales that they previously experienced

4. Ease of adoption by employees, typically high school
students who pick up the technology very quickly.

We were going to take out some parking spaces and 
double-lane the drive-thru, but I came in one Saturday 
and saw so many community customers in the store. 
I was concerned that those changes would mean that 
we were not going to be a community store anymore; 
we would be another drive-thru. I just couldn’t let that 
happen; we’re going to continue to maintain what we 

have and make improvements.
9 Year Owner/Operator

“If a customer at the end of the drive-thru line doesn’t have 
confidence that you’ll serve them in a timely manner, you 
may not capture them,” said this franchisee. “But there’s a 

psychological impact once someone has taken your order, you 
usually turn your mental timer off. And when customers are 

being greeted within a minute or two of being on the grounds, it 
makes it personal and builds confidence and loyalty.”

9 Year Owner/Operator
“

“We don’t take credit for the mobility solutions that we are 
using, it was developed by corporate IT through collaboration 

with Verifone and it was also implemented throughout the chain 
in high volume stores, but we would recommend it to anyone 
exploring save-the-sale or drive-thru (drive-away) solutions.” 

9 Year Owner/Operator

With the implementation of mPOS, 
sales have grown 15-20% during 
peak hours and a 98% accuracy 
rate has been maintained.

“
ABOUT THE COMPANY 

Number of Sites: 2,200  •  Annual Sales: > $8 Billion
% of Sales in Cash: 23%  •  % of Card-based Sales: > 77%
Vertical: Hospitality Quick Service

streamlIne your 
drIve-thru oPeratIons 
WIth moBIle Pos
Liz Smith, Vertical Solutions Manager, Sales Enablement, Verifone




