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As we head into fall, rather than reflect on where we have been, I would like to focus on where we are going. 
     We see news updates daily about the retail apocalypse and how stores are closing, but if you peel back 
             the layers, there are just as many positive stories of success and growth. According to pymnts.com 
                    mPOS Tracker—September 2017, 27.7 million mPOS devices will be in use in the U.S. by 2021, 
                             which will result in a 42% projected sales growth increase. They also report that $5.5 
                                     trillion were spent via mobile payments by Chinese consumers last year, that’s not a 
                                              typo, $5.5 TRILLION U.S. dollars. So as we seek ways to be part of the rapidly 
                                                      changing world of retail, success can sometimes point to change and not 
                                                               FALLing (yes, a terrible pun) in to the trap of “we’ve done it like this 
                                                                        forever and it works, so why change.” Too many business are 
                                                                              thinking about what they did last __________ <INSERT: 
                                                                                      week/month/year>, when instead they should be
                                                                                                  concentrating on tomorrow. So this month we 
                                                                                                        are taking a SLICE out of the payments 
                                                                                                               ecosystem to prevent you from 
                                                                                                                        FALLing short and staying one 
                                                                                                                                step ahead of the  
                                                                                                                                            competition. 
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To use their favorite apps.

Store associates to know who they are 
(even if they normally shop online).

To be rewarded for their loyalty—
not with generic offers—but with 
personalized incentives that are 
relevant to them.

Store inventory available to them whether on 
their couch, on their phone or in-store—and they 
want it to feel like the same experience in each of 
these environments.

To use their payment method of 
choice, without spending an eternity 
in the checkout line. 

Liz Smith, Sales Enablement Manager, Vertical Solutions, Verifone

NeW coNsumer expectatioNs, 
NeW coNcepts

  |  CONTINUED ON PAGE 3

Today’s customers want:

Concept Stores: We have recently read 
about a slew of customers  launching 
concept stores paired with order-in-
store and same-day pickup options. 
Many are rolling out as smaller footprint 
stores with a more personalized 
experience. In today’s retail environment, 
where very little is constant and clients’ 
expectations are ever-evolving, concept 
stores are enabling merchants to create 
meaningful connections with clients 
through personalized experiences and a 
customized approach.  

Showroom Stores: Showrooms 
aren’t just for furniture and mattresses 
anymore. According to analysts, 
showrooms may be the logical next 
evolutionary step for retailing. Why? 
Because many consumers are already 
using stores as showrooms. Sometimes 
you need to try-on, feel and touch items, 
but aren’t ready to pull the trigger until 
you read online reviews and price shop. 
Whether or not you enable this for 
consumers, the reality is that two out of 
three times, customers have visited a 
store prior to or after the purchase.  

Reinventing the Value-add: In an 
effort to chisel away market share from 
Amazon and focus on what’s working, 
merchants are reinventing themselves. 
Office supply stores are carving out 
communal workspaces; some grocery 
and pharmacies are offering order 
online, deliver curbside; and the in-store 
experience is changing so that the lines 
between in-store and online are being 
blurred. Merchants are investing in 
in-store technology, innovation teams/
centers to discover new competition and 
develop new prototyping programs. 

T

To meet the demands of the modern consumer, retailers 
are tearing down the silos between their online and 
physical storefronts. Connecting both channels can provide 
retailers with access to the advanced consumer data and 
analytics needed for better targeting, consumer insights 
and personalization across all customer touchpoints.  So 
what are retailers doing to accomplish this? 

he retail experience is transforming, and customers are 
now in control of the relationship. They are connected, 
socially networked, better informed and unique. 

They want to choose their own payment methods and 
be rewarded. The customer journey is Omnichannel and 
complex. While consumers continue making the majority of 
their purchases at the physical store, their expectations of 
the ideal in-store experience is changing. Today, consumers 
want the same convenience, personalization and simplicity 
they’ve grown accustomed to online.  

Industry research shows that, rather than trips to just make 
purchases, shoppers are drawn to in-store experiences that 
are digitally-connected. 
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Fed to step-up focus on payment security with 
study, working groups: Fed’s Powell
Reuters

“Rapidly changing technology is providing a historic opportunity to 
transform our daily lives, including the way we pay. Fintech firms 
and banks are embracing this change, as they strive to address 
consumer demands for more timely and convenient payments,” said 
Powell. Read more

Biometrics Payment Cards Gain the Upper Hand 
on the Market
The Paypers

Fingerprint technology has become a standard for convenient and 
secure authentication in mid-range and high-end smartphones, 
and by 2019, all smartphones are expected to be equipped with 
biometric solutions, according to a research conducted by the 
market analyst Acuity. Read more

Verifone Collaborates with Third-Party App 
Developers to Help Merchants Grow
Verifone

“The proliferation of new technologies and payment methods 
continue to redefine consumers’ expectations of the in-store 
shopping experience, and what it takes for merchants to succeed 
in today’s retail environment,” said Abizar Vakharia, vice president of 
Global Solutions for Verifone. Read more

New for the holidays: AR shopping experience of 
the future, paid for with your eyeballs
Tech Republic

Mastercard has unveiled a retail experience that provides additional 
context for shoppers with photorealistic overlays and eye-scanning 
authentication. Read more

iNdustry 
NeWs

CONTINUED FROM PAGE 2

Customers can take 
nothing home. So 
a showroom has to 
offer a compelling 
and high-touch 
experience.
 

Andres Mendoza-Pena
Partner in the retail practice of global strategy at A.T. 
Kearney

“ What can you do?
As “future retail” constantly evolves, the key is to do 
something...something bold, different and innovative. Don’t 
wait for your existing and emerging competition, because 
they will act and ultimately win. This may mean exploring new 
technologies which create new experiences to blur the lines 
between digital and brick and mortar or simply competing. 
Compete with an exceptional customer experience (not CX), 
there is a difference and one is customer-centric. Don’t worry 
about what everyone else is doing, study your customer 
journey, identify friction that you can remove, and cater to 
what they demand. You may even surprise yourself.

http://www2.verifone.com/l/129991/2017-10-30/2qwdfb
http://www2.verifone.com/l/129991/2017-10-30/2qwdf6
http://www2.verifone.com/l/129991/2017-10-30/2qwdfg
http://www2.verifone.com/l/129991/2017-10-30/2qwdf8


4  |  SLICE  |  ISSUE #8  |  OCTOBER 2017  

Hospitality spotligHt:
Pay-at-the-Table

“We’re in a different spot than Europe,” says Drago Dzerve, 
Vice President of Product Management at Verifone. “But yes, 
it’s definitely coming to the U.S.”

If you’ve been to a restaurant in Europe, chances are your 
waiter has brought a payment device to you at the end of 
the meal. This simple change in how you pay in a restaurant 
offers an additional level of convenience, speed, and security 
to the dining experience. For instance, you don’t need to wait 
for your card to be charged and then brought back to you; 
it happens all at once, right at the table. And if you’re with a 
large group that needs to split the bill, it’s incredibly simple. 
When all of the transactions happen at the table, instead of 
somewhere else in the restaurant, there’s also less room for 
theft.

So why hasn’t the U.S. adopted pay-at-the-table (PATT)?
Some have suggested it’s because of the tipping culture 
in the States. Tips are not a requirement in Europe, and as 
Russell Boone, senior partnership manager at Vantiv, has 
stated, “There’s kind of a stigma around pay-at-the-table in 
that you’re thinking the server is going to be like the bellhop 
and wait for a tip.” The awkwardness of tipping in front of 
your waiter instead of discreetly in a closed billfold may 
contribute to the low adoption of PATT.

Others have suggested that Americans value the ceremony 
of the receipt signature. In other words, we prefer our 
tradition of “picking up the check,” signing it, and then 
relaxing as we finish the rest of our drinks.

But Dzerve believes he can answer this question in three 
words: chip and PIN.

He explains that in the early 2000s, Visa and Mastercard 
mandated the use of chip-and-PIN cards for transactions in 
European countries. For the U.S., they only required a simple 
signature. The act of entering a PIN changed the restaurant 
industry dramatically. Because you can’t simply tell your 

PIN to your waiter, restaurants needed a way to have their 
customers enter their PINs discreetly, without disturbing 
the dining experience. This caused mass adoption of mPOS 
devices in European restaurants.

In the U.S. where there’s no need to enter a PIN, waiters 
can simply bring a receipt slip and pen to your table. So, 
the implementation of PATT in Europe was really born of 
necessity, not a desire for convenience.

But the good news is that Dzerve believes we’re fully ready 
and capable of doing more with PATT in the U.S. However, 
he isn’t sure it’ll be exactly like it is in Europe.

“It might be Ziosk, it might be TabbedOut, it might be 
something completely different. It’s all about the why,” says 
Dzerve. Ziosk is a device that sits at the table and facilitates 
ordering and payments, and TabbedOut is an app designed 
to help you pay the check with your phone. He goes on to 
explain that there are three main reasons why a restaurant 
should implement a PATT system:

1. Faster turnover. Ziosk boasts that it will save a 
restaurant eight minutes per table on average. 
Increased table turnover is a big deal for restaurants, 
and if you have, say, 20 tables, you’re looking at an 
extra 160 minutes of time you can devote to additional 
customers.

2. Security. The less time a card spends out of the hands 
of its owner, the more secure it is. Plus, hackers have 
an easier time penetrating one POS in the back of the 
restaurant than 10 secure payment terminals wirelessly 
connected.

3. Convenience. Perhaps some customers really do 
appreciate the ceremony of the check, but Dzerve is 
willing to bet that, more often, a customer appreciates 
a good use of his or her time. The time-saving factor 
of PATT and the ease of splitting the check are great 
conveniences that anyone would appreciate.

  |  CONTINUED ON PAGE 5
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Still, there are issues for Americans, one of which is scale. For 
large chain restaurants, implementing a PATT system can be very 
costly. There’s also the matter of the learning curve involved in 
training the staff. A pessimistic restaurant owner might not buy 
the eight-minute claim and instead figure it’s more like two to 
three minutes saved, which makes the call to invest in PATT much 
more difficult.

Regardless, at Verifone, we’re prepared. Devices like our e355 
and VX 690 can perform PATT in any restaurant environment. 
They both connect to Bluetooth and Wi-Fi for uninterrupted 
service. They accept all the latest payment methods (EMV, mobile 
wallets, etc.), and are extremely durable, cost-effective, and easy 
to operate.

So, if you’re a restaurant owner in America looking to get 
a competitive edge, pay-at-the-table is the answer. For the 
investment, you’ll provide extra security, convenience, and 
speediness for your customers. But it would be wise to act soon, 
as it’s likely your competitors are already looking into a PATT 
solution as you read this.

Find out more about Pay-at-the-Table.

JUST ANNOUNCED: Contactless Chip Acceptance Requirements: Effective April 13, 
2019, all terminals at U.S. merchant locations that accept contactless payments must 
actively support EMV contactless chip functionality and the legacy MSD contactless 
technology will be retired. This means that all U.S. contactless acceptance terminals 
must currently comply with the Visa Contactless Payment Specification (VCPS) 2.1.1 
or later, and actively enable the qVSDC transaction path by April 13, 2019 when 
accepting contactless payments.

did you KNoW?
Contactless 
Chip Acceptance 
Requirements
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You don’t have to look far to realize that everyone is 
innovating. And this doesn’t just mean retail,  QSR is e 
creating unique experiences, if not leading the way exciting 
new ways to manage the payments landscape. 

Challenge: Keeping the Experience Frictionless
By creating an exceptional experience, ultimately in-
restaurant traffic will increase. QSR and fast-casual 
customers are creating new and fresh in-restaurant 
experiences, and in-turn, are unable to accommodate the 
rush of customers all at one time. In an effort to streamline 
operations and provide fast and accurate service, they are 
turning to Verifone to find the best solutions for their growing 
and changing business.

Solution: Mobile Orders and Payments 
The answer? Mobility. Utilizing Verifone’s MX 915, 
MX 925 or M400 devices for countertop payments and 
upsell opportunities, in combination with Verifone’s e355 
mobile point-of-sale (mPOS) tablets, these QSR and fast 
casual restaurants are now fully prepared to line bust and 
optimize order accuracy.  

Where to Start? 
Payments are complicated. When focusing on the next 
experience of tomorrow, the last thing that restaurants want 
to do is worry about payment complexity.

Restaurants and retailers alike are utilizing Verifone’s Point 
Secure Commerce Application (SCA), FIPay or RTS solutions 
to manage their payment process, payment terminals, enable 
end-to-end encryption and much more.  

“

tips aNd tricKs:
Use Case on Mobile 
on QSR
Liz Smith, Vertical Solutions Manager, Sales Enablement, Verifone

If a customer line is growing, the e355 can be 
paired with a tablet for mobile point of sale (mPOS) 
order and payment to expedite service. Integrated 
mPOS solutions can be fully integrated back office, 
kitchen display and digital menu boards so that not 
only are your kitchen staff prepared for incoming 
orders, but customers can be queued for pickup on 
digital menu boards that display when their order is 
ready.  

upcomiNg 
eveNts

NRF Big Show 2018
January 14-16, 2017 • New York City, NY

VRPC 2017
November 1-3, 2017 • St. Pete Beach, FL

ATMIA
November 7-8, 2017 • Clearwater Beach, FL
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Verifone's Imran Hajimusa, VP Business & Technology 
Strategy, recently attended Visa’s 2017 Security Symposium 
where he participated on the Redefining Electronic 
Payments discussion panel. 

In case you missed it, here is a recap. 

Overview: Over the past several years, payments have 
moved away from the traditional acceptance model. With 
new technology and new players continuously entering 
the space, the ecosystem looks completely different. While 
this innovation helps connect the world, it also brings new 
challenges to the risk management model. In this piece, 
we review some key takeaways from the panel with Imran 
Hajimusa.  The panel discussed how technology and 
innovation are evolving payments acceptance, and the 
risk management challenges that may accompany these 
changes, in addition to providing thoughts on what’s coming 
next.

Q: We’re all looking to you as the innovators, so tell 
us – what’s next with payments? What do you think the 
next big change will be? 

Imran: For the last 30 years the payment industry has not 
evolved much other than beyond the shift from the magnetic 
stripe to chip card. But, the last five years have been 
phenomenal. It is almost like the payment industry is on a 
fast track to catch up with the rest of the tech industry.  

From my role at Verifone and as well as with my academic 
roles, I see numerous innovation-dots moving on the heat 
map. At some point, they will converge to create the next 
wave of innovations in the payment industry.    

I believe there are five key areas that are pushing the limits 
and are ripe for future disruptions:

• Security
• Simplicity
• Authentication
• Consumer Experience
• Machine Intelligence

Verifone has a 36-year history of leading and innovating 
payment solutions together with industry ecosystem partners 

like Visa. Customers depend and trust our secure payment 
solutions, and we will continue to drive the innovation curve. 

Q: What do you see as the biggest security and risk 
management challenge against payments and how is 
your organization mitigating the threat? (All)

I: I put security at the top of my list in my response to the 
first question. Because security is indeed the topmost 
challenge in the payment industry. Billions of people rely 
on us as a payment industry to provide secure and safe 
payment solutions. 

It is a matter of trust, and if that trust is broken, damage can 
be far reaching. Just look around and think about the cases 
that happened in the recent past. 

As an adjunct professor focusing on mobile payments and 
e-commerce security at two universities, I am exposed 
to many use cases that have the potential to morph into 
security nightmares for the industry. Average time from 
breach to discovery of breach for Fortune 500 companies 
is 210 days. This tells you what kind of challenging 
environment we live in. 

As a payment industry, we have thrived solely by maintaining 
a high level of security, and we should continue to do that. 
I have recently seen some market initiatives that aim to 
lower the security to either save cost or offer more flexible 
business use cases. We need to be extremely careful 
in pursuing such solutions. A key fallacy is to test such 
solutions in isolation, thereby not realizing the impact they 
can have when they are integrated together with global 
payment solutions.  At Verifone, we understand the challenge 
and continuously striving to drive the highest level of security 
by having a holistic model of the world we live in.

Another solution that is creating a buzz is the Internet 
of Payment Things (IoPT). I recently gave a talk on how 
information can be sniffed from devices that cost less than 
$1, and yet they are not able to provide the level of security 
that is needed. For example, consider your newest smart 
refrigerator that may be using encryption, tokens and cloud-
based payment, but the fact that it is part of an insecure 
consumer network at home means that even a sensor in the 

asK tHe experts WitH imraN:
A 2017 Visa Security 
Symposium Recap
Burlingame, California  |  August 22–23, 2017

  |  CONTINUED ON PAGE 8
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sprinkler can see the sales order pattern. And now think of 
a scenario when you go on vacation and your fridge puts 
a hold on placing orders. Your sprinkler senses that and 
compromises your home security by letting the bad guys 
know you are not at home. We have seen similar kinds of 
breaches, where consumer cameras were used to do major 
DDOS attack. Key again is having the holistic model, rather 
than an individual product/solution approach when testing 
and deploying secure products. It is a broader problem 
to solve than just making the transaction secure, and 
something that needs to be carefully considered.
  
Q: As an organization that has been a leader in the 
development of point-of-sale technology since 1981, 
how does Verifone adapt to keep pace with acceptance 
innovation? 

I: Yes, we have 36 years of experience and process close 
to 8 billion transactions annually in 150 countries. In the 
end it all boils down to the trust that we have built with our 
customers through providing secure and innovative solutions. 

Payment is just one part of it, and the other major piece is 
enabling commerce. Empowering and assisting customers 
grow their businesses is important for us. The first step to 
achieve that is to make innovation integral and inherent 
within our products and services. You can experience this in 
our products, such as Carbon and Engage.  We are providing 
cutting-edge commerce enabled platforms to our customers.  
The second layer to our commerce enablement is ecosystem 
partnerships that enable our customers to benefit from 
innovators and solution providers globally that are trying to 
disrupt the payment space.  Verifone partners with these 
solution providers to bring the best of the best to our 
seamless platform. 

We have also developed an environment that allows agile 
methodology and rapid development of payment-related 
innovations on our platform. This is mainly achieved by 
keeping the confidential/sensitive part of the transaction 
secure and providing Verifone standardized interfaces and 
APIs that can be used to deploy solutions from a variety of 
our partners in a very fast fashion. Wallet makers, solutions 
providers, commerce app developers all benefit from this 
approach.  To recap, it is inherent product and services 
innovation, tightly coupled with partners and customers that 
allows us to be successful in the ever-changing payment 
space.

Q: Digital and cryptocurrency solutions – friend or 
foe? How do we incorporate these solutions into our 
acceptance models – or do we?

I: Before Facebook there was a wonderful service called 
Myspace. Anyone remember that? This is what I think about 
cryptocurrencies; we are living in the Myspace time of the 
cryptocurrencies and the real disruption is yet to come.  Now 
to the particular question how we support it from a payment 
acceptance prospective; it can be a simple wallet solution 
running on your commerce platform just like any other wallet.

Q: Can a single company with a concentrated 
specialization in a single acceptance channel 
effectively serve merchants as they shift to 
Omnichannel acceptance (meaning payments 
acceptance through face-to-face, e-commerce, in-app, 
mobile payments, etc.)? Or do you see merchants 
working with separate providers for different business 
lines? 

I: It is an interesting question. This question comes up every 
time we, as an industry, try to innovate and disrupt. For 
example, when mobile wallets like Apple Pay were about 
to launch, there was a discussion about whether it would 
run on completely parallel rails or would it use the existing 
infrastructure. In the end, we saw that it actually relied on 
the existing infrastructure. In contrast cryptocurrencies rely 
on parallel rails.  Then there are examples like PayPal and 
WeChat or Alipay that either cater certain use case or are 
more tuned to local regional requirements. 

For Omnichannel payments, the first question to ask is will 
it use the existing rails? If not can a single solution provider 
deliver a complete end-to-end solution that is secure, 
frictionless and universal?  Finally, if you have these three 
main factors tightly coupled, the next big thing is acceptance 
and adoption of such a platform globally until it reaches 
critical mass.

Drawing from previous experience, yes, it is possible to offer 
such a solution on a single acceptance channel, however, 
expanding it to multiple channels meeting multi-region and 
multi-market verticals is always challenging.  

What I would like to propose through this forum, which 
represents the major cross-section of the payment 
industry, is that we look for some kind of basic standard for 
Omnichannel commerce.  And my main reason for proposing 
this is what we as an industry should care the most about the 
frictionless and familiar experience for consumers in contrast 
to fragmented and confusing experience. This is the holy 
grail of the Omnichannel seamless, ubiquitous experience.  
If the industry stays fragmented and different solution 
providers provide different Omnichannel experiences, it 
will result in consumer dissatisfaction and confusion. This 
is something we should avoid and one way to do that is to 
agree on the common denominator as an industry. 

CONTINUED FROM PAGE 7
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Retail, like every industry, faces digital Darwinism as 
technology and markets evolve and disrupt. This isn’t new. But 
what is clear, executives are not prioritizing bold strategies 
and investments that save them from their “Kodak Moment,” 
that moment when consumer behaviors and values evolve 
beyond brand recognition.

If you read about the state of retail today, you’ll see dramatic 
descriptors such as “apocalypse,” “the end…,” “dying,” you get 
the picture. While doom and gloom and disruption is inherent 
in every industry, not everything is lost or hopeless. Those 
who recognize the gap between today’s value proposition and 
the evolution of what consumers’ value and why, will learn 
exactly how to not only close it but also ways to innovate and 
introduce new value.

I recently spent time with Hal Conick of the AMA (American 
Marketing Association) to explore the state and future of 
retail. He wrote an exceptional piece featuring experts from 
all sides to help marketers and executives compete for the 
future right now. I urge you to read his work. Below, I’ve 
included TL;DR highlights from our discussion for those with 
limited time.

I hope it helps you…

The Mobile Revolution
The rise of mobile devices has ensured retail will never be the 
same. Companies must deliver a new customer experience or 
risk falling into the retail chasm.
There’s a “modern commerce revolution” in retail, according 

to Brian Solis, a principal analyst at Altimeter (a Prophet 
company) and author of X: The Experience When Business 
Meets Design. Consumers are empowered by the flexibility of 
smartphones and have either subconsciously or intentionally 
changed how they behave, what they value and how they 
make shopping decisions. “That’s where all of this disruption 
is stemming from,” Solis says.

A report from Forrester found that in 2016 mobile devices 
drove approximately $1.7 trillion in offline retail sales—just 
greater than half of all retail sales. This means customers are 
researching on their devices and buying in stores. By 2021, 
Forrester predicts retail consumers will spend $152 billion via 
mobile phones—representing 24% of total online sales—and 
smartphone retail sales will grow 20.4% each year.
Retailers have had trouble responding to this mobile 
disruption, Solis says, as they still operate in the same 
“old model” that Kahn referenced. The retail customer 
journey is now almost unrecognizable from just a few 
years ago, but many retailers are still trying to make the 
old customer journey work, Solis says. However, retailers 
are underinvesting in mobile devices, per Forrester’s report. 
Companies would have to spend tens, if not hundreds, of 
millions of dollars to adopt the technology necessary to 
appease digital-first customers with mobile store maps, 
mobile coupons and digital inventories. Many businesses 
simply aren’t doing any of this. Taking bets on digital 
investments now may mean staying in business in the future, 
Solis says.

The Experience when Business meets Design
“There is a need to create a bridge between the digital and 
real world so that they blur and essentially coalesce with one 
another, but that takes experience, design and architecture, 
and to get there we have to understand customer modeling,” 
Solis says. “We have to understand how their favorite apps 
are impacting how they interact with information and then 
use that to redesign online experiences to be more like the 
Ubers and Tinders of their world.”

The Unknown, Changing Customer
Retail executives lack knowledge of who these customers 
are. This is deeply concerning, Solis says, as many business 

Brian Solis

Future treNds:
It’s Not the End of Retail, It’s 
The End of Retail as We Know It

  |  CONTINUED ON PAGE 10
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One way to become like 
Generation Z—or at least 
know how they shop—is 
to study micro-moments. 
Coined by Google, the 
term refers to the brief 
seconds of decision 
when people turn to their 
mobile device to do, buy 
or learn something. Solis 
studied micro-moments 
with Google, researching 
how retail consumers 
use mobile devices to 
shop.

We were witnessing that 
consumers not only were 
becoming increasingly 
mobile-first, but if they 
had their druthers, they 
would be mobile-only,” 
Solis says. “What we 
learned is that the customer journey is incredibly fragmented, 
and it’s because of how [consumers] behave, but also 
frustrating because most customer journeys that exist today 
are not mobile-intuitive or mobile-native.”

Retailers have tried to bolt onto the existing experiences 
instead of speaking to the mobile native, Solis says. However, 
mobile’s supersaturation of the market has created a new set 
of expectations that piecemeal technology add-ons simply 
cannot meet. The linear customer funnel—as well as the 
customer in the funnel—that depended on brand loyalty have 
changed. Customers studied by Google had no brand in mind 
during 90% of their micro-moments. Seventy-three percent 
of consumers made a purchase decision based on which 
company was the most useful during their micro-moments of 
retail research. “We’ve watched an incredible shift,” Solis says.
“Read between the lines: Why would Google do this 
research?” Solis asks. His answer: Customers no longer 
spend time on traditional websites and have lost patience 

with horrible experiences on mobile devices. “This is a 
[consumer] who [retail] executives don’t know,” Solis says.

Little Bets for Big Change
None of this is to forget the traditional customer, who is 
less familiar with digital shopping but still likely owns a 
smartphone. While modern, new-school retailers have the 
luxury of not reinventing their business models, Solis says 
they have trouble drawing in the traditional customer. This is 
where “classic” retailers may have a chance to survive and 
thrive: bridge the gap between the old and new; speak to 
both groups.

Executives that want to address the gap between old and 
new may have to be bolder than usual. With the retail industry 
battered by disruption, Solis says leadership must not only 

understand what a more-
digital customer wants, 
but must empower 
existing employees to 
create changes that 
meet the customer’s 
needs.

“If you don’t change how 
your culture empowers 
and rewards employees 
for doing and learning 
new things, you’re always 
going to be stuck with 
the same center of 
reference,” Solis says. 
“There’s a need for new 
leadership, there’s a 
need for new mindsets 
and there’s a need for 
new metrics and goals. 
This has to come from 
the top down with great 
empowerment and 

strategic risk-taking in the same way any disrupter starts to 
disrupt.”

Marketing’s Role in the Future of Retail
Marketing must evolve with customer experience, Solis says. 
Many marketers still operate using traditional methods, but 
brands are being defined by customer experience. This gives 
marketing departments across the retail industry a chance 
to affect more than just messaging, but the entire customer 
experience.

“I always define customer experience as [the] engagement a 
customer has with your brand in each moment of truth, then 
measured overall,” Solis says. “That means that marketing 
has a greater opportunity to reinvent itself and to become 
more valuable within the organization; it just has to be ready 
to accept that marketing is ready for its own transformation, 
which I think is a great thing and a catalyst to do that is 
extreme personalization.”

Extreme 
personalization means 
marketers must 
understand customer 
behaviors and seize 
the moment—quickly. 
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executives believe Amazon is sapping their traditional 
customers. However, he says Amazon is actually cultivating 
its own base of connected customers. This leaves traditional 
retailers—tilting at windmills like Don Quixote—trying to 
protect a customer who isn’t there anymore. The connected 
customer is different, likely young and has only ever known a 
digital world. In some cases, they are an older customer who 
has adopted a digital lifestyle.

“There’s very little expertise and experience within the 
executive ranks of these retailers because they’re still trying 
to compete against Amazon with existing resources,” Solis 
says. “Even when they acquire new companies, they’re still 
operating within a culture that doesn’t necessarily understand 
innovation, risk-taking and all of the elements that make 
innovations so compelling.”
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Extreme personalization means marketers must understand 
customer behaviors and seize the moment—quickly. Google 
recommends studying micro-moments, Solis says, to understand 
how different touch points affect different people, such as where, 
how, when and on which device consumers can be reached. This 
is where artificial intelligence can become marketing’s “knight in 
shining armor,” Solis says, as a sophisticated program can crunch 
numbers quickly and help marketers understand what the new 
customer journey looks like.

More important than any gadget, technology or customer 
experience shift is the mindset marketers and executives take into 
the process, Solis says. “What do you think your role is in customer 
experience? If you subscribe to the thought that customer 
experience is each moment and the sum of those moments 
and that’s what equates to the brand, then marketing should be 
responsible for uniting those touch points. … Marketers and 
executives need to really think like experience architects now.”

To avoid falling into the retail apocalypse, Solis says retailers 
must learn from the companies that failed. Instead of prioritizing 
shareholder return over customer experience like RadioShack did, 
for example, start taking small steps into the future even if some 
steps might mean failure and lost revenue.

“There won’t be long-term shareholder value if you don’t deliver 
immediate customer experiences because that’s where the value 
lies,” Solis says. “Unilever was quite provocative when the CEO 
said, ‘We’re not going to cater to short-term shareholders. We have 
to transform in order to deliver long-term value. We’re going to 
make some big bets.’ And that’s what it’s going to take for them to 
be successful. But I think there are little bets that people can take.”

Whether executives, marketers and retailers start making bets, 
large or small on a digital world, Solis says that consumers will 
still have a digital experience. Will it be a good digital experience? 
That’s up to how much control marketers take of their company’s 
fate.

Solis’ advice to marketers is simple: “Integrate [experience] so that 
it’s complementary and additive to delivering that experience that 
you designed in the first place,” he says. “Brand becomes the 
experience.”
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