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Welcome!
A Letter from John Mansfield
Wow, what an incredible Verifone Retail Payments Conference (VRPC)!  For those that aren’t familiar with VRPC, this 
        was our 13th annual payments conference where over 100 of the top retailers and hospitality merchants gathered 

to talk about payments, commerce, and security in St. Pete Beach, Florida. Without amazing customers like 
you, this wouldn’t be possible. I think it was said best in one of the Thursday morning general sessions: 

 “Where else can you be in a room with your industry peers and competitors and have 
such a respectful and productive experience all for one cause–to further the payment 

industry, learn, and grow.”

To that end, for those of you who weren’t able to attend, we are 
featuring a VRPC review in this month’s edition of SLICE.  Our 

theme this year was Smart Payments, Smart Commerce, 
Smart Solutions. For you, we have put together some 

recaps, Q&As and articles from speakers and 
sessions.  And make sure to save the date

for VRPC 2018. 
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http://www2.verifone.com/l/129991/2017-10-30/2qwdg2
http://www2.verifone.com/l/129991/2017-11-06/2r1kyv/129991/112313/VRPC_2018.ics
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Perry Kramer, Vice President, Boston Retail Partners

Retail tRansfoRmation is 
impeRative foR suRvival

T he disparities in capabilities between the retail “haves” 
and “have nots” continues to expand.  There are many 
successful retailers who are bucking the trend set by 

the more than 7,000 retail locations that have closed this 
year, and the many more on their last breath. 

With a flurry of bankruptcies and store closure 
announcements in 2017, the “Retail Apocalypse” phrase 
has become the topic of many conversations. However, 
we have seen an equal amount of press on successful 
expansion stories.  They just seem to be less memorable.  
These successful retailers have been able to navigate the 
turbulent waters and storms 
associated with evolving to the 
continually dynamic change in 
retail being driven by consumer 
expectations for a much 
different retail experience.

To meet these changing 
consumer expectations and 
remain on the positive side of 
the retail equation, successful 
merchants are transforming 
their people, process, and 
technologies to match an 
evolving customer journey that 
is specific to their customer.

Retailers who understand their customers’ desired 
outcome and deliver a matching experience with quality 
and efficiency have been able to increase their store 
count and profits.  Success for many sellers has been 
the result of approaching the customer journey as an 
event-based model that starts long before the customer 
shops, digitally or in a physical store, and has no defined 
endpoint.  Winning retailers are increasing their share 
of wallet by redefining their consumer engagement 

approach with expanded purchaser touch points as well 
as focusing on the key performance indicators that impact 
buyer satisfaction. Critical focus areas include optimizing 
the digital and physical customer engagement touch 
points; adopting anywhere, anytime mobile technology; 
and building an agile real-time environment that can be 
quickly adjusted to meet changing client expectations.  The 
foundation that successful retailers are building on include: 

Defining and Evolving a Customer Journey 
Top retailers realize that to evolve and improve the way they 
engage the consumer, they must first understand what 

their core customers’ expectations 
are.  These expectations start 
long before the trip to the store 
(digital or physical). Depending 
on the retail model, it could 
include product alerts, secret 
shopping events, one day sales, 
new merchandise notifications, 
or general trend information.  For 
other retailers it might include 
features such as shopping lists, 
wish lists, stored browsing history 
for use by brick-and-mortar 
stores, or call center associates.  
For those who have a loyalty 
system, it is often focused on 
a shift from pure points-based 

rewards to a more experience-based loyalty program.  

According to BRP’s 2017 Customer Experience/
Unified Commerce Survey, 55 % of retailers indicate that 
optimizing the customer experience is their top priority.  The 
merchants who are thriving and growing have developed 
a journey map that is specific to their core clients.  This 
journey map guides the delivery of core components of the 
shopping experience, while supporting the merging of the 

55 % of retailers 
indicate that 
optimizing 
the customer 
experience is 
their top priority

CONTINUED ON PAGE 3
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Real-Time Retail
To meet the continually evolving customer expectation 
and keep the   consumer as the epicenter of the 
shopping journey, retailers need to focus on several core 
components.  This requires accurate data made available 
across the enterprise in real time or near real time. Key 
data elements include product information, customer 
preferences, and transaction history across all channels. 
To meet the new set of expectations, modern customer 
engagement, merchandising, order management, and 
inventory management systems must be integrated in real 
time and be seamlessly accessible to the sales associate 
and the consumer.  Top retailers have adopted and 
implemented a unified commerce platform with real-time 
retail information at the fingertips of their sales associates.

This is not a simple journey for most retailers, and we 
find that many are scrambling to get started on this multi-
phase and multi-year initiative imitative.  According to 
BRP’s 2017 Customer Experience/Unified Commerce 
Survey, 84 % of retailers indicated they would have real-
time retail implemented within three years. This statistic is 
both frightening and encouraging. It is alarming because 
only 24 % of retailers indicated that they have started and 
of those 88 % stated that their plan needs improvement. 
It is encouraging because most retailers acknowledge 
the need to evolve to real-time retail.  Many retailers have 
implemented some pieces of this future-state strategy, 
but only the very successful have been able to extend 
the real-time technology so that it touches the customer 
consistently across all channels.

It is clear that the physical store is not destined for 
extinction in the next 10 years and that changing customer 
expectations will result in a very different digital and 
physical consumer path led by retailers who can build a 
flexible and responsive set of tools, people, and processes.  
The time is now to innovate the buyer experience by 
transforming retail operations for the new customer 
journey. 

upcoming 
events

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

RDS Sales Conference
January 22-24, 2017 • San Antonio, TX

Agilysys Inspire
January 29-31, 2017 • Las Vegas, NV

Merchant Advisory Group
February 28-March 2, 2017 • Phoenix, AZ

VRPC 2018 
October 3-5, 2018 • St. Pete Beach, FL
Save the date now on your calendar!

84 % of shoppers 
use their mobile 
devices in 
physical stores 
for competitive 
shopping, product 
information, or 
consulting with 
friends

CONTINUED FROM PAGE 2
digital and physical worlds, for a consistent and frictionless 
experience. 

Self-Service and Mobile
Consumers increasingly use mobile devices as a key 
shopping tool with statistics indicating that 84 % of 
shoppers use their mobile devices in physical stores for 
competitive shopping, product information, or consulting 
with friends.  Additionally, we continue to see many retailers 
increasing throughput, and customer satisfaction by adding 
self-service for ordering, pickup, checkout, and product 
information.  We are continually hearing from retailers that 
either the customer does not need or ask for help, and that 
the customer has more information about a product/order 
than the store associate or the call center team member. 
With a wealth of information at consumers’ fingertips, 
leading retailers are equipping their store associates 
with mobile technology to access this information, make 
actionable decisions (reordering, ordering, and shipping 
from another store or e-commerce source; cycle counts; 
pull from back stock; etc.) in order to meet or exceed 
customers’ expectations. Mobile capabilities enable sales 
associates to never leave the customer’s side to “find a 
product or look up something,” which helps avoid customer 
abandonment, adds personalization, and saves the sale. 

http://www2.verifone.com/l/129991/2017-11-29/2rfg9z
http://www2.verifone.com/l/129991/2017-11-29/2rfgc8
http://www2.verifone.com/l/129991/2017-11-29/2rfgcg
http://www2.verifone.com/l/129991/2017-11-29/2rfgdq
http://www2.verifone.com/l/129991/2017-11-06/2r1kyv/129991/112313/VRPC_2018.ics
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Brick-and-mortar and traditional retailers are striving 
to create and build bold experiences given increasing 
competition from the ecommerce environment. One such 
effort is a new experiential experience from Nordstrom, 
called Nordstrom Local. The quest was to provide customers 
a more intimate and curated shopping location. But 
Nordstrom is just one of many top brands and leading 
retailers embracing innovative technologies, including 
inventive payment systems, to improve the customer 
experience.
Retail Customer Experience reached out to Joe Mach, North 
America president at Verifone, to get deeper insight on what 
retailers are doing, why they’re 
embarking on such unique 
strategies and how evolving 
payment systems are playing 
a critical role in the success of 
customer experience endeavors.

Mach is a 25-year veteran of the 
retail and technology industries 
and joined Verifone in 2000. He 
is responsible for overseeing 
operations for the North America 
region, including financial, 
mobility, retail, petro, transit, retail 
banking, hospitality, security, 
health care and government 
business units. He previously 
served as SVP of Verifone’s 
North America Vertical Solutions for over six years, with 
responsibility for driving growth within key market segments, 
including many large and mid-tier retail verticals.

Retail Customer Experience (RCE): How do you define 
a successful customer experience in retail today?

Joe Mach: The 21st century retail environment is a jungle, 
and just when merchants think they’ve hacked their way 
through it, it gets more complicated. With regulatory 

advancements, technological growth, and generational 
forces constantly changing the landscape, it is important 
for merchants to turn these challenges into opportunities 
and cater to the evolving needs of the connected consumer. 
A successful customer experience is secure, personalized 
and engaging. Essentially, merchants need to understand 
that.  More and more millennials are entering the workforce 
every year, and by 2020, they’ll represent more than 40 % 
of consumers in the U.S. Their buying power is increasing. 
For younger generations, the purchasing experience tends 
to supersede the purchase itself- rather than trips to just 
make purchases, shoppers are drawn to in-store experiences 

that are digitally-connected and 
personal. Merchants are seeing 
success by making the in-store 
experience worthy to write home 
about (or post on social media, 
rather) redefining the in-store 
experience by blending online 
with in-store. A mobile strategy 
will be key to success. Utilizing 
technologies like Bluetooth 
Low Energy, 3G/4G and Wi-
Fi connectivity in combination 
their existing POS is about 
more than just going beyond 
the counter. Retailers are seeing 
success by implementing an 
endless-vaisle sales strategy, 
line-busting during peak 

hours, saving the sale for frustrated consumers who can’t 
find an in-stock item, and even up-selling in a personalized 
environment. The customer experience is personalized and 
unique. Merchants are seeing success by creating an actual 
shopping experience which in turn, drives better engagement 
with customers and creates loyalty. For example, by bringing 
down the silos between their online and physical storefronts, 
merchants are able to utilize the advanced consumer data 
and analytics needed for better targeting, consumer insights 
and personalization across all customer touchpoints. 

talking With: veRifone'S Joe 
mach about Retail customeR 
expeRience stRategies

CONTINUED ON PAGE 5

meRchants aRe 
seeing success by
cReating an actual
shopping expeRience
Which in tuRn, dRives 
betteR engagement
With customeRs and
cReates loyalty.
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RCE: What are the one or two top challenges Verifone 
is seeing among retailers when it comes to advancing 
customer experience?

Mach: Consumers have grown accustomed to the 
convenience and simplicity of the online experience — they 
want the same features in-store. However, while change 
is stimulating for retail, we cannot deny that integrating 
online and physical storefronts in a way that is consistent 
and seamless from the consumer’s point-of-view, present 
some unique challenges with the constant change expected 
in technology and regulation — not to mention the limited 
bandwidth of IT resources. Add payment complexity, EMV 
certifications and PCI compliance mandates on top of that 
and merchants can lose sight of what’s most important to 
them which is to grow their business. Fortunately, there are 
many payment technology solutions available for merchants 
that allow them to be nimble and creative. Payment solutions 
help simplify payments, speed payment innovation, improve 
payment security and easily meet future payment requirements 
while reducing PCI compliance burdens. The introduction of 
new consumer-facing technology is constant, and as new apps 
and digital payment methods are introduced, consumers will 
expect to use them in the physical store. Payment device cloud 
connectivity can expedite the merchant’s ability to access 
popular business and consumer apps at the POS. Proprietary 
and third-party apps can be developed, tested and supported 
on today’s next generation devices. Benefits range from 
improved customer loyalty via points programs or geo-targeted 
offers inside the store, to tailored incentives based on online 
purchases at the POS and improved inventory management 
via ecommerce and legacy system integration. Merchants 
have to be empowered to try out new technologies as they 
emerge so they can securely experiment to find new value and 
revenue opportunities.

RCE: Despite all the doomsday declarations brick and 
mortar remains a vibrant aspect to the retail segment 
but the key is to keep innovating. What are you seeing 
happening out there?

Mach: Consumers have grown accustomed to the 
convenience and simplicity of the online experience — they 
want the same features in-store which is where nearly 90 
% of retail sales are generated. So it’s clear that the reign of 
the physical retail environment is far from over — it’s just a 

matter of making the experience in-store similar to the one 
online. Some great examples of effort we see among our 
clients include: The Keg Steakhouse + Bar is an example 
of a full-service restaurant chain offering pay-at-the-table 
service to enhance their guests’ experience and increase 
table-turns. Servers are able to close the bill transaction 
right at the table so guests experience secure, efficient 
payment and convenient service. One high-end specialty 
beauty retailer is thriving and redefining the future of retail. 
Their business has grown 6 % in the last 12 months with no 
slowing in sight. They are at the forefront of innovation by 
rolling out numerous concept stores, driving in-store traffic via 
social and really embracing technology. They have done an 
incredible job creating a unique and personalized experience 
for the consumer once on-site which in turn builds brand 
loyalty (and it’s really paying off).  One of the country’s top 10 
quick-service and fast-casual restaurants, wanted to further 
expedite the ordering process for customers. They have 
successfully implemented a system that integrates online and 
instore experiences by implementing an easy and convenient 
way for their customers to order online and pick up at the 
store. With the capability to engage with consumers through 
kiosks, mobile, and web, they are on track to surpass 1 billion 
transactions by the end of 2017. Leading national grocery and 
pharmacy chains have begun to offer click-and-collect to their 
customers. Shoppers order online and have it filled by store 
associates in pickup locations. When shoppers arrive at their 
designated times, the store staff collects payment (along with 
their loyalty card) using a mobile pay device (that’s integrated 
with the instore point-of-sale), and delivers the order.
 
RCE: Seamless payment interaction is gaining greater 
attention. What do you expect to see down the pike or 
five to 10 years in the future?

Mach: Some key trends we think will gain popularity in the 
coming months are:

• Security: Breaches and hacks are becoming more and 
more prevalent. To answer this growing threat and to ease 
concerns, security options are evolving. We have seen 
multi-step processes combining the holistic knowledge of 
a person’s preferences and possessions. To enable this, 
authentication will move away from simple PIN numbers 
and codes to individualized biometric information such as 
fingerprints, facial recognition and iris scans. At Verifone, 
we have been working hard to enable the market to create 
that Omnichannel experience that customers demand 
while protecting sensitive customer data, improve data 
security, and reduce PCI audit scope and cost. Additional 
layers of security such as tokenization enables merchants 
to provide a secure way for consumers to buy anywhere 
and return anywhere without having to present their 
card again, creating a seamless and secure payment 
experience, regardless of where they made their purchase 
-- online, in the store downtown, or in the store out of 
town.

• Frictionless experiences: Creating that seamless and 
frictionless experience for the consumer is going to be key 
to the future of retail. This means accepting any kind of 

CONTINUED FROM PAGE 4

foRtunately, 
theRe aRe many 
payment technology 
solutions available 
foR meRchants that 
alloW them to be 
nimble and cReative.

CONTINUED ON PAGE 6
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payment, anywhere, anytime (whether online or in-store). 
I think this will evolve from what we know as traditional 
retail today and expect to see more retailers try different 
kinds of concepts stores to drive online to in-store traffic 
and vice-versa. This will vary drastically for each merchant 
depending on who their target demographics are, but a lot 
of our customers are starting to find the right formula and 
implement it.  

• Alternative payment methods: The introduction of new
payment methods is constant. It’s important to stay nimble
to accommodate new technologies as they emerge.
Mobile payment applications are growing exponentially.
Apple Pay is reporting over one million new users each
week while lifestyle apps like Alipay is gaining acceptance
in Europe and the U.S. As the tech and security behind
mobile payment apps increases, user adoption will grow
with it pushing payment providers and businesses to
evolve with the trend.

• Ordering at the kiosk: Dependable, fast and secure
kiosk ordering is proving invaluable in many QSR and
retail chains. This solution is designed to decrease long-
lines by offering self-service to expedite orders while
lowering overhead. We expect to see more and more kiosk
options in the coming years.

Originally published on 
RetailCustomerExperience.com on November 
14, 2017.

Written by Judy Mottl. Mottl is an experienced 
editor, reporter and blogger who has worked 
for top media including AOL, InformationWeek 
and InternetNews. She’s written everything 
from breaking news to in-depth trends. She 
loves a great pitch so email her, follow on 
Twitter and connect on LinkedIn.

CONTINUED FROM PAGE 5

While the speed of payments, by definition, is clearly the key feature of 
real-time payments, next generation payment infrastructures promise and 
require much more. These include improvements to other core features 
including enhanced security, richer data, improved end-user experience 
and network interoperability. Enhanced security is at the top of the 
requirement list for real-time irrevocable transactions which necessitates 
more effective authentication and security controls. There are two critical 
aspects to consider. The user needs to be securely authenticated, and 
account credentials need to be protected both when the data is at rest 
and on the move. User authentication is evolving from strong password 
to incorporating a combination of multiple factor authentication, digital 
signatures and the use of bio-metrics (e.g. fingerprints, palm-prints, facial 
and voice recognition, eye scans, and heart-rate). These authentication 
methods also will change based on the movement from Card Present to 
Card Not Present payments. To protect account credentials, a combined 
use of account aliases, directory services, dynamic tokens, and end-to-
end encryption will become the norm to guard against fraud from data 
breaches. At VRPC, Clint Cady of W. Capra presented to explain the 
leading concepts being discussed throughout the payments industry to 
support US Faster Payments. This presentation was based on a recent 
whitepaper they did: Managing Risk in Faster Payments Systems. 

u.s. fasteR
payments – secuRity
and consumeR
authentication
Clint Cady, Director of Payments, W. Capra Consulting Group

http://www2.verifone.com/l/129991/2017-11-29/2rfhqv
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Fraud Balloons for Electronic Retailers While 
Post-EMV Fraud Online Abates, Forter Says
Digital Transactions

As online criminals become more sophisticated—they’re using 
automation like artificial intelligence and machine learning, and 
researching their victims to widen their scope and scale—the threat 
increases. Read more

Boston Transit Network to Go Contactless
Finextra

Known as AFC 2.0, the new system will enable customers to 
pay fares by tapping debit and credit cards - or mobile phones 
equipped with Apple, Android and Samsung Pay kit - at fare gates 
and fare boxes. Read more

Verifone Enables WeChat Pay
Verifone

Galeries Lafayette can now accept WeChat Pay, a mobile payment 
solution within WeChat, from Chinese tourists traveling to France 
thanks to Verifone and BNP Paribas. Read more

ETA, Strawhecker Anticipate Growth for 2017 
Holiday Season
The Green Sheet

While overall year-over-year spending during the season is 
projected to grow, not all retailers will benefit. Sales from non-
traditional leisure retailers will be the big winners, indicating a rise in 
experiences rather than goods. Read more

industRy 
neWs

We are happy to announce that FormAgent/XPI 
for MX 9xx has achieved Validated P2PE status!

P2PE Application Name: FormAgent/XPI
P2PE Application Version: 5300

Stay tuned for additional P2PE validated solutions.

pRoduct spotlight:
FormAgent/XPI For 
mX 9XX VAlIdAted 
P2Pe APPlIcAtIon

http://www2.verifone.com/l/129991/2017-11-29/2rfjrv
http://www2.verifone.com/l/129991/2017-11-29/2rfjrq
http://www2.verifone.com/l/129991/2017-11-29/2rfjdb
http://www2.verifone.com/l/129991/2017-11-29/2rfjrx
http://www2.verifone.com/l/129991/2017-11-29/2rfj8z
http://www2.verifone.com/l/129991/2017-11-29/2rfj8z
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But when you deploy in your pilot stores, there is one gaping hole that you might not have thought about yet.  What do you do to 
actually “checkout” the consumer?  While you can go mobile and remove friction from the actual checkout process, that doesn’t 
change the fact that customers have tangible goods that they expect to be wrapped with tissue, have the hangers removed, 
bagged and/or protected so they don’t break. 

In the mobile merchant panel, four merchants of different shapes and sizes came to talk about their experiences in mobile 
strategies.  This issue was echoed around the room: 

“How do you enable checkout with clothes or fragile items?”

These three strategies were solutions that some merchants have deployed to optimize their mobile strategy: 

tips and tRicks:
Lessons Learned 
with Mobility
Liz Smith, Vertical Solutions Manager, Sales Enablement, Verifone

Ultimately, every operation is different and the needs are different; however, it does help to hear about other 
retailers facing the same challenges and how they are solving these issues.  If you are thinking about deploying 
a mobile strategy and don’t know where to start, an excellent first step is to reference the Mobility edition of 
Slice and of course if you need any help, we are here to guide you through the process.

Solution 1:  Throw some wheels on it!
This retailer decided to literally “go mobile.” They have created a mobile cart (POS, payment terminal and all) 
that can be rolled out during peak hours to enable checkout from anywhere in the store which could include 
in-aisle, in the dressing room, or next to a long line. Mobile cart for bagging and checkout

Solution 2:  But wait, there’s more! 
Have you ever gone to a store, looked in exasperation and FINALLY found the perfect outfit/shower curtain/
accessory, only to realize that it is unavailable in your size or out of stock?  This retailer recognized the issue 
and deployed a mobile POS with the ability to look up inventory and order/ship direct to the consumer’s house 
with free shipping. This solved two issues, first they didn’t lose the sale and second, they noticed that with 
the consultative approach, they were able to talk with their consumers and recognize upsell opportunities to 
capitalize on additional sales when their customers were already in buying mode.  

Solution 3: Mobility in a big box environment?
This particular retailer discovered that they had items of all categories—fragile, small, large, etc.—and that the 
majority of their customers were using some sort of a coupon. They decided to capitalize on this and created 
a subscription service where coupons and free shipping would always be available. This enabled them to take 
customers’ orders on floor and ship to their house, releasing in-store inventory levels and ultimately using the 
physical store as a brick-and-mortar showroom. It also gave staff a chance to be with consumers on the floor 
(ultimately selling) versus in the back, checking inventory availability, packing and wrapping, and finally bringing 
large items to the front for pick-up. Customers of course still have the option to take items with them if they 
choose, but it also provides consumers a delivery alternative, and it gives merchants a better opportunity to 
manage in-store shopping and online purchasing (especially from a competitor).

 9 Network compatibility and security
 9 Connectivity testing and optimization
 9 mPOS integration
 9 Employee training 
 9 Omnichannel strategy
 9 Signage and messaging

You’ve spent months preparing 
the perfect mobile deployment 
strategy…

http://www2.verifone.com/l/129991/2017-03-07/2bds8x/129991/75799/Slice_March_2017_FINAL2.pdf
http://www2.verifone.com/l/129991/2017-03-07/2bds8x/129991/75799/Slice_March_2017_FINAL2.pdf
http://www2.verifone.com/l/129991/2017-03-07/2bds8x/129991/75799/Slice_March_2017_FINAL2.pdf
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I was part of some great discussions about payments at our 
recent 13th annual Verifone Retail Payments Conference. As 
one of our speakers said, “Where else can you be in a room 
with your industry peers and competitors and have such a 
respectful and productive experience all for one cause- to 
further the payment industry, learn and grow.”

During the Payment Industry Trends session that I moderated 
with card brand representatives on the panel, there was some 
interesting discussion about the state of EMV adoption and 
cardholder verification methods.

In the audience we had about 60 of the top 200 retailers 
in the U.S. A couple of quick poll questions provided some 
insights on the status of EMV adoption in large retailers in the 
U.S.

• Only two of the retailers have not yet implemented EMV.  
This aligns with information coming out of the recent U.S. 
Payments Forum meeting that 96 percent of the top 200 
merchants are now accept EMV.

• The result for the number of merchants that currently 
support faster EMV processing (i.e. Visa Quick Chip, 
Mastercard M/Chip Fast, etc.) was just the opposite with 
only 2 or 3 merchants currently supporting faster EMV 
processing.

• When asked how many merchants expect to be 
supporting faster EMV processing within 12 months, the 
response was close to, if not, unanimous. 

• The number of merchants that currently accept 
contactless EMV was between 12 and 15 or between 
20% and 25% of the attending retailers

• When asked who would support contactless EMV within 
12 months, about 75% to 80% of the retailers indicated 
they expected to accept contactless EMV within 12 
months.  

I believe the lower response to supporting contactless 
EMV adoption compared with EMV adoption or faster EMV 
adoption is due to some retailers not wanting to accept any 
mobile wallets at this time over concerns about providing 
their consumer’s information and purchase data to mobile 
wallet providers. While Apple does not have any access to 
this data, that is not true with all mobile wallets.  Under the 
card brands accept all cards rules, if a merchant accepts 
contactless transactions, then they must accept any wallet that 
has a brand’s card in it. The retailer concern being that what if 
Amazon offered a mobile wallet? Most retailers do not want to 
help Amazon take more business from them.

The other interesting discussion was about EMV CVM 
(Cardholder Verification Methods). 

On October 19th Mastercard announced that it will no 
longer require signatures at checkout for any credit or debit 
purchases in Canada and the U.S. as of April 2018. According 
to Mastercard, 80% of their transactions currently do not 
require a signature, so this is an expansion of that program. 
While the other card brands on the panel could not comment 
on their plans (because if they have any, they have not been 
announced yet.), it would be unlikely if they do not follow 
suit in the future.  The audience was also surprised to learn 
that Mastercard (and maybe one or two other brands, I can’t 
recall) don’t require signature today to process chargebacks. 
The Mastercard panel member stated they require proof of 
purchase but not signatures to process chargebacks. It was 
noted that the signature requirement does not deter thieves 
from using lost or stolen cards especially in unattended 
locations or on the web. One panelist did note that merchants 
may still want to capture signatures on high value sales in 
addition to require them when a contract is part of the sale.
The audience asked questions about why the US doesn’t 
require Chip & PIN as most other countries do and the 

meRchant emv adoption 
& plans and caRdholdeR 
veRification methods
Jeff Wakefield, VP Sales Enablement, Verifone

CONTINUED ON PAGE 10
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security of the recent PCI SSI Software software-based PIN-entry 
on commercial off-the-shelf (COTS) devices standard. Rather 
than explain the importance of using a PIN as a CVM to protect 
consumer cards, the response was broader conversation about the 
overall effectiveness of PINs preventing fraudulent transactions:

• It was pointed out that Chip & PIN was initially rolled out to 
protect transactions on an off-line environment which was 
common at the time in the initial EMV markets and 

• As the industry moves towards 100% of issued cards being 
EMV and 100% of payment devices supporting EMV, both 
the theft of card data from retail locations as well as the use 
of fraudulent cards in retail locations will be eliminated. The 
additional security on EMV cards prevents their duplication, so 
PIN offers no additional security. Simply put, valid counterfeit 
EMV cards can’t be created and cannot be accepted in 
payment terminals.

• Lost or stolen cards could be used and PINs would eliminate 
some of that type of fraud.  However it was noted that the 
industry has become very good at eliminating the theft of cards 
from the mail with their activation procedures and that in the 
case of loss or theft most consumers report that occurrence 
to their issuer promptly, minimizing any fraudulent use and that 
most issuers do not hold consumers liable for lost or stolen 
card fraud if reported in a timely manner.

• With the ATM Industry Association (ATMIA) estimating that 80 
percent of ATMs will be chip-enabled by the end of 2017, theft 
of an EMV card with the associated PIN still presents some 
risk, but as ATM machines become 100% EMV, that risk goes 
away.

The panel was asked if PINs are going away, but predictably they 
would not respond.

What do you think? Are PIN and signature-based CVM’s going 
away soon? How do you feel about that? 

CONTINUED FROM PAGE 9

The next edition of SLICE will be a      
pre-released December/January release 
prior to NRF. Thank you for a wonderful 
2017 and Happy Holidays!

We wanted to close of the year with 
some food for thought...

“A lot of the things that got us where 
we are today are the reasons we aren’t 
growing. Are we going to allow ourselves 
to grow and innovate?”  

- Brian Solis




