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Contactless Payments:   

The Swedish-American writer and poet Carl Sandburg was born in 1878.  
If he was around to dine in a restaurant today, he likely would notice that in  
at least one respect the world hasn’t changed. 

 “Time,” observed Sandburg, “is the coin of life.” 

And so it is, especially for restaurants. 

In the restaurant business, time and efficiency are as critical as quality and security.  
For example, if EMV chip readers are here to stay, how then do proprietors deal with the 
potential for slower service in a world defined by speed-up? And if consumers are adapting 
by becoming more demanding, then how do operators keep up? 

One option is Contactless Payments or “tap and pay.” With the tap of a mobile phone,  
customers can use Apple Pay, Samsung Pay, or another digital wallet to complete the 
transaction. The process is the same with a chip-enabled smart card that contains a small 
antenna. No one has to hand over a card, swipe, or stand at the terminal waiting for the 
transaction to complete. The process is quick, efficient, and secure. The technology en-
hances both ends of the experience from ordering to checkout.   

That’s why next-generation POS systems will be critical in a time-sensitive world. Accord-
ing to Starfleet Research’s 2017 Smart Decision Guide to Restaurant Management and 
POS Systems, 78 percent of full-service restaurants, and 62 percent of quick-service and 
fast casual stores, saw “significant” or “dramatic” improvement in operations and revenue 
when deploying a “next-generation” POS system. 

Speed Up Line and Service with Next-Generation POS 
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Per the Starfleet report, “These improvements are fueled by advanced ordering, payment 
processing, inventory control and labor management features, along with sophisticated 
sales and marketing, guest relationship management and loyalty management capabilities.”

The growth of contactless payments is in the early innings for restaurants, but contactless 
payments are part of a gathering wave. 

For now, credit card companies limit the dollar amount of a contactless payment before 
the customer needs to input a PIN or sign manually. For example, MasterCard’s Pay Pass 
limit is $100. Apple Pay’s limit is $50. 

Part of a Macro Business Trend

Speed of execution is a global demand trend. The issue is time. Amazon could reasonably 
be thought of as a time-creating operation, an important distinction in a time-stressed 
world. 

For restaurants, moving customers through the payment process faster and more effi-
ciently has been a “nice to have.” In the near future, as speed and efficiency become even 
more critical to operations, a POS system that allows for all manner of contactless pay-
ment options is likely to become “must have” technology. 

Indeed, time is fast becoming the most valuable unit of commerce in the world. 

Consider recent news items: 

• Facebook announced it had created a new unit of time, an unusual event for a  
 corporation. The “flick” is 1/705,600,000 of a second. The new unit is designed to 
 help videographers — game makers, filmmakers, etc. — more closely sync individual   
 frames. It eliminates the time-consuming and complicated task of using fractions to  
 delineate the time between those frames. 

• Traders of financial instruments — stocks, bonds, derivatives, et al — now can  
 get quotes and execute trades between New York and Chicago in as little as     
 eight milliseconds for each operation. For context, it takes 150,000 microseconds  
 to click a computer mouse. There are 1,000 microseconds in a millisecond.

Contactless Payments continued
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• Companies such as WalMart, Kroger, Heinz Co., Kraft, and Procter & Gamble Co.  
 are tightening delivery windows for suppliers. WalMart now imposes significant  
 fines on suppliers who don’t meet the new delivery demands at least 85 percent of  
 the time.

For restaurants, the point of this trend isn’t the bewildering changes around how we  
measure time. It’s why this adaptation is necessary. More than ever, time is quantified  
by dollars.  

For a major retailer such as WalMart, time literally is about money. The company wants    
 “just in time” inventory to smooth quarterly earnings as it fights rivals such as Amazon. In 
financial markets, traders are executing so quickly that regulators are struggling to keep up. 
Whether the trade is a good idea is sometimes affected by how fast it’s made. Even milli-
seconds can reflect dollars earned or lost. 

For large industries with distant operations, artificial time constraints can become complex-
ity multipliers. The attempt to gain control — over costs, processes, etc. — can turn the 
merely complicated into the complex. The good news for restaurants is that most — even 
massive QSRs — have relatively defined moving parts. Successful restaurants tend to do 
what they do with consistency. A simple option that allows customers to pay faster and 
move through the process quicker has the potential to improve the entire experience. 

Today, credit card chip and PIN payments can take up to 25 seconds or more to execute, 
though improvements are being made. That includes entering the card, processing the 
chip inside it, then removing the card. Contactless payments generally take less than half 
as much time, roughly 10 to 12 seconds depending on the study. For time-stressed cus-
tomers, saving time is an exercise in anxiety relief. 

So, What are Contactless Payments? 

There are two kinds: mobile wallet and contactless card. The latter contains a chip that  
allows a customer to pay without swiping the card or entering it in a terminal. 

Mobile wallets use Near-Field Communication (NFC) to connect a wallet — phone app — 
to the terminal. 

Contactless Payments continued
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Contactless Payments continued

Major mobile wallets include:

• Apple Pay   
 Apple Pay Vice President Jennifer Bailey, speaking at NRF 2018 Retail’s Big Show in 
 New York in January, said Apple Pay is now accepted at 50 percent of all retail outlets.  
 To appreciate the rise of mobile wallets in general, Apple Pay was accepted at roughly  
 3 percent of outlets when it was introduced in 2014. Apple Pay can be expected to  
 continue growing. Only 13 percent of active iPhones have activated Apple Pay. As of  
 October 2017, Apple Pay represented 90 percent of contactless payments where the  
 technology was available in the U.S. 

• Samsung Pay 
 Accepted at 30 million locations around the world and by far the leader in the market.  
 For comparison, Apple Pay is accepted at fewer than 4 million global locations.  

• Google Pay, formerly known as Android Pay 
 Accepted at roughly 1.5 million locations.  

A 2017 report from Allied Market Research estimates the global wallet market will reach 
$3.4 billion by 2022. That equates to a compound annual growth rate of 33.4 percent.  
That said, a J.P. Morgan survey found that only 16 percent of U.S. consumers have com-
pleted a mobile wallet transaction. The bank said 36 percent of U.S. merchants offer the  
option, with 70 percent saying they anticipate accepting digital wallet payments  
within five years. 

Contactless card technology has been around for years, mostly outside the U.S. In the 
United Kingdom for example, chip-enabled cards overtook cash payments for the first  
time in July 2017. The driver of that trend has been contactless payments, which now  
constitute roughly 33 percent of such transactions in the UK, up more than 300 percent 
compared to 2015. 

The UK experience mirrors the macro trend. Contactless cards were introduced in the  
UK in 2007. ABI Research, which tracks technology innovations, projects that U.S. contact-
less cards shipments will reach 229.6 million by 2021. There were just 25.7 million in 2016. 
Still, ABI has scaled back the U.S. adoption rate significantly due to the sheer complexity  
of the U.S. market. 
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Contactless Payments continued

Contactless payments, particularly via chip-enabled cards, have been used in Canada for 
more than a decade. That’s due to a set of unique factors. There are only 10 major banks 
in Canada compared to more than 14,000 financial institutions in the U.S. Canada also 
skipped the first-generation EMV cards and went to contactless cards from the outset. 
Canada works with a limited number of payment processors — MasterCard, American 
Express, Visa, and Interact, while the U.S. has more than 16 similar companies. 

Another issue is cost. For the U.S. market, card issuers are only now moving away from 
contact-only cards. With 1.2 billion cards in the market, the additional cost of chip-enabled 
contactless manufacturing is significant. 

Merchants have a similar issue. POS systems need to be upgraded to accept chip 
and contactless payments. In some cases, the entire restaurant environment has to 
be upgraded to include high-speed Internet. According to The Strawhecker Group, a 
consultancy, only about 52 percent of merchants accept contactless chip payments,  
and just 28 percent of POS terminals are activated to accept contactless cards. 

All of this is about time, and time has always been about money. The potential benefits 
of contactless payments are spread across the operational and customer experience. 
Operators can ease congestion around the counter, and potentially limit labor costs as  
well. Studies have suggested that “ticket lift” can be as high as 30 percent compared  
to cash when contactless payments are used. 

The contactless revolution might still be in the early stages but getting up to speed now 
will be critical to keeping up later. 
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Paas, mPOS, Rewards, and Loyalty 
Getting into the Mobile Game: 

According to Hospitality Technology’s 2017 Customer Engagement Technology Study, 
at least 84 percent of restaurants expect to have a loyalty program in place in 2018.  

The confluence of digital and media technologies provides new opportunities for  
customer engagement, the critical component of customer loyalty. 

To appreciate how broad and deep the need for engagement has become, consider  
the National Basketball Association (NBA). For nearly the entirety of professional sports  
history, leagues have been adamantly opposed to laws designed to extend sports  
gambling beyond Las Vegas. No more. The NBA is now supporting a suit filed by the  
state of New Jersey. If successful, legalized sports gambling could expand to every  
state. The suit will be heard by the Supreme Court. 

Why the sudden change? Engagement. It’s not enough for fans to watch a game in  
person or on high-definition televisions. The NBA knows fans are fickle and time is scarce. 
The solution? Provide fans with the capability to gamble in real time on league games,  
for a fee of course. But the point is that despite one of the most successful decades in 
NBA history, owners are worried about future loyalty. 

Digital allows operators to cast a wide net. Given the enormity of choice, winning  
new customers and retaining current ones demand constant adaptation. For example,  
using digital tools can be helpful, but they aren’t a panacea. Restaurateurs need a  
well-considered communication strategy to make loyalty efforts work. 
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How do you stay top of mind with customers? 

Where in the communication chain do you seek to impact and engage the customer? 

If you’re collecting names for a mailing list, how and how often do you connect  
with them? 

The current context is one of near constant change. Time is in short supply at both ends 
of restaurant operations. Customers want more choices in how they pay, book tables, and 
order. Turnaround speed from order to exit is more important than ever. Creating loyalty is 
likely to become even more challenging. 

Digital provides the promise of instant gratification for all parties. It’s not always a win-win, 
however. Customers are bombarded with emails, targeted ads, texts, commercials, and 
ubiquitous signage. 

One result of near-constant soft engagement is distraction. Customers learn to tune out 
the noise. Consider Google’s solution. Google is an advertising platform. It has developed 
its own ad blocker for overloaded consumers. 

Google appears to have acknowledged a growing trend. The National Football League expe-
rienced some of the most significant television viewership declines in league history. The 
2018 Super Bowl had the lowest audience total since 2009. Viewership for the Grammy’s 
was down 23 percent year-over-year, and the Oscars hit a record low with total overall view-
ership down 19 percent compared to 2017. One reason: The games/shows  
drag out due to advertising loads that now appear to be impacting viewer experience. 

Loyalty operates on multiple levels, some of them new. Clear and concise communication 
is critical to the development of one-to-one engagement with customers.  

Getting into the Mobile Game continued
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Getting into the Mobile Game continued

A Few Definitions

• Paas  
 The acronym Paas stands for platform as a service. It’s a cloud-based model    
 that allows third-party vendors to provide virtual resources for users to “build,  
 deploy, and launch software applications.” End users can avoid expensive and  
 time-consuming software development. There is wide use of Paas for everything  
 from database construction and storage to security. Paas is a pay-as-you-go model  
 that eliminates middleware and allows companies to scale at their own pace. 

• mPOS  
 This acronym translates into mobile point of sale. The technology enables payments  
 via smartphones, tablets, and desktop. In a report on industry trends, Global Market  
 Insights noted that the market for mobile POS terminals was $11.54 billion in 2015.  
 The company projects an annual growth rate of nearly 20 percent through 2023  
 driven by end users in the hospitality and retail businesses. Mobile POS solutions are  
 versatile and come equipped with NFC, Wi-FI, VoIP, RFID, and smart card capabilities. 

• Rewards 
 Many customers are familiar with successful rewards programs such as those at     
 Starbucks or Chick-fil-A. Both companies personalize rewards and offers. Starbucks  
 is especially aggressive through its mobile app. If a customer spends $150 over a 
 12-month period, then he or she gets free refills as long as they are at the same  
 location, a free birthday drink, and 15 percent off at StarbucksStore.com. 

• Loyalty 
 Repeat customers often spend more than new customers. A loyalty program is  
 one that is directed to the most loyal slice of the customer base. Programs often  
 include a loyalty card, an automatic rewards database, and other incentives such  
 as gift certificates. Open Table’s program incentivizes people to use its restaurant 
 reservations system by making the loyalty awards process seamless. 
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Getting into the Mobile Game continued

Is Old-Fashioned Loyalty Old Fashioned?  

A study by the University of Southern California looked at the psychology required to  
successfully market to millennials. Roughly 62 percent of the respondents said brand  
engagement is more likely to make them a loyal customer. In other words, what does  
it mean to me? How does the brand fulfill my needs, wants, and desires? 

Going forward, successful loyalty programs will be tied to more personalized products,  
services, and experiences. Companies need to understand, intimately, what customers 
want and how to deliver on those desires in a convenient and easy way. 

Amazon has done this at scale by making the transactional experience nearly flawless.  
The genius behind successes such as Dollar Shave Club, Harry’s shaving, and Birch Box  
is that all of them deliver on a simple promise: What you see is what you get. 

 

Engagement Flows from Experience

Here are three recommendations designed to increase engagement, thus loyalty:

1.  Make sure your products, services, and loyalty programs fit into customers’  
 lifestyles. Consider a hotel app for smartphones that allows guests to confirm a  
 reservation, receive notification the moment the room is ready, then use a phone  
 as a key to access the room. The guest never experiences a hectic front desk. For  
 a tired and busy traveler, the experience makes repeat business a simple decision. 

2. Make convenience the core message. Sometimes loyalty can be encouraged simply  
 by sharing information. Case in point: American Airlines communicates with customers  
 on flight delays, gate changes, and other important issues. Travelers going through  
 Chicago recently were informed that one of American’s Admiral’s Clubs was being  
 renovated. A second location at the end of the concourse was open, however. Anyone  
 hoping to make a Club stop knew where to go, saving time and avoiding aggravation. 

 That’s an example of one-to-one proactive communication beyond the purchase.  
 The communication had nothing to do with American’s loyalty program, miles, points,  
 or upgrades. It had everything to do with customer experience. 
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Getting into the Mobile Game continued

 Not only did American create value by alleviating a potential point of negative interaction,  
 but the entire process demanded thought more than effort. For restaurants, creating  
 loyalty is likely to demand proactive efforts that amount to “going the extra mile.” Loyalty  
 programs are where engagement — direct and indirect  — drive purchase revenue. 

 Walgreens has an app that allows customers to refill prescriptions, monitor orders, pay   
 using their phone, and earn and redeem rewards. If your business makes it convenient   
 for customers to manage their lives, you’ll stay top of mind. By being top of mind, your  
 company can develop and build customer loyalty.

3. Look for the win-win. Bojangles is a quick-service restaurant with 750 locations. It  
 wanted to develop an app that allowed customers in large groups to order from a limited  
 menu. These orders are perfect for customers heading to a tailgating party, picnic, or  
 family event. The process is quick and convenient, so the customer wins. The company  
 wins because a limited menu for large orders increases revenue per visit. Finding a  
 balance between an unmet customer need and a more profitable business outcome  
 creates positive engagement.  

You may have noticed a common thread among the examples. Most of them use  
an app. Apps allow businesses to personalize their brand on a customer’s personal device. 
Consider these data points:

•  40 percent of millennials want to track/redeem rewards on an app, according  
 to Software Advice.

•  87 percent of restaurants plan to implement a comprehensive mobile experience  
 for customers in 2018.

•  76 percent of restaurants plan to implement mobile payments via a guest’s  
 own device in 2018. 

The last two data points come from Hospitality Technology’s 2017 Customer Engagement 
Technology Study.
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Getting into the Mobile Game continued

What’s Next to Elevate Customer Engagement?

Digital engagement and loyalty programs require multiple touch points. 

Front-facing employees are critical to the overall customer experience. That’s  
likely truer today than ever before. In an “always on” culture, customers are often  
time-pressed and anxious. 

A good example is the recent launch of Anxy magazine. It’s thought to be the first 
publication devoted exclusively to our anxious times. That said, anxiety comes in many 
forms. Just look at Amazon’s growth, or the rise of online food ordering and delivery.  
Today, simple and consistent are critical variables for success. 

Uber, Lyft, and Airbnb eliminated extraneous interaction. Lyft and Uber riders don’t  
have to fumble for a credit card or decide in front of the driver whether to tip or not.  
An Airbnb rental often doesn’t require human interaction of any kind from start to finish. 

Restaurants can augment excellent service in a timely manner with a technology  
platform that allows for the delivery of personalized communication to customers  
and future prospects. And it can be done at scale. 
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Leveraging Your Restaurant’s Big, Beautiful Data

There’s an old saying in business intelligence. Strategy is what a company is trying  
to do to the world. Intelligence is what the world is trying to do to the company. 

Data comes from the outside in. It’s what has already happened. The key is to unlock 
the intelligence within the data. Done correctly, data can tell operators not only what has 
happened, but what’s likely to happen tomorrow, next week, and in the years to come.  

The Hospitality Technology 2018 Software Trends Report notes that 35 percent of 
restaurateurs cited using data to understand and predict guest behavior as the driver  
for POS upgrades in 2018. 

Customer needs vary of course, and smaller merchants typically haven’t invested in 
technology necessary to track data. These operators need a tool that’s easy to  
understand, and even easier to implement. 

Larger businesses tend to have a different problem, a “spaghetti junction” of data spun 
across various systems. Not only is there a plethora of customer and sales data, but it  
often comes from multiple sources housed in a variety of systems.   

When the data, sources, and systems are mapped out, they tend to look like overlapping 
lines and loops. For these customers, a powerful system that compiles information  
simply and efficiently is best. 

The goal is to take reporting to the next level. It’s about refining data systematically to 
produce actionable intelligence. For enterprises there is often so much data that  
real-time analysis can improve margins. 
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Leveraging Your Restaurant’s Big, Beautiful Data continued

Using Analytics to Turn Data into Value

Restaurants are no different from hundreds of other businesses. Goals and objectives 
revolve around a series of metrics: 

• Increase customer base

• Increase repeat visits

• Increase revenue per order

• Find cost-saving opportunities

• Increase customer satisfaction

• Lead by adapting to changing competitive conditions

 

Restaurateurs Need to Ask:  What Matters Most Today? 

Are you seeking to increase your customer count, raise average ticket sales, drive business 
during slow periods, or predict when business will be unusually heavy? What if you could 
know when you’re overstaffed or understaffed? What’s the cost to customer service?  
Can you increase prices without negatively affecting sales? 

What a restaurateur wants to know drives decisions as to what tools the business  
needs. The cost equation is more than the dollar cost of the tool. In the end, what is  
the cost-benefit of the data? 

Using a new tool requires a time investment. Does the investment align with what  
the unique business needs that allows the store/company to thrive? 

The best tools must be competitively priced, require minimal time, and produce  
the desired results. 
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Leveraging Your Restaurant’s Big, Beautiful Data continued

Technology Needs to Be Agile 

Too much information can produce negative marginal utility. Some analytics products  
have so many options they become counterproductive. In short, more is not better  
unless the system can handle and analyze what’s coming in. 

Busy operators don’t have dozens of hours to learn how to get what they need out  
of analytics. Products have to be powerful enough to provide breakthrough insights  
yet straightforward and uncomplicated. 

Look for a company whose product can provide analysis of historical data while 
recommending near-term actions to consider. The analytics should allow the  
business to run a campaign with or without an offer and validate its effectiveness  
and return on investment. It also should provide for validation of customer acquisition 
marketing programs. 

Restaurants often have applications that don’t talk to one another. It’s like having every 
employee speaking a different language. POS, email marketing, ZIP Code analysis, social 
media reputation software, and rewards too many times aren’t wired to communicate. 
Consolidating all the data produced by these disparate systems requires a significant 
investment of time and money. In the end, owners and marketers often opt for what 
amounts to informed guesses. 

There are very few companies with analytics powerful enough to pull from all these data 
sources and provide one consolidated picture. 

Look for a company that can do all that. Xenial is one example.   

Getting More from Operational and Marketing Data

Sales records from in-store POS, mobile apps, or online ordering are data a restaurant 
already has that can be used to identify customer behavior trends. 

A closer look at data derived from these sales channels can inform targeted programs, 
marketing, and operational decisions such as: 
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Leveraging Your Restaurant’s Big, Beautiful Data continued

• Customized offerings  
 Many customers place identical or very similar orders each time they visit online or in  
 the restaurant. The data can be found in POS, the customer relationship management  
 (CRM) system, or from orders placed using a mobile app. That data has numerous  
 applications. It can provide for customized greetings, personalized offers or menu  
 suggestions. The more personalized the offer, the greater the chance of redemption. 

• Menu changes  
 Previously, chefs and operators made menu changes based on the season, product  
 availability, and low sell-through. In today’s digital environment, a social media post can   
 sway customer decisions, including how often a menu item is ordered on a particular  
 day. With real-time data, a merchant can know what’s selling, and what’s not selling  
 on a daily, monthly, or annual basis. Menu changes can then be predicated on what  
 positively affects the bottom line.

• Staffing adjustments 
 Operators deal with employee turnover, wage increases, and rising insurance and  
 technology costs. Data that provide insights into costs, particularly labor, is critical.  
 Sales data will identify the busiest and slowest times as well as who does the most  
 upselling. The merchant may find that it can get by with a smaller staff during specific  
 times and raise sales by scheduling particular team members during the busy times.

 
In addition to data that resides in POS and marketing systems, there are a number of 
services that provide additional and specific customer demographics and even competitor 
data. The result is an expanded universe from which merchants can tease out insights  
from customer trends.1

Using one company, the aforementioned Xenial as an example, loyalty offerings should 
provide metrics on a variety of operational items including gross sales, net sales, loyalty 
discounts, non-loyalty discounts, and tax related to loyalty member sales. 

The company’s Analytics Customer Intelligence module allows a merchant to see ticket 
averages vs. competitors as well as wallet share of the local market compared to similar 
local competitors. 
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Leveraging Your Restaurant’s Big, Beautiful Data continued

 

Who’s Keeping (and Crunching) the Numbers?

Unfortunately, the average employee has little interest in data analysis. Some might be  
intimidated by the notion, others unaware of the value. 

Management must take the lead. For many restaurants, there is plenty of data: credit  
card processing, POS, loyalty programs, and participating social media platforms. The  
challenge is putting it together. Specifically, how does all the data flow into easy-to-under-
stand reporting with analytics tools that normalize the data? That demands a system that 
can relate to different data sources to identify correlations. 

Each individual tool, POS for example, allows for some reporting and analysis. These  
systems often don’t import and “crunch” other data sets. As a result, management  
employs “spreadsheet-net” data from one tool to another. It’s common practice even  
for marketers at very large operations. It’s also time-consuming and complicated.  

As a whole, the restaurant industry has lagged financial and industrial industries with  
regard to data analytics. The good news is that an effective tool box can meaningfully  
affect the bottom line, often quickly. 

Look for a unified platform that ties together data about your customer with POS data  
to create a 360-degree profile that informs all marketing efforts. 

Harnessing Analytics to Predict Outcomes

Restaurateurs need validation. Do the results validate the inference made from data  
analysis? Did the promotion produce new customers or simply provide a discount to  
already loyal customers? 

Cause and effect is a powerful tool for independent operators. POS reports provide  
insight into sales on the bases of past days, weeks, months, or years. These can  
inform inventory and labor scheduling.  



 19©2018 Heartland Payment Systems, LLC

Leveraging Your Restaurant’s Big, Beautiful Data continued

Beyond this level of analysis, many independent operators struggle. The next step is  
to use individual tools to make decisions with measurable outcomes. For example, a  
hash credit card report can reveal whether a direct mailer is driving new customers or  
not. Using coupons, operators can direct customer behavior that in turn provides for 
increased or decreased inventory and labor according to demand. 

The new data can lead to customized programs that drive demand during slow periods.  
Even weather and traffic data can provide real-time information on how these factors  
affect business. 

 

Where Are We Headed with Analytics?

Soon restaurateurs will have cost-effective tools currently available only to large franchise 
systems. The tools will analyze lost pricing opportunities, and automatically recommend 
items to be added or removed from menus. 

Artificial intelligence via machine learning will eventually drive down the cost of this  
kind of analysis. The benefits will positively affect the entire chain of engagement.  

In the meantime, the need for real-time data analysis will become only more critical  
for restaurants hoping to compete in a world short on time and long on choice.  

1 Heartland Payment Systems includes access to purchase pattern data for customers that use Heartland payment processing services. This lets 
merchants quickly analyze indicators such as new vs. repeat customers, total visits, sales volume, and average ticket. An add-on module provides 
additional insights such as demographic data, competitor data, and social media reputation management.
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Point-of-sale (POS) systems have evolved into essential, end-to-end tools for restaurants. 
Consider the versatility POS provides:

• A central hub for the entire business

• Able to expand to an array of ordering, payment, and fulfillment channels

• Facilitate customer engagement and marketing programs

• Schedule, time clock, and payroll

• Recipe and menu management

• Inventory and ordering

• All manner of reporting  

Customers value experiences. The way those are delivered is changing. Restaurateurs 
need to differentiate themselves from a crowded competitive landscape. 

In the past, restaurants cobbled together best-in-breed solutions for management 
functions. This included POS, time and attendance, payroll, email marketing, CRM,  
gift/rewards/loyalty, and others. The problem was that all of these individual solutions 
captured data only within their silos. As a result, it was difficult to tease out analytics  
that provided payroll cost versus sales, for example.  

Making the POS System the Restaurant Hub    
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Making the POS System the Restaurant Hub continued

When systems that were supposed to work together didn’t, vendors tended to point 
fingers rather than work together to solve the issue. 

Cost is another issue. Licensing, maintenance, and training across multiple applications are 
time-consuming and costly. As online and mobile ordering and payment solutions came in, 
along with third-party delivery, the ecosystem went from merely complicated to complex. 
That meant problems could become non-linear. For example, sending a rocket to the moon 
is complicated. Raising a child is complex. 

Pleasing a diverse group of customers is similar to raising a child. The worst outcome for  
an operator is if a complicated technology issue negatively impacts customer experience. 
In most cases, the damage done is unknown. 

Among All of These Restaurant Management Apps, What’s the True Test of  
Mission-Critical?

Any system in which failure can shut down a restaurant’s operation cannot be the hub  
of the business. For example, if your cloud-based accounting system or in-store, time-clock 
software has a glitch, can you keep operating? It might be inconvenient, but does the show 
go on? What if something happens to your POS? If that goes down, you stop taking orders 
and close the doors.

There is a shift taking place precisely because of those kinds of risks. The best-in-breed 
approach is being replaced by “full stack” restaurant management platforms. In this  
model, the POS is the restaurant management system. It’s where operators capture,  
view, analyze, and take action based on the store’s own information. The data comes  
from everywhere — in-store sales, online/mobile orders, delivery/take-out, loyalty/ 
rewards, reservations, waitlist, seating management, social media, weather, etc. —  
in an organized manner that provides for analysis and discovery.
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Making the POS System the Restaurant Hub continued

With POS operating at that level, it becomes the touchstone for the entire business.  
If you can ask the question, then POS can provide the answer. Consider:

• Which customers are returning?

• Which customers are new? 

• Did the coupon drive new visitors, or did I just give away discounts  
 to existing customers?

• What are my revenues today, this week, this year? 

• Where is the operation spending money? 

• What needs to be ordered?

• What is owed in taxes to the government? 

• What are we receiving in employee tips?

The old way amounted to a small river with multiple tributaries. The new way is a massive 
lake filled with information and insight that can nourish the entire business. 

Today, shift scheduling, time clock, and payroll can all be managed by POS. Employees can 
clock in and out and report absences. The scheduling and time clock feed payroll. 

When the POS — restaurant management platform — tracks menus and recipes, sales- 
related ingredient depletion appears on the shopping list. The order can even be sent  
automatically to a supplier. When inventory tracking and ordering are automated, errors  
and oversights are less likely. The operator wins twice — more time and less cost.
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Making the POS System the Restaurant Hub continued

Current and Future Benefits of “POS as Hub”

One place POS as Hub shines is omnichannel management. The range of ordering, 
payment, and fulfillment channels continues to increase. 

While it’s exciting to expand options that serve more food and marketing channels, 
complexity is always lurking. For example, how does the kitchen — the entire team for  
that matter — handle demand spikes from multiple channels during a lunch or dinner rush? 

Seeing orders coming through from mobile order, in-app ordering, order ahead,  
take-out, delivery, and in-store purchases is a great problem to have. That is as long  
as the process works smoothly and delivers a positive customer experience.

That’s Where POS Provides a Competitive Edge

Omnichannel options will become increasingly important given the digital world we occupy. 

Full-stack management software is not only mission-critical. It provides for a competitive 
edge in a very crowded market. 

Everything becomes easier and easier to track. The number of vendors can be reduced. 
Expenses related to licensing, support, maintenance, and integration decline considerably. 
The cost and complexity of IT are reduced. Most important, true business intelligence  
rises to the surface. All together, POS as Hub provides a domino effect in terms of value. 

So, What’s the Downside?

There are all kinds of POS providers and not all of them think of their customers first.  
For example, some want to gain control of multiple operations. They want to dictate  
which card processor the business uses, which gift and rewards vendor is selected, or 
which CRM/email marketing provider the store partners with. 

Be wary of any POS providers that want to lock you into other relationships. 

Heartland, and its parent company, Global Payments, uses an open market approach.  
POS customers can use any payments processing service. The same goes for gift/loyalty/
rewards services. The merchant decides what is best. Merchant choice is honored, and 
potential conflicts of interest are mitigated. 
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Restaurant 2020    

The Restaurant of the Future is Here. 

Changes to payments, delivery, curb-side pickup, loyalty, and security are in transition.  
To stay competitive, restaurants have to operate based on what’s ahead. 

What Does That Mean? 

Technology is making all kinds of business segments more crowded and competitive.  
The restaurant space might be the quintessential example of this phenomenon. The race  
is on to differentiate service. That’s happening now. Coming soon is the next inflection 
point, point-of-service. 

The focus on point-of-service will catch up to ordering and win hearts, minds, and  
market share. 

“Star Trek” Ordering and Turbo Prop Service

Over the last several years, restaurants have moved beyond the terminal, offering a 
growing array of Star-Trek-like ordering and payment channels. Consider:

•  Web and smartphone app ordering is becoming commonplace.

•  Speak your order to Alexa, and Amazon Echo will have it delivered to your doorstep.

•  In-store, self-serve kiosks and line-busting tablets now keep counter service  
 lines moving.
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Restaurant 2020 continued

•  At least one concept store is using experimental robots to answer guest questions and   
 make food and beverage recommendations.

Home Delivery Isn’t New, but Point-of-Service Models Are Even Older

Consider history: 

• The walk-up, quick-serve counter started by the McDonald brothers led to QSRs/  
 Fast Casual establishments with snaking lines of customers waiting to place    
 orders. Sound familiar? 

•  The drive-in, with food delivered by carhops to car windows was followed by drive  
 thru, which was invented in the 1940s but not widely popular until the 1970s. 

Customers have driven a revolution in ordering options. The next revolution in progress  
with home delivery is just the start. 

Why will the next revolution in restaurants be point-of-service? For one thing, ordering 
by phone, app, or voice is a given for the millennial generation. As they age, they’ll come 
to expect different kinds — and levels — of service and convenience. Customer loyalty 
can change fast because what’s possible today turns into what’s expected tomorrow. 
Restaurateurs need to adapt by reconsidering point-of-service. 

Want an Edge? Boldly Go Where No One Has Gone Before

Minus preconceived notions, what does the Restaurant of 2020 look like? What about 
customer interaction? 

The possibilities will be driven by customer demand and adaptation. For example, why not 
have a centrally located kitchen surrounded by serving stations with pick-up windows? 
Such a store would no longer require a winding queue, thus queue-up space could become 
additional seating. It might no longer require a POS counter and terminal either.

Provide order options. A tablet located right at the table. The interactive process could 
provide for up-sell. Rewards status could incent customers to order a little more to reach 
the next level. The tablet could provide a countdown, so customers know when their order 
will arrive. The same model could apply to orders placed via app on smartphones. 
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Restaurant 2020 continued

Could delivery be reimagined? What if the kitchen also traveled on wheels to a  
particular neighborhood or business district, serving walk-up customers and/or filling  
orders delivered to nearby homes and businesses by swarms of drivers using electric  
cars or scooters?

The Future Is Limited Only by Imagination

To paraphrase Ernest Hemingway, the future arrives slowly at first, then all at once. 

Innovation doesn’t have to be an all-or-nothing proposition. Incremental moves can  
nudge the loyalty dial by differentiating experience. 

Today’s POS technology is as flexible as it is robust. Starting small is fine. Add mobile 
ordering and a drive-thru window dedicated to mobile orders and delivery service  
pickup. Not only could sales increase, but faster service could feed satisfaction and  
loyalty. Stores that have taken this approach have reported positive results. 

As Hall of Fame football coach George Allen often reminded his teams, none of  
which ever had a losing season, “The future is now”. 
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Setting Up Your Operations for Success  
with New Payments Technology

Three of the most innovative technologies in the last decade came from  
Apple, Uber, and Airbnb. 

They all have at least one thing in common. The iPhone’s home button made navigation 
safe and anxiety free. Lost? Confused? Just push the button, and you’re back home again! 

Uber and Airbnb changed consumer behavior by eliminating time-consuming and awkward 
interactions. In the case of Uber, the subtle pressure associated with tipping a driver who 
was watching the process from two feet away disappeared. Airbnb taught people to 
overcome fear of the unknown by making the booking process cost-effective, transparent, 
and human interaction-free. 

It’s the nature of these behavior changes that are instructive for restaurateurs setting up 
their operations for new payment technologies. Remember when only a few early adopters 
trusted Uber or used Airbnb? Eventually millions of others followed. The technology was 
not just intuitive. It saved customers from an otherwise benign interaction that wasn’t 
always so benign. It also was efficient and demanded very little in the way of behavior 
modification from the end user. 

The advantage for Apple, Uber, and Airbnb is that their offerings were directed at the masses. 
They didn’t have to worry about the late adopter showing up too late. 

Restaurants are different in that sense. No one is going to lend a restaurant $1 billion while 
it waits for customers to arrive and adapt. 
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Early adopters of pay-at-the-table efforts were sometimes too early given the clientele. 
People of a certain age and experience pushed back on tablets. Who wants to be reminded 
of how technologically challenged they are at dinner? Buying market share and adoption 
doesn’t last long for most restaurants. 

While there was a “coolness factor” to early — and bulky — iPads at tables, the positive/
negative effect had as much to do with a restaurant’s brand as what payments options 
were provided. Was the customer base prepared for the change? What is its comfort level 
with new technology? How well did the operator understand the answers to  
those questions?

Today, change is being imposed from the outside in. Customers are fast becoming 
accustomed to EMV. Visa, MasterCard, Discover, and American Express are adopting 
contactless payments at a faster and faster rate, and those cards are soon to be showing 
up in the hundreds of millions. 

“When this (alternative ways of paying) started to be put forward, the American public 
wasn’t used to this kind of behavior,” said Robert Lowe, vice president of integration at 
Heartland. “Customers didn’t know what to expect. It was uncomfortable.” 

The old way was comfortable if inefficient. A server carried the bill to a table, took a credit 
card, walked back to the terminal, processed the payment, walked back to the table, then 
collected the executed receipt, and walked back to the terminal. As Lowe notes, “That’s a 
lot of leg work. It’s not so much a matter of payment efficiency. If your server can half the 
number of trips, then she has more time to sell products and service guests. The dining 
experience gets a whole lot better.”

A payments paradigm shift is underway. Rather than having new options imposed, 
customers are being brought along by using their own devices. Cell phones as mobile 
wallets and tap-and-go cards have a “form factor” that makes customer adoption more 
comfortable. 

Operators still need to consider their brand and what they want service to look like. In 
one sense, it’s not complicated. Younger customers tend to be more tech-savvy. Older 
customers, especially at classic-style restaurants, are more likely to prefer a check 
presented at the table. 

Setting Up Your Operations for Success with New Payments Technology continued
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What Restaurants Need to Know to Set up Operations for New Payment Options

• Know  
 What you trying to achieve? In what timeframe?  

• Find  
 A POS provider with a history of commitment to service, transparency,  
 and technical support. 

• Ask 
 Do we have the right products compared to competitors that look like us? 

• Ask 
 Does my POS require an upgrade or overhaul to provide new solutions? 

• Ask 
 Is it possible to use existing equipment?

• Do 
 A thorough site survey. Check the store’s data connectivity level. A high-speed  
 connection is necessary to get the most of current and near-term contactless  
 payment technologies. 

• Do 
 Check for connectivity “dead spots.” Are there tables with limited Wi-Fi access?

• Do 
 Check to see if the store requires additional electricity, cable, or wiring.

• Make Sure 
 POS partners use certified hardware and software with a strong end-to-end  
 history of service and support. 

• Make Sure  
 POS partners ensure complete integration, inclusive of testing the entire solution,  
 end to end, for each payment option.  

Lowe says operators have to ask probing questions. 

Setting Up Your Operations for Success with New Payments Technology continued
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“Look at competitors, and see what they are doing,” said Lowe. “What is your service 
style? Then ask your POS provider how they support those needs.”

Since almost 100 percent of customers these days — young to old — have cell phones, 
consistent Wi-Fi coverage is important to customers regardless of payment methods of-
fered. 

One reason is that some restaurant operations are seeing opportunities beyond food and 
beverage service, especially in larger cities. The New York Post reports that a growing  
number of bars, restaurants, and nightclubs are using third-part apps to “rent out dining 
rooms, coat-check areas, and even their bathrooms to make extra cash.” 

Luluapp directs people in search of a restroom to the nearest available one — for a fee.  
The company says it has signed up more than 100 restaurants and bars in New York City. 
The cost ranges from 99 cents to $5 depending on the location. Restaurants keep 65  
percent of the revenue. There are bag-storage apps that at least one restaurant in Penn  
Station uses to generate $2,000 a month. Another rents restaurant space to individuals 
looking for a place to work when the restaurant is closed. 

The point is that nothing is more certain than change. New models will continue to beget 
new payment options. 

 The Future

Small tablets or customer phones will facilitate all kinds of wireless interaction. This form  
of self-service will be customer-comforting rather than customer-demanding. 

Imagine tapping a device to order another round of drinks or changing an order without 
waiting for a server to make another round trip. Perhaps there’s a running clock that  
allows diners to know exactly when their food order will arrive and monitor progress.  
It’s not hard to see how customers could end up spending more, not less, when self- 
service is so self-serving. 

Setting Up Your Operations for Success with New Payments Technology continued
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Driving More Sales through OmniChannel Payments Processing  

Thanks to technology, democracy has come to the restaurant space.  

Complex hardware and software solutions, once the providence of large operations, are 
now available to “moms and pops” across the industry. Across the aisle, consumers are 
voting with phones, chip-enabled cards, and in-app wallets as to how they want to pay. 

Despite emerging demands — high-quality data, multiple payment options, rising wages 
in some places, and rising costs nearly everywhere — even small stores can complete by 
leveraging powerful tools to drive more business and close more orders. 

“It’s the democratization of these tools,” said Joe Wysocki, vice president of channel 
alignment at Global Payments. “Generally, these applications were available only to large 
restaurant chains that had their own IT shops, the capital, and necessary human resources. 
The average pizza joint on Main Street couldn’t compete with places like Domino’s and 
Papa John’s. It was cost-prohibitive.” 

A generation of technological advances has changed consumer behavior. 

The challenge for restaurants is wrapped in irony. As the customer experience becomes 
more efficient, customer expectations rise. It’s a cultural shift informed by opportunity and 
driven by expectation. Once more, time is the fulcrum. 

Instant gratification is a basic expectation. 

Where’s all of this going? That’s the easy part: integrated platforms driven by mobile. 
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According to Gartner, 2.326 billion new devices will ship in 2018. Research firm IHS Markit 
estimates the total smartphone install base will be 6 billion by 2020. For context, the U.S. 
Census Bureau estimates the current global population to be 7.464 billion. That means  
80 percent of mankind owns roughly one mobile device.  The “network effect” will contin-
ue to be extraordinary. 

“Mobile innovations, new business models, and mobile technologies are transforming  
every adjacent market as the mobile industry diversifies from the maturing smartphone 
market,” said Ian Fogg, director at HIS Technology, in a press release (as reported by 
CNBC). 

Increasingly, mobile is causing payment channels to converge. Customers want multiple 
ways of ordering, delivery, and closing out a bill. They want the process to be fast, efficient, 
and as friction-free as possible. 

Franchises are adding an extra line at the pay terminal. The second line is for customers 
who show up to grab their order and leave. Kroger and other grocery chains have intro-
duced online ordering and curbside pickup. Grocery workers know how produce is sup-
posed to look and feel, so for a nominal fee a customer can order, pay, and never walk  
an aisle. Home delivery of nearly everything has become ubiquitous. 

The transaction boils down to the experience. The best platforms seamlessly integrate  
payments into the workflow. In other words, how can a purchase be made in the fewest 
number of clicks? Integrating payments effectively shields the end users from everything 
that goes on behind the scenes. 

“Consumers are all different,” said Wysocki. “If the consumer wants to pay with sea shells, 
then we’ll figure out a way to allow them to do so. We’ve stopped trying to figure out  
winners and losers in the space. Let the consumer drive the engagement. Our position 
is to offer as many payment modalities as possible across a broad spectrum of payment 
types that allows our merchants to convert as many buyers as they possibly can.” 

And that’s the point. Omnichannel opportunities demand multiple payment and delivery  
options to convert sales. Where in the process can the store save a sale that otherwise 
would have been lost?

Driving More Sales thorugh OmniChannel Payments Processing continued
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Though digital remains relatively new, especially in the restaurant space, there are 
potentially broad benefits to embracing omnichannel processing: 

• Faster customer checkouts impact sales. For the customer, the faster  
 she can close the purchase, the better the experience. 

• If experience improves — fast, secure, efficient — the customer is more  
 likely to return. 

• By supporting more payment modalities, there’s greater opportunity  
 to remove friction from the process.

• Less friction means higher conversion rates.  

As if to underscore the high cost of “friction,” major credit card companies Discover, 
American Express, Mastercard, and Visa eliminated the requirement for consumers to sign 
receipts as of April 14, 2018. Mastercard was the first issuer to end the practice and cited 
“streamlining” the payment process as the reason for doing so. 

The perception among small and medium-sized restaurants has been that omnichannel 
offerings are expensive. While certainly true five or 10 years ago, today service providers 
are creatively engaging even small restaurants by handing the entire process for a monthly 
transaction fee. That said, given the shifting landscape, even small restaurants need to 
wrestle with the question: “How do I address payment modalities not only in the store,  
but increasingly in terms of online ordering?”

To Whom to Turn?

1. Look for an innovative and responsive service provider that develops tools  
 across the payments spectrum. For example, can that provider work with developers  
 to seamlessly add the desired tools? 

2. The provider should have software development kits, code samples, and the     
 ability to integrate into a secure payments gateway to make the process easy  
 and efficient. 

Driving More Sales thorugh OmniChannel Payments Processing continued
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3. Listen to customers. How do they want to make payments? 

4. Support is critical. What is the reputation and track record of your provider?  
 Said Wysocki, “Some competitors don’t understand the day-to-day pain and suffering  
 of the restaurateur’s experience. (Heartland) has a wealth of knowledge from across  
 the organization.”  

As the lines continue to blur among POS, online, and mobile, the customer payment 
experience will be more akin to Uber. No one thinks of Uber as a payment app. But one of 
the major differences between using Uber and taking a cab is that with Uber the customer 
doesn’t have to reach into his wallet, pull out a credit card that the driver had to put through 
a device, then awkwardly come up with a tip amount in front of the driver. That entire 
experience changed over a short period of time. In the years ahead, consumers won’t even 
recognize how different the experience has become. 

“It will just be the way it is,” said Wysocki.

The traditional taxi system is a metaphor for all kinds of service-related businesses. The 
taxi business was a child of convenience in 1897. It’s now stumbling in old age because the 
industry failed to keep up with consumer demands for efficiency and convenience. Some 
businesses will suffer the same fate by refusing to embrace the fast-emerging future of 
omnichannel sales, marketing, and payments. 

In the near-term, small changes will likely provide big payback. 

In some cases, a customer can go onto a restaurant’s website, place an order, then show 
up to pick up the order, and drive off without ever getting out of the car. The store’s app has 
GPS, so it knows when the customer arrives. Someone from the restaurant walks out and 
drops off the order, and the customer is off. 

Add the time savings of that example to the two or three seconds saved by eliminating 
signatures, or the 10 to 13 seconds shaved off by “tap-and-go” options. All of these small, 
incremental changes begin to add up. Anything restaurants can do to acknowledge the 
need for speed will feed a better experience. 

In the medium term, the positive network effect can bring additional users to the platform 
driving sales and profits. 

Driving More Sales thorugh OmniChannel Payments Processing continued
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What to Look for in a Cloud-Based POS System    

It might be one of the hottest trends in POS software, but not all cloud-based 
solutions are created equal. 

Similar to buying an automobile, when it comes to POS software it’s not just what’s under 
the hood. You have to consider some key factors. For example, how well is it built, and 
what’s the manufacturer’s repair record? According to Hospitality Technology’s 2018 POS 
Software Trends Report, 61 percent of merchants said they want their next POS system  
to be cloud-based. Answering two simple questions — What is a cloud-based POS, and 
how is it different from the status quo? — is not so simple, even for POS providers. 

What Is Cloud POS?

In traditional client-server POS systems, operators had devices for taking orders and 
processing payments, typically the familiar monolithic terminals. These operations talked  
to a POS server, usually a big computer sitting in a back room. Then there was some kind 
of network — wires and networking gear such as routers/switches — that carried and 
managed the traffic flow between the POS terminals and the POS server.

Cloud POS eliminates the need for a server and moves traffic flow to someone else’s data 
center. That’s not all. Those expensive data centers that run test environments and back-
end analytics? They’re no longer necessary either. 
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That’s because cloud POS is a fundamental change. There are two ways to engage  
with a cloud-based POS. The acquisition model is rental/subscription. Operators pay a 
monthly fee for access to the software.The service model is “software as a service,”  
not unlike salesforce.com or Office365. The vendor hosts the software, and creates  
and pushes out updates. The restaurateur simply uses the product.

Why Is Cloud Garnering So Much Interest and Adoption?

It’s always possible that trend followers are driving interest in cloud-based POS. It’s more 
likely, however, that cloud-based solutions provide tangible advantages in cost, simplicity, 
flexibility, and function. 

• Cost  
 Cloud can offer a lower acquisition and cost model because it doesn’t require an  
 expensive, upfront hardware purchase. Rather, operators pay a predictable and  
 generally affordable monthly charge. For example, Xenial has done away with terminal  
 fees and add-ons for connecting third-party services. Hardware gets replaced every  
 three years, and that’s included in the cost. The solution is agnostic to device types —  
 smartphone, tablet, kiosk, or terminal. Want to add more? No problem and no  
 extra charges.

• Simplicity  
 Complexity associated with in-store servers, computer networks, time-consuming  
 setup, and maintenance goes away. Simply download the app. It talks to the “brains”  
 of the system located in the cloud, and the store can start taking orders. Updates  
 are pushed to devices from the cloud. 

• Flexibility  
 Cloud POS can be adopted in stages according to need and budget. 
 

All said, cloud POS is relatively new. In terms of features, it will take time for cloud POS  
to be fully on par with client-server POS systems that have developed deep and rich  
functionality over the decades. 

What to Look for in a Cloud-Based POS System continued
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An existing solution that offers a seamless upgrade to cloud POS may be an option  
worth considering. 

What to Look for in a Cloud POS

• A rich set of legacy solutions that offers a simple, cost-effective upgrade to  
 modern cloud POS solutions. Cloud POS does not mean a “rip and replace” hardware  
 proposition. Upgrades can be done in stages connecting existing POS devices to the  
 provider’s “brains.” 

• A company that will work with you to transition according to operational   
 and budget needs. Look for a company that is agnostic regarding hardware and  
 software. Make sure your store can use whatever hardware it wants, including iOS  
 or Android smartphones, tablets, and even Windows client terminals. 

• Functionality. Any solution should run on familiar devices. The process should be as   
 simple as downloading the app, then taking orders. Simplicity and efficiency are key. 

• A cloud POS that works even when the Internet doesn’t. Some providers,  
 Xenial is an example, put the POS ordering and payment function into an app that  
 runs on local devices. A mesh network allows these devices to share information  
 whether the Internet is up or down. Once connectivity is restored, the devices  
 communicate with one another and the cloud to re-sync. 

• Beware of cloud POS providers that have mission-critical functions dependent  
 on Internet service. It’s important to understand what features and functions are     
 impacted if the Internet goes down. For example, the kitchen management function of  
 some popular POS systems relies on an Internet connection. No Internet, no orders  
 going back to the kitchen. That means paper order tickets. Not ideal. Don’t assume all  
 cloud POS systems work the same way.

Make sure software is written in modern, cloud-native programming languages.  
That allows vendors to program faster, which means more features released faster. 

A vendor should use open application programming interfaces (APIs). This allows  
for easy “snap in” of third-party add-ons or services such as mobile or online  
ordering/payment and delivery.

What to Look for in a Cloud-Based POS System continued
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Watch out for providers that “wrap” legacy code that is 10 or more years old and then call 
it “cloud”.  That’s not a cloud POS. Functionality will suffer because either the code won’t  
be compatible with older POS systems, or it will be difficult and expensive to integrate. 

Look for cloud POS that offers real-time analytics and business intelligence insights,  
alerts, and the ability of management to act on the information from a smartphone. 

What Does Cloud-Delivered Actionable Data Look Like? 

The old days demanded dial-in modems to see sales numbers. Over the years, tools have 
become more sophisticated. Operators can see the collected data that is analyzed. It be-
came easy to know why labor was running 10 percent above target. Decisions could be 
made accordingly. 

Today — and this is where cloud POS/restaurant management platforms such as Xenial  
really shine — cloud POS not only analyzes data, it also proactively provides alerts and  
suggestions. For example, an alert to a smartphone could provide information about  
overstaffing in real time. Push a button, and the shift manager can ask one or two people  
to end early. 

In the current environment, the value of a stable partner cannot be overstated. The com-
pany behind the product is as important as the product itself. Traditional client-server POS 
took decades to develop and mature. Partners need to be stable and profitable because 
they’ll endure considerable expense developing and sustaining cloud POS projects. 

• Beware of Venture Capital-funded POS providers who are looking for a quick IPO.  
 Client-server POS took decades to reach the level of functionality, scalability, and  
 reliability where it is today. The cloud development model allows for faster delivery  
 and rich functionality. That means cloud POS won’t require decades to reach feature 
 parity. That said, some cloud POS solutions were released before they were ready  
 for market. Poor products have even led to POS company failures. 

 

What to Look for in a Cloud-Based POS System continued
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Final Thought: Is Your POS Provider Listening to You?

Merchants often complain about POS. 

That’s likely due to providers failing to be responsive to customer needs. A cloud-based 
POS by definition is more responsive. That’s because cloud POS is provided as a service, 
so providers can develop and release new features quicker than what was possible with 
legacy client-server POS solutions. 

Make sure your provider is listening and responsive. Everything else is just talk.  

 

What to Look for in a Cloud-Based POS System continued
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About Heartland

Heartland delivers fast, secure omnichannel payment processing and business 
solutions to more than 400,000 business locations nationwide. Product offerings 
include payments, payroll, point of sale, customer engagement, and lending.  
Heartland pioneered the Merchant Bill of Rights, a public advocacy initiative to  
educate merchants about fair payment processing practices. Heartland Payment 
Systems is a Global Payments company (NYSE: GPN). Visit: heartland.us

Heartland Payment Systems, LLC 
3550 Lenox Road, Suite 3000 
Atlanta, Georgia 30326 
888.963.3600  
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