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First up, with TfL rolling out the 
technology across its network, 
it’s been a good year for the 
contactless brigade. Good but 
not great. Cash remains at the 

top of the payments pile and it’s not going 
away anytime soon. And whilst the tech is 
now pretty much spot on, there’s still work 
to be done on fears around security and 
regional awareness if contactless is ever 
to reach tipping point in the UK. Recent 
research highlighted the gulf between hype 
and reality. A survey conducted by Compass 
Plus, in which more than 700 consumers 
answered questions about their banking and 
payments habits, was carried out in Sheffield, 
Nottingham, Wellingborough and London. 
Despite claims by the likes of Visa that 
contactless cards are now widespread, 70.7 
per cent stated that they still do not have such 
a card in their wallet. Somewhat predictably, 
given the TfL roll-out, the group with the 
highest number of enabled cards were 
those based in London, although this figure 
only reached 37.2 per cent. 46.8 per cent 
of respondents believe it is one of the least 
secure methods of payment, behind mobile 
payments (71.3 per cent).

 2.) Speaking at the JDA FocusConnect 
conference in Barcelona during November, 
former Sainsbury’s chief executive Justin 
King argued: “The in-store experience will 
be much more resilient for much longer 
than every forecast currently has it. There’s 
a deeply depressing idea that we are all so 
convinced that the in-store experience is so 
shit that online is going to win. Shouldn’t 
we all be focused on making the in-store 
experience so brilliant that there’s nothing 
to fear?” Couldn’t agree more. Just as cash 
remains hugely popular, the High Street is a 
vital part of the omnichannel puzzle. It’s all 
about bricks and clicks, as I argued in the last 
issue of Retail Systems.

3.) For years tech evangelists have been 
waxing lyrical about a world in which 

goods could be paid for at the wave of a 
smartphone. While mobile wallets have 
thus far failed to capture the imagination 
of the general populace, Apple’s entry into 
the marketplace is being touted as the 
clearest indication yet that m-payments 
could be about to catch on. It’s not a 
foregone conclusion, however. Apple Pay 
has partnered with a number of banks in 
the US but, at the time of writing, only has 
acceptance at less than four per cent of US 
retail stores. And it’s not even available 
in Europe at this point. As Google’s 
largely unsuccessful foray into this space 
demonstrated, brand power is no guarantee 
of victory.

4.) Over the past year, there has been an 
awful lot written about technology trends 
taking flight in the retail industry. From 
mobile technology and wearable devices to 
the Internet of Things and digital currencies, 
retailers have been rolling out innovative 
IT as they look to stay relevant in a sea of 
competitors. Yada yada yada. Whilst there 
has undoubtedly been some interesting stuff 
going on this year, the omnichannel dream of 
a unified cross channel shopping experience 
remains out of reach for most companies. 
Pureplays are still struggling with outages and 
logistics challenges whilst the in-store service 
experience often fails to meet customers’ 
expectations. The likes of Argos, Shop Direct, 
John Lewis and Next are, however, at least 
pushing in the right direction.

5.) The Black Friday import, what is it 
good for? Absolutely nothing? Well, maybe 
not quite but am I the only one who has tired 
of it already? OK, so more and more UK 
retailers have been participating in recent 
years and, as I write this, Sainsbury’s has 
joined the fray for the first time. But isn’t it 
just sucking Christmas sales from elsewhere? 
Answers on a postcard please... 

With that, I’ll sign off. Depending on when 
you read this, have a great Christmas or 
Happy New Year! 

Scott is Editor of Retail Systems. 
He can be contacted at: scott.
thompson@retail-systems.com

Taking stock
With 2015 almost upon us, Scott Thompson waves goodbye to 
2014 and brings you five retail technology-related lessons he has 
taken from the past 12 months...
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Glynn Davis reports from the Wired Retail conference, held 
in London at the tail end of November

news

Retailers are offering ever 
more delivery options for 
online orders, but while 
doing so they must ensure   
they do not lose the customer 

relationship if handing over the last-mile 
delivery to third party operators. The 
number of firms willing to provide such 
services is growing but retailers need 
to retain close links as many service 
providers are now looking to wrest away 
the shopper and their data. Speaking at 
Wired Retail, Jack Hidary, senior advisor 
at Google X, painted a stark scenario for 
merchants that use the likes of Postmates, 
Instacart and eBay Now as these services 
are often not just about delivering goods 
but can involve them purchasing from 
retailers on their own account before 
then billing the consumer. “The retailer 
has then lost the customer. They have no 
ability to know them. Major categories 
will be disrupted this way. These firms 
are distinct from the [simple] delivery 
companies we’ve had before,” he says.

George Smith, head of UK at Valtech, 
agrees that in the digital world retailers 
have to get a firm grip on the customer 
relationship as they are being attacked 
on various fronts. “Every manufacturer 
also wants a direct relationship with 
consumers in order to orchestrate the 
experience. They effectively want to be 
the retailers,” he suggests. This puts the 
merchant in a strong position but Smith 
warns that the disrupters like Uber are 
building whole eco-systems around 
customers once they hook them in for an 
initial service. For instance, Uber Fresh 
is a new food service using the firm’s 
taxi drivers to deliver customers’ online 
grocery orders during quieter times.

Nicole Vanderbilt, VP of business 
development at vintage marketplace 
Etsy, is certainly not intending for 
anybody to steal her customers and to 

this end she says the company is “re-
imagining commerce” by getting closer 
to its customers. She explains: “We are 
putting people back into commerce. 
We’re bringing the real world back to 
commerce.” This involves things like 
putting the ‘question button’ above the 
‘payment button’ on its website and 
having these queries dealt directly by the 
actual producer/retailer of the goods on 
the Etsy site. But more far-reaching is the 
development of its own card reader that 
is used at craft fairs and music festivals 
to enable its online sellers to retail 
physically. It links directly to their online 
stores on the Etsy platform.

Ross Bailey, chief executive of Appear 
Here, is building an entire business on 
this desire for online companies to open 
physical stores – starting with pop-ups 
to test their concepts. Appear Here 
makes it easier for small operators to 
take store space – on short lets – and he 
says he finds the bulk of his growth is 
coming from pureplays opening High 
Street outlets. “Tiny brands are being 
incubated in these pop-ups and then 
opening up successfully [on longer lets]. 
These retailers are looking at shops as 
3D billboards. So rather than billboard 
advertising, they’re saying let’s open a 
shop,” says Bailey.

This multi-channel approach is being 
further advanced by José Neves, co-
founder of Farfetch – which brings 
together 300 fashion boutiques from 
around the world in 25 countries 
online and handles their web presence, 
payments, and logistics. He has created 
a multi-retailer global Click & Collect 
service. In what must be a world first 
Farfetch is using its unified view of the 
online and in-store inventories of its 
boutique customers to offer shoppers 
on the marketplace the ability to buy 
online from one retailer and collect 

Re-imagining retail
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Solocal’s Timendo solution 
has been selected by Oasis as it 
launches its My Personal Stylist 
service. Visitors to Oasis’ website 
can book a consultation with 
a personal stylist in 15 stores; 
the platform also lets each store 
control their own calendar.

O2 has launched Gift Hacker in 
partnership with Buyapowa. This 
utilises the platform’s Kickstart 
It social gifting tool, which 
enables a brand’s customers to 
crowdfund the items they want by 
encouraging people to contribute 
towards the cost. 

First Bus has become the first 
nationwide public transport 
company to offer Barclays Pingit 
as a mobile payment option, 
following a roll-out of mobile 
ticketing across its operations. 
According to First Bus, in some 
of its operating areas the Pingit 
share of mTicketing transactions 
is approaching seven per cent and 
more than 50 per cent of these 
payments have been by over 25s.

Argos has rolled out eReceipts 
across its 750 UK and Ireland 
stores. Customers now have the 
option of an emailed receipt 
straight into their account. 
The platform also provides 
Argos with a new channel to 
enhance communication with its 
customers, see how they shop, and 
provide more relevant offers.

Paul Smith has selected 
Yourcegid Retail, Cegid’s cloud-
based solution, to support its 
international expansion plans. 
Once implemented by mid-2015, 
all stores will have a global, real-
time view of stock and sales, and 
tools to help with replenishment, 
stock transfers, customer service 
and sales reporting.

IN BRIEF
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the goods from the physical store of 
another. “Customers can buy online in 
LA and collect in a store in London’s 
West End. We ship from boutique to 
boutique and returns can also be taken 
into any store. You could even try them 
on in that store and give them back as 
returns straightaway,” he explains. This 
service is being enhanced by a recently 
launched app that Neves says “augments 
the in-store experience” by enabling the 
boutiques to highlight local restaurants 
and shops. “These guys are great 
curators and so we’re leveraging their 
local knowledge to provide the ultimate 
[global] style guide,” he explains. This 
introduction of content is becoming an 
increasingly important phenomenon in 
the digital world as retailers recognise 
the online space is an opportunity to 
engage with shoppers through the 
sharing of information – encompassing 
video and photos – including across 
social media.

Amber Venz Box, co-founder of 
RewardStyle, which provides the tools 
for retailers and content creators (such 
as bloggers) to curate ‘actionable’ content 
that drives revenues of featured products, 
says: “Nobody had recognised content. 
It has not been understood by retailers. 
But things are changing and content 
is becoming part of the marketing 
department for companies like Net-A-
Porter, ASOS, Boots and Topshop.”

Using tools from the likes of 
RewardStyle and Venz Box there is the 
prospect of “leveraging the moment” for 
retailers whereby sales can be driven from 
the content in a seamless manner. Not 
surprisingly this has also been recognised 
by Tracy Yaverbaun, head of brand 
development in EMEA at Instagram, who 

questions why retailers are not investing 
more in content to interest people online? 
She points to the fact that one image 
or video on a platform like Instagram 
can be the “inspiration or meditation” 
that prompts an immediate desire to 
purchase. And she adds that 60 per cent 
of the people who are on Instagram are 
engaging with things they know about in 
the same way they did with magazines, 
adding it is the smartphone that has 
become the new magazine and the shop 
window for retailers.

Chris Morton, chief executive of 
Lyst, agrees. “Out of nowhere our 
mobile traffic has ramped and ramped 
to now account for a third of our 
total. It’s completely dominating.” But 
it has its challenges because retailers 
have to contend with digital devices 
being used by consumers for both 
relaxed “snacking” on content and for 
immediate time-pressured purchases. 
There is also the switching between 
tablets and smartphones. To ease the 
shopping journey of customers across 
devices Morton revealed the creation 
of a universal checkout across the retail 
brands Lyst works with – which has 
initially been launched in the US and will 
be coming to the UK shortly. This enables 
its customers to add items from various 
sites and to make a single payment. 
Mobile is also helping Lyst accrue much 
more valuable data on its customers’ 
shopping behaviours: “We can get great 
granularity and see what consumers do 
on certain days of the week. Using this 
data we can tell department stores what 
other brands their customers buy and 
which of these they do not currently 
stock. And we can tell them what 
discount percentage is the most effective.”

The near-ubiquity of smart devices 
suggests that retailers will in the future 
be benefiting a lot more from using such 
new digital services that enhance the 
experience for customers, but it is very 
clear that old school physical shops will 
continue to have a seriously important 
role to play – even for those merchants 
that presently have no High Street outlets.
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“The in-store experience will 
be much more resilient for 
much longer than every forecast 
currently has it. There’s a deeply 
depressing idea that we are all 
so convinced that the in-store 
experience is so shit that online is 
going to win. Shouldn’t we all be 
focused on making the in-store 
experience so brilliant that there’s 
nothing to fear?” p. 4

“How many Bitcoin users does 
it take to change a lightbulb? 
None. There are no users…So 
there you go. Official proof that 
Bitcoin is mildly amusing at 
best.” pp. 34-39

“The omnichannel dream of a 
unified cross channel shopping 
experience remains out of 
reach for most. Pureplays are 
still struggling with outages 
and logistics challenges whilst 
the in-store service experience 
often fails to meet customers’ 
expectations. The likes of Argos, 
Shop Direct and John Lewis are, 
however, at least pushing in the 
right direction.” p. 4

“Payments competition is 
limited, decision making opaque, 
and this is stifling innovation. 
This has to change. I want to see 
an industry that is responsive 
to, and focused on, the needs of 
those using payment services...a 
UK payments industry that is 
world class.” p. 43

QUOTE/UNQUOTE

Etsy: Getting closer to its customers.

Choice quotes from this issue of RS
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at a glance

Forty five per cent of UK 
consumers still prefer the High 
Street over online, according to a 
new survey conducted by OnePoll 
on behalf of Rackspace. They claim 
that they are frustrated by long 
winded search functions and too 
much choice online, and a third 
will give up browsing a website 
after just 10 minutes if they can’t 
find what they want. While e-tailers 
have made things cheaper (56 per 
cent) and more convenient (80 per 
cent), websites are still missing out 
to bricks and mortar shops because 
they are failing to inspire ‘browsing’ 
shoppers. Thirty eight per cent 
of those polled cited finding 
‘inspiration’ as the main reason to 
shop on the High Street compared 
to just one in five who go online. 
Top frustrations with retail websites 
as follows: Too many irrelevant 
pop up adverts; Too many options 
that take too long to narrow down; 
Search tools and filters make it 

difficult to find things; The service 
isn’t as good as it is in stores; It’s 
not personalised enough. Also 
according to the survey, 37 per cent 
of marketing emails go straight into 
the bin because consumers find 
them irrelevant.

A total of $296 million was spent 
globally across the Bitcoin network 
on Black Friday and Cyber Monday, 
according to digital commerce 
platform Bitnet. The virtual 
currency registered as the ninth 
biggest payment network over the 
course of the weekend. 
Black Friday proved the more 
popular of the two days, with $152 
million spent compared to $144 
million on Cyber Monday. “Like all 
other payment networks, Bitcoin 
saw a surge in volume over Black 
Friday and Cyber Monday, with 
higher than usual payment totals 
over the two days,” said Akif Khan, 
VP solutions strategy, Bitnet. “The 
network handled $296 million in 
two days – that’s impressive when 
taking into account the currency 
is only five years old and is still 
growing with respect to merchant 
and consumer adoption.”

Fifty seven per cent of UK retailers 
plan to spend more on 
technology in 2015 than 
last year. That’s according 
to TLT’s Retail Growth 
Strategies Report 2015, 
which sought the views of 
100 companies. Websites 
and mobile apps (69 per 
cent) and improving IT 
systems (61 per cent) are 
the two most popular 
areas of investment. Other 
top areas include replacing 
old systems (51 per cent) 

and ensuring that different systems 
talk to eachother (44 per cent). 
Creating a better website presence 
is also a priority. Personalising 
interactions with customers will 
dominate investment in 2015 for 
more than half. Click and Collect 

will also be important. A third of 
retailers currently offer this for 
products purchased from their 
own website with almost a quarter 
planning to in 2015.

eBay has launched its new iPad app, 
the aim of which is to put a greater 
focus on content to tell stories about 
the items in the e-commerce giant’s 
800+ million product inventory. It 
also features simplified navigation 
and checkout, gesture-based 
exploration, a refined photography 
gallery, a more user-friendly 
My eBay experience (Buying, 
Selling, Watching, Following), 
new item detail (View Item) and 
seller profile pages, and fresh 
collections across popular categories 
(Motors, Fashion, Electronics, and 
Collectibles). The app is available 
in eight languages: English, French, 
Italian, Spanish, Neutral Spanish, 
German, Russian and Portugese. 
Sellers in ten countries can manage 
listings: Austria, Australia, Canada, 
Germany, Spain, France, Italy, 
Netherlands, UK and US. Buyers 
in 18 countries can search and 
buy: Austria, Australia, Belgium, 
Canada, France, Germany, India, 
Ireland, Italy, Malaysia, Netherlands, 
Philippines, Poland, Singapore, 
Spain, Switzerland, UK, US (plus 
Global Buying Hub).

Sainsbury’s is set to roll-out online 
sales of its Tu clothing brand over 
the course of the next few months. 
The grocery giant is currently 
offering a sneak peek of the website 
to selected customers when they 
click on a link and confirm their 
email address. Shoppers will be 
able to choose between Click and 
Collect and home delivery services, 

at a glance
Rounding up the major retail technology news from the past two months

New iPad app: eBay.
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with orders being fulfilled from Sainsbury’s clothing depot 
in Bedford. The move follows a pilot last year involving “an 
invited group of customers” in the Midlands.

Customers want to take advantage of in-store technology, 
with 20 per cent keen to use technology to locate products 
and self-checkout at kiosks for a faster shopping experience. 
That’s according to Mindtree research, which sought 
the opinions of 4,000 people across US, UK, Benelux 
and Germany. The survey also found that 90 per cent of 
shoppers are willing to share personal information for a 
better experience but only five per cent gave the thumbs up 
for social networking with retailers. They also want more 
information, whether online or in-store.

So, farewell then Morrisons chief executive Dalton Philips, 
who is set to depart after five years at the helm. He will stay 
in his position until the release of year-end results in March 
and a search for his replacement is now underway.
The announcement came as Morrisons experienced one of 
the worst declines among the UK Big Four grocery outfits 
over the Christmas period; it revealed like-for-like sales 
excluding fuel in the six weeks to 4 January fell 3.1 per cent. 
The retailer is also set to close 10 loss-making stores during 
2015. Philips had been under pressure for some time as 
customers moved to discount chains and it missed the boat 
on convenience stores and an online operation. Phil Dorrell, 
director of retail consultants, Retail Remedy, commented: 
“If other members of the Big Four supermarkets are the 
squeezed middle, Morrisons is being steamrollered flat. The 
departure of its chief executive was grimly inevitable. With 
the most dated stores and weakest business strategy of the 
old guard grocers, it has haemorrhaged both sales and share 
to the brash young discounters who took its cheap prices 
USP, improved it, and then unceremoniously yanked the rug 
from underneath it.”

£104 billion was splashed out online in 2014, the first time 
annual spending has exceeded the £100 billion barrier in 
the UK. The IMRG Capgemini e-Retail Sales Index grew 14 
per cent on 2013. For 2015, IMRG and Capgemini forecast 
it will record a further 12 per cent growth, with total e-retail 
sales estimated to be worth £116 billion by year end. Sales 
via smartphones and tablet devices were up 55 per cent on 
the same period in 2013. £8 billion was spent via mobiles 
this Christmas, compared to £5.1 billion last year. The 
Index reveals that 37 per cent of online sales are made on a 
mobile device; an estimated 8.9 per cent of total retail sales. 
On the downside, e-retail during December recorded just 
five per cent year-on-year growth – the lowest ever in the 
Index for this period – as the discounting around Black 
Friday somewhat predicatably focused huge volumes of sales 
activity on the final week of November.

www.retail-systems.com
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28 - 29 January 
E-Commerce & Omni-Channel: Sup-
ply Chain & Fulfilment 2015
London
www.ecommerce-supply-chain.com

03 February
The Delivery Conference
London
www.thedeliveryconference.com

24-26 February
EuroCIS
Germany
www.eurocis-tradefair.com

10-11 March
RBTE 2015
London
www.retailbusinesstechnologyexpo.
com

25 - 26 March
Internet Retailing Expo
Birmingham
www.internetretailingexpo.com

02-04 June
Infosecurity Europe 2015
London
www.infosec.co.uk

16-18 June
Interop London
London
www.interop.co.uk

17 September
2015 Multi-Channel Conference
London
www.retail-systems.com

7 - 8 October
IP Expo Europe 2015
London
www.ipexpoeurope.com

15 October
2015 Retail Systems Awards
London
www.retail-systems.com/awards

04 November 
Retail Systems/FStech Payments 
Awards
London
www.payments-awards.com/awards

coming up
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Retail Systems discussion panels

Throughout 2015, Retail Systems 
will be running a series of  
briefings in London, covering 
these key areas:

Supply chain – February 

Multi-channel – April 

Payments – June 

Big Data – September 

Format as follows:

9am: Meet/coffee & breakfast

9-30am to 11am: Panel discussion

11am: Ends

Each panel discussion will be 
held before an audience of senior 
retail decision makers. The panels 
will consist of a chair, a retailer, a 
consultant, plus sponsors.

For sponsorship enquiries:
Lisa Gayle
Group Advertising Manager
0207 562 2428
lisa.gayle@retail-systems.com

Sonia Patel
Sales Manager
0207 562 2430
sonia.patel@retail-systems.com

If you’re a retailer and would like 
to attend, please contact:
Rhiannon Wooding
Delegate Researcher
0207 562 2439
rhiannon.wooding@retail-sys-
tems.com

[                                                      
                                                             ]

Retail Systems rounds up the must-attend retail technology-
related shows taking place in the next 12 months

FOCUS

Got an event to publicise? Send the details to: 
scott.thompson@retail-systems.com

Retail Systems will be holding a series 
of multi sponsored and sole sponsored 
roundtables throughout 2015. 

Further information at: www.retail-
systems.com/events/index.php

To register to attend, contact Rhian-
non.Wooding@retail-systems.com or 
telephone: 0207 562 2439.

Please contact Lisa Gayle on 0207 562 
2428 or lisa.gayle@retail-systems.com 
in regards to sponsored opportunities.

Retail Systems roundtables

P
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Amazon has blazed a trail, not 
only in how customers order 

goods but in how they get delivered too. 
The decision to launch its own delivery 
service and scrap free deliveries on items 
under £10 hit Royal Mail hard: the UK 
postal stalwart recently warned that 
Amazon’s service could dent its business by 
as much as two per cent in the short-term. 
The message is clear: customers expect 
more from online delivery.

The good news is, in the main, they 

are happy campers. Figures from IMRG show that 82 per cent 
are satisfied with the delivery of their online shopping items. 
Furthermore, the stats show that if a person is happy, they will 
be much more likely to become a repeat customer: 72 per cent 
have re-ordered from a retailer after a good experience. On the 
flipside, 46 per cent have backed out of a purchase at checkout 
stage because of concerns about delivery. And they are less 
enamoured with the returns process: satisfaction is much lower, 
standing at 68 per cent. “There’s a reason why customers are 
generally happier with delivery than they are with returns,” says 
Andrew Starkey, head of e-logistics at IMRG. “Suddenly they’re 
without the goods they’ve ordered, without the money they’ve 
paid for the goods and probably out of pocket for the cost of 
return. Until they get a credit, a refund or a replacement, which 
can take, depending on how fast the retailer is, 14-days plus, 
they are in that black hole of, ‘what happened to my money; 
what happened to my goods?’”

Despite some of the hype around same-day services, Starkey 
says this isn’t being driven by consumer demand. “It’s not all 
about speed. People think it is but the majority of UK deliveries 
do not go out on next day or premium services; most of them 
go out on two, three or four-day deliveries.” This is certainly 
the case at feelunique.com, the online beauty shop, where 92 
per cent are standard, free delivery, with just eight per cent of 
customers paying for premium services. “It’s very important for 
the [e-commerce] industry to have a lot of newness and a lot of 
exciting things to talk about so we work very hard on coming up 
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“ ”

It’s very important for the 
[e-commerce] industry to 

have a lot of newness and 
a lot of exciting things to 
talk about so we work very 
hard on coming up with 
lots of new solutions”

Signed, sealed...
Hannah Prevett looks at the 
current state of the online 
delivery sector and rounds 
up the latest innovations 
and key trends
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the local depot or the loading onto the 
vehicle – each one of those is scanned in 
a tracking event, using barcode scanning. 
Then you combine that with GPS-enabled 
route management and you’ve got a very 
predictable delivery,” explains Starkey.  

The most advanced services will send 
customers a text message on the morning 
of delivery with an hour timeslot when 
they expect the delivery driver to arrive. 
This will then be updated as the driver 
draws nearer. There are also interactive 
features: if the customer won’t be at 
home they can opt to have it left with a 
neighbour or in another safe place, or 
choose another delivery date. “If it’s not 
convenient, customers have got a chance 
to do something about it. Some of these 
services don’t give you that chance,” he 
adds.

Bhudia agrees that the wind is blowing 
in this direction. “Customers always want 
to be informed. Normally, you’d expect a 
five per cent carded rate but we’re nowhere 
near that. We’re less than 3.5 per cent at 
the moment,” he says. One of River Island’s 
principal carriers is DPD, which offers 
one of the most sophisticated pre-delivery 
alert systems on the market. “It’s a more 
expensive service for us to use but the 
customer experience is better,” explains 
Bhudia.

While some of these features have 
garnered the attention of retailers and 
analysts, the media spotlight has more 
recently been trained on drones, after 
Amazon CEO Jeff Bezos announced that 
the e-tailer was exploring the possibility of 
using an unmanned variety for deliveries. 
This may be a case of style over substance, 
reckons Starkey. “They can only carry 
lightweight stuff and the range is very 
low, probably about five miles. It’s a bit 
gimmicky,” he says. Wheeler agrees that 
deliveries dropping from the sky are likely 
to remain a distant dream for the time 
being. “I don’t see drones going mass 
market. It’s too dangerous in urban areas 
but it is a nice idea.”

with lots of new solutions. There is a group of individuals with 
certain reasons why they might need something urgently but it’s 
rare in our industry. It’s not like in electronics where your TV or 
washing machine might blow up. We’re a luxury purchase so we 
aren’t in that market,” says Craig Wheeler, operations director at 
feelunique.

In fashion
One of the exceptions is undoubtedly fashion retailing where 
shoppers will routinely plump for next-day delivery to ensure 
timely delivery of clothes and accessories. At River Island, 15 
per cent of domestic orders are next day. “They’ll pay for it if 
they want it quickly,” says Sunil Bhudia, carrier services manager 
at River Island. When Bhudia first started working at River 
Island two and a half years ago, the retailer only had one option: 
home delivery. There are now six. “This year has been about 
streamlining all of the services we did have and it took us about 
a year to develop Click and Collect,” he explains.

Click and Collect has soared in popularity since it became 
widely available in the last 18 months. At River Island, 40 per 
cent of domestic orders are Click and Collect, rising to around 
45 per cent near Christmas. But this can come with its fair 
share of challenges, particularly in the run up to Christmas. 
“If it continues to grow at the rate it is currently, we’re going to 
struggle to meet the demand because we’ll inundate our stores 
with too many parcels. If orders exceed 50 per cent that’s the 
break point for our stores.” 

Though it was once the sole preserve of multi-channel 
retailers, the appearance of services such as CollectPlus 
and myHermes means online retailers are now able to offer 
customers convenient locations from which they can collect and 
return their parcels. “Click and Collect is an option all retailers 
should be offering because it isn’t always convenient to wait in,” 
says Starkey. “These are all plug and play solutions: there might 
be a small integration cost or some integration time necessary 
but it’s not a big deal,” he says.

Wheeler says that the emergence of new players in this area 
has given pureplays the opportunity to catch up with High 
Street retailers who previously had the advantage of a store 
network. “With the roll-out of these additional collection points 
and the same-day offering Amazon is now rolling out, we have 
the ability to deliver not just to stores but to deliver to thousands 
of local collection points and stores. That’s putting us very much 
on a level-playing field, even possibly slightly ahead.”

Another key trend rapidly gathering pace amongst retailers 
is that for pre-delivery alerts. “Retailers should be thinking 
about whether they are providing services that have got this 
functionality because consumers like it,” says Starkey. From a 
technology perspective, it’s not too complicated, incorporating 
barcode scanning with GPS tracking. 

“The technology that sits behind it basically scans the parcels 
through each step of the supply chain such as delivery to 
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RS: How did you get into the technology 
sector?
Jonathan Smith: I started my career with 
WHSmith as a management trainee, then 
combined my background in retail and 
buying and brought it into the logistics 
and distribution sector. I’ve worked for 
some of the biggest players including City 
Link and DHL before joining Yodel as 
CEO in 2010. The delivery industry has 
changed immeasurably with the growth 
of online shopping over the last 10-15 
years and, in my latest role as InPost 
UK chairman, I am particularly proud 
of the disruptive technologies we are 
using to make Click and Collect work 
for customers, retailers and delivery 
companies alike.

RS: Who has been the biggest influence on 
your career?
JS: One of the most influential people 
I’ve ever worked with has to be Sir Clive 
Thompson, former CEO of Rentokil 
Initial, who owned City Link. He has 
amazing attention to detail, vision and 
the ability to balance all the different 
stakeholder requirements.

RS: Who in the sector inspires you and why?
JS: To narrow it down to one specific 
person is difficult, but I remain very 
impressed by how early pureplay retailers 
– the likes of ASOS and now companies 
like Made.com and Brewdog.com – came 
to market. They broke the mould and are 
all groundbreaking businesses.

RS: Which IT professional do you most 
admire?
JS: At the risk of sounding a little 
contrived, right now, I can honestly say 
I really admire the technology team at 
InPost as they work with retailers to bring 
this revolutionary delivery solution to 
market.

RS: Is there anything that you dislike or that 
frustrates you about the sector?
JS: I still get frustrated by the lack of 
value that has been attributed to the 
logistics sector during the whole online 
explosion. I suspect that with consumers 
continuing to enjoy free delivery in many 
cases, this will continue to drive a low 
value perception of delivery services.

RS: What technology can’t you live without?
JS: Like many people, I am a big Apple 
fan so for me having music on my iPhone 
is a must, especially for long journeys or 
business trips.

RS: How do you relax?
JS: Music. A disturbingly large amount 
of my music library stems from the 1970s 
and 1980s.

RS: What was your last retail experience both 
online and on the High Street and were they 
positive experiences?
JS: Very much so. I was in Debenhams 
on Oxford Street recently and was very 
impressed by the attention I got whilst I 
was dithering about a very small purchase 
(winter socks for my boots). As for 
online, I collected a parcel from my local 
InPost locker – as you would expect it 
was a very quick and simple experience.

Jonathan Smith, UK chairman, InPost

www.retail-systems.com

q&a  
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retail worlds

InPost’s automated parcel machines are present in 22 countries.
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4R Systems 510
A&K UK Ltd 819
A1 Retail 333
Air Angel 351
Altodigital 724
Amica Distribution 262
APG Cash Drawer, LLC 326
ANSecurity 669
Aures 676
Unique Secure 444
Avalara 120
Aver 175
Avery Dennison 230
Axis Communications UK Ltd 330
Bilendi 238
Bixolon Europe GmbH 626
Intelligent Kiosks 722
Bleep UK Plc 460
Bluebird Inc 815
Brother UK Ltd 110
Bsquare 554
BugFinders Ltd 729
Business Computer Services 276
Business Insight 3  670
Cambrionix Ltd 854
X2 221
Carttronics 660
Cash Bases 540
Cashmaster International Ltd 355
CatLook 411
Cegid 550
FIS Global 242
Checkpoint Systems 456
Chetu 831
CipherLab 566
Cognitec 280
Comsec Solutions Ltd 861
Consolis Systems Ltd 820
Crown Computing Ltd 856
CTS Cashpro 652
Cybertill 623
Datacash 342
Datalogic 440
Datascan LP 672
DED 413
Digia 674
Dilax 625
Commerce Guys 132
Eagle Eye Solutions 730
Eclipse 647
ELO Touch Solutions 665

ELZAB S.A. 620
Enactor 340
Engyta 862
epay 352
Epson 410
Ergonomic Solutions 562
Eurocoin 718
Eurostop 470
EXA Networks 115
FCO Distribution Ltd(Epos Traders 544
ForPOS 526
Futura Retail Solutions 556
Gane Data 860
Gatekeeper Systems 830
Givex 755
Glory Global Solutions 643
Happy or Not Ltd 225
HEY DAY Global Limited 400
Hiperkinetic Ltd 751
HSO 570
Hughes Network Systems Ltd 240
Impinj 430 (RFID Zone)
Informatica 121
Ingenico 610
Ink4Business 112
International Cash Drawer 605
InterWorks 600
Ipsos 354
James and James Fu� lment Ltd 784
JDA 710
Jumio 852
KFP Total IT Solutions 634
KioWare Kiosk So� ware 851
Lexmark 520
Limited Space Solutions 130
Live Receipts Ltd 412
Magento 760
Magtek 300
Manhattan Associates 512
MetraWeather 753
Mobile Data Collection 220
MW Card and RFID Technology Limited 725
NEC 568
Netsuite 655
NEWLAND-ID 140
NextOrbit 723
Nordic + 430 (RFID Zone)
Nudge Rewards 236
Odoo 126
OKI Systems UK Ltd 511
Opticon 850

rbte 2015

Exhibitors Stand Number
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Retail Business Technology Expo exhibitors at a glance
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Orridge 870
Panasonic 714
Partner Tech 370
PMC 728
PayPal 754
Phoenix Managed Networks 127
Pinbellcom 282
Portsmith Europe 823
Premier Tax Free 382
Prologic Ltd 135
Proteus So� ware 825
PXP 528
Queue-it 654
REPL 458
Retail Computer Solutions 855
Retail IT 550
Retail Systems 131
Retailers Advantage 380
Safescan 125
Samsung 420
Sanderson 780
Scala 568
Scan Coin Ltd 500
Scansource 372
Secure Retail 552
Seiko Instruments GmbH 720
SES Store Electronic Systems 210
Sewoo Tech Co. Ltd 215
Shoppertrak 662
Smart Focus 515
SMARTRAC Technology 430 (RFID Zone)
Socket Mobile 328
SPC International 518
Spectralink 650
Springboard Research Ltd 900
Star Micronics 310
G7 Swan 275
Syntechnologies 871
TEGEN Ltd 350
Tellermate PLC 735
� e Pricing People 645
Tipsy & Tumbler Ltd 383
Toshiba Global Commerce Solutions 30
Transaction Network Services 640
UBiFRANCE 360
UBiFRANCE 260
U-PIC Insurance Services 873
Valassis Ltd 633
Varlink 235
Verifone 450
Vodat International Ltd 630
Volumatic 332
VTT 113
Webit Design Studios Ltd 867

Wirecard UK & Ireland Limited 635
Worldpay 320
Zebra Technologies Europe Limited 770
Slimstock 158
Vortex Commerce Ltd 869
Dell 682
Global Messaging 810
Price Trakker 877
Clipper Retail Ltd 250
Buzzeasy Limited 253
Econocom 150
International POS Ltd 257
Real� ction 868
Escher Group Ltd 160
Iconography 275
Fobiss BV 159
HP 472
Kiosks 4 Business 167
RCH Group Spa 808
Vibrant Retail 254
INSOFT sp. z o.o.  620
Viewsy 878
SOTI Limited 882
Akeno 663
Genee World 881
Zooz 170
Safenet Inc 543
PHS 157
Leantegra 865
Tlantic 565
Nedap Retail 530
TapValue 171
Miura Systems Ltd 531
Netsize IPX AB 255
Tyco 533
Video Poster Limited 783
CitiXsys Americs Inc 534

rbte 2015

Exhibitors Stand Number
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With the controversial 
Earls Court 

redevelopment scheme now a depressing 
inevitability (IMHO), a glut of retail 
technology-related shows have been forced 
to up sticks and move to either Olympia 
or ExCel London. In the case of Retail 
Business Technology Expo (RBTE), it’s 
the former, or more speci� cally Olympia’s 
Grand Hall. 

 It le�  Earls Court on a high, however; 
there was an increase in attendance in 2014 
with visitors up by over 20 per cent on the 
2013 gathering. And positive notices from 
retailers, including Ian Lenton, application 
architect, New Look, who said: “RBTE has 
been useful, it’s been good to come and see 
it and good to see the amount of people 
that are here. As a business we’re growing, 
we’re growing internationally, we’re 

growing in the UK, we’re growing online as well, that’s where 
we’re growing as a business; so to be able to see all these things, 
see where the market’s going and how the innovations that are 
happening within the technology side of things helps us to grow 
our business as well.” 

 � e change of venue won’t be the only new development in 
2015. � ere will also be a new event called Retail Design Expo, 
featuring every aspect of retail design, visual merchandising and 
branding; co-located with RBTE, it will occupy the West Hall, 
with its own entrance but allowing free crossover between the 
two halls. 

 Also making its debut is the International Retail Franchise 
Summit (IRFS), a one day programme (11 March) designed to 
provide strategic and practical solutions to help retailers succeed 
when expanding internationally via the franchising route. 
Speakers will include Sohail Shaikh, director of international 
development, Mothercare; Kevin Rusling, international director, 
Monsoon Accessorize; Gail Anscomb, director of international, 
� e White Company; Louis de Bourgoing, international 
director, WHSmith; Helen Barnish, head of international 
development, Hamleys of London; Richard Aquilina, head of 
international franchising, Blue Inc; Lucy Haine, international 
territory controller - Asia, Debenhams; Alex Coombe, head 
of franchise, French Connection; Mike Brocklebank, head of 
franchise, Bathstore; Jon Knight, CEO, Al Khayyat Investment 

Scott � ompson previews Retail Business 
Technology Expo 2015, set to take place in 
London on 10-11 March
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“ ”
“ ”PMC will be launching 

a new solution which 
addresses a multi-channel/
payment problem that every 
retailer will want to crack

Changing times

RBTE 2015 conference programme was recently revealed.
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the retail landscape; e.g. touching a wall 
to buy a product, watching the TV and 
tweeting and ordering pizza while chatting 
with friends through a video link and 
comparing your prices. 

Rupesh Raikundalia (Customer 
Experience Foundation Board Member 
and the man responsible for making it all 
work on the day) says: “� e exhibit, in 
one single space, will show retailers how 
quickly things are changing. It is not just 
how it changes the experience in the store; 
it takes your store wherever the customer 
is. It is “Shopping Everywhere” with friends 
and family (at home, at the store of your 
choice, or on a plane, or in a park), simply 
by telling the room what you want it to 
be using the latest projection and other 
tech; augmented reality examples from all 
over the world all controlled by the best 
phones tablets games consoles and other 
devices but also with voice commands and 
gestures.”  

Keep an eye out for...
If, a� er that lot, you’ve still got time to 
spare, you’ll probably want to drop by a 
few stands, check out some of the latest 

Group; Bijou Kurien - member of the strategic advisory board, L 
Capital - Asia. In summary, lots of people with international in 
their job titles.

 
Conference programme
RBTE recently revealed the � rst batch of speakers for its 
conference programme running alongside the exhibition. � is 
is always an essential part of the two days for me, although let’s 
hope that the organisers have addressed the fact that the small 
conference theatres were standing room only last time around, 
as one eager audience member found to his cost when he went 
crashing through a makeshi�  wall. 

 John Roberts, CEO & founder, ao.com, Simon Belsham, 
managing director, grocery home shopping, Tesco.com, 
Catriona Marshall, CEO, Hobbycra�  and Paul Coby, IT director, 
John Lewis have been announced as the keynote speakers. 
And key issues and challenges will be discussed by the likes 
of � erese Proctor, chief personnel o�  cer, Tesco Bank; Alex 
Chruszcz, senior director of insight, pricing and data, Asda; 
Kevin O’Brien, IT director, Selfridges; Mike Durbridge, director 
of omnichannel, B&Q UK and Ireland; Robert Teagle, EMEA 
IT director, Starbucks; Michel Koch, e-commerce director, UK 
and international, Maplin Electronics; Richard Jenkins, head of 
RFID strategic development, Marks and Spencer; Sam Barton, 
head of user experience, Shop Direct Group; Peter Lewis, 
external initiatives manager and formerly Oyster development 
manager, Transport for London; Rebecca Glenapp, co-founder, 
Lux Fix; Annabel Kilner, head of UK, Made.com.

 A range of topics will be covered, with streams including 
Omnichannel Retailing, Retail Leadership, HR & Skills 
Development, Technology, Innovation & Data, Marketing and 
the Customer, Retailer Payments Strategy and Payments in A 
Mobile World. 

Shopping Everywhere
� e Customer Experience Foundation will be demonstrating 
the latest trends in a new future of shopping exhibit. RBTE 
have asked futurologist and experience designer Morris Pentel 
to create the shopping experience of tomorrow from the latest 
products available today. � e exhibit will demonstrate how 
technology innovations and the Internet of � ings are changing 
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“ ”
“ ”You’ll fi nd Retail 

Systems on stand 131 
where you can pick up 
free copies of the mag

RBTE is making the move from Earls Court to Olympia.
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omnichannel technologies on display 
and, if you’re anything like me, nab some 
freebie pens, mousepads etc. Here’s our 
pick of the exhibiting companies...

 PMC believes that there are two 
signi� cant challenges for retailers in 2015 
and that they have an innovative solution 
to address; Mobility: the ability to deliver 
a true mobile solution that enhances the 
customer experience across all the relevant 
user journeys, and Payments: providing 
a true omnichannel strategy to manage 
payments and returns consistently across 
all channels and regions.

 At RBTE 2015 the company will be 
showcasing their Store Enabler solution 
which allows retailers to capitalise on the 
investment they have already made in 
web-based systems and use them to deliver 
an mPOS solution which has the � exibility 
to use any size Android or iOS device and 
the ability to use and change form factor at 
any time. Store Enabler also gives retailers 
the ability to scan, pay and print with a 
wide variety of industry leading hardware 
and payment providers. PMC will also be 
launching a new solution which addresses 
a multi-channel/payment problem that 
every retailer will want to crack. Intrigued? 
� en pay them a visit at stand number 
728.

 One iota (stand G32) returns to RBTE 
in 2015 for the Retail Design Expo event, 
showing retailers how the latest cloud-
based in-store technology is driving sales 
and revolutionising the customer shopping 
experience. � e company is a specialist 
in online, in-store and interactive 
solutions. It delivers a number of di� erent 
technologies to help retailers embrace 
multi-channel solutions across channels 

that include mobile, tablet, native apps and in-store. One iota’s 
solutions range from iPads carried by sales assistants to in-store 
transactional kiosks and technology channels such as touch 
wall glass panels and interactive walls. Its cloud-based platform, 
MESH, is used by retailers including Littlewoods, Mamas & 
Papas, Superdry and JD Sports, and its in-store technology is 
now active in over 1,000 stores across the UK.

One iota attended RBTE two years ago and is now returning 
to partner with kiosk specialists, Evoke. � is year’s show will see 
it showcase its purpose built Store of the Future, highlighting 
how the latest technology can be used to enhance the customer 
journey within the in-store environment. 

Tap&Tag is a new contactless point of sale technology 
developed by Live Receipts (stand 412). “Tap&Tag couldn’t be 
simpler to install or easier to use,” says managing director Steve 
Slough. “You just plug it in and go with no need to alter any 
so� ware, and it works with virtually any EPoS or till system 
that uses an external thermal printer. When making a purchase 
there is no need to give out your email address. You can simply 
tap your bank card or any NFC device on the Tap&Tag console 
to start the process. Anytime later once online registration is 
completed these and any future console receipts will be sent 
instantly from our cloud server to your phone or computer. 
Customers can then manage all their receipts and expenses 
online or via the easy to use app. If you want both paper and 
electronic receipts, just tap twice. It’s that simple.”

For retailers, the system also captures real-time transaction 
data, which can be analysed via their own online portal. And 
it has the facility to convert this information into tailored and 
customer speci� c incentives, email and app-based incentives.

ShopperTrak (stand 662) will demonstrate how retailers can 
use location-based analytics to gain critical insights to better 
understand the shopper journey and make actionable decisions 
– increasing tra�  c, dwell times, conversion and transaction size.

In a competitive, multi-channel environment where customers 
expect a rich experience from the laptop to the physical store, 
retailers are increasingly relying on accurate, actionable data. On 
the one hand, technology is making it easier than ever to make 
informed decisions and predictions. On the other, consumers 
are becoming more sophisticated. � ey are starting to grasp 
the bene� ts of allowing behavioural and personal data to be 

tracked in order to obtain a better service, more 
engagement and access to promotions. More 
than 1,000 of the world’s leading retail brands 
rely on ShopperTrak to calculate total sales 
opportunities and conversion rates, compare 
store performance, determine marketing 
campaign e� ectiveness and improve labour 
scheduling and customer engagement.

Shoplight (in partnership with SLE and on 
stand H63 at the Retail Design Expo) will be 
presenting their Retail Lighting Mini-Mall. Look out for Tap&Tag on the exhibition fl oor.
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� is interactive scale model shopping centre displays a number 
of applications, from fashion to jewellery, car dealerships to 
supermarkets and will enable visitors to explore the psychology 
of retail lighting and how it can change perception of products 
and brands.

Cognitec Systems (stand 280) will be promoting their 
FaceVACS-VideoScan solution, which detects and extracts 
people’s faces in live video streams or video footage and uses 
anonymous facial analysis to count individuals, generate 
demographical information, track people movement in time 
and space, detect frequent visitors and crowds etc. For example, 
operators can receive an alarm if too many people gather in a 
speci� c area and measure waiting times to direct tra�  c. � e 
analysis of tra�  c patterns and demographical statistics can 
provide businesses with precise visitor data to make interior 
design, advertising placement, sta�  ng and other operational 
decisions. As the technology can analyse a face for gender, 
age and ethnicity as people approach a camera, it can trigger 
the display of a targeted message on a digital sign or other 
advertising/message devices. 

On stand 444, Us (Unique Secure) will be focusing on its 
range of interchangeable, device independent mPOS solutions, 
which enable retailers to quickly deploy their sta�  onto the 
shop� oor to assist customers, improve their experiences and 

protect precious revenue streams. At the 
same time, they have the knowledge of 
a secure charging location for both their 
tablet and Bluetooth PED. With this in 
mind, Us are planning to demonstrate 
their patent pending next generation 
of mPOS solutions, which they say will 
transform the view of how payments are 
taken, both for the large Tier 1 retailers 
and also the smaller independent stores.

And last but not least, Retail Systems 
(stand 131) will also be in attendance, so 
feel free to drop by our stand. � ere will be 
a chance to meet members of our editorial 
and sales teams and we’ll also be handing 
out copies of the latest issues of the mag. 
It’s going to be a busy couple of days! We 
look forward to seeing many of you there.

Further information on the show at: 
www.retailbusinesstechnologyexpo.com
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The winning submission was based on 
the card payments project entered in to 
by Costcutter and FIS. It showed how, 
by working in partnership, Costcut-
ter were able to improve the payment 

service it o� ers it franchisees with the solution 
delivered by FIS. Not only were FIS able to deliver 
fast, secure and reliable card payment transac-
tions, it also gave Costcutter franchisees contact-
less payment capabilities through the point of sale 
PIN entry device (PED). � e TRANSAXpay card 
encryption and payment processing solution was 
successfully rolled out to 340 Costcutter stores, 
with the technology being implemented at over 
1,000 PED’s.

“With FIS as our payment processing partner, 
Costcutter Supermarkets Group is one of the � rst 
to o� er contactless payments in the convenience 
store market,” says Matt Leary, National EPoS 
Manager, Costcutter Supermarkets Group. “With 
the TRANSAXpay solution, we are bene� tting 
from improvements in the speed of transaction 
processing for our franchisees whilst ensuring that 
our customers’ card data is encrypted and stored 
securely by FIS.”

TRANSAXpay helps retailers meet the demands 
of PCI DSS by encrypting customer card data at the 
PIN entry device. � is data is then routed through 
to the FIS Payment Gateway, a PCI DSS Level 1 
certi� ed environment, for authorisation, settlement 
and � nancial reporting. Having addressed these 
fundamentals, retailers can bene� t from faster 
connection times, greater reliability and access 
to emerging payment technologies ahead of their 
competitors, without placing huge demands on 
their in-house IT operations.

Whilst no card data will be stored on any Cost-
cutter Supermarkets Group system, the retailer will 
also bene� t from instant, secure access to a full 
suite of real-time reporting on all card transactions 
and 24-hour technical support and monitoring of 
the FIS Payment Gateway. � e FIS technical infra-

structure will also ensure the highest level of 
service availability, a factor that is especially 
important to the convenience group as many 
of its stores operate outside standard opening 
hours.

Scott � ompson, Group Editor, FStech 
and Retail Systems, says: “� e judges were 
seeking evidence of a retailer and a payments 
provider working together to create an in-
novative and seamless payments experience 
for the customer. � e FIS/Costcutter submis-
sion ticked all the right boxes. It was a great 
example of two companies working together 
to roll-out innovative technology which has 
resulted in various bene� ts for the retailer.”

FIS/Costcutter partnership = RS 
Awards success
FIS and Costcutter were joint winners of the Payments Partnership of the 
Year category at the 2014 Retail Systems Awards

www.retail-systems.com
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TRANSAXpay is from FIS™ - the world’s largest global provider dedicated to banking and payments technologies.

Contact us to fi nd out more 
Tel: +44 (0)845 601 4486
Email: enquiries.uk@fi sglobal.com 
Web: fi smerchantpayments.com

TRANSAXpay provides a P2PE PCI accredited 
card payment processing application that 
includes encryption & tokenisation. 

Transactions are processed securely and stored 
in our PCI Level 1 certifi ed payment gateway - 
removing customer card data from the retailer’s 
own systems. 

With 1.6 million card present & CNP payments 
processed securely every day, look out for the 
TRANSAXpay logo on the PED next time you 
make a payment.

Independent of the card schemes or equipment 
manufacturers, our UK based team will share their 
expertise to ensure your payment project success.

FAST, 
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SECURE
MULTICHANNEL CARD 

PAYMENT PROCESSING

Come and see us on Stand 242
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Welcome to our 2014 Retail Systems Awards review. � is was my � rst year back on the Awards 
a� er a three year absence (having spent that time as Editor of Retail Systems’ sister title, FStech). 

And what a pleasant return it was, with an impressive shortlist making for an exceptional lineup of 
winners. � e likes of Shop Direct, John Lewis, House of Fraser and McDonald’s showed with their 
submissions that they are pushing ahead with a range of innovative projects and initiatives, bringing 
the o�  ine and online worlds and all the multi-channel disciplines together. 

Thanks to the judges for their help and assistance in selecting the winners:

Roy Ford, IT controller, SPAR
Martin Francis, director of online trading, House of Fraser
Will Jones, founder and managing director, Wordery
Sharon Peters, head of programmes, Marks and Spencer
Nick Rennardson, founder and director, NR&Co
Glen Richardson, chief marketing o�  cer, Fruugo
Derek Risk, IT director, Tragus Group

� anks also to our sponsors, Tryzens, Amplience and Grass Roots, and all of you who continue to sup-
port the event. Information on the 2015 event will be posted online in the near future at: www.retail-
systems.com/awards

The right stuff

Shop Direct

Overall winner
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Shop Direct, Tesco 
Labs, John Lewis, 

House of Fraser and 
McDonald’s were 
among the winners at 
the 2014 Retail Systems 
Awards. � e event, 
now into its ninth 

year, kicked o�  with a welcome speech by 
Michelle Stevens, Deputy Editor, Retail 
Systems, who observed that competition 

for our coveted gongs 
was � ercer than 
ever and during the 
course of the night 
many great examples 
of cutting edge and 
innovative technology 
would be � agged up. 
“Beacon-enabled 

mannequins, platform agnostic apps for 
BYOD smartphones, personalised video 
retargeting campaigns, iPod Touches for 

mobile ordering...we’ve 
got all that and more 
covered this evening,” 
she said.

As for lessons learned 
this year, the brand is 
not all, Stevens stressed. 
“Apple’s entry into the 
marketplace could well 

mean that m-payments is about to catch 
on. But it’s not a foregone conclusion; it’s 

not even available in Europe at this point, and as Google’s foray 
into this space demonstrated, brand power is no guarantee of 
victory.” And leaders must follow through, she continued. Over 
the past year much has been written and said about the Internet 
of � ings, wearable technology, augmented reality etc taking 
� ight in the retail industry. “Whilst there has undoubtedly been 
some interesting stu�  going on this year, it remains the case that 
many companies are doing great work in just bringing their 
systems up to scratch, and tonight we celebrate these retailers as 
well as the visionaries.”

Stevens was followed on stage by comedian and writer, Simon 
Evans, who presided over the all important winner and highly 
commended announcements...

Who won what?
EPoS Innovation of the Year
Inform from Tesco Labs is a platform agnostic app for BYOD 
smartphones which queries directly to its datacentres via an 
API. � e app has been provided to 1,500 store managers, the 
majority of whom use it on a daily basis. 

Supply Chain Solution of the Year
Nisa Retail has developed a highly interactive and simple visual 
tool with three main purposes. 1.) To optimise the layout and 
product sequencing within the warehouse. 2.) To minimise the 
travel distance between goods inwards and storage by using the 
nearest inwards door. 3.) To manage the location and size of 
pickface in line with actual volume.

Best Use of Technology in the Hospitality and Leisure 
Sector
YO! Sushi implemented an innovative and integrated mobile 
deployment to increase overall restaurant e�  ciency and to 
enhance the customer experience. It now uses iPod Touches for 

Scott � ompson reviews the 2014 Retail Systems Awards, 
which took place at the Lancaster London Hotel in October

The winners are...

EPos innovation

Supply chain solution

Hospitality and leisure

Retail website Technology project Technology team
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Retailer of the Year
Over the past 10 
years House of Fraser 
has worked hard to 
reposition its business for 
the multi-channel world. 
� e success of various 
innovative digital 
initiatives illustrated in 
its entry has helped grow incremental sales 
and pro� t for the overall business as well as 
set the retailer apart from its competitors.

Highly Commended...
Early in 2013, AT&T 
Performing Arts Center 
was experiencing 
fraudulent chargebacks 
from brokers trying 
to cheat the ticketing 
system. A� er 
implementing iovation’s 
device reputation and risk management 
solution, ReputationManager 360, it was 
able to reduce $55,000 worth of chargeback 
losses down to less than $4,000, realising a 
318 per cent ROI.

Online Retailer of the 
Year
Launched in 2009, 
Very.co.uk is now a 
£700 million business 
with year-on-year 
sales growth of 20 
per cent. Focused on 
range expansion and 
continuous innovation, it now sells more 
brands than any other UK retailer and, 
as the largest brand at Shop Direct, this 
year delivered the e-tailer’s � rst pro� t in a 
decade.

mobile ordering which has resulted in faster customer service 
and better supply chain performance.

Highly Commended...ECR Retail Systems has developed a 
mobile payment solution, giving Paris newspaper kiosks the 
ability to sell and print tickets to the city’s most popular tourists 
attractions. 

Retail Website of the Year
John Lewis has completely replatformed its website to support 
the growth in its omnichannel business, clearing the way 
for new features and services. As proof of the success of the 
changes, site performance exceeded expectations in the critical 
summer clearance sale.

Technology Project of the Year
Specsavers. � e challenge: in four months to provide a 
system so GPs could directly book Specsavers store audiology 
appointments from their surgeries. � e solution: use 
middleware, a simple, innovative system, fully integrated 
with the NHS spine, keeping TCO down, enabling strategic 
developments to continue without impacting NHS connectivity. 

Highly Commended...When Oxfam urgently needed EPoS 
and technical support for its store portfolio, it turned to PXtech 
who worked with its team to deliver the integration points and 
store data needed for the business to thrive. � e partnership 
continues to go from strength to strength.

Technology Team of the Year
During peak 2012, Shop Direct su� ered web platform outages 
in the eight weeks to 25 December, which led to some customers 
not being able to ful� l their orders. Peak 2013 was its response, 
a cross-functional programme that went on to deliver 100 per 
cent availability for customers the following Christmas.

Retail Security Initiative of the Year
Online music retailer Spotify eliminated $145,000 in monthly 
chargeback costs and lost revenues thanks to Kount. Chargeback 
rates dropped signi� cantly; as a result, e-card sales doubled, 
now contributing millions of dollars in revenues. Kount also 
facilitated international expansion to 57 countries in just seven 
months.
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The winners are...

Online technology vendor Technology vendor Card and payments solution

Online retailer of the year

Retailer  of the year

Security initiative
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Card and Payments 
Solution of the Year
Ideal World and Create 
and Cra�  saw that 
its customers were 
becoming increasingly 
more con� dent in 
shopping on their 
mobile devices. � ere 

was steady growth in the amount of people 
making purchases on their smartphones 
and tablets; however, conversion rates 
seemed to be trailing behind those on 
other devices and the checkout on both 
Ideal World and Create and Cra�  was one 

of the biggest barriers 
to mobile. � e decision 
was made to go back 
to basics with the 
new checkout process 
and design the user 
experience with a mobile 
� rst approach whilst 
keeping the look and 

feel of the desktop site to enhance that all 
important sense of trust.

Technology Vendor of the Year
Bleep UK has supplied a number of high 
pro� le retail events during the past year, 

including the World Cup 
and Commonwealth 
Games. 

Online Technology 
Vendor of the Year
Postcode Anywhere has 
been providing services 
to the retail sector for 

over a decade. It has helped the likes of 
Tesco, River Island, Hotel Chocolat, Dulci 
Gusto, Elvi and French Connection to 
improve their omnichannel o� erings, 

bene� ting from reduced cart abandonment rates and increased 
conversion rates.

Multi-Channel Technology Vendor of the Year 
2013 was a milestone year for Quidco a� er successfully 
redeveloping its card-linked cashback platform. It launched 
a host of multi-channel driven product innovations. It also 
introduced personalised o� ers, launched a new mobile app to 
support the card-linked o� ering and developed an incremental 
reporting methodology. 

Mobile Technology Solution of the Year 
Recognised for the launch of the UK McDonald’s app for iOS, 
Android and Windows phones. � e new app provides a platform 
for marketing campaigns, restaurant locations with navigation, 
menu information and mobile vouchering. It provides game 
playing capability as ‘app-in-app’ functionality and also promotes 
McDonald’s as a cool brand to its customers.

Most Disruptive Retail Technology 
CloudTags enables a new omnichannel retail experience where 
customers interact digitally with physical products using beacon 
powered tablets and NFC tags. Sta�  are credited for data capture 
for online sales following store visits by tapping NFC enabled 
badges on tablets. Clients include Made.com, Drop Dead 
Clothing and Harvey Nichols. See p. 32 for more information on 
CloudTags.

Digital Marketing Campaign of the Year 
Farmison & Co, the gourmet online butcher delivery service, 
began working with Bronto So� ware on email marketing in late 
2013 and has since seen a 160 per cent increase in email revenue.

Mobile Retailer of the Year
In an e� ort to reduce the time and e� ort it takes to buy a 
train ticket, increase sales capacity, whilst delivering value to 
customers, First Great Western deployed a service that allows 
them to pay and display tickets on their mobile phones.

Payments Partnership of the Year 
Costcutter appointed FIS to improve its card acceptance, with 
enhanced data security and contactless capabilities. See pp. 22-
23 for more details on this project.
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Multi-channel technology vendor

Mobile technology solution

Most disruptive tech

Digital marketing campaign Mobile retailer Payments partnership
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Loyalty Programme of the Year
Eagle Eye Solutions began working with Greggs early in 2014 
on Greggs Rewards, a loyalty and rewards section of its app 
which includes the option of making mobile payments and a 
digital stamp card. By allowing customers to pay and redeem 
rewards through a single scan of their smartphone, the retailer 
is able to obtain invaluable insight into customer behaviour 
from every sale made. � ese insights extracted by the Eagle Eye 
Air platform are used to assist it in business-wide decisions and 
campaigns.

Best Use of Technology for Personalisation
Dressipi delivers Wallis’ Style Adviser service, a shopping 
experience which is personalised to every customer. Customers 
see garments and out� ts that perfectly match their shape, size 
and taste, allowing them to shop with con� dence. 

Big Data Initiative of the Year 
Wickes needed a better understanding of its customers to 
drive long-term, pro� table relations in a competitive multi-
channel environment. Working with Fuel, it developed a Single 
Customer View marketing database, enabling a highly targeted 
and personalised customer communications programme that 
has increased average transaction values by over 15 per cent.

Retail Innovation of the Year 
Fourth Avenue has used iPad-based mobile till and 
stock presentation technology to revamp the selling 
process and the dynamics of customer engagement. 
� is means that the point of sale is everywhere in 
the retail space. Sta�  are free to initiate contact and 
proactively steer the sale. 

Overall Winner
Shop Direct emerged as our 2014 Overall Winner, 
for a number of impressive entries across a range of 
categories. For instance, in 2013/14, with a new level 
of ambition to become a world class digital retailer, 
it devised a programme to usher in experimentation 
at scale. � e aim of this was to learn more and faster 
through A/B experiments by removing assumptions 
and teaching the retailer which ideas improve key 
metrics and should be iterated upon and whichones 
need to fail fast. In turn, this has enabled it to make 
quicker and more nimble changes to its six digital 
department store websites and ultimately drive 
incremental sales to the tune of millions of pounds.

With thanks to our sponsors

Loyalty programme

Retail innovation

Technology for personalisation Big Data initiative

Overall winner
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Despite the increasing popularity of 
online shopping, there will always 
be a demand for a physical experience 
and bricks and mortar presence. 
However, retailers need to ensure they 

are better positioned to understand the e� ects-– and 
value – of showrooming and Omni channel retailing 
through increased opportunities of data capture
and identi� cation, which is where CloudTags comes 
into play.

� e startup integrates the bene� ts of online 
into a physical retail space. By o� ering NFC and 
beacon-powered tablets to customers while in-store 
or allowing them to use their personal devices, 
consumers are able to scan visual NFC tags, such as 
images or symbols. � is allows them to gain more 
information about products, without downloading 
or signing into a native mobile application. � e 
information contained replicates the convenience 
that online o� ers such as the device displaying the 
product’s choice of colours, styles, similar products 
they might be interested in as a result, or even 
exclusive discounts. Following this, customers can 
curate a list of items they are interested in, but 
didn’t buy, and then have the ability to receive the 
list and other relevant content via email with direct 
commerce product  links. Over 70% of the emails 
from shoppers in the store are unique to the retailer’s 
CRM database. Average customer participation for 
some stores has been around 45 percent – this gives 
brands the opportunity to gather digital data at scale 
on consumers and provide them with relevant and 
customized promotions later down the marketing 
funnel and across all touch points. It also ensures 
that brands can attribute purchases that may have 
started online but were completed online as a result 
of increased identi� cation and data. Credit for the 
purchase is able to be tied to the store and speci� c 

sales associate the customer was helped by. Due to the 
relevance of this retargeting scope, this increases 

the potential rate of conversion for the brand. By 
providing this opt-in instore digital retail experience 
on devices, they have addressed privacy issues with 
complete transparency and consumers understand 
what data they are sharing and when. Store provided 
mobile devices for customers means there is no 
need for consumers to download data onto their 
own devices, making them more open to interacting 
digitally with the brand.Consumers can choose to opt-
in being if they volunteer their personal information 
by providing an email address. Store provided 
customer devices also means retailers can track the 
paths taken by consumers in store and discover heavy 

tra�  c locations via the use of beacons. � is creates 
implicit (what they stood near) and explicit data 
(what they actively added to their collections) that 
can be leveraged in the future. From this, not only 
can brands understand which products are proving 
popular, but also use these � ndings to direct their 
buying decisions. � e NFC tags sync seamlessly with 
pre-existing barcode systems within the store, making 
the blend of online and o�  ine painless for retailers 
to integrate. 

Another common problem for retailers is the 
physical limitation of � oor space in stores, especially 
in an age where square footage is at a premium, and 
the imposed necessity of making decisions between 
which products should be displayed. CloudTags 
technology has found a way around this as NFC tags 
can be placed on product pictures and integrated into 
digital signage, allowing the store to display unlimited 
products and open up its inventory. By using wall 
space it makes it visually stimulating and the fact that 
it is interactive is much more e� ective compared to 
� nding these items in a digital only experience.

Scott � ompson, Group Editor, FStech and Retail 
Systems: “ � is category attracted a huge number 
of entries. � ere were some really impressive 
submissions but CloudTags won out. � e aim here 
is to champion technology startups with strong 
solutions/services that identify a gap in the market or 
look to improve current ways of working, companies 
that could well become game changers by helping to 
rede� ne retail in the coming years. Well done to the 
team at CloudTags, they are worthy winners!”

CloudTags scoops disruptive tech award
Cloud Tags was the recipient of the Most Disruptive Retail Technology award 
at the 2014 Retail Systems Awards
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The company landed the award in 
recognition of xPay, an innovative card 
management platform that combines 
several new techniques. � e platform 
takes a normal payment transaction 

and enriches data such as: merchant information, 
logo of the merchant, opening hours and service 
numbers, location-based information like address, 
longitude and latitude. Additionally (depending 
on the merchant integration) it also stores all of 
the shopping cart data. Based on this information 
xWare42 has built a new online banking experience.

 � e customer has access to a variety of tools to 
manage their � nances such as: enriched payment 
transaction data statistics, advanced searches by 
merchant location, hash tags, date and shopping cart 
items and personalisation of transactions: adding 

an individual description and hashtags, attaching 
receipts as pictures, etc.

 � e xPay platform is available on mobile devices 
and boasts advanced fraud protection with real-
time noti� cations and behaviometric veri� cation. 
Customers receive push noti� cations, text messages 
or emails right when they carry out a transaction and 
can manage those transactions within the mobile 
app or online. Behaviometric veri� cation makes it 
possible to verify the card holder personally without 
needing an additional device (e.g. � ngerprint sensor).

More interestingly the additional information 
around a transaction can be used for issuing banks to 
enable new business models and additional income 
for each � nancial transaction. xWare42 estimates 
that by using these business models, banks might be 
able to increase their revenue per transaction by up 
to 100%.       

 Scott � ompson, Group Editor, FStech and Retail 
Systems, comments: “� is award recognises an 
online technology vendor who has excelled in its 
� eld, implementing innovative cards and payments 
technology during the past year, and xWare42 has 
certainly done that. � e company was up against 
some tough competition but the judges gave xPay the 
nod as it includes several features previously unseen 
in the industry and is a great example of a technology 
provider striving to improve the way things are done 
in the payments sector.”

David Lais, CEO, xWare42 GmbH, says: “We are 
very much con� dent that transaction enrichment will 
play a crucial role in the future of payment systems by 
providing new and innovative business models that 
bene� t end customers, merchants and issuers. We 
are therefore absolutely thrilled and excited to hear 
that our work gets noticed and is recognised by the 
industry with such a great prize.”

xWare42™ singled out for xPay™
The 2014 Payments Awards Online Technology Provider of the Year was 
awarded to xWare42
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A� er a hugely successful debut in 2013, the FStech/Retail Systems Payments Awards were back in 
November to recognise cards and payments excellence and technology innovation. We received 

a large number of impressive entries from retailers, FIs, telcos and technology vendors. But much like 
the so bad it’s awesome 1980s movie Highlander, there can be only one. Or more speci� cally only one 
winner per category. So if you picked up a gong on the night, were over the moon Brian and wanted to 
show your gratitude the next time you run into me, mine’s a large glass of white wine, a pint of lager or 
an amusingly named cocktail. Basically, anything alcoholic. I’m not fussy...

Thanks to the judges for their help in determining the 2014 winners:
Simon Burrows, director, PwC
Graeme Forward, forensic data analyst, Transport for London
Neira Jones, chairman, global advisory board, CSCSS, chairman, advisory board, Ensygnia
Ali Farid Khwaja, vice president, Berenberg
Mark McMurtrie, director, Payments Consultancy 
David Parker, director, Polymath Consulting
Matt Simester, director of cards & payments, Piran Partners
Daryl Wilkinson, head of group digital development, Nationwide Building Society

� anks also to our sponsors, Payment Gateway, Retail Merchant Services and Verifone, and to all those 
who continue to support the event; too many to mention here but you know who you are.

Second time around

Greggs/Eagle 

Eye Solutions:

Overall winner
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VocaLink, 
Starbucks, 

Harris+Hoole, 
Barclays, Barclaycard, 
Verifone, Zapp 
and Greggs/Eagle 
Eye Solutions were 

among the winners 
at the Payments Awards, hosted by sister 
titles, Retail Systems and FStech. 

� e event recognises cards and 
payments excellence and technology 
innovation. Winning entries come 
from those companies, individuals and 
organisations who have implemented the 
most outstanding payments initiatives or 
projects during the past year. � e evening 
kicked o�  with a welcome speech by Scott 

� ompson, Group 
Editor, FStech and 
Retail Systems. 
“� e event is now 
into its second year 
and is going from 
strength to strength. 
� ere was a 40 per 

cent increase in entries from the 2013 
gathering and I was really impressed with 
the innovation on display, both from 
established players and new entrants. � e 
shortlist re� ects a hugely eventful year, 
both from the retail and � nancial services 

side of things,” he said. As a nod to Buzzfeed, which has never 
been far from the headlines in 2014, and with tongue � rmly 
in cheek, � ompson then ran through some payments-related 
lessons he had taken from the last 12 months and which also set 
the scene for the night ahead.

“Both the retail and � nancial service sectors are in a period 
of radical change. Against this backdrop, alternative payments 
could become a di� erence maker. McDonald’s has been a 
leading voice in the move to contactless whilst Starbucks has 
embraced mobile payments and Apple Pay could take it into 
the mainstream. And FIs like Barclays and Barclaycard are 
coming out with such potentially gamechanging innovations 
as the mobile payments service Pingit and the contactless 
wristband bPay. Both of which I should add are shortlisted 
tonight,” � ompson said, adding that it wouldn’t be a payments 
event without at least one mention of Bitcoin. “� ere has been 
so much written and said about Bitcoin this year, I’m not sure 
what more I can add. I could wa�  e on about how it is no longer 
relegated to the underbelly of the internet. But instead of that, 
I thought I would make a joke. So I scoured the internet for 
Bitcoin gags and this was the best I could � nd…How many 
Bitcoin users does it take to change a lightbulb? None. � ere are 
no users…So there you go. O�  cial proof that Bitcoin is mildly 
amusing at best.”

Regulation also reared its head. “� e � nancial services sector 
is in the midst of a signi� cant (some might say sti� ing) push on 
regulation by authorities around the world, sometimes with little 
or no understanding on the long-term impact they will have on 
businesses. And next year a new payments systems regulator 
will be unleashed. I think it’s fair to say that in some quarters 
that will be about as welcome as Dapper Laughs at Germaine 
Greer’s house,” � ompson joked.

Who won what at the 2014 Payments Awards, which took 
place on 20 November at the Grosvenor House Hotel, 
London? Read on and all will be revealed

Payments leaders

Mobile Payments Solution of the Year Best Omnichannel Payments Solution Best Contactless Payments Project

Best Online Payments Solution (Consumer)

Best Online Payments Solution (Merchant)
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Technology 
Provider of the 
Year
� e VocaLink proxy 
platform removes 
the need to store 
personal details 
within an application 
or payment channel. � e platform o� ers 
fast searching for a payee, using only 
the mobile phone number as a unique 
identi� er. Data storage, search and 
retrieval are detached from the application; 
an industry � rst in UK payments.

Online Technology 
Provider of the 
Year 
xWare42 has 
developed an 
innovative prepaid 
card management 
platform that really 
impressed the judges. 

Anti-Fraud/Security Solution of the 
Year
Spotify eliminated $145,000 in monthly 
chargeback costs and lost revenues 
thanks to Kount. Chargeback rates 
dropped signi� cantly as a result, e-card 
sales doubled, now 
contributing millions 
of dollars in revenues. 
Kount also facilitated 
international 
expansion to 57 
countries in just 
seven months.

Most Disruptive Payments Technology
Zapp puts real-time payments on mobile 
phones for the bene� t of consumers, banks 
and retailers. 

The winners are...
� ompson was followed on stage by Jo Caul� eld, a stand-up 
comedian, host and comedy writer, who presided over the 
winner announcements which went as follows...

Best Online Payments Solution (Consumer)
With Klarna Checkout customers only need to provide 
their email address and zip code to complete a purchase. 
� is simplicity means less friction and increases conversion, 
especially on mobile devices. 

Best Online Payments Solution (Merchant)
Skrill’s innovative technology and advanced approach 
to payments means it is able to o� er products that drive 
convenience for businesses and a seamless, secure and reliable 
online experience for their customers.

Mobile Payments Solution of the Year
Starbucks o� ers customers a solution which enables customers 
to make a payment and simultaneously be rewarded for their 
loyalty in a single transaction. Using its app, customers can join 
the My Starbucks Rewards loyalty programme, load money 
onto their account, track their purchases and pay in a store and 
receive loyalty stars.

Best Omnichannel Payments Solution 
In January 2013, Moss Bros embarked on a journey to expand 
its digital footprint and boost revenue in both the UK and 
abroad. Partnering with Adyen, it completely refreshed its 
payments infrastructure across online, mobile and PoS channels, 
resulting in a signi� cant transaction conversion upli� . 

Best Contactless Payments Project
e-PLUS TaptoPay is an end-to-end, scalable loyalty and 
e-payment solution developed by Advanced Card Systems 
(ACS). � e only contactless smart card-based solution of its 
magnitude in the Philippines, it has proven to be one of the best 
ways for Filipinos to embrace smart card technologies.

Best In-Store Payments Solution
Verifone o� ers a seamless customer experience and speedy 
transactions to Gondola Group restaurants. Combining state of 
the art portable payment devices with the Pennies promotional 
system, Gondola is now giving its customers and sta�  a unique 
payment experience. 

January 2015                                  37     www.retail-systems.com

RS[                       ]Payments Awards

Most Disruptive Payments Technology

Best In-Store Payments Solution

Anti-Fraud/Security Solution of the Year

Online Technology Provider of the Year

Technology Provider of the Year

Best Merchant Acquirer/Processor
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Best Merchant 
Acquirer/
Processor
Credorax has 
developed a painless 
and a� ordable 
payment solution to 
make cross-border 

e-commerce possible for small, micro and 
sole Euro merchants. 

Retailer of the Year 
Harris+Hoole has signi� cantly altered 
the customer experience by becoming the 
UK’s � rst retailer to allow customers to pay 
without having to touch, tap or scan at a 
counter. It has developed an innovative app 
that has created a seamless experience for 
customers, by giving them the option to 
load pre-paid amounts upfront so they can 
order their usual drink, be rewarded for 
their loyalty and pay.

Financial Services 
Institution of the 
Year
Wirecard Card 
Solutions (WDCS) 
is the largest issuer 
of MasterCard and 
Visa prepaid cards 

in Europe and issues plastic and digital 
prepaid products for many of the most 
innovative programmes in the European 
marketplace.

Best Alternative Payments Project 
� is year, Boku made signi� cant strides 
in expanding the presence of carrier 
billing-based mobile payments, from new 
geographies where consumers can now pay 
via their mobile phone to new platforms 
integrating the venture’s solution.

Cash Initiative of the Year 
In a � rst for the Payments Awards, we had joint winners in a 
category. For their work on a local authorities project enabling 
emergency payments to vulnerable residents, our winners were 
i-movo and PayPoint.

Best Use of Social Media 
Retail Merchant Services are a leading UK-based independent 
card payments provider. Looking to support their marketing 
and recruitment functions, they re-launched their social 
media platforms in April. Amplifying a recruitment day and a 
switchover campaign, an integrated approach has bolstered their 
sphere of social in� uence.

Compliance Project of the Year 
Handpoint identi� ed PCI Point-to-Point Encryption (P2PE) as a 
way to help the company overcome the security, compliance and 
integration barriers that had prevented enterprise merchants 
from embracing mPOS. � e company turned to Foregenix and 
the results enabled Handpoint to become the � rst company in 
the world to be PCI P2PE certi� ed for an mPOS application.

B2B Payments Innovation of the Year
Earthport’s payments model challenges the existing 
infrastructure that facilitates money moving around the globe, 
supporting international trade, e-commerce and remittances. 
� rough one connection with Earthport e-commerce 
businesses, banks and � nancial institutions make faster, cheaper 
and more transparent international payments. 

Best Prepaid Card Solution 
T-Mobile US is rede� ning the way consumers and businesses 
buy wireless services through product and service innovation. A 
T-Mobile Visa prepaid card, and companion mobile money app, 
launched nationally in January 2014. 

Engagement and Loyalty Scheme of the Year 
Eagle Eye Solutions began working with Greggs early in 2014 
on Greggs Rewards, a loyalty and rewards section of its app 
which includes the option of making mobile payments and a 
digital stamp card. By allowing customers to pay and redeem 
rewards through a single scan of their smartphone, the retailer 
is able to obtain invaluable insight into customer behaviour 
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from every sale made. � ese insights extracted by the Eagle Eye 
Air platform are used to assist it in business-wide decisions and 
campaigns.

Payments Team of the Year (Financial Services) 
� e Current Account Switch Service means that customers 
can now switch banks free of charge and within seven working 
days. By developing the technical infrastructure for the service, 
the VocaLink team have delivered a world � rst, as there is no 
comparable service available anywhere. 

Innovation of the Year
� e judges felt that the stand out entry in this category was 
bPay by Barclaycard; an open loop contactless wristband, it is 
innovative and on course for mainstream success in the UK.

Payments Pioneer Award 
� is went to VocaLink’s David Yates who joined the company as 
CEO in 2012, bringing to the role nearly 30 years of experience 
in the payments and transaction processing industries. His 
vision and decisive leadership has helped bring about change 

in the UK payments 
landscape. Now 
people can pay who 
they want, when 
they want, from a 
bank account using 
a mobile device. 
UK banks have 
re-established their 
position at the heart of payments and the 
ACH has become relevant to the digital age. 

Overall Winner
� is was a close run thing. Greggs/Eagle Eye 
Solutions edged this one, with Harris+Hoole 
landing in second place. Congratulations to 
both of them and all our 2014 winners!

Further information on the 2015 Payments 
Awards can be found at: www.payments-
awards.com/awards

With thanks to our sponsors

Compliance Project of the Year

Engagement and Loyalty Scheme of the Year B2B Payments Innovation of the Year

Payments Pioneer Award

Best Prepaid Card Solution

Payments Team of the Year (Financial Services) Innovation of the Year
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They emerged victorious in the 
following categories:
 
Technology Provider of the Year: � is 
was in recognition of the VocaLink 

Mobile Proxy Platform, which removes the need 
to store personal details within an application 
or payment channel. � e platform o� ers fast 
searching for a payee, using only the mobile phone 
number as a unique identi� er. Data storage, search 
and retrieval are detached from the application, an 
industry � rst in UK payments.

Payments Team of the Year (Financial Services): 
� e Current Account Switch Service launched in 
2013 and is designed to make switching current 
account from one provider to another a simpler 
experience. Now customers can switch banks 
free of charge and within seven working days. By 
developing the technical infrastructure for the 
service, the VocaLink team has delivered a world 
� rst, as there is no comparable service available 
anywhere.

Payments Pioneer Award: David Yates joined 
VocaLink as CEO in 2012, bringing to the role 
nearly 30 years of experience in the payments 
and transaction processing industries. His vision 
and decisive leadership has had a huge impact 
on the UK payments landscape. Now people can 
pay who they want, when they want, from a bank 
account using a mobile device. UK banks have re-
established their position at the heart of payments 
and the ACH has become relevant to the digital age.

Scott � ompson, Group Editor, FStech and Retail 
Systems, says: “Congratulations to VocaLink. To 
win one award is an achievement; three in one 
evening is a record for the Payments Awards and 
one that will take some beating. � e judges were 
really impressed with the quality and depth of the 
submissions and agreed that they showcased a 
company at the forefront of payments innovation 
in the UK.”

David Yates, CEO at VocaLink, comments: “We 
are very proud that VocaLink has been recognised 
for its innovation and delivery of the Mobile Proxy 
Platform and Current Account Switch Service. � is 
is testament to the calibre of our technical expertise 
as well as passionate commitment to collaborate 
with partners to build and deliver relevant products 
and services that bene� t our customers.  � e 
shortlisted candidates for the Payments Pioneer 
Award were all worthy winners and so we are very 
honoured and delighted to receive this accolade.”

VocaLink does the treble at 2014 
Payments Awards
VocaLink triumphed in three categories at the FStech and Retail Systems-
hosted Awards, the most wins for any company at the 2014 event

www.retail-systems.com
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VocaLink, with its vision and proven capability, is leading the way in payments.

We provide the infrastructure for the Faster Payments Service, which helps businesses and individuals 
realise the value and benefit of real-time payments.

Our track record in implementing national real-time payment solutions makes us ideally placed to help 
support the development of payment platforms around the world. Our Immediate Payments solution is 
tailored for implementation in international markets.

Working together to deliver
immediate payments

immediatepayments.vocalink.com

immediatepayments.vocalink.com
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Now that the madness is over 
for another year, here are six 

things we took from the busiest shopping 
day of the year...

1.) UK retailers’ determination to recreate 
Black Friday here leaves a nasty taste 
in the mouth. They know full well the 
chaos (arrests, injuries) that it causes 
Stateside, however ‘isolated’ the incidents 
are; a reminder of which at: http://
blackfridaydeathcount.com/

 
2.) On which point, people are the worst. 
Police were called to supermarkets 
around the country as crowds surged and 
customers started acting like mentalists. 
A man was arrested in Salford after he 
threatened to smash a staff member’s face 
in. Shoppers in Stretford decided to have a 
fight and a woman suffered minor injuries 
after being hit by a falling TV. The list goes 
on and on and on...

 
3.) Various big name retailers predicted 
a bumper Black Friday. Alas, they didn’t 
adequately performance manage their 
websites to ensure they could cope. The 
Currys website buckled under the pressure 
of bargain hunters on Thursday night and 
the day itself saw numerous other crashes, 
including Tesco, Argos and Boots. It’s 2014, 
people, not 1994. Retail sites shouldn’t be 
crashing as people splurge on electrical 
and white goods!

 As Archie Roboostoff, Borland Solutions 
portfolio director, Micro Focus, puts it: 
“Website outages are catastrophic for any 
retailer or business. Not only is there a 
potential to lose revenue, there is also a 
strong possibility of reputational damage 

to consider. In fact, Micro Focus’ CEBR research puts this loss at 
£36.7 billion per year globally, showing the full cost of a failure 
goes beyond missed revenue opportunities. Even minor delays 
to website response times can have a sizable impact on customer 
satisfaction, page views, conversion rates and site abandonment. 
Despite this, an astonishing percentage of organisations (32 per 
cent) do not or don’t know if their website is monitored on a 
24x7 basis.”

 
4.) The High Street is alive and kicking. And retailers offering 
a hybrid experience of online and in-store will come out on 
top during the Christmas rush. Rupal Karia, client managing 
director, retail & hospitality, UK & Ireland at Fujitsu, says: 
“Whether it’s consumers hitting the High Street, or spending 
time browsing and shopping online, Black Friday and Cyber 
Monday create huge opportunities for retailers. While some 
have been heralding the death of the High Street, we believe 
that it is very much alive and it could be said that “clicks” are 
in fact moving towards “bricks” when it comes to significant 
shopping days. Research by Fujitsu UK & Ireland revealed 
that 65 per cent of retailers believe the importance of physical 
stores is increasing significantly within Europe. But with an 

With Black Friday done and dusted, Retail 
Systems reviews a truly bizarre weekend

Strange day indeed
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Black Friday only puts even more pressure 
on them to bring forward sales – but at a 
much lower margin. This is reflected in 
the range of items that Amazon is offering 
as part of its Black Friday sales. There’s an 
eclectic mix of items on offer, shower heads 
to a violin complete with a zipped case to 
a cat scratching post. These are most likely 
items which are over-stocked, own-brand 
or have a high margin.”

 He adds: “All of this translates into 
a rather strange customer experience. 
Amazon, who set the benchmark for 
product recommendations, is suddenly 
showing a range of items for which no past 
activity would indicate an interest. I have 
no cat, I have shown no interest in the 
violin and my shower head is working just 
fine and I already have a Kindle, so stop 
asking! This is the challenge for retailers, 
offer a super relevant, personalised 
experience that delights customers and 
doesn’t eat into margins or focus on profit. 
Clearly the right thing to do is somewhere 
in the middle of the two – but finding that 
middle point in a world that changes so 
quickly is far easier said than done.”

6.) Website glitches were accompanied by 
supply chain woes. Black Friday sales were 
even better than predicted. Online spend 
was double the average day and up 38 per 
cent on last year, according to Barclaycard 
data. But problems quickly arose as the 
likes of Marks and Spencer told online 
shoppers that standard Christmas deliver-
ies would now take up to 10 days (nor-
mally it’s five). Customers were also unable 
to make Click and Collect orders for the 
following day. Whilst Yodel stopped col-
lecting parcels from retailers as it struggled 
with unprecedented volumes following 
the Black Friday weekend. The company, 
named Britain’s worst delivery service in 
a poll of 9,000 MoneySavingExpert.com 
readers, said there would be no collections 
from distribution centres on Thursday, 
11 and Friday, 12 December, with nor-
mal service set to resume on Monday, 15 
December.

ever-increasing amount of channels, it is very important that 
retailers take an integrated approach and deliver the same 
experience for customers, regardless of whether they will be 
making purchases on a device or in-store. Most consumers 
will be looking to shop with retailers who can provide the best 
experience possible. Only by putting consumers at the heart 
of the business, personalising the shopping experience and 
simplifying the buying process, retailers can hope to win the 
battle for consumers’ hearts – whether that’s in-store or online.”

 

5.) For retailers, Black Friday is all smoke and mirrors, sucking 
festive sales from elsewhere and draining November trading 
margins. Ultimately, customers (and the PRs pumping out press 
releases on the subject) are the only winners. To quote Professor 
Chris Edger, retail expert from Birmingham City University: 
“So how useful is Black Friday to retailers? Defensively it will 
become a must – unless companies want to lose market share 
to their rivals. However, based on the evidence in the US, 
Black Friday will become a ‘vampire retail squid’ – spreading 
out throughout the month sucking margin out of November 
trading! Indeed, Amazon – setting the trend in the UK once 
again – has already started its ‘run-up’ promotions to Black 
Friday on Monday, 24 November. The margin consequences 
of this move – as consumers become addicted to November 
discounting and expect it as a matter of course – could have 
grave consequences for profitability over the longer term for 
some retail players. Although, once again – those organisations 
with efficient click’n’brick and online models – will benefit more 
from the November ‘feeding frenzy’ than those that don’t.”

 OrderDynamics’ co-founder, Michael Ross, also believes that 
Amazon is setting a bad example for British retailers. “At a time 
when retailers are already under pressure to deliver more profit, 
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for every Argos blazing a trail on the High Street, there have 
been pureplays and brick and mortar out� ts aplenty coming up 
short in the face of increasingly demanding customers.

Let us start with the good, before moving onto the bad and 
the ugly. For me, what was particularly interesting about the 
last 12 months was that we saw a turning of the tables; there 
were a glut of rejuvenated brick and mortar retailers who a 
couple of years ago were being written o�  as ready for the 
knacker’s yard. Whilst the previously lauded likes of ASOS ran 
into trouble, but more of that later. As mentioned, Argos has 
been forging ahead. At the British Retail Consortium’s Retail 
Symposium, held during June, John Walden, chief executive, 
Home Retail Group, noted that, a few years back, the retailer 
was having a challenging time of it, partly due to the economic 
downturn, partly by not responding to market changes, but, 
a� er rebooting the organisation to become a digital leader, it 
is now seeing positive results, although he stressed it was early 
days. � e overhaul includes opening a digital hub in London 
with a focus on creating more agile and � exible ways of working 
and attracting new talent. It will also be used as a satellite for 
teams involved in the � rm’s major infrastructure projects. Argos 
is also trialling concept stores where tablets replace the retailer’s 
trademark laminated catalogues and pens that never work. It 
currently makes more than 40 per cent of sales online, while 
revenues from smartphone and tablet orders are also on the 
increase and now account for 16 per cent of total sales. Shoppers 
are also now able to order selected goods from eBay and pick 

Scott � ompson looks back over what has been 
an extremely eventful 12 months for the retail 
technology sector, and ahead to 2015
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“ ”

Stores are still important. 
They will take on a 

different role but arguably 
a more strategically 
important one”

Year of the customer

September saw the seventh 
Retail Systems Multi-Channel 

Conference take place in London. When 
this event � rst started out, retailers were 
trying to solve the multi-channel puzzle, 
with varying degrees of success. � ere was 
cynicism about social media and NFC was 
the next big thing. � e ultimate aim for 
the more forward thinking companies out 
there? A joined up customer experience at 
every touchpoint (be it online, mobile, call 
centre, social media or branch), driven by 
innovative use of technology. 

Fast forward to the present day and has 
much changed? Across the retail sector, 
companies are moving away from the 
model that has steered them through 
the last few decades towards one with a 
focus on speaking to the customer in the 
way they want to be spoken to. But how 
successful have they been? � ese questions 
and issues reared their heads on numerous 
occasions throughout 2014. � ere have 
been many examples of retailers grappling 
with legacy IT systems while also making 
considerable cross channel progress. But 

Sainsbury’s is trialling a new virtual shopping basket app.
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“� e old school model of the middle 
aged man sat in his o�  ce, pulling every 
lever under his control, is obsolete. We 
are trying to build an organisation that 
can cope with all this change, putting in 
place the right people and processes,” he 
concluded.

Elsewhere, Clarkes won plaudits for its 
use of iPads featuring a new system for 
foot measuring. � e iPad gauges have 
been piloted in stores and rolled out across 
the UK in 2014. � e aim is to create an 
experience that is engaging for children, 
to keep their attention through the process 
as well as aiding sta�  and making an o� en 
beleagured parent’s life that little bit easier. 

JD Sports, meanwhile, tackled queue 
busting with a concept digital store in 
Manchester. � e sportswear out� t has 
implemented kiosks for customers to 
browse its entire range. It has also installed 
Bluetooth beacons, so those who have 
downloaded its app can access exclusive 
store content and shop directly via it before 
paying in-store. � ere is also a social 
media wall featuring customer tweets and 
pictures using #jdtra� ord, and sta�  have 
been equipped with iPads to assist with 
enquiries.

Until this year, Sainsbury’s weathered 
the supermarket storm with more 
success than Tesco, emphasising its better 
quality food and stores in the face of the 
seemingly unstoppable growth of the 
hard discounters. Yet 2014 saw a sharp 
decline in like-for-like sales and pro� ts and 
the announcement of a strategic review 
of its business as chief executive Mike 
Coupe warned that supermarket sales will 
continue to fall due to huge changes in 
British shopping habits. On the technology 
side of things, however, there were plenty 
of positives. It moved customers over 
to its new look groceries website during 
April and announced the trial of a new 
app which builds customer baskets via 
smartphone and cuts time spent in-store/ 
and at the till. Customers can build a 
virtual basket of favourite products before 
they shop, navigate around stores to � nd 
their predicted items faster and scan items 
at the shelf and pay via mobile. It is being 

them up from an Argos store, whilst Click and Collect is proving 
to be a success but not the whole story as home delivery still 
plays a major role. � e company faces a number of challenges, 
for instance, the advantage that technology startups have over 
legacy out� ts (“building and maintaining multi-platform apps 
is expensive”) and the fact that the role and con� guration 
of physical space and the part played by store colleagues is 
changing fast, from eroding space productivity and expanding 
online usage. “Stores are still important. � ey will take on a 
di� erent role but arguably a more strategically important one,” 
Walden said. He also argued that the digitalisation of the High 
Street doesn’t necessarily lead to job losses but in fact empowers 
shop� oor assistants.

Another business busy reinventing itself this year was Shop 
Direct. Also speaking at the BRC conference, Alex Baldock, 
group chief executive, threw the spotlight on the connected 
customer and the speed of adoption of smartphone and tablets. 
Visits to retail websites via mobile devices overtook desktop 
tra�  c for the � rst time this year, according to the IMRG 
Capgemini Quarterly Benchmarking Report. As well as 52 per 
cent of visits coming from mobile, 36 per cent of UK online 
sales are now completed on a smartphone or tablet device, rising 
to 40 per cent for clothing and apparel merchants. Of sales 
completed on a mobile device, smartphones account for around 
18 per cent and tablets 82 per cent, based on the data sample 
from the IMRG Capgemini m-Retail Sales Index. � e report 
showed that the total estimated online spend during Q2 (May to 
July) was £24.2 billion, with £8.7 billion spent via smartphones 
and tablet devices.

Baldock argued that retailers need to move quickly in 
response to the connected customer’s fast changing life. “� e 
connected customer is harder to satisfy but we think we have 
the means to satisfy them more than ever,” he said. Data is key 
here. “When people bang on about Big Data, it’s understanding 
the traces that customers leave that grabs my attention,” Baldock 
commented, adding that, “In the connected world, everything 
leaves a trace (transactional, behavioural, attitudinal etc). If you 
give customers relevancy that enhances the experience, then 
they’ll trust you to si�  through the traces they leave.”

Like Argos, Shop Direct has history and distinct brands to 
fall back on. Its digital department store o� erings, including 
Very.co.uk, Littlewoods.com and isme.com, receive an average 
of 880,000 website visits every day. Also like Argos, it is in the 
midst of a transformation project and is investing in digital 
initiatives such as an in-house user experience lab. It has put 
£100,000 into developing the facility, situated in its head o�  ce in 
Speke, Liverpool, claiming it will pay for itself within 12 months. 
“We’re very much a work in process but we have returned the 
company to pro� tability,” said Baldock.

As an e-tailer, one of its key advantages is personalisation. 
“Selfridges can’t lay out its Oxford Street store to suit every 
customer; we can do that.” 
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tested with Sainsbury’s teams and will be 
made � rst available to Nectar cardholders 
later this year.

Jon Rudoe, digital and technology 
director at Sainsbury’s, said: “We know 
that customers’ weekly shop doesn’t start at 
our front door – they know what they like 
and they also like that search for a bargain. 
� ey still want to come into store, but with 
limited time, they want to be able to get 
their shop done quickly. � at’s why we’re 
putting digital � rmly at the forefront of 
our agenda, and putting technology in the 
hands of our customers.”

Where Tesco and Sainsbury’s su� ered, 
Aldi thrived. It is set to invest over £109 
million across the next 12 months on the 
construction of new UK stores and the 
development of a £25 million distribution 
centre in Cardi� . Data released by 
Barbour ABI shows that 33 new stores 
should start construction within the next 
12 months, 16 of which already have 
planning permission. � is will take Aldi’s 
investment to over £84 million, alongside 
the distribution centre which begins 
construction in the second quarter of 2015 
and will create an estimated 400 jobs. It 
coincides with a £62 million investment 
for 31 new stores that began construction 
during 2014. � e news is on the back of the 
retailer’s announcement in November that 
it intends to create 35,000 jobs and have 
1,000 stores open in the UK by 2022. 

A bad year for…
...� ose US retailers who su� ered data 
breaches in 2014. � e most high pro� le 
one being Home Depot who revealed that 
56 million credit and debit card numbers 
were compromised during a breach that 
ran from April to September. � is takes it 
beyond the Target attack of late last year 
(in which 40 million card numbers were 
stolen from its customers) and second only 
to the 90 million pilfered from TJX, the 
owner of TK Maxx, in 2007.

EMV chip and PIN technology will be 
deployed to all US stores by the end of the 
year. Roll-out of the encryption technology 
to Canadian stores (already enabled with 
chip and PIN) will be complete by early 

2015. “We apologise to our customers for the inconvenience and 
anxiety this has caused, and want to reassure them that they will 
not be liable for fraudulent charges,” said Frank Blake, chairman 
and CEO. “From the time this investigation began, our guiding 
principle has been to put our customers � rst, and we will 
continue to do so.” So, that’s alright then... As an aside, the US is 
� nally working to adopt chip-based controls for payment cards, 
something President Obama called critical in a speech at the 
Consumer Financial Protection Bureau during October. � e 
so-called EMV standard is set to be adopted by October 2015, 
although a report by the Payments Security Task Force projects 
that less than half of US merchant terminals will be enabled for 
EMV chip technology by the end of the year.

It was a year of dismal numbers for Morrisons, which 
continues to be rocked by the discounters and the deteriorating 
state of the UK grocery market, characterised by falling food 
volumes and slowing food price in� ation. An increased focus on 
the online and convenience store markets and moves to develop 
a loyalty scheme are steps in the right direction, however. Match 
& More is the � rst combined price matching and loyalty scheme 
comparing prices with Aldi and Lidl. 

ASOS, for so long the poster child of fashion e-tail, saw its 
main Barnsley DC badly damaged in a � re, forcing it to suspend 
orders for 48 hours. � row in slowing international sales, pro� t 
warnings and various new kids on the block nipping at its heels 
and you’ve got the sort of annus horribulis that would make 
even Nick Clegg and the Lib Dems sit up and say, blimey, at least 
we’re not those guys.

The jury’s out on...
� e Payments Council welcomed the new Payment Systems 
Regulator’s proposals to regulate the payments sector when it 
becomes fully operational next year, while stressing that, “we are 
already committed as an industry to maintaining our world class 
payments systems for customers whilst ensuring new providers 
enjoy a level playing � eld.”

 Maurice Cleaves, interim chief executive of the Payments 
Council, commented: “� e UK is globally renowned for 
delivering payments innovations. UK customers already enjoy 
contactless technology and chip and PIN on their cards, internet 
and phone payments at the touch of a button, Paym on their 
mobile phones; and they can move account more quickly and 
easily than ever before thanks to the Current Account Switch 
Service. � ese services match or beat what customers enjoy 
elsewhere in the world. We will press on with all this work 
whilst continuing to engage with the PSR to ensure that all those 
that access and use payment services on a daily basis are the 
winners.”       

 Hannah Nixon, managing director at the PSR, said: “It’s vital 
for the UK to have world class payment systems. � e systems 
we have today have been developed incrementally over time by 
the major banks. So while they are relatively resilient, they are 
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direct, Nationwide, Santander and Metro 
Bank, who combined provide current 
accounts to over 18 million people in the 
UK. Additionally, almost all major UK 
acquirers and PSPs are supporting it. Zapp, 
which bypasses the card networks and 
o� ers real-time payments on consumers’ 
mobile phones through their existing 
mobile banking application via the Faster 
Payments service, is competing for the 
banking sector’s attention with the likes of 
V.me and Apple Pay. Mobile payments is a 
crowded market, but Zapp is undoubtedly 
one of the front runners at this point.

Tesco teamed up with PowaTag during 
October to test the latter’s platform that 
allows shoppers to pay via QR code. In a 
bid to stir up interest, the grocery giant 
was giving away free lunches at its Express 
store in Soho, London to the � rst 500 
people who paid in this way. Shoppers 
needed to download the PowaTag app and 
enter their card details, choose their meal 
deal – consisting of a sandwich, a snack 
and a drink – and scan a QR code. Retail 
Systems popped along to check it out (well, 
we never turn down free food) and can 
con� rm that it’s pretty damn cool.

Eagle Eye saw revenue increase by 160 
per cent to £1.8 million for the year ended 
30 June and it doubled its client base. It 
also picked up gongs at the 2014 Retail 
Systems Awards and Payments Awards for 
its work with Greggs. � e retailer wanted 
to increase loyalty among its customers 
and drive footfall into its shops. Greggs 
Rewards, which was launched in February, 
involves an app which uses the Eagle Eye 
Air Management platform and provides 
customers with rewards and incentives 
for repeat purchase; the option of making 
payments using a mobile device; a digital 
stamp card; and o� ers and rewards 
redeemable at point of sale.

And last but not least, it was a signi� cant 
year for Retail Systems, with the magazine 
and website (www.retail-systems.com) 
undergoing major redesigns. Feedback is 
always appreciated; feel free to drop me a 
line at the email address on p. 3.

o� en treated as back o�  ce functions. Competition is limited, 
decision making opaque, and this is sti� ing innovation. � is 
has to change. I want to see an industry that is responsive to, 
and focused on, the needs of those using payment services. � is 
will be an industry that encourages and enables competition 
and innovation, provides value for money, while maintaining 
reliability and security. In short: a UK payments industry that 
is world class. I am con� dent that our proposed package of 
measures will make this possible.”

 We at Retail Systems are following this one with a healthy 
dose of scepticism. Whilst startups have tended to � nd it hard to 
access payments systems due to various vested interests at work, 
we’re not sure that wading in with yet more regulation is the 
right approach. To quote a delegate at our Payments Conference 
in November: “We’ve got civil servants trying to decide how 
payments systems should work. � ey haven’t got a clue. � e new 
payments regulator will need its own regulator.”

 � e TfL roll-out was an undeniable shot in the arm, but 
contactless still � atters to deceive in many respects. Contactless 
payments have been growing at a phenomenal pace over the 
past two years, gushed Worldpay during November, adding 
that we will see a potential tipping point for the technology 
in 2015 when the current £20 limit rises to £30. Erm, de� ne 
phenomenal, guys. Although the banks and card schemes see 
it as a done deal, the fact remains that it has yet to gain traction 
outside Japan and South Korea. Ah well, maybe next year...

Our ones to watch in 2015
Zapp...a bit obvious, we know, as they’ve rarely been out of 
the spotlight this year and have been the go to guys for lazy 
journalists (not us, obviously, ahem) looking to knock o�  an 
m-commerce article in double quick time. Nonetheless, the 
mobile payments venture set up by VocaLink and due to launch 
in 2015, makes our list for announcing tie ups with a number 
of retailers. Asda, Sainsbury’s, House of Fraser, � omas Cook 
and Shop Direct have backed the venture. Zapp also has in 
its corner such payment providers as Verifone, Klarna, Touch 
Go, Siemens, Apogee International, Vix Technologies, Global 
Charge, Just Desire and RSL. And banks including HSBC, � rst 
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Jess Jeetly’s social commerce venture 
is pitched as the first collaborative    

         apparel brand for petite women 
(defined as 5’3” tall or under). Previously 
an optometrist, she went live with Jeetly.
com last year after struggling to find 
clothes for work that fitted her 5’1” frame. 
She has set out to make a global change 
in the fashion industry, by turning the 
traditional retail model on its head, asking 
consumers to help design and decide 
which clothes go into production.

RS: What have been the highlights for 
Jeetly.com thus far?
JJ: I launched Jeetly.com in January 2013 
with no experience in retail or fashion. As 
the founder and MD, I would say my main 
highlight has been receiving a phenomenal  
response from petite women interacting 
with our brand online and telling us what 
a great job we’re doing in pioneering 
a change in the apparel industry, from 
giving real women a say in fashion to 
launching the first ever Petite Fashion 
Week in the UK, which shed a spotlight on 
the need for petite sized clothing designed 
to fit women shorter than 5’4”, a market 
underserved by the fashion industry. I’d 
highlight the fact that we’ve never paid 
for PR or product placements, we’ve had 
support from petite women on television 
across the pond, wearing our clothes on 
air from San Francisco to Singapore and 
of course the UK. Jeetly was endorsed by 
three A-list Bollywood actresses. We’ve 
secured contracts with retailers in Russia 
and China without the help of a distributor 
or agent.

RS: What are the biggest challenges currently facing 
your business?
JJ: Reaching our target customers via social media is proving 
a challenge as many women still associate the hashtag #petite 
with skinny, so we have a huge task of re-educating women 
around the world that petite means being shorter than 5’3”. 
Of course, we could simply use the word short but it’s a 
derogatory term for females which we wouldn’t want to affiliate 
our brand with. Managing country specific social platforms 
present a host of challenges for our business as we’re supplying 
to a small demand curve and designing collaboratively with 
consumers in Australia, Malaysia or the US, each of whom have 
different tastes and needs. Maintaining information in multiple 
languages, following customer trends on a country-country 
basis, customer service issues and a more complex supply chain 
is what we are working on.

RS: What are the biggest opportunities for your 
business?
JJ: The consumer interest and purchasing power of female 

Retail Systems chats to Jess Jeetly about Jeetly.com, 
the challenges and opportunities for her business 
and the future of retail

Effecting change

“Strong loyalty from our customers.”

48-49_Q&A.indd   2 05/01/2015   12:22:31



RS[      ]q&a

across the globe to share ideas on styles 
and designs they would like manufactured. 
We keep them engaged with new products 
to vote upon and they keep coming back 
to see if they won the product for having 
the best design suggestion that goes into 
production. There is a strong loyalty from 
our customers because they know that 
we listen to them and we give them the 
privilege of having their voice heard. So 
much so, we are a marketing tool for our 
competitors who watch us closely!

RS: What omnichannel trends do you 
see emerging in 2015?
JJ: According to PWC, two thirds of 
shoppers are omnichannel consumers 
and even though they’re tech savvy they 
still use their devices to browse and spend 
more money in stores. So the omnichannel 
strategy should be developed around 
using touchscreen mirrors to recommend 
products, text shoppers on their mobiles 
as they leave the queue with a link to the 
product they had in-store to purchase 
online instead.

shoppers in China and ASEAN countries searching for British 
brands is an opportunity we can’t afford to miss. China’s online 
clothing will grow to £300 billion by 2018. Almost two in three 
of these women are petite and of them 325 million petite women 
are a potential Jeetly customer. We have the great advantage that 
our garment sizing is already proportioned to the body frame 
of women in Asia, unlike most British retailers who are having 
to produce a new run of their styles to accommodate smaller 
sizing. Aside from the Far East, petite sales in the US will grow 
by 25.7 per cent by  2015 as 41 per cent of American women are 
5’4” or shorter.

RS: Is the future of retail mobile, online, physical stores, 
a mixture of all three, or something more than that?
JJ: I wish I could predict that one. I can only gauge the future 
based on what our consumers are saying and so far it’s a 
mixture of all three. Consumers are on their mobiles all the 
time so that is definitely their first contact with any brand. I see 
mobile payments as the future with Apple Pay and Alipay at 
the forefront. Sixty per cent of shoppers still have a strong urge 
to touch and feel garments before they buy so they will only 
purchase in stores. 

RS: How would you describe the shopping experience 
provided by your company?
JJ: A true community-based model, uniting petite women 

To be kept up-to-date with the latest news, 
views and issues affecting the retail 

technology sector, sign up for our FREE 
weekly email news alert. 

Sign up at: 

www.retail-systems.com

Don’t
miss out
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RS: How did you get into the retail sector?
Steve Rothwell: Back in 2003/4 when 
first starting as an entrepreneur, myself 
and a group of friends had this idea of 
a virtual drinking round – we called it 
buymeabeer.com – the very first digital 
voucher scheme (in the world I believe). 
We were able to convince Corney and 
Barrow wine bars to take the service. 
It worked and we learnt about the 
challenges of retail. I have been working 
with retailers ever since, learning 
something new every day. I am very lucky 
in that I get to work with retailers both 
big and small and from every sector of 
the High Street and we have shaped our 
products to meet the challenges of retail.

RS: The biggest influence on your career?
SR: I have been extremely lucky in my 
career to have met a large number of 
people who have had a positive influence 
on my life and career. Picking the biggest 
influencers is always hard but if pushed 
for one name it would be Dave Birch 
from Consult Hyperion. When I was a 
young software engineer I moved to work 
at Consult Hyperion, where I met Dave. 
He had an infectious personality and was 
truly a visionary in his field. I have never 
met anyone who could inspire and paint a 
vision of the future in the same way. Dave 
is a true entrepreneur and visionary and 
if I can be half as good as him I will be 
satisfied with my career.

RS: Who in the sector inspires you and why?
SR: This is a tough one because I work 
with great people in the sector every day 
and they all inspire me in a different way. 
I am always motivated and enthused by 
people who have a “can do” attitude who 
see the use of technology as the enabler 
to putting the customer first and making 
consumers lives a little better and a little 
easier. Life is relatively simple, provide 
value to the consumer and they will use 
it. Also at Eagle Eye we are fortunate 
to work with some of the UK’s leading 
retailers including Tesco and M&S, who 

have some of the best people in retail 
working for them. Their passion for retail 
is infectious and it certainly spurs you on.

RS: IT professional you most admire?
SR: The answer to this one is slightly 
cryptic in its nature. All the IT greats 
that we hear about today exist because 
of computers and the internet. There 
would be no Facebook/Google without 
the internet, there would be no Microsoft 
without a computer. My generation of 
computer geeks have an easy life as the 
tools are there for us to apply our trade. 
With this in mind the people I admire 
the most are the true inventors, the 
people who really changed the face of the 
world. To name a few, Charles Babbage 
with the analytical engine, Alan Turing 
(seeing the colossus in action at Bletchley 
Park is quite amazing), Tim Berners-
Lee – these people are true inventors 
and entrepreneurs creating stuff that just 
fundamentally didn’t exist before.

RS: What frustrates you about the sector?
SR: As a general rule retail is fun and full 
of great people to work with who are all 
really striving for the same thing – to 
make the consumers life better by offering 
them speed, convenience and choice. 
Probably the main thing that frustrates 
anyone in the retail sector is the speed 
that retailers can move at. The tech world 
is moving at light speed and it would 
be awesome if retailers could adapt and 
adopt at the same pace as technology.

RS: Your last retail experience?
SR: That was Next, where I purchased 
a new sofa. The experience was both 
positive and negative. I ordered a new 
sofa and they failed to deliver it on time 
which was the negative; however their 
customer services team were so amazing 
and helpful that I considered it a good 
experience. It just goes to show that 
good old fashioned customer service is 
still crucial in securing and maintaining 
customer loyalty.

Steve Rothwell, founder, Eagle Eye Solutions

www.retail-systems.com
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To make the directory section as easy as possible to use, we have added an index of headings above. These are listed alphabetically in order for you to fi nd the products 
and services you are looking to source. 

To list your company within the section, please contact Lisa on 020 7562 2428 or email lisa.gayle@retail-systems.com for a quote.

To Advertise in the Classifi ed Section contact Lisa Gayle Telephone: 0207 562 2428  Email: lisa.gayle@retail-systems.com
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delivery solutions

MetaPack is the leading provider of delivery management solutions
•        Best practise delivery solution – improve customer retention
•        Single point of integration for all carriers
•        Easily add new carriers and switch between them allowing for contingencies
•        Complete tracking and extensive performance reporting
•        Proactive customer care through email & sms messaging for shipments
•        Reduce logistics costs through eff ective allocation
Customers range from large and multichannel retailers such as John Lewis, ASOS, B&Q, Marks & 
Spenser and DGSi Group to smaller pure play companies.

MetaPack Ltd
12-16 Laystall Street
London, EC1R 4PF

Tel: 020 7843 6720
Fax: 020 7843 6721
Email: info@metapack.com
Web: www.metapack.com

CONTENTS

address management software
Biometrics (Face Recognition)
delivery solutions
e-commerce and head-offi  ce (multi-channel) solutions
e-commerce and multi-channel specialists
e-commerce, head-offi  ce (multi-channel) and warehouse solutions
Ecommerce (Multi channel) agility
ecommerce, store, mail order, head offi  ce and distribution solutions

address management software

Postcode Anywhere is an award winning Soft ware as a Service Company who look aft er 
over 8000 happy customers worldwide. We start by asking, how much does incorrect 
addressing cost your business? Lost customers? Returned mail? Lost revenue? Brand 
reputation? Missed deliveries? Operational ineffi  ciencies? As a leader in address 
management and location services, all delivered online,  we can help your customers 
experience the best check out process online and improve customer data in your 
internal CRM systems. Quality data fi rst time, every time, that doesn’t cost the earth.

Postcode Anywhere (Europe) Limited,
Waterside,
Basin Road,
Worcester, WR5 3DA.
United Kingdom
Tel: +44 (0)1905 888 550
Web: www.postcodeanywhere.co.uk

Biometrics (Face Recognition)

Cognitec develops market-leading face recognition technology and applications 
for enterprise and government customers around the world. Various independent 
evaluation tests have proven the premier performance of the FaceVACS® soft ware. 
Cognitec’s product FaceVACS-VideoScan supports both security staff  and operations 
management. Th e ground-breaking technology performs real-time identity checks to 
fi nd known persons and alert the appropriate staff , while performing anonymous face 
recognition to count individuals, analyze demographics and track people fl ow. 

Cognitec
www.cognitec.com
E: info@cognitec.com
T: 49-351-862-920

Ecommerce, Store, Mail Order, Head Offi  ce (Multi-Channel) and Warehouse Solutions
epos hardware
epos, store, head offi  ce, warehouse and web solutions
payment security solutions
payment services
payment solutions
rfi d and barcode readers
store, head offi  ce and distribution solutions
supply chain solutions
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e-commerce and head-offi ce (multi-channel) solutions

e-commerce and multi-channel specialists

hybris is a leading vendor of multichannel commerce & communication soft ware. Its clear vision 
about the need for consistency, co-ordination and personalization of information across all 
channels and throughout all phases of the customer lifecycle has resulted in the development of an 
integrated solution which supports the industrialization and automation of communication, sales 
and support processes both online and offl  ine. It is spearheading innovation in this fi eld, enabling 
companies to master the complexities of implementing and managing single site, 
multi-site and multichannel communication and commerce processes step-by-step without 
any compromises

hybris UK Ltd.
Holborn Tower
137 High Holborn
London
WC1V 6PW

T +44 (0)207 429 4175
F +44 (0)207 329 8291
sales@hybris.com

Kudos Software Ltd 
Cliff House, Cliff Road
Salcombe
Devon 
TQ8 8JQ 
Tel: 01548 843586
Fax: 01548 843503
E: sales@kudos-software.co.uk
W: www.kudos-software.co.uk

Kudos Soft ware are specialists in retail and operational stock management soft ware solutions 
with 20 years experience in the retail industry and 300+ installed sites. Supporting single or 
multi-branch operations our feature rich EPOS tilling solutions increase effi  ciency, reduce admin 
and improve profi tability. Kudos’ integrated systems are designed for retail shops, workshops, mail 
order operations, large unit sales (such as caravans and boats) and e-commerce. We 
off er a complete solution from initial consultancy through to installation, hardware, training 
and support.

Nisyst
Nirvana House
89 - 99 High Street
Little Lever
Bolton
BL3 1NA

Tel: 01204 706 000
E: sales@nisyst.co.uk
W: www.nisyst.co.uk

Nisyst has over 20 years experience of developing and implementing EPoS systems for a range of 
retail users from multi-site, multi-channel operations through to small, single-site businesses.  
Nisyst delivers complete solutions from point of sale to back offi  ce, reporting and stock control 
systems,  giving a real commercial advantage to your organisation.  Its market leading solutions, 
NPoS Enterprise and NPoS Lite, can be fully customised to meet customer requirements, improve 
business effi  ciency and save costs. 
Key NPoS modules include full sales and marketing control featuring email and SMS integration, 
stock control, purchase ordering, instant reporting and analysis, and pre-built e-commerce 
integration for ordering and distribution.  Nisyst systems operate on a comprehensive range 
of electronic point of sale systems, including the latest generation of contactless and mobile 
applications.

DIRECTORY OF KEY PLAYERS
call 020 7562 2428 lisa.gayle@retail-systems.com fax 020 7374 2701

Automated Packaging Systems
Enigma Business Park
Sandy’s Road
Malvern
Worcestershire
WR14 1JJ
 
Tel: 01684 891 400
Email: mktonline@autobag.co.uk
www.autobag.co.uk

delivery solutions
Automated Packaging Systems manufacture a full range of plastic packaging for the mail order 
fulfi lment industry including Autobag bagging machines, which pack at speeds of 360packs/hour 
with one operator, increasing output 10-fold without substantial capital investment, and AirPouch 
protective packaging, which produces ultra-light weight cushions, reducing shipping costs while 
protecting goods in transit.  
 
Th ey provide the highest quality plastic bags with the shortest lead times in the industry, off ering 
custom designed bags and protective packaging in various sizes and types.

Vortex Commerce is an independent agency solely devoted to Ecommerce development. We have a 
focused off ering and our mission statement is simple. “Build aesthetic and functional websites that 
create a positive return on investment for our clients”. We take immense pride in the work we do for 
our clients and enjoy seeing the results we’ve helped deliver. 

We can integrate the websites we build with virtually any 3rd party soft ware. Your website shouldn’t 
be a headache it should be an invaluable revenue stream, if it isn’t the latter we can help.

Vortex Commerce Ltd
First Floor Offi ce
1 Prospect Crescent
Harrogate, HG1 1RH
United Kingdom
 
T: 01423 226 555
E: care@vortexcommerce.com
W: http://www.vortexcommerce.com
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Sanderson Multi-Channel Solutions
Sanderson House
Manor Road
Coventry
CV1 2GF
T: 0333 123 1400
E: info@sanderson.com
W: www.sanderson.com/elucid
Contact: Lee Ashworth

Elucid is our complete soft ware solution for Multi-Channel Retailers that integrates store, web and 
mail order sales and back offi  ce fulfi lment operations.
Whether you’re looking for a consolidated view of customers or striving to fulfi l orders from 
multiple stock locations and reduce delivery timescales, Elucid helps you to deliver a seamless 
customer experience.
“Elucid has brought together our multiple sales channels and collective systems, providing us with 
a central hub that allows us to operate a true multi-channel sales organisation.” 
Patrick Walker, Beaverbrooks Th e Jewellers

CUSTOM : DESIGN AND INNOVATION FOR YOUR POINT OF SALE
Custom’s main activity is to design, produce  and supply solutions for the point of sale automation, 
the printing process automation for the industry, issuing solutions for tickets and travel documents, 
the point of sale automation for lotteries and betting.
Custom stands out in the market for  design, technology, innovation and range of products off ered, 
especially in the Retail sector: receipt printers, portable printers, fi scal printers, 
touch-screen cash registers, POS terminals, customer displays, retail keyboards, digital 
signage. Th e mission is to provide innovative services and solutions able to satisfy all the 
needs of our Customers. 

World Headquarters 
Via Berettine 2
43010 Fontevivo
Parma ITALY 
Tel. +39 0521 680111
Fax +39 0521 610701  
info@custom.biz
www.custom.biz 

ecommerce, store, mail order, head offi ce and distribution solutions

epos hardware

Ecommerce, Store, Mail Order, Head Offi ce (Multi-Channel) and Warehouse Solutions

We develop two core business systems for the Multi-Channel retailer. Th e fi rst is a 
rock-solid back offi  ce ERP business management system that integrates on-line with 
all your sales channels including telephone, multiple, eCommerce-enabled web sites, 
in-store EPOS, ebay, Amazon, etc. Your stock is controlled and shared seamlessly 
across the entire estate, with a single point of maintenance for all business data.
Our second platform is Complete Commerce, a highly-featured, Responsive 
eCommerce-enabled web environment developed from scratch to meet your precise 
marketing message including features you most admire in other web sites, or perhaps 
those of your competitors. We also off er Magento template-based solutions.

Keystone Software Development Ltd
1-3 Priest Court
Springfi eld Business Park
Springfi eld Road
Grantham, NG31 7BG

Contact: Paul Broderick
T: 0845 25 75 111
E: marketing@keystonesoftware.co.uk
W: www.keystonesoftware.co.uk

“Ecommerce (Multi channel) agility”

Intelligent Reach connect online retailers products with their consumer, wherever 
they are.  Th rough a single product feed, our platform ensures true marketing agility 
to launch, manage and optimise products across over 600 online channels worldwide; 
including Marketplaces, Shopping Engines, Affi  liates, Email, Retargeting, PPC and 
many more.
Once live, activity is optimised at a product level, ensuring total profi tability of activ-
ity in line with the retailer’s specifi c targets, whether Cost of Sale, margin or another 
metric.  Our Trading Intelligence also compares product pricing against named 
competitors, providing recommended next actions.
One platform, total marketing agility with actionable insights.   Extending product 
reach, performance and profi tability.  

Carlyle House
235-237 Vauxhall Bridge Road
London
SW1V 1EJ
 
T: 0800 8760414
Head of Sales
E: carl.beange@intelligentreach.com
www.intelligentreach.com

e-commerce, head-offi ce (multi-channel) and warehouse solutions
MNP
91 Crane Street
Salisbury
Wiltshire
SP1 2PU

Tel: 01722 341342
Fax: 01722 341888
E-mail: info@mnp-media.com
Web: www.mnp-media.com

MNP helps retailers deliver their brand experience in store, online and mobile.
Retail platforms that:

• deliver top line growth through integration of store, web, international and online market places.
• ensure the bottom line margin is maximized with real time data and reduction of overhead.

Our PLM, PIM and purchasing, order management, warehousing and in-store platforms align your 
processes and each of which are modular. 
Leveraging an integrated set of operations & processes that deliver a truly collaborative approach to 
the business and brand experience. 
Featured users include Lakeland, Isabella Oliver, LK Bennett, Kurt Geiger, Crew Clothing, Liberty 
and Pure Collection.
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DED Limited
Harden Road
Lydd
Kent
TN29 9LX
T: 01797 320636
F: 01797 320273
E: pos@ded.co.uk
W: www.ded.co.uk

DED Limited distribute a wide range of EPOS hardware for a variety of applications. Products 
include:
- Dot Matrix & Thermal Receipt Printers
- Label, Ticket & Kiosk Printers
- CCD & Laser Barcode Scanners
- Magnetic/Smart Card Readers & Writers
- Cash Drawers
- Customer Displays

Star Micronics provides an extensive range of thermal and matrix POS printers designed for a 
variety of applications.  Key products include:

- The revolutionary TSP100 futurePRNTTM series offers a range of models, including the world’s 
first ECO POS printer, with a variety of unique software tools. This printer has  been successfully 
installed by a number of major retailers worldwide including Harrods and Selfridges. 
- Award-winning TSP800II A4 replacement printer
- High speed TSP700II combined receipt, ticket, label and barcode printer
- Versatile FVP10 front operating, vocal direct thermal printer 
- Wide range of OEM kiosk printers
- Card reader/writer systems designed to instantly erase, re-write or print up-to-date information.

Star Micronics Europe Limited
Star House
Peregrine Business Park
Gomm Road
High Wycombe
HP13 7DL
UK
Tel: +44 (0) 1494 471111
Fax: +44 (0) 1494 473333
Email: sales@Star-EMEA.com
Web: www.Star-EMEA.com

The BlueBox has been providing bespoke ePOS, warehouse/logistics and procurement software 
solutions since 1996 for small businesses as well as large brands like KFC. We are a small, 
customer-focused company who do not believe in the one-size-fits-all approach to system 
implementation. Our systems are 100% web/cloud based, requiring no software installation and 
ensuring all data is live and central at all times. However, our ePOS module works online as well 
as offline and is based on the best-of-both approach at the leading edge of current technology.

The BlueBox
85 High Street
Tunbridge Wells
Kent 
TN1 1XP
United Kingdom
Tel: 077 437 035 74
Email: pauldev@blueboxonline.com
Web: www.blueboxonline.com

Founded in 1990, with operations in London, Singapore, Shanghai and Xiamen, Eurostop 
provides complete solutions for Retail Management for the Fashion, Footwear and General 
Merchandise sectors encompassing both hardware and software.  Eurostop’s products include 
Head Office based software, EPOS, e-commerce, customer loyalty, fulfilment/picking/warehouse 
management, mobile solutions, and comprehensive reporting facilities, all fully integrated.  
Eurostop EPOS software is installed on over 20,000 tills worldwide.

Eurostop Limited, Contact: Phillip Moylan, Tel: 020 8991 2700,  
email: phillipm@eurostop.co.uk, www.eurostop.co.uk

Eurostop
West Africa House, Ashbourne 
Road, Ealing, London. W5 3QP

T: 020 8991 2700 
F: 020 8991 9561 
E: sales@eurostop.co.uk 
W: www.eurostop.co.uk 
Contact: Mr Phillip Moylan. 
Sales and Marketing Manager 

epos, store, head office, warehouse and web solutions

epos hardware

Celtech Group is the market leader for mission-critical, true real-time retail management 
information systems & solutions for retail and wholesale chains in the food, entertainment, 
pharmacy and general merchandise sectors. 
 
Celtech has over 20 years of proven reliability, built on its innovative and robust ab-initio software 
platform. Celtech provides a full end-to-end solution, covering all aspects of retail management 
system requirements, with a focus on your Return-on-Investment. To achieve this Celtech offers 
retail focused Consultancy Services to deliver projects and also offers a full range of accredited 
Hardware & Infrastructure Solutions, SaaS and Hosting Services.

Celtech Group Limited

East Point, Fairview, Dublin 3, 

Ireland 

Tel: +353 1 855 8200

Email: info@celtechgroup.com

Wesbite: www.celtechgroup.com
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Us (formerly known as pinsecure) is the market leader in innovative physical security solutions for 
PIN pads across various verticals.  Our solutions are designed with form and function in mind - 
delivering discrete, yet highly effective protection against physical PIN pad attacks.  

Founded over 10 years ago, we are a UK company, with deployments in various countries.  Our 
focus is to deliver best in class solutions and exceed customer expectations.  We were first to 
market with a tethered anti-tamper harnesses and our pole mount with integrated anchor point.  
Customer requirements differ and so do our solutions - we offer a range of bespoke services from 
unique key systems through to fully customised hardware solutions.

PCI DSS and PA DSS v3 are coming and with that the requirement to physically secure the 
payment terminal.  Get ahead of the rest and contact us now to discuss how we can help you 
achieve your goals.

Us
Unit 59, Surrey Technology Centre
40 Occam Road
Guildford
Surrey
GU2 7YG
t: 01483 688320
e: us@unique-secure.com
w: unique-secure.com

Us
TM

payment security solutions

payment solutions

epos, store, head office, warehouse and web solutions

Prima Solutions is widely regarded as one of the UK’s leading providers of complete multi-channel 
business solutions for the clothing, footwear, bags and accessories marketplace.  The Prima ethos 
is simple - by really understanding the business requirements and issues faced by each customer, 
we can work together to design practical, low risk solutions that add real value.
Our aim is to work in continuous partnership with our clothing, footwear and accessory industry 
clients to deliver outstanding apparel solutions covering every aspect of the business from product 
development through to order management, stock control and planning, manufacturing and 
sourcing, wardrobe management, customer and supplier management, financial controls and 
business reporting.
Customers include:  Mulberry, Joules, Nigel Hall, Curvy Kate, Blue Max Banner, Dubarry of 
Ireland, Church’s Shoes, Wolsey and John Smedley.

Prima Solutions Ltd
Loughborough Technology Park
Ashby Road
Loughborough
LEICS LE11 3NG 
T: +44(0)1509 232200 
F: +44(0)1509 262323 
http://www.primasolutions.co.uk

PacNet offers a global range of inbound and outbound payment processing services for electronic 
retailers. Enjoy easy access to credit card merchant accounts, electronic debits and credits, 
international payment types and the cutting edge RAVEN payment gateway. Lift sales by offering 
your customers relevant payment options in up to 130 currencies. There is no need to set up 
foreign bank accounts or contract with multiple providers – no matter what  
currency your customers use to pay, you will enjoy fast access to funds in the very same bank 
account that you use today.

PacNet Services Ltd. 
Payment Processing
Contact:  Brian Weekes
Tel: +353 61 714360,
E:  brian@pacnetservices.com
W: www.pacnetservices.com 

payment services

FIS Merchant Payments
Tricorn House,
51/53 Hagley Road,
Birmingham. B16 8TU
United Kingdom.
T: 0121 410 4357
F: 0121 410 4200
E: enquiries.uk@fisglobal.com
W: www.fismerchantpayments.com
Contact: mike.bradley@fisglobal.com

TRANSAXpay from FIS provides multichannel retailers with a secure, highly reliable, fast card 
payment solution that includes encryption and tokenisation whilst the processing and storage of 
customer card details are removed from the retailer’s own systems. Drawing upon FIS’ many years’  
experience in developing and implementing secure payment solutions for several well-known 
UK retailers, the TRANSAXpay application is P2PE accredited by PCI and our payment gateway 
is Level 1 certified. Independent of the card schemes or any equipment manufacturer, we can 
work with most existing or proposed configurations. Our team are UK based and will share their 
expertise to ensure your payment project success. Visit www.fismerchantpayments.com  

FUTURA RETAIL SOLUTIONS - DEDICATED RETAIL SPECIALISTS 
Futura specialises in making a difference to profitability - through rapid response to customers' 
needs, greater efficiency throughout leading to reduced stockholding to free up working capital. 
Based on an unrivalled understanding of retailer's needs, Futura offers the most robust,  
sophisticated integrated solution available, suiting lifestyle retailers, fashion houses and  
department stores.
Futura is proven, reliable and affordable and gives management greater vision and control,  
helping to optimise target levels, minimise losses and achieve a rapid return on investment. To 
grow your business, expand on the web or streamline your Head Office to increase profitability, 
call 01189 841925 today. 

FUTURA RETAIL  
SOLUTIONS - DEDICATED RETAIL 
SPECIALISTS  

Contact: Paul Court 
Tel: 01189 841925 
Email: sales@futurauk.com
Website: www.futurauk.com
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RedPrairie Ltd
EMEA Headquarters: 
Beacon House
Ibstone Road
Stokenchurch
Bucks. HP14 3AQ  
www.redprairie.co.uk/retail 
Tel: 01494 486500
Info.emea@redprairie.com
Contact: Natalie Green

RedPrairie delivers productivity solutions to retailers to help manage workforce, inventory and 
transportation both in the supply chain and in-store. RedPrairie provides these solutions to  
enable retailers to support business strategies that increase revenue, reduce costs and create 
competitive advantage.
With over 20 global offices and solutions that are installed at more than 34,000 customer sites in 
over 40 countries, companies trust RedPrairie workforce, inventory and transportation solutions 
to deliver an increase in productivity - with the flexibility to adapt, as business needs change.  
At RedPrairie, we understand today’s operational demands and we’re committed to  
delivering solutions that work. We’re committed to delivering solutions for the real world.

VeriFone Holdings, Inc.  ("VeriFone") (NYSE:PAY), a global leader in secure electronic payment 
technologies, provides expertise, solutions and services for today with a migration strategy for 
tomorrow.   VeriFone delivers solutions that add value to the point of sale, resulting in improved 
merchant retention and the generation of new sources of revenue for its partners and customers. 
VeriFone solutions are specifically designed to meet the needs of vertical markets including 
financial, retail, petroleum, government and healthcare.

Symphony House 
7 Cowley Business Park 
High Street, Cowley Uxbridge
UB8 2AD, UK 
T:  +44 1895 275275
E: info-emea@verifone.com
W: www.verifone.com

Nordic ID provides apparel and specialty retailers efficient store operations management with 
RFID.

The Nordic ID concept “House of RFID” consists of a wide network of RFID providers – 
specialists in fast, affordable and smooth RFID project, pilot and rollout implementations.

Nordic ID offers data capture tools for professional use. We are a respected and well known 
supplier of barcode and RFID mobile computers and fixed RFID readers. Our success is based on 
our excellent service and our products’ usability.

Nordic ID
Myllyojankatu 2 A
FI-24100 Salo
Finland
Tel: +358 2 727 7700
E-mail: marketing@nordicid.com
Company website: www.nordicid.com
RFID articles and expert views:
www.rfidarena.com

DIRECTORY OF KEY PLAYERS
call 020 7562 2428 lisa.gayle@retail-systems.com fax 020 7374 2701

payment solutions

rfid and barcode readers

ByBox, the locker solutions specialist offers a complete end-to-end supply chain solution – from 
sourcing parts, warehousing, distribution, simple swap outs and non-intensive installations 
through to a bespoke high-end engineering solution for more complex tasks.

Operating 7 days a week, 365 days a year, ByBox delivers 20 million items a year into its network 
of lockers which are situated at convenient locations such as petrol stations, supermarkets, 
train stations, sports grounds and shopping centres. Working with hundreds of companies in a 
variety of sectors, ByBox also manages the repair and return of any faulty items and operates an 
in house repair centre, where a fully trained workforce of repair technicians provides full repair, 
refurbishment and screening services.

ByBox
Unit 1-2 Central City Industrial Estate 
Red Lane 
Coventry 
West Midlands, CV6 5RY
Tel: 0844 800 5219
Fax: 024 7658 4278
E: distribution.revolution@bybox.com
Website: www.bybox.com 

BCP - Business Computer Projects Ltd
BCP House, 151 Charles Street
Stockport, Cheshire
SK1 3JY
United Kingdom
T: +44 (0) 161 355 3000
F: +44 (0) 161 355 3001
E: retail@bcpsoftware.com
W: www.bcpsoftware.com
Contact: Richard Marshall

BCP is a leading supplier of Supply Chain software solutions to the Retail and Wholesale 
Distribution industry.
Our Accord® supply chain solution is a powerful, fully integrated system offering store 
automation, web, cash control, central store management, voice-directed warehousing, logistics, 
finance and business analytics.  Based upon a modern, cost-effective, real-time technology and 
single architecture, Accord® is an ideal solution for today's progressive retailer, empowering 
companies to improve business across all channels, facilitating overall growth in revenue and 
profitability.
Over 8000 users across the UK and Ireland depend on BCP solutions to control their  
day-to-day business.

store, head office and distribution solutions

supply chain solutions
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Meet Clover™ Station — the revolutionary
control system built for businesses like yours.
Clover can track inventory, manage employees and accept payments 

with ease. So you focus less on operations and more on customers.

Get back to what you love. For more information  visit us online at clover.firstdatams.co.uk 
or email FDMSLeadManagement@firstdatacorp.co.uk quoting Payments Conf 1114

Less labour. More love.
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Retail Systems brings 
you its pick of the best 
retail tech-related books 
to come out of 2014...

Title: Digital Inferno: 
Using Technology 
Consciously In Your 

Life And Work. Author: Paul Levy. 
Publisher: Clairview. RRP: £12.99. 
What we said: To his credit, the author 
resists the easy option of delivering a  
diatribe against how technology is  
overtaking our lives. There are enough 
pundits etc out there ranting against  
the rise of the machines. And I did 
find myself agreeing with many of his 
observations on the complex nature of 
addiction and social media (to cut a long 
story short, Facebook is a bit rubbish and 
Twitter can turn people into crushing,  
insensitive bores). So, reservations aside, 
I’d say take this one for a spin. It will  
annoy and entertain in equal measure 
but, at the risk of sounding corny, its 
heart is in the right place, even if at times 
the author does seem stuck in 1995.

Title: Breaking Banks: The Innova-
tors, Rogues and Strategists Rebooting 
Banking. Author: Brett King. Publisher: 
Wiley. RRP: £23.99. 
What we said: Yes, it’s about the bank-
ing sector but many of the topics under 
discussion are relevant to retailers...If you 
can get past the ‘look, ma, I’m riffing on 
pop culture!’ title, then you’ll find that 
the latest offering from BANK 2.0 author 
Brett King offers up a (mostly) worth-
while collection of interviews taken from 
across the global FinTech sector.

Title: Re-thinking Retail in the Digital 
Age. Author: Elix-IRR. Publisher: LID 
Publishing. RRP: £16.99. 
What we said: This book comprises a 
collection of articles written by Elix-
IRR’s senior experts and aims to pro-
vide insightful, practical and pragmatic 
advice into the evolving retail landscape. 
Subjects covered include digital money, 
Big Data and the rise of nearshoring. As 
well as less fashionable issues such as the 

drive for supply chain efficiency. Asking 
price a bit steep, but lots of good stuff to 
be found within its pages.

Title: Identity is the New Money. Au-
thor: David Birch. Publisher: London 
Publishing Partnership. RRP: £7.99. 
What we said: Birch succeeds in  
capturing a payments industry in a state 
of flux, a feat attempted by many industry 
observers in recent times but achieved by 
very few. The Consult Hyperion veteran 
doesn’t claim to have all the answers. 
What he has done is produce a bold, 
forward thinking book that grapples with 
weighty issues in a concise and accessible 
way. And bonus points for namechecking 
Neuromancer author William Gibson. 
The ‘future is already here, it’s just  
unevenly distributed.’ Powerful stuff.

Title: Cybersecurity: Managing  
Systems, Conducting Testing, and  
Investigating Intrusions. Author: 
Thomas J. Mowbray. Publisher: Wiley, 
Price: £42.50 (paperback and e-book). 
What we said: The market is not short of 
variation when it comes to books about 
computer security. From professional 
reference to casual hobbyist, penetration 
to defence, all share a common thread. 
So when I came upon this book by Dr. 
Thomas Mowbray, I expected more of  
the same, but what I actually got was  
something a little different...It seems 
that this book wasn’t written for me, a 
programmer and enthusiast, rather for 
someone in an enterprise/management 
position. What I perceived to be a lack  
of depth, however, was a careful and 
intentional laying of foundations.

Title: The Rise of the Humans, How to 
outsmart the digital deluge. Author: 
Dave Coplin. Publisher: Harriman 
House. RRP: £9.99.
What we said: Coplin debates the key  
issues and puts forward solutions in what 
is a quick thinking, fast moving book 
which should be essential reading for 
anyone working in or managing a retail 
organisation. In short, we need to stop 
worrying and love the algorithms.

book review
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The most 
tweeted Retail 
Systems 
Online stories 
(www.retail-

systems.com) during November 
and December. Follow us @
RetailSystems

Brits up for contactless/mobile
54 per cent of UK customers want 
to want to pay for 2015 Christmas 
shopping with their smartphones. 
That’s according to a survey of 
1,000 people carried out by The 
Logic Group.

Queue busting in the UK, new 
research
The average Brit spends over 
18 hours a year queuing, with 
local shops, post offices and 
supermarkets the worst culprits, 
according to research carried out 
by Visa Europe.

Brits tired of waiting in-store
On average Brits are only willing 
to wait 4 minutes 12 seconds 
in-store for staff to check stock 
availability. According to a survey 
of 2,008 consumers by Omnico 
Group, one in ten would never 
return to a store after a bad stock 
experience, and a third would be 
hesitant to shop there again.

ASOS a festive fave on Pinterest
For the second year in a row, 
ASOS is the most popular UK 
online retail site when it comes 
to having web content shared 
on Pinterest in the run up to 
Christmas. According to a study 
by Searchmetrics, Amazon UK 
and John Lewis take second and 
third positions respectively.

Read these and many more retail 
technology stories at the new 
look Retail Systems website: 
www.retail-systems.com

TOP OF THE TWEETS
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