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Abigail A. Lorden is editor-in-chief of Hospitality 
Technology and Vertical Systems Reseller (VSR), 

two leading media outlets from B2B publishing 
company Edgell Communications. In that role she oversees the editorial 
direction of the magazines, their portfolio of print products, and their 
roster of online and in-person events. Abigail is experienced in covering 
technology trends across multiple vertical markets, including hospitality, 
retail, healthcare, government and supply chain. In particular, her 
blended travel and technology writing background affords her extensive 
knowledge of the hospitality IT industry. 

Abby Lorden
Hospitality

As we close in on 2010, connect takes an in-depth look at 
how each facet of our industry is fairing and, more impor-
tantly, what we have to look forward to in 2011. Take a look 
at what our experts have to say about current conditions, 
emerging technologies and if social media is worth the time 
in several of our industry’s key markets. We also are asking 
you – what is the state of the industry? Tell us on twitter by 
using hashtag #SOTI.

Greg Buzek is the Founder and President of IHL Con-
sulting Group and one of the Founders of the Retail 

Orphan Initiative (www.retailROI.org), a charitable 
foundation that seeks to help the 400 million orphaned and vulnerable 
children in the world. Noted by RIS News as one of the 25 Most Influ-
ential People in Retail, he has a Masters Degree in Business Administra-
tion (MBA) from The Ohio State University, and 20 years of experience in 
market analysis, business planning, product development, and consulting 
with Fortune 500 companies. He is frequently quoted in RIS News, Ex-
ecutive Technology, CIO Information Network, Information Week, Super-
market News, Retails Systems Reseller, Kiosk Magazine, The Wall Street 
Journal, Time Magazine, and the Washington Post and has been used as 
a retail technology analyst on NBC Nightly News, CBS News, and CNBC. 

Greg Buzek
General Retail

Tracy Metzger was the primary architect of T-Gate's 
business strategy and innovative product line before 

formally joining the company as president in June 
of 2010. Prior to T-Gate, Mr. Metzger co-founded Abanco International 
and served as President and CTO. In 2007 Abanco successfully sold 
its merchant acquiring business and in late 2009 successfully sold its 
airline and railway technology division to Gate Gourmet based in Zurich 
Switzerland. Mr. Metzger has also held a range of senior executive 
and C-level positions where he directed global technology strategy, 
acquisition and post-merger integration startegies, and operations for 
companies such as Concord EFS, Gate Gourmet, and BankCard America, 
among others.

Tracy Metzger
Security

Mike Monocello, a former VAR, is the POS and supply 
chain editor for Business Solutions magazine as well 

as a contributing editor to the RSPA's Juice E-News. 
His print and online articles reach more than 40,000 readers in the POS, 
AIDC, and other markets.

Mike Monocello
Hotels

Founder and Principal, Retail Media Consulting 
Laura is a 17-year Agency veteran with a diverse 

background in traditional advertising, brand planning, 
interactive marketing, digital signage, merchandising and retail/
environmental design-all geared towards creating consumer-centric 
solutions for the business challenges of her retail clients.
	 Laura and her team at RMC focus on helping brands strategize 
and execute powerful digital media experiences within the store 
as a marketing vehicle. With the dizzying array of communications 
opportunities within “Marketing at Retail,” her firm is uniquely qualified 
to help retail brands strategize, activate, measure and evolve in-store 
digital media initiatives. She is also the chair of the Digital Signage Expo, 
the POPAI Digital Advocacy Committee Chair and an active teacher, 
lecturer and author.

Laura Davis Taylor
Digital Signage

Francis Mendelsohn is President of Summit 
Research Associates, an international consulting 

firm focusing on technology assessment, trends and 
computer usability issues. Summit is the only consulting firm specializing 
in the kiosk industry. Clients include Bank of America, FedEx, General 
Electric, Kaiser-Permanente, Hewlett-Packard, IBM, NCR, British 
Telecom, the NASDAQ, Philips, Nomura Research, the National World 
War II Memorial, Target, the Washington National Cathedral, Microsoft 
and Best Buy. In addition to following trends in the kiosk industry, the 
firm conducts extensive kiosk usability testing and prepares and delivers 
state-of-the-industry analysis and briefings to clients and at industry 
sponsored conferences. 

Frances Mendelsohn
Kiosk

Bill Ritter is a leading authority and highly recognized 
speaker in the convenience store industry.  His 

three decades of investigation and experience in the 
detection and prevention of loss in the retail store environment has made 
him an eminent authority in the loss prevention industry.  As the founder 
of Ritter & Associates LP, Bill continues to use a hands on approach and 
over the years has conducted over 8,000 investigations of over 40,000 
employees that has led to numerous successful prosecutions and well 
over four million dollars in restitution to a number of companies.  Bill 
continues to share the secrets of his success as a nationally recognized 
speaker and workshop leader specializing in the area of convenience 
store loss prevention.

Bill Ridder
Supermarket/C-Store

MEET THE EXPERTS
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How would you rate the state of the in-
dustry (as it pertains to your market)?  
Good/Fair/Poor – Why?

connect:

Hospitality Technology monitors trends in both 
the foodservice and lodging segments of the hospi-

tality industry. For both, the state of the industry is fair-to-good, 
with significant recovery over one year ago. Many hotel and res-
taurant companies cut prices on menu items and room rates to 
stay within reach of an extremely value-conscious consumer 
base. These price reductions resulted in even tighter margins, 
and changed the long-term expectations of what consumers were 
willing to pay for goods and services. Hotels and restaurants con-
tinue to look for ways to recover those margins as economic fac-
tors improve. This will be a long-term challenge for those brands 
that offered the deepest discounts. Though criticized at the time 
for maintaining higher costs, hotel and restaurants that didn’t re-
duce prices have been able to recover more quickly.

Adding to overall positive momentum, business travel has 
begun to rebound, as evidenced by increasing attendance at 
many industry events and tradeshows. Hospitality Technol-
ogy’s own “2010 Restaurant Executive Summit” experienced a 
30% increase in attendance in September 2010 over 2009 at-
tendance levels. 

Lorden Hospitality

Retail technology is really strong right now in a 
couple of areas. POS terminals and POS software 

particularly in the channel. For the first half of 2010 the POS 
market, particularly in Specialty Stores was up double digits. PCI 
in the lower tiers is helping to drive this growth along with inte-
gration of new CRM loyalty systems

Buzek General Retail

The overall state of the industry remains opti-
mistic, but current economic conditions continue 

to place stress on the market - particularly among small mer-
chants. Although consumer spending and confidence are down 
and gaining access to operating capital is difficult, there are signs 
of recovery and companies that provide cost reducing solutions 
are gaining momentum. New technologies are evolving and will 
also help stimulate overall market growth and early adopters 
will benefit from new industry mandates.

Metzger Security

Fair and recovering. Like most industries, 2009 
was a tough year on the hotels industry. In fact, ac-

cording to the American Hotel & Lodging Association (AH&LA), 
2009 ended a six-year streak in profitability for the hotel indus-
try. However, also like other industries, due to tightened budgets, 
staff reductions, and process improvements, the hotel market is 
poised for a comeback in 2010 and 2011.

Monocello Hotels

Good. We are finally seeing daylight from the ef-
fects of the economic downturn and retailers are 

breathing a sigh of relief. We are also seeing new approaches to 
the business that are inspiring others: cross channel inventory 
integration, smart social media connections, fantastic mobile 
shopping tools, in-store technologies for self service and support 
and more. It’s a truly exciting time!

Davis Taylor Digital Signage

The industry is fine for some of the players, but 
not-at-all-well for others. The economy is to blame. 

Those who need money to stay afloat are still having difficulties 
in obtaining loans. 

Mendelsohn Kiosk

Ridder Supermarket/C-Store
The industry is coming out of two years of eco-
nomic distress where much expenditure was de-

layed and staffing reduced.  Controls have suffered as a result but 
‘staying in business takes priority over some of the niceties of 
organization.  Pretty good consensus that shrink/loss has stayed 
flat relative to internally caused but risen from externally caused 
sources.  Externally caused loss is a growing concern.  Not neces-
sarily from Organized Retail Crime, which is a reality, but from 
a lack of concern of apprehension or punishment from general 
population.  This may be an outcome of the high unemployment 
numbers or the local and state officials' concentration on the 
more violent offenders/crimes.

A recent poll from RSPA's blog showed 
a sence of optimism, for the State of the 
Industry, from our readers.

18% 45%

36%
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“I would say that the state of the 
industry is Fair, and improving. 
In the past 6 months we’ve seen 

a steady flow of generally positive 
earnings reports from our clients (grocery 
supermarkets), and now we’re starting to 
see more orders come in for our systems.”

-Kevin Egyed
Aures Technologies
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What is at least one major trend in your 
market right now?

connect:

The single biggest trend is the move to mobile…Mo-
bile for the associate and engaging the mobile of the 

consumer.  The rise in smartphone use is driving numerous ap-
plications that can help identify consumers as they come in the 
door (with opt-in technologies such as Shopkick).  We recently 
completed a mobile study with RetailConnections and it has 
shown some very strong trends.  First, nearly 50% of respon-
dents said they are seriously considering the iPhone for their 
next phone.  About 40% were seriously considering an Android 
device.  Blackberry is showing a dramatic drop.  What is even 
more interesting is 46% of consumers with smartphones cur-
rently say they have looked up a competitive price while in an-
other retailer.  When it comes to the associate, the iPad has ush-
ered in a tablet revolution.  No longer are the retailers relegated 
to a $1,500 price for a handheld device.  Instead, they are under 
$500 each.  For a specialty store or a restaurant chain, these new 
devices will usher in a couple of trends.  First, if tied to Shopkick, 
the specialty store can identify the customer and then address 
the customer by name, with sales history, accessories, etc.  This 
will bring an entirely new level of customer service.  At the res-
taurant, this brings a much more affordable pay at the table solu-
tion and one that can drive increased table turns.  

Buzek  General Retail

The trend that we are most excited about is that re-
tailer brands are finally embracing that every single 

thing that they do—in every channel that they touch people—
should be part of their brand experience and not a one-off gim-
mick. And emerging technologies should only be utilized if they 
are doing something to enhance that experience. 

Davis Taylor  Digital Signage

Mobility is perhaps the single hottest trend affecting 
the hospitality industry. Through mobile devices, con-

sumers have access to more information than ever before. Hotels 
and restaurants are each looking for ways to engage with guests 
on these mobile platforms, and in particular are seeking out op-
portunities to build measurable loyalty. 

In addition, compliance with Payment Card Industry Data 
Security Standards (PCI DSS) continues to capture a significant 
share of technology budgets, in particular as corporate entities 
try to bring compliance down to the franchisee level.

Lorden Hospitality

We have been plagued for years by the message that the 
store is a media channel and retailers, like major TV networks, 
should be charging brands to advertise to people within them. 
Sure, it’s true that stores have powerful ‘media reach’. But no 
retailer should devalue their shopper’s experience with this 
limited thinking. 

Our rule is this: will a shopper take a few precious minutes 
out of their day and actually engage with whatever you are put-
ting in their way and be happy that they did it? If yes, it’s the right 
thing to do. After all, you can only motivate someone to do some-
thing (like buy!) if they care about the message or experience that 
they encounter in a store. If they don’t care, it’s not worth the 
potentially negative fallout. 

How would you rate the state of the industry overall? 
Good/Fair/Poor - Why?

This month we asked members:

"I would say that things 
are definitely much bet-
ter than a year ago. We are 
seeing a major increase in spending 

on equipment and store expansions. Things are 
finally looking as if we may have turned 
the corner and headed in an upward 
direction. Thanks for asking about this, I am curi-
ous if more people are feeling as we are!"

-Mike Graves
Hillside Electronics Corporation
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"Although there seems to be an air 
of cautious optimism in regards 
to improvements in the econo-
my, most businesses and con-

sumers are slowly beginning to increase the 
capital investments and purchases they’re 
making. However, I don’t believe we’ll see significant 
improvements in spending until un/underemployment is 
significantly reduced."

-Barry Wise
Wise Retail Consultants, LLC

26

The key trend that we’re seeing in the payments in-
dustry is the migration away from standalone credit 

card terminals to integrated point-of-sale (POS) systems that run 
the business and integrate directly into the accounting system. 
With PC pricing down and broadband internet readily available, 
most small businesses are switching to these technologies to ac-
cept payments. This growth is also being driven by the use of 
multi-function peripherals. Solutions that can be used to swipe 
cards, enter PIN numbers, register signatures and accept con-
tactless transactions make it easier for small businesses to man-
age their payments and POS software companies are taking full 
advantage of this shift.  Terminal manufacturers are helping this 
along by continuing to enhance these peripherals with the latest 
features and standards. 

This trend has also had an impact on the way Credit Card 
ISO’s (independent sales organizations) do business.  ISOs that 
have spent the last five or so years giving away standalone credit 
card terminals as way to acquire merchant accounts are now 
looking to broker deals to distribute POS systems. But this poses 
a number of challenges because selling a merchant account is 
vastly different from selling a POS system.  The winners are those 
ISO’s that are building partnerships with POS distributors and 
software companies and the real significant growth in the pay-
ments industry is coming from these partnerships.

Metzger Security

The encroachment of smart phones and seeing where 
they can be incorporated into a kiosk application. Many 

leading apps are now finding competition from smart phones, in-
teractive TV, etc. Airline check-in kiosks, for example. People can 
just have the boarding pass downloaded to their iPhone or other 
PDA and no longer need to stop at a kiosk to print it out. 

Mendelsohn Kiosk

Dealers thinking about this market should realize 
that hotels have the potential to use pretty much ev-

ery type of POS technology that exists today, all working together. 
From the front desk, gift shop, and hotel restaurant,  to spa and 
convention center space, it’s common to see such technologies 
as POS terminals, merchant processing, wireless POS, video sur-
veillance, and access control all tied into one integrated system. 
While not outside the technical capabilities of many of today’s 
POS dealers, the scope of such a project requires that anyone 
thinking of this market have the manpower and project manage-
ment skills to handle any opportunities effectively. Failure to do 
so will most likely result in an unhappy customer.

Monocello Hotels

Ridder Supermarket/C-Store
Waiting to see if the business climate is going to 

change.  The revenues are increasing between mar-
ginally to good and there is promise for improvement through 
the end of 2011.  Given a positive outcome, increased use of au-
tomated and business intelligent systems seems to be the most 
urgent need.  Get smarter, get better results but without having 
to add extensively to the cost to achieve these results.

"I would rate the state of the industry as Fair.  
Customers are starting to open up and purchase 
small to mid size cash registers.  Sales for POS 

Systems are slow I feel due to the fact that 1) 
either they don’t have the money or business to purchase or 2) 
have the money but are “scared” to spend it at this time.  A lot 
of people blame slow sales on the economy which I agree some, 
but the equipment with Thermal Printers in them have so few 
moving parts or gears that they don’t break down, so your los-
ing sales to that."

-Dan Good
A & G Cash Register
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What is at least one challenge your mar-
ket is currently facing?

connect:

The single biggest challenge remains the unemploy-
ment rate.  For most companies, store growth cannot 

happen until more jobs are created.  There is a great disconnect, 
however, between the jobs being created and the skill levels of 
the vast majority of those out of work.  Most of the jobs being cre-
ated are high skill level positions and most of those unemployed 
have a high school education or less and don’t qualify for those 
positions.  In fact, although the unemployment rate is 9.6% at the 
time I write this, the rate for those with a high school education 
or less is 13.3% and the underemployment rate is closer to 22%.  
Unless that changes, store growth and an overall rising tide for 
sales for technologies will be hindered.

Buzek  General Retail

In most cases, the internal teams within the retailer’s 
corporate headquarters are still not on the same page. 

It’s tough, as unlike an ad campaign or a website owned by the 
CMO, no one group truly owns the store. So, as we work towards 
creating new paradigms for shopper experience, we have to ap-
peal to every department’s individual drivers and challenges and 
try to build bridges to create consensus and cooperation. Often, 
the project strategy ends up taking hits to appeal to one group or 
another—at the expense of the shopper.

Because of this, we are really excited about the concept of a 
Chief Customer Officer. This is a person that looks at every single 
experience in every channel and ensures that the brand is doing 
right by the shopper, customer or consumer. They make sure that 
nothing is marginalized due to internal politics and that they are 
adding measureable value with everything that they do. We have 
high hopes that more retailers will embrace it. 

Davis Taylor  Digital Signage

In addition to recovering from the price-reduction 
frenzy that pervaded the recession (per question 1), 

new government legislation will bring significant change to the 
hospitality industry, and food service operators in particular. The 
restaurant industry has operated under the radar of the Feder-
al Government, save for their compliance with food safety and 
hygiene standards. But that’s about to change. New legislation 
coming down the pike will demand that foodservice operators 
with 20 or more units make nutritional information available 
to consumers on all of their menu items.  Complying with these 
mandates will require investment on the part of restaurants. 
However, the silver lining comes in delivering consistency and 
simplification for compliance: a national standard will supersede 
local and state laws, eliminating some of the challenges posed to 
restaurants that operate in multiple geographic regions. 

Lorden Hospitality

One of the largest challenges in both the payments 
and POS industries is PCI compliance because both 

merchants and their POS software provider are required to par-
ticipate in this program. Right now, PCI compliance is a web of 
confusing terms and acronyms blended with a perception of po-
tentially high costs. 

There is PCI-PA (Payment Application) compliance, which is 
required for software distributed to merchants or franchise loca-
tions that passes cardholder data through the system. Then there 
is PCI-DSS (Data Security Standard) compliance that needs to be 
achieved at the merchant location, but is separate from PCI-PA. 
Finally, there is PCI-PTS (Pin Transaction Security)  -formerly 
known as PCI-PED - that is required for any device that accepts 
PIN Debit transactions. 

Since they all can affect their business and their ability to ac-
cept credit cards as a form of tender, merchants need to be aware 
of each of these compliance standards. But some ISO’s are com-
plicating the picture by charging monthly fees for PCI compliance 
and not fully disclosing to the merchants exactly what they these 
fees cover or what their responsibility is.  

Mandate dates have come and past and there are a still a large 
number of POS systems and merchants that are not compliant 
and don't know where to start. The ultimate risk for not being 
compliant is that a processor will not accept the merchant’s cred-
it or debit card transactions - that's a day that is not far off.

Metzger Security

See the answer to 2. As movies are increasingly down-
loaded directly to  TVs and boarding passes download-

ed to PDAs and smart phones, the relevancy of kioisks—in some 
applications—is coming into question.

Mendelsohn Kiosk

Like most other industries, the pace of our economic 
recovery is dictating how rapidly the hotels market will 

increase technology budgets and begin making IT investments. 
Luckily, dealers can take advantage of the current state of the ho-
tel industry by offering solutions (e.g. self-service kiosks) that 
allow hotels to do more with less people.

Monocello Hotels

Ridder Supermarket/C-Store
To keep growing the business while controlling costs 

until impacts of recent political decisions determine 
cost of doing business.  Not to hire unless you have to until the 
true cost of those new hires is known.  There seems to be market 
optimism but much tempered with skepticism over whether it is 
real or not.  Many retailers jumped on the optimism bandwagon 
the last cycle of these conditions and were negatively impacted.  
All retailers and many other businesses seem quite patient to 
wait out a decision on spending until more positive news evolves.   
Anything that impacts the cost of labor will remain a concern to 
the industry.
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"Fair. The current state of the economy 
(poor) and the unstable government 
taxing policies (corporate taxes, capital 
gains taxes, re-investment taxes and 
personal income tax rates) we see 

today are affecting the way our customers are do-
ing business causing them to be ultra conservative 
which inversely affects the way our industry is doing 
business these days. Stabilize the economy and our 
business tax rates across the board and that will sta-
bilize the industry and our customers desire to buy."

-Lee Kosmen
Euthenics, Inc.

"While the general economy continues to struggle 
a significant opportunity exists within our indus-
try for those who view this period as “a glass 
half full.” Historically, the cash register/
POS business has often demonstrated counter-
cyclical growth to the general economy when 
the latter has been less than positive. For those 

POS companies that focus on the basics of professional selling – 
cost justifying systems by proving the need and demonstrating 
to the end user the value of systems that increase revenues (by 
capturing all that is available) and decreasing expenses (by ac-
curately tracking costs) thereby increasing the operator’s prof-
itability, the opportunities for success are strong."

-James Maas
XPIENT

NOVEMBER29

Are you seeing people successfully use 
social media tools within your market?

connect:

There is a lot of activity, I’m not sure I’m seeing a lot 
of success right now.  What should be a prerequisite 

in any CRM program now is to ask for your twitter or facebook 
name.  That way, if someone complains via social media  you can 
immediately prioritize complaints by greatest reach.  In addition, 
it helps you to identify advocates…which is where the real oppor-
tunity lies.  P&G generated a great deal of sales by identifying the 
moms that were “connectors”, those with social networks 5-10x 
the average and they sought to influence them.  It has never been 
easier to identify connectors with Facebook and Twitter that 
tells you the reach.

Buzek  General Retail

Yes, but any successful social media examples have 
one thing in common: they are doing something of 

value for the visitor. We love how Pampers created a baby regis-
try that can be shared via web or mobile and allows purchases 
across many retail store brands. Dunkin’ Donuts did a social app 
that works online and via mobile for ‘taking an order’ from a 
group of people and placing it for pick-up. And what Facebook is 
doing with storefronts is going to be really interesting to watch.

Davis Taylor  Digital Signage

Hotels and restaurants are starting to embrace social 
media tools, and are looking for ways to integrate these 

systems with their own loyalty programs. With the exception of a 
few operators who have rolled-out new POS/CRM/Social Media 
integration tools, a measurable ROI remains largely elusive. 

Lorden Hospitality

Not yet. At this stage, social media is generally directed 
at facilitating a person-to-person relationship and the 

nature of our industry is based on business-to-business relation-
ships. This is not to diminish the power of the social networks and 
certainly does not mean that the day is not coming when business-
es begin to actively pursue this medium for marketing... 

At this point, websites like www.linkedin.com and  online in-
dustry forums such as www.greensheet.com are growing in pop-
ularity as a channel for getting your marketing message out to a 
specific professional audience, but have yet to assume a primary 
role in most marketing strategies. 

Metzger Security

No, not yet. 
Mendelsohn Kiosk

In its recent “Traveler Technology Survey 2010: 
Mobile,” travel industry research authority PhoCus-

Wright, determined that 40% of social media users have posted 
something about a travel-related experience. As social media us-
age continues to climb, dealers should be pressuring their soft-
ware vendors to include social networking loyalty/referral tools 
in their software products.

Monocello Hotels

Social media to the business in some cases is more 
‘buzz’ than ‘biz’.  Lots of talk, little action.  Some experi-

mentation but no ‘waves of acceptance’.  Some business verticals 
are more tuned to this than others.  Social media spreads “the 
word” faster than any other means of advertising.  A bad “shop-
ping experience” today can be shared with thousands of people 
in a short period of time.  Good news travels equally as fast.   

Ridder Supermarket/C-Store
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What opportunities/emerging technolo-
gies are on the horizon in your market?

connect:

sessor to  quickly understand that no readable card holder data 
exists at the merchant’s site. 

In addition to P2PE, the use of Tokenization is becoming a 
popular way to still be able to track the spending habits of a card 
holder, but not have the actual usable card number stored on file 
in the systems or anywhere at the merchant location. Tokeniza-
tion takes the card number delivered to the processor or gateway 
provider and uses a mathematical equation to return a consis-
tent unusable card number for the purpose of reporting. 

The card issuing brands and the PCI Security Standards Coun-
cil are working on industry standards for implementing these 
technologies and early adopters of this technology are deploying 
these solutions currently. 

As stated above, it comes down to mobile.  I think we 
are on the cusp of seeing NFC payment come into play 

within the next 12 months.  A second area is an integrated mer-
chandising platform that truly takes into consideration a cross-
channel approach for retailing.  Right now there is no merchan-
dise allocation and planning system that does a good job taking 
into consideration all of the channels that a retailer uses.  They 
are either focused on store fulfillment or catalogue/web fulfill-
ment.  This causes duplication in orders and duplication in sys-
tems.  Because of this, retailers are paying a personnel penalty of 
having multiple merchants for the same category.  An integrated 
view could be very compelling.

Buzek  General Retail

We are watching progress with digital paper, wireless 
electricity, evolved OLED screens (high impact, low en-

ergy and lovely pictures), mobile apps that integrate with retail 
loyalty programs, digital tablets and the new technologies for 
in-store behavior tracking. We are also really excited about the 
evolutions in gaming technologies and how they might trickle 
into the retail experience. We’ll be seeing handheld games with 
projected 3D images for holiday and if you haven’t checked out 
Microsoft’s Kinect gaming platform, make sure that you do—it’s 
truly mind blowing what it could do for shopping!

Davis Taylor  Digital Signage

Opportunities in the hospitality exist in: ongoing ap-
plications for personal mobile devices; cloud-based ap-

plications; continuing R&D into the search for social media’s ROI; 
simplification for PCI compliance (in particular a marked inter-
est in tokenization technology). For hotels, the bandwidth battle 
rages on. Hotels look to build infrastructures that will provide the 
bandwidth needed to support the property’s own applications, 
while offering HSIA that supports guests’ increasing use.

Lorden Hospitality

One of the largest opportunities in the payment mar-
ket is the adoption of point-to-point encryption (or 

"P2PE") for card holder data. We live in an age where hackers 
routinely target storefronts and retail chains to gain access to 
their POS environment. Their goal is to plant tools to capture 
valuable card holder data to use for fraud, so the adoption of this 
technology solves a serious problem. Manufacturers are devel-
oping technologies that either encrypt card holder data directly 
at the heads of the magnetic stripe reader or within the periph-
eral before they are handed off to the application that sends the 
information to the processor for authorization. 

This type of technology not only helps secure the point of 
purchase and their customer’s data, but also helps the merchant 
during their own PCI audit. To be clear, adopting this technology 
does not make a merchant PCI compliant, but it does help the as-

Metzger Security

There are still exciting apps in the kiosk  space – in 
health care, retail, and in combination with Digital Sig-

nage. Food ordering remains a stumbling block even though it is 
such a no-brainer of a kiosk solution. Still, the rosy days of DVD 
rental kiosks and even airline check-in kiosks are behind us – 
they will be all but gone within ten years. 

Mendelsohn Kiosk

There’s a huge opportunity for dealers to offer inte-
grated solutions in this space. As mentioned, with all 

the different technologies being used in a hotel, there’s a real 
need to get all those technologies working together. Having the 
ability to do so will create an instance competitive advantage.

The other big opportunity is with mobility. It doesn’t matter 
where a mobile solution is needed — restaurant, gift shop, ship-
ping and receiving, spa, etc. — mobile solutions make employees 
more efficient and, when customers are involved, increase cus-
tomer satisfaction.

Monocello Hotels

More decision support solutions to assist in guid-
ing the business functional areas.  Business expertise 

needs to be incorporated into solutions that guide business ac-
tions to render a more consistent operation and more profit-
able. More ‘tying in’ of existing technologies, IE., CCTV to other 
intelligent systems that will maximize these earlier investments.  
There is also interest in taking a more global view of the retailer’s 
business, IE., the entire value chain, to see where business can be 
optimized.  Previously there has been almost a myopic focus on 
specific areas while neglecting other areas.

Ridder Supermarket/C-Store


