
Online retail may continue to grow, but tech 
upgrades are en route to physical shops also

BY JASON WALSH

C
aptiva POS has 
already carved 
out a signif-
icant niche 
p r o v i d i n g 
cloud-based 
point-of-sale 

services to food retail, but 
the business is not resting on 
its laurels. �e latest devel-
opment is a deal with leading 
online ordering service Just 
Eat, designed to smooth the 
ordering process.

“We’ve got really big news; 
we just got sign-off with Just 
Eat,” said Eddie Carty, Capti-
va’s chief executive.

�e deal means that Cap-
tiva’s cloud-based software, 
which is already integrated 
with BoIPA (Bank of Ireland 
Payment Acceptance), will 
link up with Just Eat’s order-
ing system, meaning there will 
be no need to duplicate the 
ordering process in store.

“It stops double entry,” 
Carty said. “�e order doesn’t 
have to re-entered, meaning 
there’s never a mistake and 
it’s much quicker. What we’re 
doing is meeting Just Eat in the 
cloud before the order gets to 
the terminal in store. We have 
what we call Captiva Product 
Hub in the cloud, which talks 
to Just Eat in the cloud and 
the order prints straight out in 
the kitchen. So when a punt-
er goes online to Just Eat and 
puts in an order with someone 
who is a Captiva customer, it’s 
transported straight into our 
system.

“Our system is the gate-
keeper for the orders, so it in-
creases the efficiency hugely. 
�e order isn’t really an or-
der until it is entered into our 
system, and that has all been 
automated now and it all goes 
straight to the terminal.”

Pilot sites will begin testing 
in January.

“We believe in getting the 
terminals out there and pro-
viding a really good service. 
Captiva is all about software 
as a service,” he said.

Carty said the move is the 
latest development in sim-
plifying business processes 
through the adoption of cloud 
processes.

“If you look back ten years, 
everybody had to do every-
thing themselves: stock con-
trols, reports, [and] everything 
had to be done through the 
point of sale. Now they want 
the ease of use we can bring 
them,” he said.

Captiva has also signed up 

a new customer in the form 
of Jump Juice, which has 22 
outlets already.

“Jump Juice is interesting 
because they’re taking to all 
of the innovation we’re rolling 
out, such as the live app for 
iPhone and android. �at gives 
them live sales information, 
which is incredibly popular 
with our customers,” he said.

�is live updating of sales 
information is transforma-
tional for restaurant owners, 
particularly multi-site oper-
ators, Carty said. “It’s a new 
concept on our side. Every 
15 minutes we sweep all the 
sites, upload the information 
to the cloud service and feed 
the apps from there. It’s all 
secure and they can see, say, 
the last hour of what any site 
is doing. It’s really useful for 
owner-managers.” 

Moving to live information 
means moving restaurants 
toward the ongoing big data 
revolution as they can track 
how any site is doing at any 
particular time, helping with 
planning for promotions and 
peak times; something that 

has not been missed by Cap-
tiva’s customers.

“I’ve been out with guys and 
they keep taking their phone 
out and clicking through it. It’s 
a really interesting product as 
it brings us into big data and 
you can go through everything 
line by line,” said Carty.

Captiva’s innovation is not 
just for online ordering or on 
the app side for retailers. It also 
includes developments in in-
store retail: the company is 
now rolling out touchscreen 
ordering, something hither-
to only seen in global chains 
such as McDonald’s.

“Another big thing we’ve 
done, in Romayo’s takeaways, 
is to put in self-service ki-
osks,” he said. “�ey want to 
do a credit card self-service 
system: pay by card, go to the 
counter and pick it up.”

Carty said the move by Ro-
mayo’s shows a commitment 
to the market and using tech-
nology to expand its business. 

“�ey’re really cutting edge. 
It’s an indigenous company 
from here and they’re saying 
we’ll go up against Dominos, 
we’ll go up against anyone. I 
think it’s the way the market is 
going. McDonald’s says it can 

get a 20 to 30 per cent order 
value increase using touch-
screens,” he said.

Carty said Captiva is not 
stopping there, though, and is 
currently developing a system 
allowing diners to order from 
their table using their phones.

“We’re working on a system 
that reads barcodes on the ta-
ble so you can order on your 
phone from the table. It’s not 
that we come up with these 
things from nowhere. It’s 
about talking to the customer 
and seeing what they want. 
�at’s how innovation works. 
It’s the same with Just Eat.”

Interconnecting retail 
orders in the cloud
Captiva POS is moving forward in its strategy to bring food retail into the 
cloud with a range of innovations from simplified online ordering to live 
reporting, in-store touchscreens and even self-service kiosks in chippers
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 BY QUINTON O’REILLY

When  i t  
comes to 
improving 
the shop-
ping expe-

rience for customers, it’s as 
much about the back-end as 
it is the front. 

Technology can help those 
on the floor, but it can also 
benefit customers. A more ef-
ficient back-end means more 
time is focused on helping 
customers who come through 
the door. 

While online shopping con-
tinues to grow, there are many 
things traditional bricks-and-
mortar stores can do that ar-
en’t easily replicated through 
an app or site.

“From a retail perspec-
tive, the store has to be sig-
nificantly better than what 
you do online. And it has to 
be at the same price. From 
a margins perspective, any 
improvement where you can 
say three or four per cent [is 
major],” says Kenneth Arthur, 
the chief commercial officer 
of VisionID.

Arthur mentions one store 
where technology is helping to 
improve shoppers’ experience. 
Staff are using tablets and can 
quickly check whether they 
have an item in stock, and 
customers have the option to 
either order there or go home, 
have a think and later order 
online and collect it or have 
it delivered.

“Retailers like that provide 
what I call a seamless om-
ni-channel experience and 
we need to see more of that,” 
he says.

“If you look at the top re-
tailers in Ireland . . . are you 
looking at the price tag or is it 
a pleasant experience you’re 
looking for? Not a lot of Irish 
retailers provide that kind of 
shopping experience where 
you go in and really enjoy 
shopping.” 

One way to improve this 
is by using a number of dif-
ferent technologies,such as 
electronic shelf-edge labels, 
which allow retailers remotely 
to change prices and promo-
tions for goods in seconds, or 
Radio Frequency Identifica-
tion (RFID), which lets staff 
capture tags and bar codes 
faster so they can track and 
trace goods.

�ese not only help staff on 
the floor but free up more time 
for them to help customers 
who may need assistance, re-
sulting in a better customer 
experience.

For VisionID, the main focus 
is on creating ease of business 
for retailers and giving them 
visibility in the supply chain, 
and that works on a few dif-
ferent levels.

“By using something like 
electronic shelf-edge label-
ling, where you can remote-
ly do the pricing or someone 
from head office can bring 
down the price of a certain 
object, rather than reducing 
the number of staff, you’re 
utilising those staff to enhance 
the customer experience,” Ar-
thur says.

“Engaging with people, 
helping people, that’s where 
technology can also help. And 
that’s what we are seeing 
more and more.

“It’s the same with RFID. 
If you go around Europe, you 
will see RFID in all the stores. If 
a customer wants to buy a pair 
of jeans and can’t find their 
size, staff can use it to track 
down the right-sized jeans 
which someone has left down 
in the far corner. For tracking 
and tracing, it’s great.”

Sometimes these technol-
ogies can be used in inventive 
ways. Arthur mentions one 
airport duty-free shop which 
used electronic shelf-edge la-
belling.

“In this airport duty-free, 
for details on wine or goods 
like perfume, the description 
of the product [was] changed 
to a different language based 
on the flights,” he explains. 

“So in the evening, if there’s a 
Russian flight coming in, they 
can automatically update so 
the language is changed.”

Arthur is optimistic Irish 
retailers will start to properly 
embrace these technologies to 
enhance their stores. �ere has 
been some reluctance to em-
brace them – nobody wants to 
jump head first into something 
– but that could change.

“I think 2018 will bring 
more digital shelf and tablet 
usage in stores, for example,” 
he says. “We definitely think 
there’s going to be a big in-
vestment in the technology 
because there’s more confi-
dence there now and they’ll 
come round to embracing it.

“It’s not a case of either on-
line or in-store, it’s both. You 
only have to look at Amazon 
– they’re opening up shops, 
they’re buying stores. �e days 
when your retailer was fearful 
about online are gone. Now 
they’re finally starting to see 
and embrace that seamless 
omni-channel experience.

“Let’s start investing in the 
stores, let’s invest in the tech-
nology to give a better supply 
chain, give a better customer 
experience. �at’s where we 
see the confidence in 2018.

“�ere’s a lot of projects like 
Personal Shopping Solutions 
[eg, self-scanning devices] 
and RFID – they’re not new 
technologies but there are bet-
ter-use cases out there which 
indicate it’s time to invest.”

Bricks-and-mortar 
shopping due to get 
hi-tech makeover

Kenneth Arthur, chief commercial of�cer, VisionID
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Another big 
thing we’re 
doing, in 
Romayo’s 
takeaways, is 
self-service 
kiosks: pay 
by card, go to 
the counter 
and pick it up




