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Technology that keeps food on the table
Cloud software company Captiva
POS is leading the charge for the
restaurant sector as it struggles
to adapt to the ‘new normal’,
writes Jason Walsh

N

o one is going to pretend that 2020 has
been a great year for
retail – at least not
for bricks-and-mortar outlets. And apart from pubs,
which remain closed, the restaurant sector is perhaps the hardest
hit.
Lockdown, in particular, hit
hard. One Central Statistics Office
(CSO) report into the impact of
the novel coronavirus pandemic
noted that: “More than three in
every five (62.2 per cent) of enterprises in Accommodation and
Food Services had ceased trading,
either temporarily or permanently, compared to 7.3 per cent of all
other Services enterprises.”
Still, business is back on and is
adapting to a changed world of
timed bookings, early closing and a

focus on collection and deliveries.
“Adapting is the word. It’s about
helping restaurants to do that,” said
Eddie Carty, co-owner and chief
executive of Captiva POS.
Captiva POS has long worked to
develop software and services to
support the restaurant sector, so
it’s no surprise that the company
leapt to the support of restaurants,
helping them to keep their kitchens open even when they were
forced to close their doors.
“All throughout the coronavirus
crisis we’ve been in touch with our
restaurants and QSRs [quick-service restaurants]. They’ve worked
hard and we’ve worked hard. We
came out with new procedures,
new cloud software,” he said.
Carty said that the sector is
known for its resilience. “I really
believe that restaurant guys are

Eddie Carty, co-owner and chief executive of Captiva POS

really quick to adapt. We’re thrilled
with the up-take.”
Captiva POS’s software, de-

signed specifically for food service, had long helped smooth the
ordering process for fast service

restaurants, but it also helps in the
kitchen, reducing waste and double jobbing, in all kinds of eating

A unified approach improves
businesses’ communications
Unified Communications create
a common platform that enables
an effortless exchange between
retailers and associates
BY STEPHEN MACKAREL

O

ne of my most
embarrassing
moments as
chief executive
of Carphone
Warehouse was when The
Ray Darcy Show did a piece
on ‘the mobile phone shop
that doesn’t have a phone’.
They were referring to Carphone Warehouse in Liffey
Valley. A listener of the show
had rung in to say they had an
issue and had been trying to
call the shop to no avail.
We had phones in Liffey
Valley, however, it was the
second busiest shop in Carphone Group and our sales
colleagues had a constant
queue of customers in store.
Our colleagues never had
time to answer the phones.
Leadership were unaware the

phones were not answered as
there was no analytics with
the phone system.
How many customers did
we drive into our competitors by not answering the
call. How much hassle and
annoyance did we create for
our colleagues with phones
consistently ringing when
they did not have the time
to answer them. I can only
imagine how infuriating this
was for customers.
There were three losers
here – our customers, our
colleagues and the company.
Unified Communications
could have helped solve this
problem:
• With real time, call analytics available centrally for
all stores
• more effective store rostering using analytics
• Automatic call-forwarding

creating an uneven journey
for both shopper and associate.
With unified communications and collaboration
solutions, retailers manage
interactions on a common
platform that enables an effortless exchange between
shoppers and associates.
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Stephen Mackarel is the founder and chief executive of Workair
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rules, routing calls to quieter stores
Automatic routing of repair,
insurance, stock and warranty calls direct to relevant
departments
Customers choosing the
channel they prefer to
communicate on – phone,
tweet, chat, email, IM, social media
Another metric to help improve NPS
Single view of the customer
regardless of channel
Integration into CRM providing invaluable insights
IM, collaboration and video conferencing enabling
effective internal communications

Shoppers demand real-time engagement, and
retailers that employ unified
communications and collaboration solutions are better
positioned to deliver effortless experiences across touch
points.
For instance, a shopper
seeking product information may launch an enquiry
via chatbot, move to a human-powered chat experience and transition to a phone
or video conversation with an
associate or agent, who then
collaborates with other employees to respond.
Typically, this requires three
or more technologies with
different user experiences,

Workair (workair.ie) is the
largest unified communications specialist in Ireland. It
works with global leaders in
unified communication and
is an expert in every aspect of
its platforms. Workair offers
impartial advice and breaks
down each company‘s needs
and pairs those needs with the
perfect platform.
All its platforms are recognised globally as leaders
in unified communications;
they are vigilant about security, publicly listed, genuine
cloud, easy to use and do not
require any Capex.
Workair consults with the
client, recommends a solution, installs that solution,
launches the solution and
supports the solution for the
life of the agreement.
One of Workair’s partners,
RingCentral, has been chosen
to provide unified communications solutions to Waitrose
and John Lewis partnership.
Waitrose and John Lewis
have 340 stores and 80,000
partners. Waitrose wanted a
SaaS solution, that was agile,
quick to deploy and provided every partner with access
to telephony, IM, video calls
and collaboration on their
multi-function hand-held
devices.
The RingCentral solution
has provided each partner
with better internal communications, the ability to provide a better customer service
and has reduced costs for the
group. There are three winners
here – customers, partners
and the Waitrose/John Lewis
partnership.
Stephen Mackarel is the founder
and chief executive of Workair
(workair.ie). Workair makes
world-class, hyper-secure,
multi-channel communication
solutions available and accessible to all businesses. He is an
experienced retailer, having
led Carphone Warehouse from
one shop to a household brand
name in Ireland with a turnover
of over €110 million. He is a
chartered director and former
board member of Retail Excellence Ireland

establishments.
Captiva POS also integrates with
Bank of Ireland Payment Acceptance (BoIPA) and provides a loyalty scheme.
Today there are new challenges
– and opportunities.
One area that has grown is
click-and-collect, which was all
that kept some restaurants going
during the pandemic.
Now that the doors are open,
though, doesn’t mean that customer confidence has fully returned,
and this is something that, Carty
said, technology can help with.
“We’ve developed Captiva Direct, so a customer can sit in a bar
or restaurant and scan a QR code
and they can go through the menu.
“They don’t have to download
an app or anything new, they can
just peruse the menu, and order
anything they want and it is directly sent into the kitchen,” he said.
Keeping customers confident is
the key, and Captiva POS’s software is designed to build that trust
just as restaurants themselves introduce procedures to build trust,
he said. “What some places are
doing is dropping trays on the table
and the people take their food from
it. The customer then has an option
to pay for this on their own de-

vice, or have the staff come down
and take the payment on the card
reader,” he said.
Carty said that while the future
remains a mystery, for the moment technology can encourage
everyone, from customers to staff.
“For us to get past this we have
to embrace those changes. If our
customers are going to the big effort of putting in screens, having
staff wear visors and masks, and
dealing with social distancing, I
think the technology has to keep
up with that. It’s only fair.”
Carty is not pretending that
things are easy, though.
Indeed, Captiva POS itself saw
a drop in business in the week of
March 13 to 17.
“People closed for their staff:
up to then people were standing
shoulder-to-shoulder in the kitchen,” he said.
As the days passed, however,
more and more restaurants came
back, not only bringing back business but ensuring life was as normal as possible.
“From the restaurant point of
view, the food has won out. It was
an essential service. It really helped
people during the lockdown: it
brought people back and got them
through a difficult period,” he said.

The web solution
for local retail
The distinction between online and bricksand-mortar retail is more blurred than ever.
But local retailers have particular needs that
should be addressed, writes Jason Walsh

R

etail has rapidly
been changing
ever since the
internet arrived
as a force, and
the challenge to bricksand-mortar stores from
online outlets has been
no secret.
Few, however, would
have expected to need
to get online as fast as is
happening now, a move
driven by the coronavirus
pandemic.
When it comes to retail today, developing
web shops is the key, said
Pádraig Nolan, sales director at ePOS specialists
Retail Solutions.
While the possibility of
online retail was always
open to any retail business,
many have been slow to
adopt it.
That was then, though,
and this is now. In the
post-lockdown world,
retailers, even those that
remained open while the
world around them closed
down, are finding that customers want to shop online
in ever greater numbers.
Nolan said that this
means businesses that
have thrived in the physical
world are now confronted with the task of digital
transformation.
“People really are ordering all of the staples online.
It has become a necessity
now, and this is true for all
retail sectors,” he said.
Nolan said that while the
direction of travel was
already pointing to online,
there is now
an urgency that was
missing in
locally-focused sectors such as
convenience
stores.

Pádraig Nolan,
sales director at ePOS
specialists Retail
Solutions

Previous factors that
slowed the adoption of
online retail by the sector
have been overcome by a
changed world.
“There were always issues,” he said. “Pricing was
typically prohibitive and
there remained the question of ‘will I get a return
on investment?’”
With customer confidence affected by fears
of Covid-19, retailers are
using online to meet their
customers where they are.
“Now there’s no question
about the importance of
online retail; convenience
stores and forecourts have
adopted it, particularly click-and-collect, but
also deliveries, in order to
allow people to spend the
minimum amount of time
in the shop,” he said.
As Nolan said, the ability
to deploy web shops is not
novel, but it has often been
tricky to get right – and expensive.
This, he said, has
changed, and web shops
are affordable and easy to
use.
“We’ve made it a lot easier for retailers to deploy
professional web shops,”
said Nolan.
This means deploying
systems that work for both
the retailer and consumers.
For the retailers themselves the key is seamless
integration with the systems that already run the
physical outlets.
“Heretofore, a retailer
had their ePOS system,
but if they wanted
to deploy a web
shop it meant
contracting a
web developer to
deliver a system
for them and the
two components
often worked in
isolation.”

Noting this, Retail Solutions has worked to tie together the web experience
with the in-store back-end.
“Now, any administrative function on the shop
floor – revised pricing, promotion, stock quantities –
is automatically populated
across the web shop. It’s
seamlessly integrated, all
through one locus of control: the Retail Solutions
ePOS,” said Nolan.
The benefits for the retailer are obvious, but staff
and customers also benefit
from Retail Solutions’ attention to detail.
“We have intelligent
sorting technology, so we
can break down the order,
in line with the merchandising layout, for the benefit of the picker. This means
that they aren’t walking
back and forth across the
shop to collect items,” said
Nolan.
For consumers, the online experience is a smooth
one – and it needs to be.
Online stores are fully
branded according to the
retailers’ needs and provide
a rich shopping experience
akin to what we are already
used to with the online
multinationals.
Meanwhile, when it designed its system for shops
selling staple products, Retail Solutions delivered a
focus on simplifying repeat
business.
“People are creatures of
habit, and so the systems
are designed to save their
‘favourites’ lists and to allow for repeat orders, as
well as ensuring that varying the order is a simple
process,” said Nolan.
This is essential, he said,
because convenience
stores and forecourts must
not only address the needs
of local customers buying
staples, such as groceries,
but also meet expectations
set at another level altogether.
“The digital experience
is very normal for people
these days. We have ensured that it’s an easy migration for them to move
from shopping with one
of the multiples to a local
store using our software,”
he said.

