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T
he next 12 months 
will be a crucial 
period for retail-
ers. With physi-
cal stores closed 
for so long, re-

opening will almost feel like 
starting from scratch with the 
lockdown transforming con-
sumer habits.

Yet such a challenge can 
bring opportunities, with 
online-only shopping now 
giving retailers an extra 
dimension. By join-
ing up the data from 
multiple channels 
like online, mobile 
and physical retail, 
they can find greater 
efficiencies and ex-
perience growth and 
a smarter way of op-
erating.

That smarter way of 
operating is something 
payment processing giant 
Worldpay is well placed to de-
liver. With significant invest-
ment in its Irish operations, it 
has a brand new team and a 
new office in Dublin. Its cur-
rent recruitment drive means 
it’s all systems go for the pay-
ment processing company.

A key factor behind its suc-
cess globally is its ability to 
join up different data points 
easily and present them in an 

easy-to-understand manner.
This is one of the major ways 

Garrett Clifford, general man-
ager Ireland of Worldpay from 
FIS, sees it supporting Irish 
businesses of all shapes and 
sizes both now and well into 
the future.

“Some of the challenges for 
retailers are: who do you go to, 
how do you put all of these 
pieces together and make sure 
it’s seamless, and that you 
understand the data behind 
these channels?” he said.

A key strength of Worldpay 

Ireland is its ability to provide 
all aspects of payments such 
as order management, cash-
flow, integration and security. 
Having everything under one 
roof is now crucial as con-
sumer habits have changed 
substantially, and having mul-
tiple vendors handing each 
segment only creates friction.

While shopping online is 
the preferred method, a recent 

report from FIS found that 
91 per cent of those who 

use websites as their 
main shopping chan-
nel do so because it’s 
the most convenient 
option and the same 
holds true for in-store 
and other channels.

In fact, convenience 
is driving consumer 

behaviour across all 
retail categories. This 

is where Clifford and his 
team bring an extra level of 

expertise, using the depth and 
breadth of Worldpay’s data to 
give significant insights that 
help business operate in an 
ever-competitive environ-
ment.  Key to its success is the 
simplicity it brings to activa-
tion, operation and presenta-
tion of complex information.

“We provide various data 
sources across multiple chan-
nels, but we make that data 

easy to use and understand,” 
he said. “It allows businesses 
to look at how they can oper-
ate more efficiently, whether 
that’s through staff rotation or 
new locations.

“This data can give them so 
much information and the key 
is how simple can we make 
it, how readily available it is, 
and can customers benefit 
from that.”

Being able to delve into the 
data allows you to do more 

than just figure out general 
trends; you can also pinpoint-
ing specific ways consumer 
habits have changed.

As physical stores have been 
closed for so long, their rela-
tionship with consumers may 
have faded. But the clever use 
of data can help not just rekin-
dle this, but make it stronger 
than ever.

That can mean several 
things. For example a retailer 
can offer greater flexibility for 

returns – buy online, return 
in-store or vice versa – which 
is a crucial factor for consum-
ers. The same report from FIS 
found that 56 per cent of re-
spondents say a simple can-
cellation and refund service 
is a top factor in increasing 
brand loyalty.

Also, 37 per cent of all re-
spondents said they wouldn’t 
shop with a retailer again if 
they faced problems returning 
a product.

If you have a multi-chan-
nel return policy, you can help 
customise the channels in or-
der to remove friction from 
the experience and use the 
opportunity to cross-sell and 
upsell.

Clifford mentions that the 
best type of marketing is when 
you hit upon something im-
portant or valid to consum-
ers at that particular time. If 
it resonates with them, you’ll 
get a better response and drive 

more sales.
“This single view of the 

customer is absolutely key 
and having your payment 
channels coming from a sin-
gle source allows you to have 
that,” he said. 

“If you have multiple sup-
pliers, you’re getting different 
data sets from them and you’ll 
never have a single view. Tying 
all of that together and taking 
a meaningful message from 
that becomes very difficult.”

Overall, the store environ-
ment will change substantially 
and will require retailers to 
operate in a more savvy way. 
Stores may have to reinvent 
part or all of their service to 
become places to experi-
ence the brand. This can be 
done through the use of AI, 
personalised selling, or even 
setting up as places for brand 
collaboration.

The retailers most likely to 
succeed are those which can 
create meaningful relation-
ships with consumers across 
all channels to create whole 
new ways of shopping.

Getting the right informa-
tion to retailers so they fully 
understand what their cus-
tomers have been doing, how 
to encourage them to return, 
and how to get that message 
out to them will be the order of 
the day for Worldpay Ireland.

“It’s going to be a big change 
for consumers and a massive 
change for retailers,” Clifford 
said. “The data around this is 
crucial and that’s where our 
strengths come in.”

“Consumers are going to 
drive those changes, and it’s 
down to retailers to adapt to 
that and adapt quickly.”

Gleaning insights by joining up data 
will make the difference for retailers 
opening up again, and Worldpay from 
FIS Ireland is prepared for every step of 
that journey. Quinton O’Reilly reports
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If any sector has weath-
ered the lockdown 
storm, it is convenience 
stores and supermarkets. 
Less likely to be subject 

to forced closures, sellers of 
consumer durables have re-
mained strong throughout the 
health crisis. However, this is 
not to say there has been no 
impact.

Indeed, Oliver Sheridan, 
director of retail at retail IT 
specialists CBE, said that how 
we shop has changed; people 
spend less time in-store, for 
one thing.

“Even in convenience and 
supermarkets, the in-store 
dwell time in general has 
dropped,” he said.

For another, deliveries have 
become the norm for many.

“E-commerce and deliv-
ery to the door are essential. 
Covid accelerated e-com-
merce at supermarkets and 
convenience level; while it 
has [long] been available, it 
hadn’t really filtered down 
to the smaller operators,” he 
said.

Back in the store, there have 
been significant changes too, 
with self-service spreading 
across the sector. The goal is 
frictionless shopping.

“Frictionless means fewer 
touchpoints for the customer, 
who will be tapping with their 
card or with their phone,” said 
Sheridan.

For some, this has meant 
eliminating security scales, 
hoping to put an end to cus-
tomers hearing the dreaded 
phrase ‘unexpected item in 
the bagging area’. Typically, 
this has been the case where 
the expectation is that the 
customer will be buying fewer 
items.

“It’s a mix, and it depends 
on the environment. For ex-
ample, in convenience stores 
where there is high footfall, 
with people on average buy-
ing fewer than four items, re-
tailers are choosing to install 
card-only units, monitoring 
them closely with cameras 
or staff,” said Sheridan.

Other stores where people 
typically make more substan-

tial purchases have opted for 
the larger self-service check-
outs with security scales. In 
both cases, staffing efficien-
cy is the goal, with as large a 
throughput as possible being 
facilitated.

“They adopt a fractional 
model, where a cashier op-
erates a point of sale, but also 
controls the self-service, such 
as authorising alcohol sales,” 
said Sheridan.

The fuel sector was one 
of the most sceptical of this 
model, but where CBE has 
implemented self-checkout 
it has seen rapid take-up.

“Self-service has been a big 
part of our business, but there 
has been a lot of rapid change 
since Covid. Anybody who 
has adopted it has seen their 
usage go up.

“People are getting used 
to it: you will not suit every-
one all of the time, but more 
and more people who have 
used self-service are seeing 
the benefits. Frankly, people 
want to get out: nobody wants 
to stand in a queue,” Sheridan 
said.

Self-service means more 
than just self-checkout, 
though. Today, retailers can 
allow consumers to scan their 
items as they roam through 
the shops using CBE’s Easy-
Scan smartphone app, vastly 
reducing time at the checkout.

Tying this all together is 
cloud computing, allowing 
even smaller retailers to of-
fer this kind of sophisticated 
service.

“With apps, a lot of the cost 
is incurred from being store 
specific and the associated 
branding, so we sync the 
stores’ products file with our 
app. As you go into the store 
there is branding and a QR 
code, you scan that QR code 
and it notifies the app which 
store you are in,” he said.

Sheridan said this system 
was initially envisaged as be-
ing used for very rapid pur-
chases, but has proved to be 
much more widely used.

“It turns out that this model 
also suits the larger basket, 
and feedback thus far reveals 
that this could encompass 
larger-scale e-commerce 

such as shopping lists etc and 
so this model will evolve over 
time,” he said.

The same technology is 
helping with the high street 
renaissance because it is not 
only convenience stores that 
can avail of the advantages of 
the cloud.

“Another beneficiary has 

been the butchers’ stores 
and fruit and veg stores, as 
those types were able to 
remain open. We’ve seen a 
big increase in demands for 
solutions from them,” said 
Sheridan.

These kinds of retailers 
have seen a surge in footfall 
since last March. “People 
are spreading their money 
around as they stay local, so 
they might go to four or five 
shops rather than spending it 
all in one big supermarket.”

Another area where the 
same backend tech helps is 
delis, where items can be 
tracked from the counter to 
the checkout, even displaying 
information about allergens.

Such has been the success 
of cloud, Sheridan said, that 
CBE is now in the process of 
migrating all of its software 
to the cloud by the end of 
2022. This in turn will fur-
ther increase flexibility and 
ultimately lower the cost of 
entry to these technologies 
and solutions for retailers.

Shops are joining the  
frictionless revolution

Digital transformation is fast becoming the new 
watch word for Irish businesses. In a year of rapid 
change, businesses of all sizes had to accelerate 
their digital journeys and quickly adapt to the 
modern workplace.

Put simply, digital transformation is the adoption 
and integration of digital technology into all areas 
of a business to improve performance, outputs 
and productivity, as well as the employee and 
customer experience.

At the forefront of technology innovation for 
almost four decades, Datapac is ICT services 
and solutions partner to many of Ireland’s leading 
organisations. Datapac’s comprehensive range of 
technology and service offerings include managed 
services and ICT support, cloud services, unified 
communications, managed print and document 
solutions, network, storage and virtualisation 
solutions, business continuity and IT security. 

Datapac partners with global technology lead-
ers, holding advanced levels of accreditation and 
cultivating in-depth knowledge and expertise 
which allow it to effectively manage customers’ 
evolving technology needs.

Datapac recently announced that it has helped 
Irish retail and property group Caulfield McCarthy 
to digitally transform its business.

Enabling better 
customer service
Datapac’s digital transformation solution is 
enabling Caulfield McCarthy’s 300 employees 
across its three SuperValu stores located in 
Waterford, Kilkenny and Bandon, Co Cork, to 
securely access business applications and better 
serve its customers.

Caulfield McCarthy Group is targeting 25 per 
cent year-on-year growth in online sales, and 
chose Datapac to ensure that its IT infrastructure 
and systems were upgraded in-line with custom-
er-facing advances such as self-checkout tills and 
electronic shelf edge labels.

Datapac moved Caulfield McCarthy’s network 
from an on-premise server set-up to an entirely 
cloud-based infrastructure – making cloud ser-
vices like Microsoft Office 365 and Windows Azure 
available across the organisation. Datapac also 
upgraded the wifi network in the group’s stores 
to ensure the new cloud infrastructure works 
reliably across all devices.

In addition, Datapac implemented a new 
unified communications solution for Caulfield 
McCarthy, replacing traditional landlines with a 
Voice-over Internet Protocol (VoIP) system. Dat-
apac also enhanced the organisation’s security 

with an upgraded firewall and anti-virus solu-
tion, and is responsible for the ongoing proactive 
management of its IT, which includes managed 
print, document, back-up and disaster-recovery 
services.

Adapting to the 
evolving workplace
The new tech infrastructure is transforming the 
culture at Caulfield McCarthy by enabling new 
ways of working for its staff. Collaborative plat-
forms like Microsoft Teams and SharePoint allow 
cross-functional teams to easily communicate 
and work together to achieve goals. 

Employees can access information from any-
where – be it the shop floor, office or remotely. 
Caulfield McCarthy can manage applications 
easier, quicker and at a predictable cost, and is 
now equipped with a platform that can be easily 
built on to scale into the future.

Michael O’Mahony, director of finance, Caul-
field McCarthy Group, said: “The tech world 
moves quickly and at Caulfield McCarthy, we 
wanted to put technology at the forefront of our 
business strategy. We are investing in a contin-
ued journey to facilitate new and better ways of 
working and cloud is a huge enabler of this. All 
investment is done from the perspective of our 

employees and customers. With access to the 
right information at the right time and from any-
where they need, our staff are now well equipped 
to satisfy our customers’ needs and uphold and 
enhance the SuperValu brand.”

Christine Fortune, business relationship man-
ager, Datapac, said: “We’re delighted to work with 
Caulfield McCarthy and to support its growth 
through a reliable, secure and high-performing 
IT infrastructure. By embracing the very latest 
technology across its operations, Caulfield Mc-
Carthy is future proofing its business. 

“People right across the organisation are buy-
ing into this forward-looking, tech-led culture, 
which is making a real change to the way they 
work. Caulfield McCarthy are also well positioned 
from a security and compliance point of view, and 
now have a scalable cloud infrastructure that 
can grow in line with the business’s continued 
success.”

To talk to the Datapac team and find 
out how digital transformation can 
help your business, visit datapac.com

Datapac

Datapac helps Caulfield McCarthy 
to digitally transform its business

Datapac is a leading partner to businesses that want to  
integrate digital technology to improve performance and  
outputs, as well as the employee and customer experience

Christine Fortune, business relationship manager, Datapac, and  
Michael O’Mahony, director of finance, Caulfield McCarthy Group
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Leman Solicitors are Ireland’s 
most innovative law firm. 
We specialise in Financial 
Services, Technology, Real Estate, 
Life Sciences & International.
 
For more information and to  
contact us visit www.leman.ie

Expect 
Something 
Different

Oliver Sheridan, director of 
retail at CBE: how we shop 
has changed

Garrett Clifford, 
general manager 

Ireland of  
Worldpay from FIS: 

‘It’s down to 
retailers to adapt, 

and adapt quickly’

As physical stores have 
been closed for so 

long, their relationship 
with consumers may 

have faded

Key to success is joined-up thinking 


