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SELF-SERVICE POS:
ORDER ON YOUR OWN

 by Amitava Chatterjee, CHTP

ment. These include consistency of guest interaction and
enhanced service, labor savings and efficiency.

Consistency of guest interaction is one of the keys to
service excellence. Training staff to provide consistent ser-
vice, while not impossible, is expensive. If the establish-
ment wants to maintain superlative service levels, new hire
and refresher training becomes fashionable. On the other
hand, self-service POS may be programmed to interact with
the customer consistently, regardless of serving period or
season. This results in enhanced service. Further, if pro-
grammed to do so, as it should be, the self-service appli-
cation will display upsell and CRM messages logically, at
appropriate points in the transaction, consistently and with-
out fail (of course, algorithms will need to be set up cor-
rectly in the application). In fact, upselling is one of the
most significant contributors of ROI4 . Imagine the possi-
bilities and levels of interaction if the kiosk allows for diner
relationship management?

Self-service POS implementations result in labor sav-
ings since dependence on human capital is reduced. Tra-
ditional functions performed by staff, such as greeting the
customer, stating menu choices and making suggestions
are now taken over by the self-service application. Conse-
quently, expenditure on training is also reduced. Revenue
Management’s Lukianoff said, “Self-service kiosks are a
terrific way to reduce variable costs.” These labor savings
may be re-deployed to support better speed of service.
Also, self-service devices are not hindered by inclement
weather or personal problems. They deliver consistently
and continuously. Reduction in labor will not negatively
impact kiosk performance—advances in remote kiosk
monitoring will allow centralized tracking of kiosk health,
and the ability to track faults and page service staff to fix
hardware errors such as paper jams without allowing a
fall in service levels.

A well-designed self-service application with an in-
tuitive flow will put the customer in charge of the transac-
tion.

• Time normally spent in going back and forth trying
to determine menu item selections will be reduced.

• The customer can choose preferred items quickly.
• Wait times are shortened, and as soon as an order is

placed it can be fired in the kitchen.
• Valuable minutes will be shaved off the transaction,

leading to shorter lines and reduced wait times. This trans-
lates into valuable revenue earnings.

An Environmental Scan
IBM Business Consulting Services conducted a quick

survey of some POS solution vendors’ Web sites to assess

Point-of-sale systems are a boon to foodservice establishments.
The technology employed has advanced by leaps and bounds,
with great improvements to hardware, software, networking and
communications. With the Internet we’re able to manage point

of sale at the enterprise level and the usage of wireless devices is increasing.
However, these advances have one common characteristic: They are inher-
ently intended to serve the employee by streamlining their workflow and mak-
ing them more efficient. What about the other side, the customer viewpoint?
How can the transaction be more efficient and provide the customer with greater
autonomy in the item selection process? Has the POS evolution come to a halt
or is there more to come?

Self-service kiosks are powerful devices with widespread adoption. They
are all-pervasive in a variety of different industries and used for different ap-
plications. But each application has common threads: easy access, speed of
transaction, customer empowerment, operational excellence and cost savings
for the business that invests in and installs them.

Michael Lukianoff, a senior consultant for Revenue Management Solu-
tions, said, “The early adopters of this technology who use it correctly will find
themselves with a profound competitive advantage.”

Given the popularity of the self-service concept in other industries, it is
logical to expect that certain types of food and beverage establishments would
adopt a similar strategy, thereby reaping the benefits. McDonald’s is testing

self-service1  to ensure order accuracy
and speed. McDonald’s analysis shows
“…that a six second delay could lead to
a 1 percent drop in sales2 .” Sheetz con-
venience store chain has a touchscreen
kiosk solution that allows customers to
select and customize their made-to-or-
der offerings3 . Other stories abound re-
garding the success of such initiatives.

Key Benefits of
Self-service POS

Self-service POS provides certain ben-
efits specific to the food and beverage seg-
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The self-service POS
concept offers several
benefits to foodservice
establishments, namely
enhanced guest service,
labor savings, consistency
of guest interaction and
operational excellence.
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how many of them clearly list self-ser-
vice functionality as an option. The
results are summarized as follows:
self-service solution clearly listed—
60 percent; self-service recognized as
a trend—40 percent; vendor provides
hardware—100 percent; and vendor
provides software—100 percent. Ex-
pect to see these numbers change, as
self-service gains a stronghold in the

industry and vendors react ac-
cordingly.

In addition, the author cor-
responded with some vendor rep-
resentatives. They were ques-
tioned to determine whether they
provide a self-service solution,
provide hardware, have a
customizable application and have
system monitoring capabilities.

S E L F - S E R V I C E   P O S

The results are summarized in
Table 1.

The self-service POS concept
offers several benefits to
foodservice establishments,
namely enhanced guest service, la-
bor savings, consistency of guest
interaction and operational excel-
lence. A more efficient transaction
results in increased customer

throughput and increased rev-
enue. The benefits of automated
upselling, logically, consistently
and unfailingly, at opportune mo-
ments in the interaction cycle can-
not be overstressed. Many indus-
tries have taken advantage of this
for years and now the time has
come in foodservice as well.

Amitava Chatterjee, CHTP
(amitava.chatterjee@us.ibm.com)
is an advanced consultant with
IBM Business Consulting Ser-
vices’ Travel and Transportation,
Hospitality & Leisure practice.
He is based in Fairfax, Va.

NotesNotesNotesNotesNotes
1 http://money.cnn.com/2003/08/11/
news/companies/mcdonalds_diy/
?cnn=yes
2 ibid.
3 National Retail Federation. (July
2003). Customizing Sandwiches at
the Kiosk. Korolishin, J.
4 ibid.

Table 1. Self-service POS Vendors

Vendor Name Manufacturer of Customizable System
Kiosk Hardware Application Monitoring Capabilities

IBM Yes Yes Yes
www.ibm.com

Intermedia No (partner) Yes, for kiosks and Internet Yes
www.intermediakiosks.com

NCR Yes Yes Yes
www.ncr.com

Radiant Systems Yes Yes Yes
www.radiantsystems.com

How so?
Everybody belongs to them and everybody reaches
the thresholds that you need to reach to get
treatment, but not everybody can get good
treatment.

Can you give me an example?
I recently flew through Las Vegas, Phoenix and back
here to Ft. Lauderdale. I’ve always been an America
West Frequent Flyer member. A year ago, every time
I purchased a coach ticket as a Platinum member I
got upgraded. Now I get an upgrade about 40 percent
of the time because everyone else is a Platinum
member too and there are a limited number of seats
they can upgrade.

 I guess that might
be considered
progress or the fact
that airlines are

offering less flights today. What about the other side of
the equation?
Not to single anybody out, but I have flown for many
years on America West. One of the things I’ve liked
with America West is that it was clear their
philosophy was they wouldn’t take off with an empty
seat in first class.  If there was an empty seat in first
class they were going to find somebody else on that
plane who deserved a seat in first class.  Fly other

airlines and you will see that there is often an
empty seat.  There should never be an empty
seat in first class.  The same can be applied in
hotels.  I think it does not happen as often in
the hotel business because you just don’t know
enough about your customers.  There is always
somebody in your hotel today who deserves a
better room.

That’s a great point.  Many hotels have
beautiful suites that aren’t booked. They should
put someone in that room so they can have a
great experience and tell everyone about it.
The trick is to know the “someone.”  If you
have a great unoccupied suite, who is the one
guest in your hotel right now that is going to
have a circle of friends and associates that he
or she is going to convey his or her experience
to and that can influence a buying decision?
That’s how you start to generate brand
loyalty—unexpected good treatment as
opposed to the expected good treatment.

Talk about the convergence of marketing
and technology, you could be the poster boy.
(smile)
It’s interesting for me to end up in the hotel
technology business.  I was a history major in
college and then spent five years in the U.S.

Army infantry of all places and then somehow
stumbled into this business. I often think that
the only reason I ended up in this business
has to do with the first job I had at Ramada. I
was junior computer operator in their data
center and I got the job because the primary
function was that I would be the person who
would pull off the big green bar reports that
ran overnight. I would de-collate them, burst
them, trim the edges, bind them up and
distribute them to all the necessary offices
before 8 o’clock in the morning.  So the
number one characteristic to get this job was
the ability to be at work well before 8 a.m.  And
I think they figured coming out of the Army I
was familiar with being somewhere at 5 a.m.
with the right clothes on and knowing the right
stuff to do.

(Laughing) We are never sure why we
end up where we do. I am sure fate comes into
play. Scott, thank you very much for sitting down
with me. This has been great.
Rich, thank you. By the way, everyone I have
talked to is looking forward to this year’s CIO
Summit. You have set the bar pretty high. Good
luck.

Thanks. I am sure we will need it.
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