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BIG NAME RETAILERS ARE INVESTING IN TECHNOLOGIES THAT ACCELERATE THEIR CHECKOUT PROCESS. WeAr INVESTIGATES THE TREND
[bookmark: _GoBack]2018 may go down in retail history as the dawning of the cashier-less store. January saw the opening of Amazon Go, the first brick-and-mortar supermarket owned by the e-tail giant, in the US city of Seattle. One of its key features is the absence of traditional checkouts: instead, the store is equipped with sensors that record the items being picked up and charge their price to the customer’s Amazon account, allowing shoppers to bypass the till as they leave the store. In March, Europe's largest consumer electronics retailer MediaMarktSaturn launched Saturn Express, the cashier-less store powered by MishiPay’s ‘Scan Pay Leave’ technology, in Innsbruck, Austria. Here, too, customers scan their chosen product with their mobile device, and the payment process within the app instantly deactivates the anti-shoplifting system for the product in question.      
Big fashion retailers are following suit. In March 2018, US department store chain Macy’s announced several new features within its mobile app. One of them will allow customers to scan and pay for items directly using their smartphone, thus allowing them to circumvent traditional cashier services. By 2019, the feature is expected to be available in Macy’s locations nationwide. Similarly, Nordstrom, which began experimenting with mobile checkouts in 2011, has armed its employees with mobile tools allowing them to access content and inventories instantly, as well as increasing their floor coverage by not tying them to the counter.
Digitizing the checkout process can be seen as a bid to entice shoppers back into stores. “If you want to know the single biggest pain point in our stores right now, it’s the checkout process,” Macy’s chairman and CEO Jeff Gennette told an investor conference in March. “It’s finding the register. Is there going to be somebody there? Is there a long line of customers and how long is it going to take me to get out?” Mobile payment systems reduce these frustrations and enhance the customer’s in-store experience. 
But automating payments isn’t just about getting rid of lines at the counter: it also has an added benefit of repurposing the role of sales associates. Freed from having to manually check out clients, sales staff can now be deployed to deliver more focused customer service, provide consumers with more in-depth product information and, ultimately, achieve higher conversion rates. In other words, to make the brick-and-mortar store what it’s meant to be: a place of meaningful human interaction. 
   






