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Losing the battle, 
winning the war
It’s no secret that restaurants and food 
service establishments go toe-to-toe 
in one of  the most highly competitive 
industries in the world. What may still be 
a secret, at least to restaurant owners, is 
that the mobile and digital revolution has 
fundamentally shifted consumer behavior, 
even in a vertical traditionally dominated 
by brick-and-mortar locations, such as 
food service.

But in the era of  tailored experience 
and instant gratification, omni-channel 
management is a crucial and oft-
overlooked component that can give 
establishments a massive competitive 
edge, boost revenue, and drive return 
visits. In this whitepaper, we’ll explore 
the benefits that modern food service 
establishments can derive from an omni-
channel management platform—and how 
they can reap the rewards today.

What is omni-channel?
Omni-channel hospitality management, 
at its core, means breaking down both 
the walls between previously siloed 
touchpoints in the multi-channel 
experience that comprise modern 
hospitality. This is necessary on two 
fronts—one, to provide the customer or 
end user a consistent experience whether 
visiting a brick and mortar location, 
website, or mobile application; and two, 
to provide the restaurateur with a number 
of  highly actionable data points along the 
path to purchase to drive optimization of  
food sale opportunities.

While the omni-channel comprises 
physical locations, mobile apps, mobile 
search, desktop websites, ordering and 
scheduling software, and POS solutions, 
it’s common for restaurants to utilize 
completely disparate solutions to manage 
each of  these touchpoints, rendering any 
‘omni-channel’ management strategy 
meaningless. For food service to truly 
leverage the opportunity omni-channel 
presents, let’s look at some of  the benefits 
a unified management system provides.

“Disruption knocks down 
your door when you are 
not looking. It’s important 
for restaurant operators to 
realize that new consumer 
behavior and technology can 
fundamentally change their 
business models in ways they 
wouldn’t have imagined.” 
Gaurav Pant, SVP Research 
& Principal Analyst, EKN 
Research
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“Hospitality has always 
been about the

customer experience.
Omni-channel just takes 

this to the next level.”
Petur Thor Sigurdsson
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Consistency
The modern consumer now commonly 
incorporates multiple touchpoints 
into their decision process—whether 
purchasing a physical item or selecting a 
meal. In messaging, data present, prices, 
discounts, or features, consumers no 
longer accept that less data is available on 
one touchpoint. 

If  menu details are only available 
on a website but not a loyalty app, 
or if  a discount is only available in 
restaurants but not found online, or 
customers experience different pricing 
per touchpoint, retailers run the risk 
of  customers abandoning them in 
favor of  competitors offering a more 
consistent and pleasing experience. This 
is particularly noticeable when restaurants 
are utilizing disparate systems to manage 
multiple touchpoints (eg; a mobile loyalty 
app from one vendor, a restaurant 
management platform from another, a 
POS system from another). To ensure 
seamlessness regardless of  touchpoint, 
restauranteurs must utilize a solution that 
pushes consistent information to multiple 
touchpoints and provides a holistic 
omni-channel experience. (LS Retail’s 
single back-end inventory system pushes 
consistent menu item data to mobile and 
stationary POS systems, mobile loyalty 
app, and website.)

To ensure seamlessness regardless of  touchpoint, 
restauranteurs must utilize a solution that pushes consistent 
information to multiple touchpoints and provides a holistic 
omni-channel experience.
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Search Engine 
Optimization (SEO)
SEO is a critical component to any 
industry, but in food service it holds 
a special significance: according to 
research firm Chadwick Martin, 
restaurants are the most searched 
industry by consumers through both 
mobile and web. 

The study found that 81% of  surveyed 
consumers have researched restaurants 
through a mobile browser, and 91% 
through a web browser in the past 6 
months. Highlighting the importance 
of  local search, the same study found 
that 75% of  those conducting a search 
chose a restaurant to dine at based on 
search results.  

The implications for restaurants are clear: 
to capitalize on search traffic, restaurants 
must ensure that local search listings are 
claimed, complete, and that accurate 
menu information is available 
via digital channels. If  a customer 
has to search beyond your website for 
accurate menu information (or worse—
menu information at all), it’s highly 
unlikely they’ll be making a visit to your 
location; rather, a restaurant that makes 
this information easily available will be 
happily welcoming them instead.
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Efficiency and
table turnover
The key to maximizing profits in fast 
and casual dining lies in optimizing the 
amount of  time it takes to put additional 
bodies at tables—and every second 
counts. In a traditional food service 
experience, there are a number of  
impediments to the natural flow of  table 
turnover that can be eased by an omni-
channel management platform:

• Menu item information and 
special requests: Having staff 
run back and forth between a table 
and a kitchen or bar for menu item 
information, allergy information, 
or nutritional information can be 
an enormous waste of  time and 
resources—particularly in a fast-paced 
restaurant environment. Empowering 
servers with mobile devices that 
seamlessly sync to a central database of  
all menu item information can remove 
this notorious hospitality logjam—
and improve customer satisfaction 
simultaneously. 

• Mobile POS:  Traditional hospitality 
POS systems only allow for 
nonconcurrent orders to be entered—
and if  you’ve ever observed one during 
a busy dinner service, the sight of  
servers forming a queue to enter orders 
is commonplace. Not only does this 
delay order entry and impact customer 
experience—it can also increase the risk 
of  order error as servers forget special 
instructions or rush the order entry to 
make up for the lost time. Allowing for 
tableside order transmission from a 
mobile POS system can save countless 
hours over the course of  a single 
service. 

• Mobile Payment Terminal: 
Research shows that by simply 
processing payments at the table, 
restaurants can save, on average, 7 
minutes per table—whether you’re 
running a 20 table eatery or a 200 
table full-service emporium, the 
time savings represented by this are 
enormous (and free up your staff to 
ensure your customers are delighted). 
Mobile payment terminals also allow 
for easy bill splitting and tip calculation, 
pleasing your staff and customers alike.
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A significant opportunity 
to build loyalty and 

ensure return visitors: 
the mobile loyalty app.
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Mobile optimization
While the vast majority of  restaurants 
consider themselves ‘mobile optimized’ 
(meaning they have a responsive website), 
many are missing a significant opportunity 
to build loyalty and ensure return visitors: 
the mobile loyalty app. By providing 
branded loyalty apps, restaurants are 
providing a digital means for customers to 
collect points, save coupons, and research 
items in store and online.  Many loyalty 
programs fail because customers sign up 
on purchase, throw a card in an already 
over-stuffed wallet or purse, and never 
use it again. By providing a mobile app, 
you’re tying the benefits of  a loyalty 
program to a device that most millennials 
always have on their person, and reaping 
the rewards (pun intended). 

Loyalty apps offer ample opportunity for 
personalization based on buying behavior 
or consumer profile; personalized 
coupons, offers, or notifications will keep 
customers coming back to your restaurant 
and spending money. Not linking your 
loyalty app to the entire omni-channel 
experience, however, means you’re taking 
a shot in the dark and only capable of  
making educated decisions based on 
behavior in the app itself. A holistic 
omni-channel experience will include 
website visits and purchase history when 
generating offers and opportunities your 
customers will legitimately find engaging.

A hospitality loyalty application can 
also facilitate mobile ordering for quick 
service restaurants. Quite arguably the 
most transformative mobile development 
in hospitality omni-channel in the past 
decade, mobile ordering is gaining steam 
as major chains (including Starbucks, 
Taco Bell, and others) attempt to stake a 
claim in the estimated $9b mobile food 
service market. After implementing a 
mobile ordering option, Taco Bell saw 
orders submitted via app clock in at a 
full 20% higher on average than in-store 
orders, due to order customization and 
group ordering.

These successful programs have fully 
affirmed the belief  that loyalty programs 
can drive mobile purchases at brick-and-
mortar locations—and omni-channel 
management ensures mobile orders are 
correctly synced to the POS, completed 
in order alongside in-store purchases, and 
delivered to customers in a timely fashion 
that to them seems instant. Offering 
mobile order does come with a caveat, 
however; according to a BI Intelligence 
Report, the inability to manage order 
flow properly leads to unpleasant in-store 
experience and reduced sales. When 
executed correctly, as part of  a holistic 
omni-channel management solution, 
mobile ordering can drive repeat visits 
from extremely satisfied customers.

After implementing a mobile 
ordering option, Taco Bell saw 
orders submitted via app clock 
in at a full 20% higher on 
average than in-store orders, 
due to order customization 
and group ordering.
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When executed correctly, 
mobile ordering can drive 

repeat visits from extremely 
satisfied customers.
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Building an omni-channel experience
for tomorrow, today
The final benefit of  implementing a unified omni-channel management system lies in the 
opportunity to keep an eye to the future. The rate of  technological advancement in mobile 
and digital frequently outpaces solution providers’ ability to keep up; and the cost and time 
necessary to upgrade or replace a number of  outdated, disconnected systems can ensure 
that the best intentions of  retail technology are never realized. Location beacons, recom-
mendation engines, and personalized in-location remarketing are examples of  omni-chan-
nel advancements that have yet to reach mass market adoption—but rest assured, they’re 
coming. It’s just a question of  how prepared you will be when they arrive.

Summary
The retail experience for consumers and restaurateurs alike has fundamentally changed 
within the past decade—and will continue to do so for many years to come. By utilizing 
a single end-to-end system such as LS Retail to encompass the entire omni-channel 
experience, forward-thinking restaurants can ensure they’re providing an experience their 
customers love, collecting the data they can use to thrive, and setting their operations up 
for success today and far into the future.

About LS Retail
 
LS Retail is the leading provider of end-to-
end solutions for the retail and hospitality 
industry based on Microsoft Dynamics 
technology.
 
For over two decades, LS Retail has been 
developing market leading software 
solutions that are currently used by more 
than 55,000 stores and restaurants 
worldwide, with support that exceeds 220 
certified Microsoft and LS Retail partners in 
over 70 countries.
LS Retail’s scalable solutions are used 
daily to manage the complex operational 
requirements of organizations within such 
diverse industries as fashion, electronics, 
furniture, duty free, restaurants, coffee 
shops, forecourt, c-stores and many more.

 LS Retail’s high quality and cost-effective 
solutionshelp businesses around the world:
• increase revenue
• build loyalty
• provide better customer service
• reach new customers
• lower costs
 
For further information on the company 
and the products, visit www.LSRetail.com


