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The retail and hospitality industries were among 
the hardest hit during the 2020 COVID-19 
pandemic. Over 8 million jobs were lost in retail 
and hospitality in April 2020 alone, and it is 
projected that over $52 billion was lost in sales at 
restaurants in the second quarter of 2020.  

The effects of the pandemic will extend not only 
into the remainder of 2020 but into 2021 as well. 
However, as retail stores and restaurants begin to 
re-open, early signs have positive that consumers 
are eager to shop and eat out.  

One thing is for sure. Operations have changed 
forever. Retailers and restaurateurs must adapt in 
order to stay in business. In this digital adaptation 
of a video blog series, we have spoken to industry 
operators and experts about strategies they 
recommend for retail and hospitality to rebound.   

Thank you to our subject matter experts
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Reopening the Doors of Retail and Restaurant

New expectations, new 
priorities as the world of retail 
and hospitality re-awakens.

Source: CNBC Retail

https://www.cnbc.com/2020/05/08/these-industries-suffered-the-biggest-job-losses-in-april-2020.html
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Reopening the Doors of Retail and Restaurant

Section 1 

The New Priorities of Technology - 
The Hands-Off Imperative



BeMind What kind of adoption rates do you expect for contactless technologies in the
restaurant and retail industry over the next 6-12 months?

There are massive changes taking place in the retail and hospitality industries. Prior to 
COVID, there was already momentum behind contactless payments as can be 
attested by the growth in systems such as Apple Pay and Google Pay. With the new 
necessities around the sanitization and cleanliness of stores, the role of contactless is 
going to accelerate rapidly.

From the self-checkout side, we'd already experienced a healthy cycle of adoption 
from the larger grocery chains. Further adoption in the segment will happen but at a 
slower pace than other segments. However, we'll be seeing a much greater adoption 
of self-checkout in the form of kiosks across all retail and hospitality segments as well 
as other verticals, including healthcare. Envision kiosk-based patient check-in in the 
very near future.

While I agree with Aaron that contactless payments will pick up, there still needs to be 
a greater receptiveness of consumers to a new way to pay. I've experienced scenarios 
at restaurants that have adopted contactless pay and there will be a steep learning 
curve for some customers paying through contactless options.

At Intel, we're working hard to enable our end customers to deliver those kinds of 
services and capabilities in whatever way consumers want. I do think that contactless 
payment is going to be a key but what few have brought up is that the payments 
industry in the U.S. has to step up to adapt their payment schemes to enable broader 
adoption. From my perspective, doing so in the next 6-12 months will be a challenge.

51%
of U.S. Population used some form of 
contactless payment as of  April 2020.*

*Mastercard consumer study

Aaron Weiss
VP and GM, Retail Solution Business Unit
HP

Joe Jensen
VP, IOT Group, GM Retail, Banking, Hospitality & Education
Intel

https://newsroom.mastercard.com/asia-pacific/press-releases/mastercard-study-shows-consumers-moving-to-contactless-payments-for-everyday-purchases-as-they-seek-cleaner-touch-free-options/


BeMindWhat are new use cases for IoT devices and applications as we reopen the economy?

We're seeing several use cases emerge for IoT devices in the retail and hospitality 
sectors. These applications are related to many of the macro and technical changes 
we're seeing across the economy. For example, for the majority of retailers and 
restaurants, the adoption of omnichannel initiatives are table stakes. Operating across 
multiple channels, including stores, e-commerce, marketplaces, etc, makes inventory 
management very complex. This is where we see IoT playing a big role. 

There are opportunities to leverage edge-based devices as well as sensors in the store 
to enhance the visibility of inventory and you combine that with the online capabilities 
and knowledge of where inventory is at different points in the channel, it gives a much 
more holistic view. We also see IoT applications for theft detection and also just 
improving the in-store experience so we're very bullish on IoT going forward.

One of the new use cases we're seeing acceleration around is incorporating a thermal 
camera either at a kiosk or looking at the traffic as it comes into the store. The 
customers and partners we have in Asia who have these kinds of platforms and are 
implementing them are seeing some serious upside in growth. Because the application 
is so strong, we expect that this is going to be a new baseline technology for retailers 
and restaurants in a short time.

In addition, as Aaron pointed out, using IoT for inventory sensing will be a big use case 
as consumer expectations are evolving rapidly. The 'get what I want, when I want it' 
expectation is going to push these businesses to look at new technology like IoT 
devices to be incorporated in more traditional technologies such as cameras and 
traffic counters.

By 2026 the retail IoT market is expected to reach 

$101 billion,
growing at a CAGR of 18.9% during the forecast period.*

*3W Market News/

Aaron Weiss
VP and GM, Retail Solution Business Unit
HP

Joe Jensen
VP, IOT Group, GM Retail, Banking, Hospitality & Education
Intel

https://3wnews.org/


BeMind How can technology enable the new delivery and curbside imperative?

Technology is going to play a major role and given the impact of COVID on retail and 
hospitality, in particular, curbside pickup and curbside delivery will expand way behind 
previous numbers. We're having many conversations with customers who are looking 
at ways to expand their ability to deliver on curbside.

To enable these applications, mobile technology is going to be a major tool. From a 
hardware perspective, handheld mobile devices will enable associates to quickly 
confirm and deliver orders either curbside or at home. Of course, in our new world, 
these devices must be retail hardened to enable the type of medical-grade cleaning 
that is now required.
 
Also, as discussed earlier, payments are going to need to be integrated seamlessly 
into the process. Finally, many of our software provider partners have been rapidly 
developing more robust curbside and delivery options to address the industry need.

Throughout the pandemic, we've seen that most of the businesses that had 
established a good mechanism and experience for consumers around order online, 
pick up curbside are generating significantly more business from new customers. Data 
shows that many of the consumers who may have not tried curbside pickup in the 
past have likely tried it through the pandemic. I expect this to continue and we're going 
to see greater adoption of curbside and delivery at both the retailer/restaurant level 
and consumer level. 

What is required for a retailer to accomplish this? First, they better know where their 
inventory is. If the store takes an online order for a customer to pick up at their local 
store, that inventory needs to be at that store. If a customer places an online order 
and they have to wait, for say 3 days to pick it up, that is not going to be the kind of 
experience a consumer expects.   

Projected growth in 
delivery sales 2020

$5.3B
spent on online grocery pick 
and delivery in April 2020 - a record high.

Aaron Weiss
VP and GM, Retail Solution Business Unit
HP

Joe Jensen
VP, IOT Group, GM Retail, Banking, Hospitality & Education
Intel

Source: Symphony Retail AI, Incisiv projections

https://www.brickmeetsclick.com/april-2020-online-grocery-scorecard--sales-up-37--over-march-surge


8

Reopening the Doors of Retail and Restaurant

Section 2 

Conveying the Right Message - Marketing & 
Promotional Strategies to Win the Trust of 
Customers



BeMindWhat promotional or marketing strategies will be effective as the economy begins to reopen?

Right now I think there's really an opportunity for brands to be very helpful and act as 
a resource in their marketing messaging. It's imperative for companies to take some 
time and understand their ‘why’, the value that they provide to the customers and 
really figure out how to communicate in a relevant and authentic way. I think it's 
important for companies not to be seen as overly commercial or exploitative of the 
situation, rather focus on being relevant and timely with their communications in a 
helpful way and prioritize feel-good content and positive messaging. 

It's a really good time to be telling some brand stories.  Highlight your employees or 
talk about things that you're doing to help your community and your customers 
during this time. Put it all in the context of being a resource for useful content. You can 
also really focus on growing brand loyalty and trust if you are authentic in this way 
and not seen as preying on the fears of people or overly focusing on selling. There is 
still a place for promotions but  don't make them  the cornerstone of your messaging. 
Keep them in context and put your focus on providing value in being helpful. 

Lastly I think there's a really good opportunity for retailers to step back and review 
their customer journeys and their media mix with some scrutiny. Customers have 
changed the way they shop and how they interact with brands and companies so look 
at where your customers are and what they're looking for.  Then do a cohesive review 
of your messaging strategy and how and where you're reaching your customers.  
Finally,  make sure it's all synergistic and authentic as you reach out and become a 
helpful resource for them. 

Restaurants and retailers will have to look at all their promotional strategies in the 
context of what the consumer mindset is.  Just like with the introduction of a new 
promotion or product - a retailer would need to understand the target audience and 
their opinions of the product or service.  It’s determining the mindset that drives 
customer behavior.     

For example, restaurant brands have to be very sensitive to the fear and concerns in 
their marketing strategies. Even three months ago restaurants would never think to 
run ads that promote cleanliness and that their staff washes their hands and wears 
masks.  However, now retailers and restaurants are looking for ways to position 
themselves from a competitive standpoint and show how they're cleaner and they are 
safer. 

Natalie Brown
Director, Brand and Consumer Marketing
Sur La Table

Jon Rice
CEO
Chief Outsiders



BeMindDo you believe there's a new tonality in messaging, and will that be required long term?

We've all gone through a traumatic experience and are feeling very vulnerable right 
now. So, yes, I do think that the new tonality will be required long term. Many have 
experienced loss; some have lost loved ones, acquaintances, friends, and many have 
lost jobs either temporarily or permanently. Also, I think collectively, we all are feeling 
the sense of loss of the way of life that may never fully return. 
 
Right now, it's critical that retailers show empathy, don't make light of the situation and 
find ways to connect on a human level and show that we're all in this together. I think 
it's imperative that brands need to build this trust, and those companies who can 
continue to provide the message that they're taking care of the customers are the 
ones that are going to succeed. 
 
I also believe that it's going to go beyond messaging. It's how retailers and restaurants 
treat customers that are going to be crucial. Brands are going to be remembered for 
how they acted and whether they delivered on what they said they were going to do.

It depends on what you mean by long term. Consider this: 'baby boomers' were very 
much influenced by their parents and their grandparents who lived through the 
economic crisis of the depression. Major crises in our society and our culture can have 
a very long-lasting impact, and I do believe that the long-term implications of this are 
going to create a new context within which companies and marketers, in particular, 
have to review their messaging. 
 
In a more recent example, what kind of tone was appropriate post 9/11. You had to 
think about what type of context people are living in so that you can design 
messaging that's relevant and meaningful and, in some cases, even appropriate. Post 
9/11, for example, a lot of the food & beverage industry, bars in particular, which of 
course, are about celebrating and getting together had to create another 
environment. They toned it down and created more lounge areas so people could 
relax and could have a place to process what happened. I think some of that's going 
to be true post this crisis.
 

“Brands are going to be remembered for how they acted 
and whether they delivered on what they said they were 
going to do.”

Natalie Brown
Director, Brand and Consumer Marketing
Sur La Table

Jon Rice
CEO
Chief Outsiders



BeMind How can brands not only win but keep the trust of their customers and guests 
through marketing?

The key to winning the trust of your customers through marketing is going back to 
knowing why your company exists and what value you provide and then clearly 
articulating that with transparency, authenticity, and being a force for good with 
positive, helpful content that's relevant going forward.
 
There is also an opportunity there to consider tracking your business metrics beyond 
sales and the normal KPIs. Metrics like customer sentiment and social listening should 
be added. This is important for two reasons; 

1. This can serve as an early warning mechanism on campaigns. If your messaging 
is not earning that trust and hitting the mark, you can course-correct and 
determine what it is that your customers need and how to relate that back to the 
value you're providing them. 

2. It will highlight areas where customers may need information. You can then step in 
and provide solutions to product or customer service issues.  

 
It's also crucial that you share this information with the senior leaders. They're going to 
be making business decisions in the coming months that they need to make in a way 
that is aligned with the customer. 
 
Finally, retailers and restaurants need to take a step back and reevaluate their 'why'.
This will guide them as they look forward.  

At any point in time, the first step is for you to understand your guests' mindset, and 
you know what issues are important to them. Whether it's safety, food quality, health 
concerns, it all starts and ends with listening to your guests and understanding their 
needs and their perspectives. From that standpoint, I don't think the process is too 
different than it was pre-crisis. Certainly, the implications and the circumstances that 
you have to adapt to are different.
 
Ultimately, as an industry, restaurant and retail brands have to come out and work 
together to reassure the public that it's safe to go out, and that's going to take time. 
We aren't going to recover from this instantaneously, and it will likely be a slow 
recovery. 
 
The key is to understand and listen where your guest is psychologically, to be 
responsive and respectful of that, and incorporate it in observable ways that make 
sense for your operation. Finally, monitor and measure the situation to see how you're 
doing. It doesn't matter whether you believe this is a crisis or not, or if you believe the 
virus is something that's real. What matters is what your guest is telling you. What do 
they believe, and how is that influencing their behavior?  

 

Natalie Brown
Director, Brand and Consumer Marketing
Sur La Table

Jon Rice
CEO
Chief Outsiders
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Section 3 

Operational Excellence – Doing More With 
Less During the Road to Recovery



BeMind What new operational challenges have surfaced for retailers in 2020?

The last three months have seen almost all our operations 'wish list items' come to 
fruition. Things that were on our road map for the next 12-24 months from now have 
been accelerated. The business wants it now. This includes initiatives across the board, 
from communication to transportation, from working from home tools to eCommerce 
platform planning. 

What has happened is that all of the projects that we had on the whiteboard to get to 
as some point down the road became front burner items. This has put tremendous 
pressure on IT and we have had to address many operational challenges concurrently.  

In our stores, since we are an essential business and open for long hours, our 
operational protocols became challenging. Wiping down surfaces, extra cleaning and 
really doing everything with an extra level of care and awareness of keeping people 
separated from one another was something that pushed our team to the limit. 

A lot of businesses discovered that in the face of the pandemic, their business 
continuance plan failed (if they even had one). Many retailers found out the hard way 
that services like buy online, pick up in-store or delivery were not scalable with the 
systems they have. For segments like grocery, their systems were fine for the 2-4% of 
sales they were doing online, but they found that when orders became material to the 
business, things became very challenging. Beyond the systems, they found that they 
couldn't hire fast enough, and they had to find third parties for last-mile delivery.

At the store level, I’ve seen many grocers struggling with distancing rules and staffing. 
Most of the essential retail locations were designed for large crowds, and when those 
were severely limited, they struggled. 

Finally, supply chain deficiencies were massive. Retailers by and large have become so 
enamored with low cost and efficiency (e.g., just in time inventory, consolidation of 
suppliers, etc.) that when demand surged, they had few alternatives to source product 
and it left them flat-footed. I see that retailers will have to build resiliency into their 
supply chain as opposed to just stark efficiency. 

Mark Finocchiaro
Managing Partner and  Director
My Chemist

John Lauderbach
Partner
Fortium Partners



BeMind What do you see as the top operational process changes that will come forth in the 
new normal?

The new normal is still being defined. It's a little bit gray for us still, and honestly, we're 
not really on the other side of it yet. What has emerged, however, is that what we call 
our 'Four C's' are still vitally important, but they have been redefined for us (and 
everybody, for the most part). 

1.   Communication:. We've had to look at online tools to try to replicate the in 
person experience 

2.   Collaboration: Losing that ability to bounce ideas off of colleagues on an ad 
hoc basis has required new approaches 

3.   Critical Thinking: This is something we did in meetings sitting across from one 
another. Now we must use video to try to replicate that environment. 

4.   Creative Thinking: This is the one 'C' where being at home helps. Having less 
distractions has enabled me to think more creatively. 

In our stores, we've experienced massive swings in demand and a completely different 
type of customer. We've gone from panic buying to scary quiet in a matter of weeks, 
and we've seen our customers go from obeying very stringent rules around distancing 
and sanitization to being defiant about being told what to do. It's been hard on the 
team for sure. 

We don't know how long this is really going to last or if it will return later in the year, so 
we have to adapt and change now if we want to be relevant in the long term. 

I believe many of the new operations processes will be centered around human 
interaction. The checkout process is going to be dramatically different from a queuing 
perspective, as well as the overall journey from the checkout lane to exit. Government 
regulations will likely be put into place to dictate some of this. 

These changes mean that retailers, who have historically been very rigid in their 
processes, will have to become more flexible when it comes to checkout. We may not 
go as far as the Amazon Go model in all environments, but we will likely resemble that 
process more than what we have historically had. 

With the explosion in eCommerce and associated omnichannel activities like curbside 
pick-up, it will dramatically affect the store. We'll likely see store redesigns that will 
incorporate smaller selling space and greater fulfillment space. Micro-distribution 
centers inside current footprints are gaining major traction. With the growth in 
frictionless/contactless and with the new economics of the store environment, this 
makes a lot of sense. 

Giant is investing $114 million to build a new 
Giant Direct e-commerce fulfillment center 
and pickup facility in Philadelphia (Jan 2020).

Mark Finocchiaro
Managing Partner and  Director
My Chemist

John Lauderbach
Partner
Fortium Partners

Source: Global News Wire

https://www.globenewswire.com/news-release/2020/01/09/1968476/0/en/GIANT-to-Expand-Presence-in-Pennsylvania-with-114-Million-Capital-Investment.html


BeMind How can technology enable more efficient operations when the full workforce may 
not yet be available?

As I mentioned earlier, I think technology is the best enabler in our current distributed 
environment. Communication is critical, and without collaboration tools such as 
Teams, ideas, and problem-solving become far more difficult, if not impossible. The 
distribution of the workforce is going to be with us for a while. Certainly, the isolation 
won't end suddenly. For us, our return will be rolled out in a staged approach.

As an IT executive, the new demands on my time have shone a light on the 
importance of technology across the board. Technology touches every single element 
of every part of our business, and I certainly have never been as busy as I have been 
in the last four months. Many of the technology initiatives that were previously 
deemed 'nice to have' have been reclassified as critical. And in our distributed 
environment. We've been forced to very quickly identify those things that are going to 
work for our business, pilot them, and test them. In some cases, we have been able to 
derive similar or better outcomes than we would have if we did have a regular 
workforce. 

It took a pandemic to get here, but we are seeing the true value of technology. It's a 
challenge investigating and sourcing all of this technology and knowing all the right 
parts of the business to plug it into, but we are embracing it as whatever the new 
normal might be, we will be here to take it on. 

The use of sensors across the store will drive great benefits for a more automated 
checkout as they will be used to add to cart, etc. I also see cameras in much greater 
use for things like inventory control and replenishment activities. This will have great 
appeal, especially when labor is tight, and the price of being out of stock is so high. 
Also, these devices connected to AI solutions will add tremendous value as it can tie 
traffic patterns to purchases and can focus on products most valuable to customers. 

Right now, I think products in the grocery segment are ordered generally to satisfy the 
vendor, not the customers. These tools will help change that equation and put the 
customer first.  Finally, if you're not digitizing your business from end-to-end now, you 
are jeopardizing your existence. 2020 has accelerated digital transformation 
requirements 3-5 years, in my opinion. 

“It took a pandemic to get here, but we are seeing the 
true value of technology.”

Mark Finocchiaro
Managing Partner and  Director
My Chemist

John Lauderbach
Partner
Fortium Partners
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Section 4 

Store & Restaurant Associates Redefined –         
Preparing for New Roles & New Priorities.



BeMind
How do you see the roles of associates changing as the economy re-opens?

The role of associates is going to change, but I don't think it's going to be a complete 
180-degree turn from the job that they had earlier in 2020. What will change is that 
they must be much more aware of the mindset of their customer. There is currently a 
broad spectrum of behavior, from apprehension about being in a public environment 
interacting with others to those feeling completely invincible. I think it's going to be up 
to the associate to read that and to respond appropriately.

Before, it was more of a transactional relationship where associates had to make the 
customer feel welcome or elevated. Now there is the extra responsibility of reading the 
customer and reacting. In addition, the associate has to feel protected and safe, and if 
they do so, they will be able to instill that confidence in a safe environment in the 
consumer as

The associate will continue to be the ultimate brand representative, the caretaker of 
the customer experience, and the conduit for commerce in your store. However, the 
work required of the associates in the store to accomplish these goals is going to 
change quite a bit.

Before COVID 19, a lot of retailers had introduced omnichannel activities like ship from 
store and buy online and pick up in the store.  However,  this represented a relatively 
small amount of the associates' actual activity on any given day. The pandemic has 
changed all of that because it's really changed the consumer's expectation of what 
they want.

These types of fulfillment activities are going to increase exponentially, and processes 
for each are quite different. Fulfilling an online order to ship will be quite different than 
fulfilling an online order for curbside pick-up.

Outside of commerce activities, we also need to think about health and safety 
activities. Social distancing has created the 'greeter' role that allows us to count people 
as they come in and out of the store. We're going to see more cleaning activities and 
then, of course, recovery. Associates will have entirely new processes for dealing with 
returns or used on-floor merchandise and ensuring it can be sterilized or sanitized 
before it gets returned to the floor.

As of May 2020, Restaurants now employ

half the number
they did in Q1 2020, meaning the pandemic has reverted  
employment levels to levels not seen since the late 1980s.

Jim Roddy
Vice President of Sales & Marketing
RSPA

Bob Clements
CEO
Axsium

Source: National Restaurant News

https://www.nrn.com/operations/new-abnormal-how-restaurant-industry-will-be-changed-coronavirus


BeMind
What challenges do you see with finding and retaining associates?

First, from a retention standpoint, many of a retailer's former workers won't be 
available for a variety of reasons. Habits change, life situations change.

I equate it to say, the NFL. If every player were made a free agent at the end of the 
season, that opportunity to look around and shop the market would mean that many 
of them would go elsewhere. The same holds true for associates in this instance.

As far as finding the right people,  that is going to be even a bigger challenge. 
Retailers and restaurants are facing with opening procedures, financial constraints, 
and their own understaffing at the executive ranks. Initially, I predict that rather than 
holding out for the 'right people' they are going to lower standards somewhat to get 
associates in the door.

Right now, I think it's critical to control what you can and focus on three things to 
attract the best employees:

1. Have a thorough, rigorous interview process

2. Ensure pay is equal to, if not above, other retailers and restaurant

3. Culture, culture, culture. Make associates feel like they are valued and offer 
incentives outside of pay to ensure they stick around.

I think there are three primary challenges we're going to see.

1. First, it's simply unemployment insurance. Right now, because of the benefits that 
associates get from staying at home, it's incentivizing people not to come back to 
work.

2. Second, it comes down to fear. People are worried about their health, and they 
worry about what it means to come back to work and come back to a very social 
setting like the store.

3. The third is that the workplace is extremely competitive right now. There are other 
retailers like grocers that have offered things like incentive pay to come and work 
for them. Therefore, it's going to be very difficult to attract workers to come back 
to your store, and you're going to have to become very creative to be able to keep 
people.

Jim Roddy
Vice President of Sales & Marketing
RSPA

Bob Clements
CEO
Axsium



BeMind How can technology better enable associate safety and help associates provide
a better guest experience?

If you have seen the movie Contagion, the pandemic movie that came out several 
years ago, you likely won't touch a doorknob with your bare hands for several weeks 
because you're just very concerned that it is dirty!

If technology can help provide the consumer with some confidence in the environment 
they are in, I think that's going to make a big difference. Competence leads to 
confidence, so if you see an associate behaving in a competent, high tech 
environment rather than a low tech environment, I think that is kind of the overarching 
role that technology can play.

I see this on a spectrum. At the most basic level, solution providers in technology 
should be training associates on how to clean their equipment properly. Also, 
directions should be posted prominently so the consumer can see that they're taking 
this seriously and have faith when touching the payment device, etc.

Moving up the spectrum are things like contactless payments and social distancing 
software. If the consumer understands that this type of technology exists in the store, 
they will feel more confident in the environment that they're entering.

Finally, digital signage will  play an increasingly important role in the new environment. 
Displaying clear, concise safety guidelines on  digital signage vs. low tech options like 
tape or stickers that can get quickly damaged or destroyed, can instill a greater 
degree of confidence at the consumer and associate level.

One of the biggest things that are going to have an impact on health and safety from 
a technology perspective is the mobile phone. It was important for the consumer's 
experience before COVID 19. However, as we move through the pandemic, the mobile 
phone will be critical for health and safety from both the customer and the associate's 
perspective.

From an associate's perspective, the mobile will reduce the use of shared equipment in 
the stores. Currently, the point of sale terminal by itself is something that is used by all 
of the associates in the store. By moving to a mobile device, even if it's one that's 
provided by the store during the shift, you can disinfect that device and then use it for 
multiple tasks. It also reduces the use of other shared devices, like the time clock, for 
example.

I also believe we're going to see traffic counters become repurposed to understand 
the capacity of the store and identify how many more people can enter. It can also 
provide automated alerts to consumer's and associate's phones to let them know 
when it's safe to allow more people into the store.

Finally, I see automation and robotics playing an increasingly important role, and this 
will affect associates. The economics of the store has changed dramatically, and they 
will likely be permanent, so retailers are going to need to look at how to balance labor 
costs with commerce revenue that comes into the store. Automation will play a big 
role in that equation.

Jim Roddy
Vice President of Sales & Marketing
RSPA

Bob Clements
CEO
Axsium
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Section 5 

Cleanliness & Safety – Strategies for 
Providing a Safe Environment in Your 
Stores & Restaurants



BeMind What safety protocols should be implemented as retail and restaurants begin
to reopen their stores?

At the end of the day, it starts with the team. We are focusing on teaching, training, 
and ensuring that they have the tools, resources, and the plan that they need to 
operate safely. At Saladworks, we're working really hard to ingest all of the data that's 
been made available to businesses like ours. We've been leaning heavily on the 
National Restaurant Association, state and federal organizations, and other QSR 
fast-casual brands and retailers. As a former Walmart guy, we were taught to always 
look for great ideas from the industry, and we've done that.

We're installing plexiglass barriers at the POS and at our soda fountains to ensure a 
safe operating environment. We're also reconfiguring all of our dining areas to make 
sure that we comply with whatever percentage of dining compliance is allowed for 
that market.

We've removed all of our self-serve items as well, including all the condiments, 
utensils, lids, and straws. In our dining areas, we've removed the salt & pepper and 
condiments. These are things that, in my opinion, may never come back.

Finally, on the delivery front, contactless has become a hot service offering, and we've 
implemented protocols so that our delivery drivers can drop orders outside of people's 
front doors.

Businesses are going to have to rethink entirely the way that they do business. 
Restaurants especially are going to have to rely on social distancing, and it's going to 
be a real challenge. The most important thing is to make sure cleaning is done 
regularly and through a regular cadence. Cleaning should be done at opening, during 
the operation and at the end of the day as well. During operation, there should be 
cleaning events each time a user uses a particular product.

We want to make it as easy as we can for our customers to be able to do this. 
Therefore, as they modify their business procedures, we are working in lockstep with 
them by developing the products they need for those types of protocols and 
environments. Our entire executive team is very serious about ensuring our products 
are retail-hardened and can withstand the rigors of the new environment.

John Geyerman
Head of Franchise Operations
Saladworks

Paul Mazurkiewicz
Distinguished Technologist / Materials Scientist
HP

Creator Burger, a tech forward restaurant chain, enabled ‘air 
locked' pressurized takeout windows to avoid contamination and 
contact with pick-up customers. 



BeMind
What are the best practices for cleaning high-touch hardware such as POS and kiosks?

First and foremost, retailers need to ensure store personnel understands what kind of 
material surface they're working with and know what finishes and casings won't 
tolerate certain types of cleaning chemicals.

I think the pandemic  has created the necessity to adopt touchless (faucets, lights) and 
contactless (payments, loyalty programs) technologies, and those retailers and 
restaurants that don't prioritize these as initiatives will suffer at the consumer level.

For our stores, we've also changed our operations model from one associate 
managing a customer through ordering, entree creation, and payment process to now 
having a dedicated person at the POS to minimize touching of equipment. We've 
instituted a scheduled hand washing and glove changing cadence for associates as 
well.

The most important thing when cleaning high-tech hardware is to make sure that you 
clean it as per the HP business PC / print devices cleaning guidance. This means retail 
and restaurant employees need to wipe and draw it across the surface, slowly making 
sure that liquid that's on the wipe enters the equipment.

Cleaning is quite simple but when associates are in a hurry or otherwise distracted, 
they must careful about overspraying.

John Geyerman
Head of Franchise Operations
Saladworks

Paul Mazurkiewicz
Distinguished Technologist / Materials Scientist
HP

https://store.hp.com/us/en/tech-takes/hp-business-pc-print-devices-cleaning-guidance


BeMind
Do you believe the consumer's needs for safety will extend throughout this year and beyond?

Safety should have always been a focus, and I'm glad quite frankly that it's a renewed 
focus and that people are taking it very seriously. People's health is our responsibility, 
and cleanliness and sanitation are table stakes.

If you look at some of the technology that's come to market in the last ten years or so, 
it's pretty amazing. From temperature monitoring to sanitation control dashboarding, 
etc. there is no reason restaurants shouldn't be able to manage food safety and 
sanitation.

Finally, outside of the store environment, meaning delivery - retailers, and restaurants 
need to ensure customer safety. For us, we have implemented tamper-proof 
packaging and safety seals that we wrap around all of our to-go food deliveries. This 
lets our guests know that it hasn't been tampered with or touched since it left the 
restaurant, which I think gives peace of mind.

A lot of these protocols were in discussions inside boardrooms for years. The 
pandemic has both accelerated and heightened their profile. From my perspective, the 
protocols put into place will now be standard operating procedure long term.

I believe that the need to have a good sanitization set up in your restaurant or other 
places of business is going to be important for a long time. The epidemiology of the 
virus is not that different from the traditional flu, so a second wave or another form of 
the virus is possible. 

All the research that we've done at HP suggests that coronavirus and other emerging 
pathogens will be an issue easily into the early part of next year. Therefore, it's very 
important to have these procedures that you can implement for longer periods of time 
and even as a permanent operating standard.

69%
of consumers  say home delivery is the safest option and they will 
be more willing to subscribe to a delivery service following the 
pandemic.*

John Geyerman
Head of Franchise Operations
Saladworks

Paul Mazurkiewicz
Distinguished Technologist / Materials Scientist
HP

*Bureau of Labor Statistics
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With a broad portfolio of point of sale devices, HP helps retailers and hospitality operators meet 
customers’ needs anytime, anywhere. From traditional to mobile point of sale devices, 

HP is reinventing the customer experience with technology solutions that empower employees 
and engage customers. Discover how HP is designing devices with built-in security.
Learn more at www.hp.com/go/retail

The Internet of Things (IoT) will be the largest revolution in the data economy. By 2025, 55.6 
percent of all data will come from IoT devices, such as security cameras, RFID readers, industrial 
equipment, digital signage, medical implants,and other connected things.

At Intel, we understand the exponential power of data. Our comprehensive portfolio of technology 
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advantage, from large, complex applications in the cloud to intelligence at the edge. Together with 
our customers and partners, we’re developing smart, data-centric solutions that can transform 
business and address some of the world’s biggest challenges. Intel® technologies purpose-built for 
IoT deliver optimized performance at every point,practical ways to use artificial intelligence, broad 
connectivity support, and a built-in foundation of security to help protect your data and systems.

Proven solutions from our partner ecosystem can help reduce the time, cost, and risk of IoT 
deployments. By enabling businesses to harness the massive flood of data generated by 
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to a degree never seen before. Learn more at intel.com/iot.
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