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Biometric Payment is Ready for Retail  
 

By Mitch Goldkorn, Vice President of Product Development, Fujitsu Frontech North 
America, Inc. 
 

T he digitalization of retail has made the use of biometrics and digital wallets the 
new normal. When it comes to biometrics, the retail industry has mostly been 

focused on facial recognition for loss prevention and security purposes.1 However, 
with the increasing adoption of digital wallets, forward-thinking companies are al-
ready looking to new technology that will enhance the payment process at point of 
sale: biometric-based payment systems. 

 
While digital wallets eliminate the need to 
carry physical credit or debit cards by 
providing access to them on a device like a 
smartphone, biometric-based payment sys-
tems take that concept further by eliminat-
ing the need for a device altogether. Bio-
metric authentication identifies and verifies 
individuals through a distinct characteristic, 
such as palm vein patterns, fingerprint or 

iris recognition. At the point of sale, bio-
metric payment systems identify the cus-

tomer and funds are automatically distributed from their linked account. 
 
As retailers search for innovative ways to increase customer satisfaction by speed-
ing up the checkout process and eliminating queues, the use of biometric payment 
systems at retail locations is expected to increase. Biometric authentication technol-
ogy integration into self-checkout machines allows customers to pay within sec-
onds, without having to reach into their wallets for a credit or debit card. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

A customer uses Fujitsu PalmSecure technology  
to sign in and a make payment. 

PalmSecure technology identifies individuals through the palm vein patterns hidden under the 
skin. 
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 Already being used by millions of patients in healthcare and members at banks, palm authentication is a con-
tactless solution that reads the palm vein patterns hidden under the skin to identify individuals. It is a highly 
secure form of biometric authentication because it is the only internal modality, as palm vein patterns are vir-
tually impossible to forge.   
 
This palm vein technology generates a False Acceptance Rate (FAR) of under 0.00001% and a False Rejec-
tion Rate (FRR) of 1.0%, respectively, making it more accurate and secure than face, fingerprint, and voice 
authentications that have a greater FAR and FRR.2 
 
Of course, biometric payment systems are not new in retail. A San Francisco-based startup began rolling out 
fingerprint-based payments at Piggly Wiggly stores back in 2004, but functionality issues and funding difficul-
ties ultimately led to the demise of the program in 2007.3 That is just one example. 

 
 

What makes 2020 different? 
 
In 2013, Apple released the iPhone 5S with fingerprint recognition technology used for unlocking the phone. 
The device brought biometric technology to millions of people, and biometric authentication gradually evolved 
from a foreign, potentially alarming piece of tech to the new normal. Not long after, Apple introduced Apple 
Pay to the world, allowing users to store electronic card information in their phones and make payments via 
NFC. Apple Pay currently has more than 441 million users worldwide.4 Through the continued use over time 
and improvements to the technology, users have developed a sense of trust in biometric authentication and 
payment. In fact, a report by Goode Intelligence predicts that 2.6 billion people will be using biometrics for 
payments by 2023.5 
 
Consumers are recognizing the benefits of biometric payments. The most obvious benefit is that users do not 
have to remember PINs and passwords, which is not only problematic for the consumer, but is also not se-
cure. Biometric authentication systems use a unique, personal modality (such as palm vein patterns) to se-
curely verify users in a contactless way. 
 
Additionally, for both consumers and retailers, biometric payment is quicker and easier than swiping a card 
and entering a PIN. Biometric-based payment systems reduce checkout to seconds, allowing retailers to elim-
inate queues, redeploy labor and improve customer satisfaction. 
 
As the barriers to widespread use of biometric authentication have been broken down by ease-of-use and im-
proved accuracy and speed, expect biometric-based payment systems to roll out at retailers across the globe. 

2. https://www.fujitsu.com/us/Images/Fujitsu_DS-F-Pro_103017. 
3. https://www.pymnts.com/amazon/2019/amazon-gives-biometric-payments-a-hand-in-the-store. 
4. https://www.statista.com/statistics/911914/number-apple-pay-users. 
5. https://www.goodeintelligence.com/report/biometrics-for-payments-market-technology-analysis-adoption-strategies-and-forecasts-2018-2023. 

Fujitsu’s RFID walkthrough portal with PalmSecure technology for biometric payment.  
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Changing the Landscape of Retail with Web-Enabled 
Unique ID 
 

By Elizabeth Sinclair, Director of Marketing, BarTender Software 
 

T echnological, societal, and brand environments are driving a revolution in item-
level unique identification of products on the retail shelf. Consumers expect that 

they will be able to capture information like nutrition data, how to use instructions, 
and provenance of an item by a quick scan with their mobile device. GS1 has pub-
lished a new standard with its Digital Link, which takes web-enabled unique ID one 
step further by creating a path for bespoke delivery of information, depending on 
the context of the query. For example, one single code can deliver nutrition, recipe, 
allergen, and recycling information to the consumer; marketing and product cam-
paign information to the retailer; and, handling and hazard information to logistics 
providers. 
 
Technology advances  
 
Smart phones are everywhere. The computer that 
powered the Apollo moon missions in the 1970s 
had 33k bits of RAM. Most of us carry around in 
our pockets a computer with more than four trillion 
bits of processing power — that is seven million 
times more than it took to get humans to the moon. 
Mobile devices are a powerful portal for accessing 
information, and this enables new business models 
and standards practices that were not possible 
even five years ago.  
 
Providing a unique identifier for every item on the retail shelf, and associating that 
identifier with product data, will require electronic and data infrastructure capabilities 
that we are only now able to meet. 
 
Societal forces 
 
The shopper has become a voracious consumer of information.  
 
The distance between the consumer and information is thinning – there is less be-
tween the source and the recipient. Social theorists call this “the thin interface.” 
Consumers like the ability to get our own information, when and where we want it. 
 
In the U.S., we formerly collected information about current events from a central-
ized source, the daily paper or the nightly news. Now, we choose our own news 
from online news sources like aggregators and social media. We choose what kind 
of stories we receive. This is a thinned interface. 
 
Researching a stay in a foreign city? Not too long ago, a person would have to call 
a travel agent who would find a hotel in the right neighborhood and at the right 

“Most of us carry 

around in our pockets 

a computer with more 

than four trillion bits 

of processing power 

— that is seven mil-

lion times more than 

it took to get humans 

to the moon.” 
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 price. Now a person just opens the Airbnb app on a smart phone to make reservations themselves. Also, a 
thinned interface. 
 
The thin interface also applies to things like nutrition information. Consumers want to know everything about 
what they put into their and their loved one’s bodies. Access to complete allergen information can save lives.  
 
And people want to know about an item’s provenance — we do not want computers built with conflict miner-
als, nor do we want to commit to the love of our lives with a blood diamond. Consumers want to know that 
food and other products are ethically sourced.  
 
Brand needs 
 
While consumers used to trust brands to provide the pre-purchase product information they needed, most 
buying decisions are now made via internet research before the consumer contacts the vendor. Consumers 
look to social channels like Facebook, Reddit, and Instagram for purchasing advice. A Google search of a 
product might not lead to a brand’s website, but perhaps a competitor’s or a page with questionable online 
reviews. 
 
Brands are losing control of the conversation.  

 
The ability to select and disseminate product information that web enabled 
unique ID provides gives brands the ability to regain some control.  
 
GS1 Digital Link 
 
The GS1 Digital Link standard uses web-enabled barcodes to share product 
information to the consumer.  
 
“Similar to the way a web address (URL) points to a specific website, GS1 Dig-
ital Link enables connections to all types of business-to-business and busi-
-to-consumer information. And instead of being limited to one type of data car-
rier like a traditional barcode, brands can now use a QR code, radio-frequency 
identification (RFID), GS1 DataMatrix tag or near-field communication (NFC) to 
deliver this information to their customers.”1 
 
The power of GS1 Digital Link is that the data returned to the end user is con-
textual — it’s a dynamic code that delivers different data to the user depending 
on things like which app was used to access the information, the user’s loca-

tion, time zone, demographics, or a campaign. By scanning one single Digital Link code, a consumer can ac-
cess a recipe and nutrition information, a retailer could see a calendar for item promotions and store plano-
grams for that item, and a logistics provider could learn the product’s handling information and track its jour-
ney through the supply chain.  
 
For example, a consumer scanning a box of rice would likely see provenance, nutrition, and ingredient infor-
mation, but they might also see a recipe or a coupon. An Australian consumer would see the recipe in metric 
system measures and the coupon in Australian dollars, while an American consumer would be delivered con-
tent in English measures and U.S. dollars. 
 
A retailer scanning the very same code on the box of rice would see things such as lot number, calendar for 
discounts, and promotions on the product, maybe even planograms so that the retailer can display the boxes 
of rice in an effective, brand-approved manner.  
 
A logistics provider or warehouse could scan that same code and access handling information or hazard in-
formation (although rice is not terribly hazardous, cleaning products, for example, have the potential to be). 
 
And Digital Link can also hold a product’s UPC information. GS1 anticipates a new era of just one data-
carrying code on a package: Digital Link will eventually displace the on-pack UPC code.  
 

1.   https://www.gs1.org/docs/Digital-Link/GS1_Digital_link_Standard_i1.1.pdf. 
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The Three Key Factors that Influence the Growth of 
Online Grocery in a Market 
 

By Bill Bishop, Chief Architect and Co-Founder, Brick Meets Click 
 
The big picture 
              

D ue to the COVID-19 crisis, the 
online share of the grocery in-

dustry has reached a level that oth-
erwise would have taken another 
decade. In 2019, orders fulfilled by 
pickup and delivery represented just 
3.7 percent of total U.S. grocery 
spending; by May 2020 this had ris-
en to 21%.1  
 
This share could drop as the virus 
abates and/or a vaccine becomes 
available, but probably only modest-
ly, as a whole new generation of 
shoppers has been exposed to the 
benefits of online grocery and be-
come familiar with how to use the 
platforms. 
 
The growth of online grocery will continue to vary from market to market, so it is 
crucial for food retailers to pinpoint and track the growth drivers in their own mar-
kets.  
 
There are three key factors that the drive growth of online purchasing – availability, 
attractiveness, and acceptability of the online service platforms. 
 
Key growth drivers of online grocery 
 
Taken together, these three customer-facing factors provide a description that re-
tailers can use to benchmark what is happening in their markets to determine where 
to focus their efforts as the market adapts to the COVID-19 pandemic and related 
changes.  
 
Availability. The percentage of consumers in a market who are able to make prac-
tical use of at least one eGrocery platform. While pure-play eCommerce grocery 
platforms (those that ship product to home using common carriers) are available to 
nearly all shoppers in the market, shoppers who receive their eGrocery order via 
home delivery and/or pickup are limited to the options that are reasonably close to 
them. These options have expanded during the pandemic as independents and 
some discount grocers like Aldi have added online services. Proximity matters most 

1.  https://www.brickmeetsclick.com/june-2020-online-grocery-scorecard--growth-in-sales---hh-penetration-
continues. 
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 to customers using the pickup option (and to retailers because of the cost of delivering to the “last mile”). In 
highly developed markets, availability approaches 100 percent, but in rural areas it is likely to be lower be-
cause there are few or no nearby options. 
 
Attractiveness. This is a measure of how each online offering in a market improves the shopping experi-
ence. In the early days, this was mainly a matter of the platform performing basic functions, but today con-
sumers expect that online shopping tools will also improve the in-store experience. This means, for example, 
having one app that supports both the online and in-store environments, with the most important features be-
ing: 
 
• The breadth of product coverage.  
 
• A choice of fulfillment methods, i.e., pickup and delivery. 
 
• Support for in-store shopping (navigation, product availability, etc.). 
 
To date, only a few grocers have combined all of these capabilities into a single app, but this is emerging as 
the new minimum standard. 
 
Online purchases in the market increase as more platforms with greater attractiveness are introduced to 
shoppers. 
 
Acceptability. This is a measure of the speed at which shoppers in the market adopt the available platforms. 
The greater number of highly acceptable platforms that are introduced into the market, the faster online shop-
ping will grow. 
 
For customers, four touchpoints are typically the most important in determining a platform’s acceptability to-
day:  
 
• Search results that quickly and easily help them find the products they want. 
 
• The ability to build new baskets or orders using past purchases, ideally from both online and in-store 

transactions. 
 
• Access to a broad range of ways to save money. 
 
• Ease and speed related to completing the transaction (paying and receiving the order). 
 
When an app scores high across all these dimensions, it stimulates faster adoption driven by positive word of 
mouth. 
 
The third order is pivotal 
 
One crucial key to sustaining growth is to encourage cus-
tomers to place at least three orders. By the third order, the 
customer will be familiar enough with the platform to take 
advantage of the time-savings that are so important in im-
proving the shopping experience. After three orders, the 
intent to use again increased to 93 percent.2 
 
When a food retailer focuses on the customer-facing factor 
or factors that are driving online growth in their market – 
availability, attractiveness, and/or acceptability – it can drive 
stronger increases in online sales. That will lead to winning 
a larger share of the online business, which is important 
because that is where the growth is most likely to continue 
happening.    
 
 
 

2.  https://www.spglobal.com/marketintelligence/en/news-insights/latest-news-headlines/online-grocery-growth-softens-as-covid-19-restrictions-ease
-59098168 
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