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 POS GOES MOBILE..
Strides in mobile point-of-sale technology are revolutionizing 
how customers are served.

Executive Summary
Mobile technology has changed the way organizations do 
business, and nowhere is that more apparent than in the 
point-of-sale experience enabled by tablets, smartphones and 
other handheld devices. Customers expect optimized service. 
Luckily, a combination of intelligent systems, portable devices 
and advanced e-commerce technologies are helping brick-
and-mortar stores deliver just that. 

Mobile point-of-sale (mPOS) systems, built around mobile 
devices, allow sales staff to conduct business at the point 
of service, eliminating long lines and other delays that can 
result in lost sales. Businesses that integrate mPOS handheld 
devices with back-end merchandise, inventory and customer 
relationship systems allow roaming sales agents to become 
more than order-takers. They can recommend useful 
accessories, arrange shipment of sold-out products from 
another location and call attention to products based on  
past purchases. 
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To gain an advantage in the competitive retail market, 
organizations need to plan carefully and deploy solutions that 
best meet their own needs and the needs of their customers. 
From roadside food trucks to global retail chains, there’s a wide 
variety of mPOS hardware, software and solutions to address 
every use case and scenario. Bundled POS solutions from 
providers such as CDW can help deliver a successful mPOS 
migration, ensuring that software and components are well 
matched to the task.

E-commerce and Mobility: 
Transforming Business
Retail operators and consumer-facing organizations are under 
constant competitive pressure. The combination of web-
based e-commerce and ubiquitous smartphone ownership has 
transformed consumer behavior and expectations. Shoppers 
no longer walk into a store with limited options and awareness. 
Rather, they cross-shop inventory with online vendors 
and competing brick-and-mortar outlets, access reviews 
from retail and community websites, and jump online to find 
alternatives when the product they want isn’t in stock.

The enabling components in all of this are mobile devices. 
Virtually every prospective customer has a mobile phone. 
The International Telecommunication Union reports there are 
nearly 7 billion mobile-cellular subscriptions worldwide.

The dynamic of the always-connected customer is reshaping 
the customer relationship and forcing retailers, who have 
worked with largely the same model for decades, to retool 
the way they do business. Retailers can no longer afford to 
herd impatient shoppers into lengthy lines at the far end of 
the store, or make them wait in aisles while a sales associate 
rummages through inventory in a back room. Every delay, 
interruption and lost moment is an opportunity for the 
customer to go to a smartphone, research other purchase 
opportunities and abandon the sale.

For sellers, there is an upside to this changing retail experience. 
Sophisticated web retailers have shown the enormous 
value of leveraging context and information in the customer 
relationship. Shoppers at Amazon.com and other sites are 
presented with recently viewed products when they come 
to the site, inviting consumers to re-enter buying cycles they 
had earlier initiated. Likewise, shoppers are presented links to 
related products and accessories, providing an opportunity to 
cross-sell and up-sell based on an initial purchase.

However, in a typical retail store, customers are a blank slate. 
Depending on the store and the availability of a well-informed 
sales associate, a customer committed to a purchase may not 
ever be invited to consider an upgrade to the initial purchase 
decision, or to support that purchase with related accessories 
and add-ons. The result: Many brick-and-mortar retailers 
are leaving dollars on the table and giving customers the 
opportunity to opt out.

An effective mobile point-of-sale system can bridge the 
service gap between physical and online store experiences, 
while providing a more flexible, affordable and scalable way 
to accept, process and complete customer payments. Sales 
associates armed with mobile card readers, printers and 
processing devices can do more than simply complete sales 
in the store aisle. With the proper software and back-end 
integration with store systems, they can check inventory, 
access shopper history, process loyalty rewards and arrange 
shipment of out-of-stock items from another warehouse or 
location — all without ever leaving the customer’s side.

The clear benefits of mPOS are driving rapid adoption. A 2013 
IHL Group report projected that mPOS sales will increase by a 
staggering 380 percent between 2013 and 2017. Furthermore, 
a 2014 report by ABI Research found that by 2019, mobile 
systems will account for 46 percent of the overall POS sector. 
Notably, mPOS adoption is increasingly driven by midsize and 
large businesses seeking to leverage value-added services, in 
addition to improving in-store mobility.

The message is clear: mPOS is growing — fast — and for  
good reason.

The Future of Payment
The payment landscape is more dynamic than ever. Growing 
concerns about credit card fraud and opportunities to 
leverage the capabilities of smartphones are spurring a move 
toward new forms of payment. EMV and NFC are two key 
technologies in this trend.

EMV, which stands for Europay/MasterCard/Visa, is a global 
standard for chip-based credit card operation. While EMV 
cards and payment systems have been widely adopted in 
Europe and Asia, uptake in North America has been stalled 
by reluctance among merchants and card issuers to bear 
the cost of shifting to the new standard. The increasing 
prevalence of credit card fraud, and high-profile attacks 
such as the massive breach at Target that exposed millions 
of credit and debit card accounts, are spurring migration to 
EMV chip-and-PIN payments. While EMV cards promise 
improved security, enterprises must update POS systems 
and card readers to accept EMV transactions.

Near-field communication, or NFC, is a short-range, wireless 
specification that provides a conduit for secure payment 
from compatible mobile devices. With a typical range 
measured in centimeters, NFC-based payments require 
the shopper to tap or wave a phone or payment device 
on a payment sensor at the point of sale. Mobile payment 
schemes include Google Wallet, ISIS Mobile Wallet and 
MasterCard PayPass. However, fractured support for NFC-
based wallet schemes has blunted use uptake.

The sheer size of the mobile payment opportunity means 
that innovation and corporate maneuvering are both  
likely to continue. Research firm Gartner projects that  
mobile payments will jump from $235 billion this year to 
$720 billion in 2017.
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The Mobility Effect
Mobility has emerged as a key driver of productivity and 
competitiveness in the enterprise. Once-deskbound 
processes and workflows are now routinely conducted from 
the field. Employees, customers and business partners access 
critical data and resources using personal and enterprise 
devices and applications.

The commitment to mobile technologies and processes among 
businesses is strong and growing. A June 2013 survey of 790 IT 
professionals by Dimensional Research found that 93 percent 
of companies have mobile devices connecting to enterprise 
networks, up from 89 percent the year before.

The growing adoption of smartphones, tablets and other 
mobile devices is reflected in spending on enterprise mobility 
solutions. According to a 2013 report by Falvey Partners, 
spending in this sector is expected to rise from about $500 
million in 2012 to $1.8 billion in 2016. What’s behind this 
trend? Adoption of enterprise mobility management (EMM) 
solutions — sophisticated management tools and frameworks 
that meld together mobile device management (MDM), 
mobile application management (MAM) and mobile content 
management (MCM) solutions.

And it’s not just enterprises taking advantage of mobile 
technology – so are consumers. Customers now have instant 
access to practically every aspect of their personal lives 
through their mobile devices. They now expect a similar 
“instant access” experience when making purchases. 

How do these trends affect mobile point-of-sale technologies? 
In short, they set the stage for organizations of all sizes to 
deploy and implement mPOS solutions that are secure, robust 
and well managed. Elements critical to mobile success — 
including encrypted networks, fully vetted mobile policies, 
and functional tooling and governance — are more broadly 
deployed now than they were just two years ago. Also, the 
widespread adoption of mobile devices has transformed the 
way enterprises do business.

In many ways, mPOS technology is simply another expression 
of the transformative value of mobility, as the technology 
redefines established workflows and processes and delivers 
new benefits.

Understanding Mobile Point  
of Sale
Industry research indicates that mPOS deployments are 
taking off. According to a 2014 Forrester Research report,  
79 percent of retailers are projected to have deployed mPOS 
solutions before the end of 2015. In fact, demand for mobile 
capability in the retail sector has been strong for some time. 

A key inflection point came with the arrival of the Apple iPad, 
which established the tablet as a capable tool for both personal 
and business use. The emergence of compelling applications 
for the platform, coupled with peripherals for mobile scanning, 
printing and other tasks, transformed the iPad from an 
impressive feat of design and engineering into a potent hub 
for remaking the point-of-sale experience. Solutions from 
numerous providers leverage the iPad platform and attendant 
peripherals to make mPOS attractive to smaller businesses.

A steady drumbeat of technical advancements has fueled 
mPOS adoption. Affordable and ubiquitous Bluetooth 
connectivity has enabled an ecosystem of mobile printers, 
scanners, card readers and other peripherals, even as snap-
in peripherals for USB and other connectors continue to 
propagate. Vendors such as Ingenico, MagTek and Motorola 
have introduced products that address multiple platforms, 
including Apple iOS, Android and Microsoft Windows.

Forrester Research confirms that mPOS adoption has been 
driven heavily by consumer-grade devices, including tablets 
and smartphones. According to Forrester, 43 percent of 
surveyed companies report using iPad tablets in mPOS 
operations, more than any other device type. Roughly a 
quarter of businesses (26 percent) reported using iPod Touch 
devices, while 17 percent said they use iPhones.

 SOURCE: The State of Retailing Online 2012 (Forrester Research, July 2012)
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Numerous characteristics of consumer-grade tablets and 
smartphones make them attractive targets for mPOS 
implementation, including:

•  Low cost: Consumer tablets typically cost significantly less 
than purpose-built POS devices.

•  Peripheral support: Well-supported platforms such as Apple 
iPad and iPod/iPhone can be paired with a wide array of 
point-of-sale peripherals.

http://www.cdw.com/default.aspx
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•  Broad application support: General-purpose tablets and 
smartphones can run software that lets employees go 
beyond payments and transactions to interact with inventory 
data, look up customer histories and access loyalty program 
features.

•  Location-based features: GPS and Wi-Fi location 
functionality enable value-added apps to leverage nearby 
stores, inventory and resources to direct customers to 
available products and services.

In addition, mPOS solutions offer support for emerging 
technologies that enhance mobile payment options, including 
near-field communication (NFC) and chip-and-PIN EMV 
(Europay, MasterCard and Visa) card authorization. In this 
regard, modular mPOS systems that allow a central display 
and processor unit to connect to different peripherals offer 
significant value. When EMV card payment becomes broadly 
available in North America, stores with these kinds of mPOS 
solutions can simply deploy new readers and updated 
software to support these transactions, rather than replacing 
the entire POS solution.

mPOS Scenarios
The adoption of mPOS systems is driven in large part by the 
value of untethering transactions from fixed stations, as well 
as rich customer interaction that can help increase sales, 
improve efficiency and enhance customer satisfaction. Among 
the compelling use-case scenarios are the following:

Line-busting: Research has shown that many consumers 
are likely to walk out of a store if checkout lines are too long. 
Mobile POS solutions enable retailers to combat this problem 
by line-busting, deploying agents with mobile systems to 
check out customers as they wait in the queue. 

The use of mPOS technology allows retailers to bring additional 
transaction points to bear during periods of peak activity, 
reducing wait times and avoiding loss of sales. Home Depot 
pioneered this tactic in 2011, deploying 30,000 Motorola mPOS 
devices across all its U.S. store locations. Other large retail 
operators, including Gap and Nordstrom, have adopted mPOS 
solutions for line-busting and in-aisle checkout.

Point-of-service transactions: Mobile-equipped sales agents 
can conduct transactions at the point of service — often in 
the aisle or at the product display area — immediately after 
a customer selects a product. For example, a shopper at 
the Nike store in Boston never has to go to a cashier station. 
Rather, he or she hands a credit card to the sales agent and 
receives a receipt and a bag for the purchased items. The 
purchase is completed within seconds of a decision being 
made. In-aisle transactions are also useful at stores such as 
Lowe’s and Home Depot, where large and unwieldy items can 
create disruptive backups at fixed POS stations. 

Loyalty programs: Many mPOS systems support rich 
applications, such as customer loyalty signup and service 
programs that help customers take full advantage of 
earned credit. Loyalty program awareness can enable sales 
associates to call attention to special discounts and offers 
related to a customer’s purchase or inquiry, as well as ensure 
that members are recognized for their patronage. Mobile POS 
systems can also be used to sign up new members, boosting 
participation and helping drive more sales traffic to the store.

PCI DSS and Compliance
The Payment Card Industry Data Security Standard (PCI 
DSS) is an industry standard designed to ensure effective 
security practices around the handling of cardholder data. 
For organizations that accept credit or debit card payments, 
compliance with PCI DSS must be validated on a regular 
basis, as defined by each organization’s PCI DSS merchant 
level. Large merchants (those processing more than 6 million 
transactions per year) face the highest level of scrutiny 
and must pass quarterly network scans and validation by a 
qualified security assessor to retain compliance.

PCI DSS compliance is broken into six “control objectives,” 
which merchants must address to avoid fines and penalties:

•  Build and maintain a secure network

•  Protect cardholder data

•  Maintain a vulnerability management program

•  Implement strong access control measures

•  Regularly monitor and test networks

•  Maintain an information security policy

Achieving PCI DSS compliance requires establishing a 
formal program to achieve the six control objectives and 
ensure that the organization can pass periodic assessments. 
Detailed guidance and documentation can be found on the 
PCI Compliance Guide site. The organization offers broad 
advice to help compliance efforts:

1. Educate: Build awareness of security and data-handling 
issues throughout the enterprise. Educate employees on 
how attackers often try to access protected data and ensure 
that they understand the role they play in the organization’s 
data chain. Larger organizations should consider informing 
users about the growing threat of social engineering 
attacks.

2. Designate: Assign a PCI champion to spearhead 
compliance and ensure that business and IT systems 
are updated, patched and configured to ensure a secure 
environment. This person should focus on the security 
impacts of changes to the organization’s website and 
physical point of sale.

3. Eliminate: Whenever possible, avoid storing payment 
data. Once processed, payment data and documentation — 
including paper files — should be purged to reduce the risk of 
data loss or theft. 
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Floor space optimization: An Accenture report finds that, for 
most top U.S. retailers, one-quarter of available floor space is 
more than 50 feet away from the closest checkout station —  
what the management consulting company calls “POS 
deserts.” Replacing fixed POS stations with flexible mPOS 
systems that can be carried by associates or docked at space-
saving fixed points throughout the store allows retailers to 
reconfigure and optimize floor space, and make checkout  
more accessible to customers. Mobile POS also allows for 
seasonal allocation of sales terminals, deploying them closer  
to in-demand items at sales peaks.

Inventory insight: Sales associates equipped with rich mPOS 
systems and software can view local and remote inventories 
without leaving the customer’s side. If a product isn’t available, 
the associate can offer to ship it from another location to the 
store for pickup or directly to the customer, preventing the 
loss of a purchase to an online retailer. Inventory access can 
also help associates recommend alternative products that are 
available in-store.

Cross-selling/up-selling: Intelligent mPOS systems can help 
sales associates recommend products related to the intended 
purchase, such as cables for a new smart TV. The software can 
display available accessories, upgrades and related products 
for recommendation. It can also provide recommendations 
based on the customer’s purchase history and preferences.

Ultimately, the benefits of mPOS solutions extend beyond the 
simple mechanics of completing transactions. Industry studies 
show that stores that have deployed mPOS solutions are more 
efficient, achieve increased sales and enjoy higher levels of 
customer satisfaction than they did with static POS stations.

Getting Started with Mobile  
Point of Sale
Getting started with mPOS demands that store operators 
understand the entire point-of-sale chain, from back-end 
systems that manage accounting and inventory to the client 
software that runs on sales associates’ tablets. New and s 
mall businesses may be able to pursue a greenfield 
deployment, adopting all-new solutions that are tailored to 
work together and provide rich data access and functionality 
to each mobile device. 

But for the vast majority of deployments, organizations must 
work with existing point-of-sale systems, connecting to 
established back-end software, such as accounting, inventory 
management, customer relationship management (CRM) and 
enterprise resource planning (ERP) software.

Software Considerations
While mPOS deployments are highly dependent on hardware, 
including tablets, printers, scanners and other peripherals, 
the decision-making process is typically driven by software. 
Compatibility with existing back-end systems and fixed POS 
software is a top-level concern and must be accounted for in 
the selection process. 

A business adding mPOS to Windows-based, fixed POS 
systems may choose to adopt Windows-based mPOS 
solutions to eliminate interoperability issues. Or it can deploy 
Apple- or Android-based mPOS solutions, and work with 
internal or third-party developers to ensure that the mPOS 
client software can talk to the back-end system.

Among the things to consider when deciding on an mPOS 
software platform:

Start at the top. Take a strategic view of the migration and 
think through the related business processes. Come to terms 
with the scope and scale of the effort, and identify the specific 
system software it will affect.

Gather data. Observe and measure point-of-sale activity, and 
gather insight about the current in-store experience. Develop 
metrics to track and define progress against the baseline.

Align software and systems. Assess the back-end software 
and systems for functionality and interoperability in the 
context of the proposed mPOS deployment. Weigh the costs 
and benefits of coding middleware and abstraction layers to 
link mPOS solutions to legacy POS applications.

Assess mobility management. Does the organization employ 
mobile device and mobile application management solutions? 
Do these solutions need improvement or updating? Also 
consider security tools and software.

Consider the cloud. Subscription-based cloud services from 
POS providers such as the consumer-transaction technology 
provider NCR can shave capital expenditure and reduce IT 
overhead.

Complicating the task of migrating to or adding mPOS 
functionality is the fact that point-of-sale software and 
equipment typically work on long replacement cycles. That 
reduces opportunities to time mPOS deployments with a 
broader POS update and may force enterprises to invest in 
middleware development to link new mPOS systems to legacy 
systems and software.

http://www.cdw.com/default.aspx
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Hardware Considerations
On the hardware side, mPOS by its nature introduces new 
classes of mobile peripheral hardware, including Wi-Fi–
enabled mPOS devices for transacting payments, as well as 
handheld printers, scanners and other devices that connect 
via Bluetooth. It also creates a new area of concern for 
security and management, as wireless mPOS devices and 
their peripherals must be tracked, managed and protected 
from threats. Among the hardware components of an mPOS 
system are the following:

Central hub/controller and wireless network: Provides Wi-Fi 
access (typically 802.11b or 802.11g) to mPOS devices and 
ensures connectivity among those devices, the application 
server and the point-of-sale software. 

mPOS device: The handheld device that supports credit card 
and other transactions is the beating heart of mobile point of 
sale. Devices built specifically for mPOS, such as the Honeywell 
Dolphin 9550 and Motorola (Symbol) PDT8100, can include 
integrated barcode readers for instant data capture and 
validation. In recent years, many organizations have moved 
toward adopting general-purpose tablets and smartphones 
for mPOS applications. 

Tablet and smartphone mPOS units may be either consumer-
grade devices or ruggedized, professional-grade hardware. 
Professional-grade mPOS devices typically feature 
ruggedized exteriors, longer battery life and higher prices 
compared with consumer-grade tablets and handheld 
devices. According to VDC Research, replacement cycles for 
ruggedized devices generally run four to six years, compared 
with about one and a half years for consumer-grade devices.

Tablet-based mPOS solutions can often be configured for fixed 
or mobile operation. For example, the HP MX10 Retail Solution 
features a docking station with hardwired printer, scanner and 
cash drawer. Sales staff can dock an HP ElitePad tablet in the 
stand at a fixed point-of-sale station or remove it to operate 
as a mobile point of sale.

Peripherals
Common mPOS peripherals include printers, magnetic  
stripe readers (MSRs) and barcode scanners. Manufacturers 
such as Motorola offer single-role and multi-role reader/
scanner add-ons for tablets and smartphones. These units 
often plug into USB or other ports on the host device or 
connect via Bluetooth. Peripherals typically fall into one of 
three categories:

Detachable dongles: Discreet MSR and scanner add-ons, 
called dongles, clip onto the host device or plug into an 
available port. For instance, the PayPal Here dongle, which 
supports credit and debit card swiping, plugs into the 
3.5-millimeter audio jack of the host tablet or smartphone.

Sleeves and jackets: These add-ons encase the back and 
sides of the host device, providing a compact, grippable profile 
that doesn’t stick out from the device the way a dongle does. 
These devices provide enough surface area to support multiple 
readers and scanners, and some come equipped with their own 
battery to help extend the battery life of the smartphone or 
tablet. The Lenovo ThinkPad Tablet 2 Payment Sleeve is a good 
example of an mPOS jacket for a full-size tablet.

Discreet devices: Stand-alone reader/scanner devices use 
Bluetooth to pair with a smartphone, tablet or other host 
device to add mPOS functionality. The Motorola MPM-100 
Bluetooth mobile payment module, for instance, supports 
barcode scanning; magnetic debit and credit cards; chip-based 
EMV cards; and touch-free, NFC-based payment. Mobile 
handheld or wearable printers likewise rely on Bluetooth and 
allow sales agents to print receipts at the point of sale.

Mission-specific Solutions
Not every point-of-sale environment is the same. The 
requirements for an mPOS solution in a boutique jewelry store 
are quite different from those of a stadium vendor selling hot 
dogs at a Major League Baseball game. 

Some applications, such as rental-car return queues, must be 
optimized for quick, efficient and simple interaction — the goal 
being to verify the customer, perform data intake and produce 
a paper receipt as quickly as possible. Other applications, such 
as tableside service at restaurants, combine the benefits 
of rapid order-taking and payment with the ability to make 
recommendations about drinks and desserts, which can 
significantly increase sales.

Examples of specific mPOS environments that may  
mandate the use of specialized hardware and peripherals 
include the following:

Outdoor venues: Use of mPOS equipment outdoors poses  
a variety of challenges, including rain, glare, temperature 
swings and distance from a wireless access point. Battery 
capacity can also be a concern. For outdoor applications, 
ruggedized products (or at least ruggedized sleeves that 
protect devices from impact and moisture) are worth 
consideration. Organizations may need to tailor mPOS 
deployments and workflows to respect the environment. 
For instance, tablet-based systems will not be optimal in 
subfreezing temperatures.

Restaurant and hospitality: Fast-food chains such as Burger 
King have adopted mPOS systems to enable line-busting 
during peak hours, and many restaurants equip servers with 
wireless mPOS devices to enable tableside order placement.  
In 2014, national restaurant chain Chili’s deployed tablet-
based, tabletop ordering and payment systems at all its 
restaurants, allowing guests to view the menu, order food  
and drinks, and pay on demand with a credit card.
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Remote location: Concerts, events, food trucks and other 
sales venues are often located far from enterprise campuses, 
local area networks and other IT infrastructure. Integrated 
cellular wireless connectivity and the ability to process sales 
during a power or Internet access outage are important 
assets. Some product bundles can help ensure continuity  
of operations even in remote locations.

Getting Help with POS Systems
CDW offers a full range of both fixed and mobile point-of-
sale solutions, from POS software and services to systems, 
peripherals and add-ons. Products and services offered by 
CDW in the mobile POS arena reflect the broad and diverse 
use cases for mobile commerce. From cab drivers accepting 
in-vehicle credit card payments to department store chains 
augmenting fixed checkout capacity at stores nationwide, the 
range of mPOS applications is broad.

CDW products — from leading mPOS vendors including Apple, 
HP, MagTek, Motorola and VeriFone — provide solutions for 
every challenge. Need to transact business outdoors and 
in uncertain weather conditions? A Bluetooth-equipped 
payment module, such as the Motorola MPM-100, can provide 
swipe-and-scan functionality in a compact, ruggedized 
package. Want to maximize mobility in a streetside cafe? CDW 
can help plan and deploy the use of smartphone sleeves to 
streamline ordering and payment.

CDW Point-of-sale Solution Picker
Selecting the right systems, components and software for  
an mPOS deployment can be challenging. Enterprises need  
to make sure that POS peripherals and components are 
tailored to the specific needs of the business and the point-
of-sale environment. For example, a roving food truck has 
different POS needs from a boutique shoe store or a home 
goods warehouse.

Interoperability is another key concern. Organizations need 
to make sure that handheld devices, such as plug-in MSR 
modules and Bluetooth thermal printers, can interoperate 
with deployed POS software and systems. The challenge is 
particularly acute for new and small businesses, which  
often have no IT resources dedicated to POS deployment  
and management. 

Enter the CDW Point-of-sale Solution Picker, which  
presents fully vetted and packaged bundles of POS  
hardware, software and peripherals aligned to specific  
market verticals and operating environments. A proprietor  
of a yogurt shop, for instance, can find tailored POS solutions 
under the Hospitality category, then filter the results by  
static or mobile POS operations, by operating system  
platform and other characteristics.

The Solution Picker provides bundles for more than  
30 verticals across two groups: hospitality and retail.  

The hospitality group includes bundles for verticals such as 
amusement parks, bakeries, bars and nightlubs, catering, 
coffee shops, fine dining, resorts and spas. The retail group 
includes bundles for automotive, clothing, food and beverage, 
fuel and gasoline, jewelry, shoes and sporting goods.

The ShopKeep POS Bundle, for instance, is paired with a 
number of mobile-friendly verticals, including cart and truck 
vending. It includes an Archelon-protected tablet, Star 
Micronics thermal printer, MagTek MSR plug-in module, APG 
Cash Drawer and cloud-based ShopKeep POS software that 
provides access to reports and data at any time and place. 
An iPad-enabled version of the same bundle employs an iPad 
tablet and compatible MagTek iDynamo card reader.

The CDW Point-of-sale Solution Picker is generally best for 
new and small businesses deploying their first fixed or mobile 
POS, or replacing an existing POS. Organizations seeking 
to incorporate mobility alongside an existing POS system 
must consider issues related to software and systems 
integration. In these cases, a CDW account manager can help 
with the decision-making process and come up with a blend 
of hardware, software and integration services that ensures 
successful deployment of a mobile POS system.

Keys to a Successful mPOS Deployment
Deploying a mobile point-of-sale solution is a major 
undertaking that can disrupt retail operations and result  
in significant loss if done wrong. To ensure a smooth 
transition to mPOS, it’s important to take a thoughtful,  
step-by-step approach.

Form a team: Pull together key stakeholders and decision-
makers, including store operators, IT managers and loss 
prevention and security managers.

Establish scope: Make sure to fully define the goals, 
requirements and budget for the mPOS build-out. IT 
managers also must consider integration with back-end 
systems to enable functionality beyond simple line-busting. 

Plan forward: Important changes affect both fixed  
and mobile POS, and deployment efforts should account  
for them. 

Define success: The iron rule of IT is that organizations can’t 
achieve what they can’t measure. IT managers should invest 
time to develop metrics and quantitative goals for any  
mPOS deployment.

Tune to need: Decision-makers should consider the unique 
aspects of their operations. For instance, large purchases 
(such as cars or boats) have very different sales support 
needs than a run to the supermarket.

Recruit help: During the initial assessment and product 
review phase, organizations should consider opportunities 
to bring focused expertise on board. CDW, for example, 
has dedicated staff members and partners ready to help 
customers deploy mPOS solutions.

Proof of concept: IT staff members should work with 
vendors and providers to develop a pilot program to test an 
mPOS solution.

http://www.cdw.com/default.aspx
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Mobile POS decisions can’t be made in a vacuum. Software 
and hardware, as well as existing back-end and POS systems, 
must all be accounted for when making a purchase and 
deployment decision. Your CDW account manager and 
solution architects are available to assist you with every 
phase of choosing and leveraging the right solution for your IT 
environment. Our approach includes:

•  An initial discovery session to understand your goals, 
requirements and budget

•  An assessment review of your existing environment and 
definition of project requirements

•  Detailed vendor evaluations, recommendations, future 
design and proof of concept

•  Procurement, configuration and deployment of the  
final solution

•  Ongoing product lifecycle support

•  Overview of requirements and service assessment

Enter Lenovo. The Think 
brand is world-renowned 
for its security as well 
as reliability, durability, 
mobility and manageability. 
Lenovo has a full suite of 
affordable products for the 
busy sales environment 
and to compliment your 
organization’s technical 
needs, including notebooks 
and tablets with innovative 
touch screens.

With Galaxy products, mobile 
device users can secure 
access to enterprise email, 
calendar, memos and more. 
Samsung is working to 
address the management and 
security concerns commonly 
faced by businesses and 
organizations when deploying 
Android devices. With 
Samsung security solutions, 
IT can now confidently 
extend  security policies 
to the Android platform, 
allowing for the adoption of 
both personally-owned and 
industry-owned devices.

Go beyond everyday business 
with the HP ElitePad powered 
by the latest Intel Atom 
processor. Our premium 
thin and light Windows 8 
tablet puts productivity at 
your fingertips. Expand its 
potential with a complete 
suite of accessories designed 
to help you do more. Easy 
to deploy and manage with 
enterprise-class security, 
the HP ElitePad moves your 
entire business ahead.

The MobileIron Mobile 
IT platform secures and 
manages apps, content 
and devices for global 
organizations. It supports 
both corporate-liable and 
individual-liable devices, 
offering true multi-OS 
management across the 
leading mobile OS platforms. 
MobileIron is available as 
both an on-premises system 
through the MobileIron 
VSP and a cloud service 
through the MobileIron 
Connected Cloud.

CDW.com/mobileironCDW.com/samsungCDW.com/hpCDW.com/lenovo

CDW: A Mobile POS Partner That Gets IT

Want to learn more? Contact your account manager or visit the CDW.com/mpos and learn about 
the products, technologies and industry trends that are shaping mobile point of sale. 
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