
The dramatic increase in the popularity of gift cards and
debit cards as well as MasterCard and Visa’s marketing cam-
paigns (“Priceless” and “leave your cash at home”) have in-
fluenced the ongoing U.S. transition to a cashless society.”“
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other options with the event sharing the invest-
ment, which decreases our share of system-
generated revenues.

Conclusion
The dramatic increase in the popularity of

gift cards and debit cards as well as Master-
Card and Visa’s marketing campaigns (“Price-

less” and “leave your cash at home”) have
influenced the ongoing U.S. transition to a
cashless society. Limited access to ATM ma-
chines at entertainment events and limited or
no use of credit/debit cards at most POS are
leading to increased customer service problems.

Five years ago, cashless smart card-based
events in the U.S. were improbable. Now they
are inevitable. In Malcolm Gladwell’s recent
bestseller The Tipping Point, the author ex-
plores how society’s behavior can change dra-
matically in a short period of time from a
variety of disparate and subtle influences.
Gladwell defines these social upheavals as ‘tip-
ping points. In one cited example, mobile
phones went from luxury to necessity in the
U.S. in 1998, even though they had seen wide-

spread use in Europe years earlier.
Cashless technology-based payment systems

have reached a similar tipping point. Origi-
nally, Lawrence-Dumont stadium had a sin-
gle ATM machine outside the front gate, and
credit card use at stadium concession points
was not planned. In the first year of cashless
concession operations, TVC processed more
than $500,000 in credit card sales. It is clear
that fans have embraced
the cashless payment sys-
tem. �

Cameron Wall is the chief
executive officer of Total
Venue Control L.L.C.
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