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No cash allowed for test of smart-card concessions system
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A smart-card vendor that has been trying to establish itself in sports conducted
a “cashless event” last month where food and merchandise could be purchased
BREAKING only by using the vendor’s cards.

GROUND

DON MURET Officials for the company, Total Venue Control of Chicago, now plan to
contact minor league baseball teams again with data from the event to support
its system.

Total Venue Control, a two-year-old marketing firm, completed the first year of a three-year contract in late October to
provide strictly cashless payment services for concessions during a four-day circus at St. Charles (Mo.) Family Arena in
suburban St. Louis.

Company officials say going totally cashless decreases employee theft by eliminating the need to count money after an
event. Those losses can account for 3 percent of yearly sales, said Bill Rayner, a consultant for Total Venue Control and a
30-year concessions executive.

Smart cards are also supposed to increase per capita
spending, similar to regular credit cards. That has
been the case in Europe, where facilities such as
Amsterdam Arena, a 51,628-seat stadium, have
been using smart card technology for several years,
Rayner said.

Cameron Wall, Total Venue Control’s CEO, plans
to revisit the eight to 10 minor league teams he talked
to last year and to pitch the system at baseball’s
winter meetings Dec. 4-7 in Orlando.

Minor league clubs had been hesitant to serve as
Total Venue Control’s first sports account and were
waiting for one team to step out front and try it, Wall
said, The circus provided the data that the firm
needed to go back and show teams, he said.

The Class A Cedar Rapids (Iowa) Kernels turned
down $50,000 in incentives to test cashless
concessions after Game Time Food and Beverage The master plan for Southern Illinois drawn up by
made the offer before the 2006 season, said Steve HNTB includes a new stadium and a renovated arena.
Blumenthal, Game Time’s executive vice president.

Game Time, the Kernels’ concessionaire, and Total Venue Control have a co-marketing agreement to help bring both
companies business.

The Kernels were primarily concerned that their fans would not have the option to pay cash for concessions, said Doug
Nelson, the team’s chief operating officer.

“Customer service is everything in this business, and I wasn’t going to put that at risk,” Nelson said.
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