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Food and Beverage

Cashless $tadium
To Use Cash or Not Use Cash? 
That is the question…
That question just might be answered for you when entering 
stadiums and arenas today.

By: Jennifer Begg, Editor

Staff in Wichita work a cashless kiosk 
near the concession stands.

Cashless is a term that is used more and more these days.  In an era where 
most people pay for goods and services by credit and/or debit cards, it was only a 
matter of time until the consumer would need a prepaid card to pay for many of 
the concessions and novelties at a stadium or arena. Two cities this year debuted 

the Cashless Payment System into their venues, one in the 
United States and the other in United Kingdom. While 
the sports played at each venue and the sizes of their mar-
kets di! er in these cities, there are many commonalties to 
system usages. 

" e Cashless Payment System in the U.S. did not 
show up in a major league venue or in a city that is known 
for its technological advancements.  Instead the system was 
introduced in a historic baseball town, in a building that 
is nearly 75 years old, that can accommodate upwards of 
6,100 fans on any given night. No, it was not Cooperstown 
or Durham. Instead it was Wichita, Kansas, home of the 
Wichita Wingnuts, an expansion team for the American 
Association of Independent Professional Baseball—not af-
# liated with the MLB.  Lawrence-Dumont Stadium (home 
of the Wingnuts), also hosts the National Baseball Con-
gress World Series—a tradition since 1935, and is com-
prised of 15 semi-professional baseball teams from the U.S. 
and Canada.  In the course of 15 days in August, more than 
60,000 people trickle through the stadium.  With so much 
action in the course of these two weeks, coupled with a new 
baseball team in this small sports market, it seemed to be 
the perfect opportunity for the cashless system to make its 
mark in the United States.

chosen to introduce the # rst Cashless Payment System into the country.  Although 
the cashless system has been used for a few years throughout Europe, many cities 

Ricoh Arena, home to the Coventry City Football Club Sky Blues, which debuted 
the cashless system in August 2008. " e Sky Blues were a founding member of the 
Premier League, but currently play in the Football League Championship.  " e 
soccer team was established in 1883 and since 2005 have played at Ricoh Arena—
a brand new facility—which accommodates 32,000 for soccer and can hold up to 
40,000 people for open air concerts. Many patrons walk through the concourses 
of the popular Ricoh Arena, thus allowing for a revenue-generating venture into 
the cashless system headed by a German technology company. 
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Does It Work?
! e cashless system is 

simple in theory, but the man-
tra “you cannot teach an old dog 
new tricks” comes into play here.  
In general, the integration of the 
cashless system seems to have 
gone smoothly in both London 
and Wichita. ! ere were some 
hitches—as with any new tech-
nology—at the very beginning, 
but with time and education both 
the teams and the consumers are 
reaping the bene" ts of the cashless program. According to Food and Beverage consultant 
Chris Bigelow, Bigelow Companies, young kids have taken to the system with greater ease 
than adults.  ! e hardest part of the system is the conversion, and getting the consumers to 
“retrain” themselves.  Instead of using cash as they typically would at a game, patrons must 
use their cards. 

! e cashless system has been a great commodity for the concessionaire.  First and 
foremost, due to the nature of the system,  “has made the#  all but impossible,” asserts Na-
than Kosky, Commercial Director at City of Coventry Football Club. ! us, inherently 
increasing revenues. ! e Food and Beverage industry average for the#  is between one and 
three percent, says Bill Rayner President, Total Venue Control, and for a $20-$30 million 

pany, that can mean a lot of lost 
dough.  However, it is important 
to note that the#  percentages 
do not account for the#  alone; 
it also includes waste (i.e. bad 
beer or a dropped hot dog) and 
is di$  cult to identify the dif-
ference between the two, when 
looking at the bottom line.  And 
since traditional the#  is elimi-
nated with the use of the cash-

have a better grasp of how much 
waste occurs in the concessions. 
Moreover, every food and mer-
chandise seller—in Wichita 
especially—is trained not to 
take cash. If cash is seen being 
handled in these areas, the#  is 
most likely occurring. 

Cashless System include, the reduction of such costs as cash handling and insurance.  Ad-
ditionally, at the end of the night the cashier does not have to count money, it is done elec-
tronically. Transaction time is signi" cantly cut, since the customer and the cashier are not 
counting cash and coins. Chris Bigelow says, “! e longest part of the transaction is waiting 
for the receipt to print.”

From a consumer standpoint, fans must become accustomed to carrying another card, 
wait in another line to buy or re" ll the card, and learn how to use the new technology. In the 

! e Cashless 

Payment 

System in the 

U.S. did not 

show up in a 

major league 

venue or in 

a city that is 

known for its 

technological 

advancements.

Customers line up to receive 
their cashless cards in Wichita.

A young City of Coventry 
Football Club fan purchases 
a beverage with his cashless 
card.

SEAT Fall 08 test.indd   31 11/22/2008   12:29:43 PM



S E A T

end though consumers will spend more time enjoying the game instead of waiting in line 
at the concession stand, by using this technology.  According to Total Venue Control—
the spearhead for the system in Wichita—the consumers are waiting up to as much as 
30% less time in line at the concession stand and more time in their seats. 

! e most important question is, if there has been an increase in revenue since the 
systems have been implemented.  ! e simple answer is yes.  Josh Robertson, General 
Manager, Wichita Wingnuts, asserts that per caps in food consumption rose from $4.25 
to $8.00 over the last year since implementation.  In Wichita alone the pro" t margins 
increased by 30%.   ! e system in London has been in use for a few months.  “Penetra-
tion has already gone from 48% to 57% and peaking at 67%, but we have settled averag-
ing over 50% per game,” Nathan Kosky, of Coventry, says.  Although the numbers are 
concrete in London, since the system has not been through a full season, it is hard to 
know what the exact outcome will be.  However it is important to recognize, due to the 
state of the economy, per caps are not reaching their typical levels. 

How It Works
Upon entering Lawrence-Dumant Stadium—with only one point of entry—the 

consumers go straight to a kiosk, where they purchase a pre-paid card with cash, credit 
or debit card. Sta#  with hand-held devices is also available to expedite the process.  ! e 
cards are pre-printed and are not re" llable—but this capability will be available next 
season. ! e cards are set up in $5, $10, $20, and $50 denominations, and the card itself 
costs nothing to have.  ! e cards are good for two seasons, but if a customer is a one-time 
consumer, he or she is able to get his or her money back by going to the kiosk as they 
leave the stadium.  ! e capability to redeem any le$ over money on the card makes this 
more attractive for fans. 

At Coventry the system varies somewhat.  ! e cards are re" llable, but the custom-
er must put a £2 (approximately $4 USD) refundable deposit to receive the card. Cards 
are available for purchase to any ticket holder.  ! e cards are also tied to season tickets 
and premium areas.  ! ose who have these packages have the ability to load money onto 
their cards online, with a minimum buy of £10 (about $20 USD).  ! e smallest denomi-

nation that can be loaded onto a card is £5 (about $10 USD), with a 
maximum of £90 (about $180 USD). ! e deposits and any unused 
money can be redeemed at a kiosk anytime a$ er hal$ ime of a game.  

The Cashless System 
In Wichita, the Cashless System Team consists of: Total Venue 

Wingnuts concessionaire), EZ Pay, Trapeze Networks and Renais-
sance Network Solutions.  Total Venue Control is the organization 
behind the cashless payment cards technology in sports facilities. 
! e company controls the operation and marketing of the system. 
EZ Pay is responsible for credit card processing.  Trapeze Networks 
established the wireless capability that allows the point-of-sales sys-
tems to be operated anywhere in the stadium.  In fact, Trapeze is 

building WiFi systems into the infrastructure of many new builds.  Meaning that these-
transactions can be processed from one’s seat or on the concourse without searching for 
cash.  ! e last piece of the cashless puzzle is Renaissance Network Solutions, which of-
fered its expertise on the Payment Card Industry (PCI) Data Security Standards. ! ese 
standards were critical in deploying the cards because they help protect consumers. Ac-
cording to Vice President Paul Miller, PCI compliance standards were established to 
assist organization that process credit card payments to help prevent fraud, hacking and 

! e Food and 
Beverage industry 
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three percent, says 
Bill Rayner Presi-
dent, Total Venue 
Control, and for a 
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ing F&B company, 
that can mean a lot 

of lost dough.

In London, a fan uses an electronic 

kiosk to place her order.
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a variety other security issues.  All organizations that process 
credit cards as a form of payment must be PCI compliant.  
! is part of the system was critical to Wichita, which was an 
all-cash venue prior to the transition.

proached Wichita about the Cashless System. Wall felt that 
it was the perfect time for this “marriage” to occur, with 
Wichita being a new team and this being a relatively new 
technology.  ! e system was launched the " rst week of May, 
a full week before the " rst pitch was thrown for the baseball 
season. TVC appeared two years ago to present the cashless 
idea to 10 minor league baseball teams, without much suc-
cess, as conveyed in Street and Smith’s SportsBusiness Jour-
nal.  ! e company though was able to attain a three-year 
trial contract in 2006 for a circus event with the St. Charles 
Family Arena, in St. Louis, Wall asserts. ! e success at St. 
Charles then allowed TVC to go back to its minor league 
prospects and show the results of the cashless system perfor-
mance during this four-day event. 

TVC o# ered the system at no cost according to Wichita Wingnuts General Man-
ager Josh Robinson.  TVC and its team would be responsible for installing the point-
of-sale systems, producing the cards, and selling the sponsorships. ! e cards are also a 
type of memorabilia with a collage of various players printed on the front of the card, 
Papa John’s Pizza was a " rst year sponsor. ! ey o# ered customers a discount when they 
showed the card at one of its then local locations. Any pro" ts earned would be spilt 
between the cashless team and the Wingnuts. 

In London, the Cashless Team was much smaller and employed a di# erent strat-
egy for implementation and usage, taking into account that Coventry City Football 
Club attracts many more patrons than the Wichita Winguts.  Further, due to the nature 
of football (soccer) in Europe, there is a dedicated grandstand available for away fans, 
where cash is accepted as a form of payment. ! ey ran trials of the system during the last 
three games of the 2007-2008 football season, using part cashless and part cash to see 
how well consumers would take to the idea.  In August 2008, the cashless system was 
rolled out in concession and premium areas only. ! e cards currently cannot be used to 
purchase merchandise like in Wichita.

! e team in the UK comprised of two primary players, Payment Solutions and 
Skidata. Compass, the concessionaire for Ricoh Arena, played a smaller role.  Payment 
Solution AG, is the German equivalent to Total Venue Control.  According to Payment 
Solution, the so$ ware intends to integrate all the important aspects of attending these 
events, including but not limited to: ticketing, merchandising, food and beverage, and 
parking. Skidata, the organization the Coventry City Football Club employs for its en-
try systems, was a fundamental component to integrating the new technology with the 

created to be used both for the cashless payment systems, while acting as a season ticket 
holder’s ticket.  

yes.  With increased revenues, less the$ , and higher pro" t margins, cashless is the way 
to go. 

A football fan uses cash to 
buy a cashless card from 
staff in London.
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