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Great customer experience must be effortlessly 
convenient and intuitive. It’s no surprise that 
leading companies within the leisure and 
hospitality industry are continually innovating 
and pushing the capabilities of technology to 
capture the imagination of the jaded consumer 
and drive sales.

In this inaugural Digital Leisure and Hospitality  
Innovations report, we’re proud to be showcasing the  
brands that are leading, inspiring and raising the bar to 
impressive new standards.

Nowhere has this been more apparent than in the world  
of food delivery, which continues to develop new ways  
to solve industry challenges. Deliveroo remains at the  
forefront of this takeaway innovation with the launch of  
its “Editions” fully-equipped kitchens, squeezed compactly  
into shipping containers. These pop-up spaces allow  
restaurant brands to reach new audiences without the  
typical overhead pressures that come with maintaining a 
permanent bricks-and-mortar presence.

Advancements in robotics are also transforming how  
food and drink are delivered, with Tesco and Just Eat both  
partnering with Starship Technologies to test robot deliveries  
in London. If successful, they could combat the issue of high  
last mile delivery costs that has plagued the industry for years.

It’s not just food delivery that’s been revolutionised – hotels 
have also been quick to make the most of the technology 
available to them. Whether coming from a global giant or 
small boutique, personalisation has been vital for hoteliers this 
year. The Wynn hotel in Las Vegas, for example, has had 4,700 
Amazon Alexa units installed in what has been heralded as a 
world first for fully voice-activated rooms. Additionally, hotel 
chain Aloft now uses Apple’s Siri to control music and lighting 
and connect customer calls to its virtual concierge.

Sustainability is also a hot topic in this year’s report and 
TooGoodToGo’s app is a great example of an eco-friendly 
initiative that’s beneficial for both businesses and consumers 
alike.  Via the app, restaurants list left-over meals for users to 
purchase at a reduced cost, cutting food waste and generating 
extra revenue. As ethical consumerism works its way up 
people’s agendas, this is certainly a trend to watch.

Leisure and hospitality brands are renowned for their creativity 
and innovation, and this report illustrates both the variety and 
depth of the developments taking place – as well as what we 
can expect to see more of. I’d like to thank Glynn Davis and 
Retail Insider for the opportunity to be a part of this new and 
fascinating project, and I look forward to seeing how these 
innovations evolve in the future. 

GUY CHISWICK 
Managing Director,   
Webloyalty, Northern Europe  
@Webloyalty_Guy

It is with great pleasure that I welcome you 
to the first ‘Retail Insider Digital Leisure & 
Hospitality Innovations’ report that aims to 
highlight the most interesting digitally-driven 
technology developments in the leisure & 
hospitality industry.

This report has come about because of the success of a 
sister production that focuses on the retail sector. It has 
been sufficiently well received that version four was recently 
published and this led to the idea of a similar report but 
looking at the leisure & hospitality industry. 

This maiden version contains the Top 20 innovations sourced 
mainly from the UK but with a number drawn from around the 
world – especially the US, which continues to be a hotbed of 
technological endeavour.

What is interesting about this first report is that the 
innovations it includes straddle the whole spectrum of leisure 
& hospitality – from restaurants, to hotels, to airlines, and 
coffee shops. All areas are included, which suggests vibrancy  
in the broad industry and a willingness to embrace technology 
and to innovate.

Atop the table is KLM with its face recognition solution, which 
highlights a key theme running throughout the publication – the 
desire by companies to develop frictionless interfaces for their 
customers. The reality today is that customers want pain-free, 
enjoyable interactions at all times with leisure & hospitality 
companies. Just as they do with all businesses across all sectors.

It is not just large businesses like KLM and Starbucks that are 
innovating because the report also contains small operators 
and solutions providers including TooGoodToGo, Zume Pizza 
and GoInStore. 

This report would not have been possible to produce without 
the involvement of a specially selected Advisory Panel. They 
come from across the leisure & hospitality industry and helped 
compile the list as well as rank the innovations in order. This 
is a tough job and I would like to thank each one of them for 
giving up their time so generously. 

Finally, I would also like to extend a big thank-you to 
Webloyalty for their sponsorship of this report and its  
sister the retail version. We very much hope you find some 
ideas and inspiration from the 20 interesting innovations  
we’ve brought together. 

We look forward to continuing the journey next year when  
we will endeavour to uncover more interesting innovations 
from what is an incredibly exciting time for the leisure & 
hospitality industry.

GLYNN DAVIS 
Retail Insider | @GlynnDavis
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FERNANDO FANTON | Just Eat 

Fernando joined Just Eat less than two years ago to develop  
its technology capability. Prior to this he spent almost seven 
years at media company Elsevier where he latterly held a  
senior role at its Mendeley.com division with responsibility  
for global product and technology. Previously he was involved 
with digital transformation programmes at McKinsey and spent 
six years at Microsoft.

NICK DUTCH | Head of Digital -  
Domino’s Pizza Group UK & Ireland 

Nick is head of digital at Domino’s as well as also undertaking 
consultancy roles for organisations dealing with the challenges 
presented by digital. He has been heavily involved in the 
transition of Domino’s from a predominantly stores-based food 
business to one that derives the majority of its sales via digital 
channels. He is also a board advisor at Zone Digital.

DANIEL POTTER | Co-founder – Inamo Restaurant Group 

Daniel co-founded pioneering projection based interactive 
restaurant ordering through the Inamo Asian fusion restaurant 
chain in London that now has three outlets. In June 2015, he 
took this knowledge and founded Ordamo to provide a smart 
technology solution for the hospitality industry, involving an 
interactive menu experience for customers. 

WAYNE HORO | Director of restaurant & bars concept 
development - InterContinental Hotels Group (IHG) 

Wayne joined IHG in 2014 with responsibility for creating  
new scalable restaurant and bar concepts, IHG’s hotel owners. 
He was previously a director of Happen UK, a consumer insight 
and innovation agency, and prior to that he was head of food 
& hospitality store design at Marks & Spencer. Wayne came to 
the UK from his native New Zealand in 1999 to head up the 
marketing function at the UK’s largest independent  
coffee roaster.

CHARLIE BENNETT | E-commerce Director –  
Berry Bros. & Rudd  

Charlie has been involved in the wine industry for over  
20 years and joined BB&R in 2000 where he worked initially 
as an internet copywriter. His remit has expanded significantly 
since then as his digital skills have advanced. He took up his 
current role as e-commerce director in 2012. 

THE ADVISORY PANEL

1. HOW INNOVATIVE? 
 What level of innovation is being demonstrated in the 
 solution? The score will be determined to some extent by 
 whether it is truly out there on its own leading the pack or 
 whether there is competition from other similar innovations.

2. POTENTIALLY COMMERCIAL? 
 What commercial value has the innovation delivered  
 to retailers using the solution to date and what value  
 could it potentially create for retailers in the future if  
 widely adopted.

3. POTENTIAL BENEFIT? 
 What is the level of benefit the innovation is delivering 
 within the retailers’ organisation(s)? Is it having a material   
 impact that could also potentially increase over time.

4. POTENTIAL INFLUENCE? 
 What is the level of impact the innovation is having, or could 
 potentially have, on the retailer(s) using it and possibly on 
 the broader retail sector? What impact could the innovation 
 have as the proposition is built-out and it is possibly adopted 
 more widely in the marketplace.

METHODOLOGY

Consultation was undertaken with a broad range 
of individuals from across the leisure & hospitality, 
technology, and start-up areas – encompassing  
analysts, senior executives, researchers, IT  
specialists and investors.

From this process a long list of digitally-driven 
innovations was drawn up, helped by deliberations  
with some of the individuals on the specially  
selected Advisory Panel. 

This extended list was reduced down to 20  
innovations mainly from the UK, but also from  
around the rest of the world, with the key objective 
being progressive thinking and unique application.

Each innovation on the list was then scored  
privately by members of the Advisory Panel on  
four criteria – how innovative, how potentially 
commercial, potential influence across the sector,  
and potential benefit to consumers?
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KLM FACE RECOGNITION

Delivering a seamless experience 
to customers is the objective of all 
businesses and one of the ways to  
enable this is through using new forms  
of identifying people – which might  
ease the process of them paying or in  
the case of airlines provide a more 
painless way to check-in.

Dutch carrier KLM has undertaken a 
pilot of a facial recognition solution, 
which allows passengers to take a flight 
without having a boarding pass, with no 
need to show any identification at the 
boarding gate, or any interaction with a 
staff member at all. 

By the time passengers’ board the test 
gates, their passports, boarding passes 
and faces will have all been already 
scanned, enabling them to simply walk 
onto the airplane.

To allay privacy concerns all data is 
deleted once the flight is over. It will 
probably never be possible to avoid 
all queuing for flights but KLM hopes 
that it should speed the process up and 
make it convenient and more secure for 
passengers with regards to constantly 
searching through luggage for boarding 
passes and passports. 

As customers become more comfortable 
with the idea of biometrics it is possible 
airlines may take the lead in introducing 
them into travel. So in the future as well 
as helping with lounge access, boarding, 
passport control the planes could offer 
on-board payments making card-readers 
obsolete and scanners could be placed 
near check in desks or plane doors 
meaning that staff could greet customers 
by name. 

5 6

TOOGOODTOGO

There is little doubt that waste is 
increasingly moving up the agendas  
of those companies dealing with food.  
Not only is it seen as environmentally 
and sustainably ethical, but in these  
times, when cutting cost is an imperative, 
it also makes financial sense. 

Addressing this situation is the 
TooGoodToGo app that is designed 
to reduce food waste and generate 
extra revenue for cafes and restaurants. 
Originally used in its home market of 
Denmark it has since moved to the  
UK and has been made available in a 
number of locations.

Restaurants and cafes simply list how 
many left-over meals they have at the 
end of the day and how much they will 
each cost. Users of the app then select 
their chosen meal and the price they are 
willing to pay for it. If they are successful 
they then collect the meal as a take-away 
at an agreed time at the end of the day. 

The London launch in late-2016  
attracted almost 100 restaurants at the 
initial sign-up and the number has been 
growing. The company has also been in 
talks with some of the large food brands 
for them to participate and thereby 
extend the reach of the offer.

STARBUCKS MOBILE ORDER & PAY

Starbucks continues to set the 
benchmark for seamlessly integrating  
the mobile and in-store experience 
through its massively popular Mobile 
Order & Pay, which allows members 
of its Rewards programme who have 
downloaded the app to order their 
drinks and pay via their mobile device 
and then collect from store.

This is now available around the  
world and accounts for around 7% of  
all Starbucks orders in the company’s 
home US market. In terms of 
transactions, mobile accounted for  
27% of sales in the first quarter of 2017.

Such is the popularity of this  
multi-channel way to engage with 
Starbucks that the company has opened 
a dedicated mobile order & pay store at 
its Seattle headquarters. It would not be 
a massive step for such a model to be 
rolled out into the mainstream market.

This seamless way to purchase products 
is building the Starbucks customer base, 
according to Howard Schultz, founder 
and chairman of Starbucks, who said: 
“Starbucks is engaging more deeply – 

and more frequently – and expanding its 
base of loyal customers faster and more 
consistently today than ever before.” 

Mobile Order & Pay is certainly 
contributing towards this, said Kevin 
Johnson, COO of Starbucks: “The 
overwhelming success of Mobile Order 
& Pay has increased rewards and created 
efficiencies at Point-of-Sale.”

The ability to order and pay remotely 
and then collect in-store in a frictionless 
manner is resonating with coffee drinkers 
around the world and has resulted in 
33% of the customers that pay by mobile 
doing so via Mobile Order & Pay.

Starbucks has continued to develop the 
functionality of its Mobile Order & Pay 
solution, with the latest progression 
being My Starbucks Barista. This enables 
customers to order and pay for their 
food and drink just by speaking in a 
conversational exchange into their 
device. This functionality has also been 
added as a reorder ‘skill’ on Amazon’s 
Alexa whereby customers can simply ask 
for their usual preferred item and it is 
then automatically ordered.

AMAZON ALEXA / WYNN LAS VEGAS HOTEL

At the Wynn Las Vegas hotel each of its 
4,700 rooms has an Amazon Alexa unit 
installed for guests. It enables them to 
undertake a number of tasks in their 
room including controlling the lighting, 
heating, opening and closing the curtains, 
and operating the television.

Not only does this make the processes 
easy for guests but it also avoids any 
issues occurring – such as being unable 
to work the television remote control. 
This in turn allows the hotel’s employees 
to engage in more value-added tasks 
rather than finding their time eaten up 
sorting out simple queries.

As the project evolves, future features 
such as personal assistant functions will 
be introduced thereby creating what will 
effectively be a butler/concierge type of 
service in each guest’s room. 

The solution is trumpeted as a world 
first for fully voice-controlled rooms, 
which management describes as 
‘effortlessly convenient’ for the hotel’s 
guests. Part of the attraction for hotel’s 
owners of using the Alexa platform 
is that it is simple for developers to 
integrate other product offerings by 
simply adding them to the technology’s 
‘skill-sets’. 
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GOINSTORE / MARRIOTT VIRTUAL TOURS

GoInStore has initially been focused on 
the retail sector where its technology 
enables customers to undertake 
personalised tours of stores remotely  
via a live two-way video stream and  
two-way audio channel. 

This has been applied to the leisure 
sector with Marriott Hotels using the 
solution within its European Convention 
Network (ECN) – covering 14 
convention venues – in order to offer 
virtual tours of its event spaces for 
event planners to check out the various 
facilities across the continent without 
having to leave their office.

Event managers are able to use real-time 
mobile technology to conduct interactive 
virtual tours via live two-way video and 
audio channels, which allows them to 

direct a member of the Marriott team on 
the ground at each venue to show them 
the facilities through a personalised tour. 
This technology allows real-time access 
to multiple sites in the same session, 
thereby saving event planners significant 
amounts of travel time. 

Pauline Bronkhorst, head of ECN,  
stated: “Many of our customers plan  
large annual or bi-annual events in 
different cities, and are unable to 
carry out site visits in person – our 
virtual tours offer the perfect solution 
and planners can continue to enjoy 
personalised interactions combined 
with the benefits of state-of-the-art 
technology to make well-informed 
decisions on their venue choices.”

STARSHIP TECHNOLOGIES

Tesco and Just Eat have both been  
using the automated delivery vehicles  
of Starship Technologies to solve the last 
mile issue. They have partnered with the 
innovative logistics company to test the 
potential of robot deliveries in London  
of groceries and pizzas respectively. 

Originally from Estonia the company has 
developed robotic vehicles that consist 
of a six-wheeled chassis on which sits 
a compartment box that can deliver 
food within a short radius – of up to 
three miles. In various tests Starship 
has undertaken, a sizeable 5,000 miles 
of travel have been accumulated by 
its robots. They have reached 400,000 
customers without any issues. 

Just Eat alone has used the solution to 
make 1,000 deliveries from a fleet of 10 
robots - having made it an option for 
its customers in select areas of London. 
Graham Corfield, UK managing director 
at Just Eat, stated: “We continuously look 

for ways to use technology to make our 
customers and restaurant partners’ lives 
easier, and delivery robots are one of 
the many industry-first initiatives we’ve 
introduced to enhance the Just Eat 
experience. We can’t wait for more  
food-lovers to enjoy their favourite  
take-away, fresh from a robot.”

Human operators oversee things in 
control rooms and can take over at any 
point should a robot encounter any 
problems. One of the advantages of 
Starship is the cost of the deliveries that 
work out at between £1 and £3, much 
lower than for human delivery.

Another advantage of Starship is that 
such on-the-ground robots are regarded 
as a safer alternative than drones, which 
are being held back by aviation legislation. 
This situation will potentially lead to the 
technology being commercialised much 
earlier than for airborne solutions.

DUNKIN DONUTS / WAZE ORDER AHEAD

An increasing number of leisure  
and hospitality businesses are using 
location-based technology and among 
them is Dunkin Donuts that uses the 
information through a partnership with 
Waze (that was bought by Google and 
now utilises a combination of Google 
maps and social media). 

The ‘Order Ahead’ feature in the Dunkin 
Donuts app uses the Waze functionality 
to allow customers in the US to locate 
their nearest restaurant and launch the 
ordering page for that venue in a single 
tap. They then simply place their order 
and pay within the app.

To use the order ahead and pay  
capability, customers must first join  
the company’s reward programme: 
DD Perks, whose ultimate aim was to 
engender more loyalty between the 
company and it’s customers.

Scott Hudler, chief digital officer at 
Dunkin Donuts, says: “Loyalty is the 
main focus for all that we do at Dunkin 
Donuts. Leveraging the best technologies 
and partnering with leading brands like 
Waze helps our brand continue to 
stand apart for valuing our loyal guests 
and providing them with exciting and 
innovative new ways to purchase Dunkin 
Donuts food and beverages as quickly 
and seamlessly as possible.

TGI FRIDAY’S / MASTERCARD QKR!

TGI Friday’s is the first UK brand to 
launch Bar Tab that allows customers  
to set up, manage and pay bar tabs,  
on their smartphones and even split  
the final bill if they wish without  
requiring any interaction with the 
restaurants’ employees. 

The function sits within Mastercard’s 
Qkr! Payment app that is being 
integrated into Oracle Hospitality’s 
restaurant management platform and 
digital payments service Masterpass. 

Customers manage their tab through a 
PIN number that connects orders in the 
restaurant’s management system to the 
Qkr! Payment account.

When they choose to pay the bill there 
is no need to hand a payment card to 
any member of staff or to use a card 
machine. When the bill is split between 
friends they can view the entire order 
and select and pay for what is theirs.

For the restaurant’s employees the 
solution has removed the issue of card 
storage and administration and for 
customers there is no need to waste 
time trying to attract the attention of  
the waitress in order to request, and  
pay for, the bill.  

Bar Tab has initially been available at  
the Leicester Square branch of TGI 
Friday’s and is being rolled out to 80 
locations through 2017. Other companies 
are also adopting the solution including 
pub company Young’s, Byron and 
Individual Restaurants.
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AMAZON ALEXA / PIZZA HUT

Amazon launched its voice-driven Echo 
(better known as Alexa) device in 2015 
and myriad ‘skills’ have been added that 
enable it to do much more than answer 
questions and order goods from Amazon. 

Ordering pizza is one such skill and 
several large operators are finding it  
a useful tool. To order from Pizza Hut  
the customer has to first enable the 
relevant Alexa skill and then set up an 
account, or a pizza profile desired. 

This includes holding their preferred 
order so the next time the customer 
wishes to have a pizza they merely 
instruct Alexa to open Pizza Hut and 
place the order. Alexa will then also track 
the progress of the pizza on its way to 
the customer. The only obvious negative 
is that the customer must be happy to 
keep having the same typical order but 

as a high proportion of users will always 
order the exactly the same this may not 
be such a big issue.

To partially avoid this situation 
consumers can choose a new order  
from a few selected most-popular 
options. Payment is also processed 
through the Alexa device leading to a 
seamless process from oven to home. 

With over half of the large pizza 
companies’ business coming through 
digital channels the segment of 
consumers willing to order through Alexa 
is only likely to grow.  The capabilities 
of Alexa are being pushed even further 
with the recent introduction of a video 
camera. The new Echo Look device will 
take pictures and video when requested 
and has the potential to then provide 
feedback to people on their purchases. 

ZUME PIZZA / MOMENTUM MACHINES

For food service businesses that have 
a repetitive aspect to their production 
processes there is an increasing level of 
automation being introduced. Among 
them is US-based Zume Pizza uses 
robots to create its pizzas.

This has dramatically reduced staffing 
costs through its automation initiatives. 
Whereas Domino’s spends 30% of its 
revenues on payroll and benefits, and  
at McDonald’s it is 26%, the outlay at 
Zume is only 14%.

Its robots place sauce onto pizza dough 
and spread it before placing the prepared 
pizzas in ovens in the delivery vans where 
they will finish cooking during transit as 
each oven is synched to cook for the 
desired journey length. Zume therefore 
requires only four members of staff in 
its kitchen at a time and the robots can 
prepare up to 200 pizzas a day.

As the capability of the machines  
expands Zume expects them to also 
be pressing out the balls of dough and 
putting on the pre-programmed toppings, 
thereby further reducing the need for 
human intervention.

Such moves could mean that for the likes 
of Zume it need only employ people for 
the more creative roles such as inventing 
new recipes. By introducing automation 
for the lesser roles it will in turn lead 
to higher wages for the employees who 
remain and potentially cheaper price 
for consumers.

Another benefit, according to Zume, is 
that the increased staff kitchen-free time 
means they can investigate local sourcing 
and ingredients far more efficiently than 
chains where the staff are required to do 
solely kitchen work. 

CAFE X COFFEE KIOSK

Café X kiosk is a concept in the US 
that involves taking out all human 
interventions and instead relies entirely 
on a robot barista. Customers place an 
order at an iPad-enabled kiosk or via 
the Café X app and the drink is then 
produced by robot in a mere 20 seconds 
during which time it also makes other 
drinks orders. 

Payment is taken at the point of ordering 
and when the beverage is ready the 
customer simply keys in a four-digit code, 
which opens a hatch in the kiosk and 
the drink is ready to be removed and 
consumed by the customer.

The ordering kiosks are small round 
cubicles with a glass panel through which 
customers watch the machine preparing 
their beverage. Choices are limited 

to a number of espresso drinks, three 
different coffee beans, and differing levels 
of syrup. Queues are avoided due to the 
robot being able to make more than one 
drink at a time. 

Café X prides itself on providing a  
shot of caffeine in no-frills surroundings 
where consumers are happy to be 
served without a barista offering them 
coffee-based advice and comfortable 
seating. Pricing compares favourably with 
the major chains and the company says 
quality is not compromised. 

Café X would like to open outlets 
wherever fast-moving crowds congregate 
in the belief that the theatre of watching 
the robot raises the concept above a 
mere vending machine. 

DELIVEROO EDITIONS

Restaurants have enjoyed massive 
increases in sales from signing up  
to Deliveroo and the next stage  
the company has moved onto is  
arguably much more exciting and  
set to further revolutionise the food 
home delivery market.

Deliveroo is investing in what it calls 
‘Roobox’ kitchen spaces as part of 
its innovative Editions service. These 
are essentially fully-equipped kitchens 
created in shipping containers where 
food specifically for delivery is prepared.

They are used by chefs from restaurant 
brands in areas where the brands do not 
have physical outlets from which they 
can service demand for home delivery 
orders. The Rooboxes are based in 
large residential areas that are currently 
underserved by Deliveroo-registered 
restaurants but where the data shows 
there is a high demand for them. 

Participating restaurants are able to 
prepare the food specifically for delivery 
in these containers and away from their 
actual restaurants to avoid kitchen 
congestion. It also means they can create 
differentiated dishes to their restaurants 
and therefore set different prices that can 
incorporate the delivery charges. 

Brands so far signing up to operating 
out of the delivery-only kitchens include 
Motu (from JKS Restaurants), Gourmet 
Burger Kitchen, Pho, and Chilli Pickle.

One of the clear upsides for these 
restaurant and food brands is that they 
can avoid the need to commit lots of 
capital to opening more bricks and 
mortar outlets. They can instead grow 
their sales purely from the burgeoning 
home delivery market.

Delivery-only Roobox kitchens are 
operational in five locations in London 
and also in Brighton. They will be joined 
by up to another 25 more in 10 cities 
throughout the UK by the end of 2017.
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PIZZA EXPRESS CHATBOT

Customer interactions are now 
continually being impacted by technology 
and chatbots are becoming a feature 
of an increasing number of restaurant 
chains. They use Artificial Intelligence  
(AI) to mimic a text-based human 
interaction with a customer – which 
could be undertaken on an app or via 
social media platforms such as  
Facebook’s Messenger service.

PizzaExpress is among the increasing 
number of brands using the technology. 
Customers can place orders through  
the various platforms, which also take 
into account the person’s location. This 
means that they will only be shown the 
local menu options. Chatbots can also 
answer basic questions about the orders 
and provide full details of any promotions 
and special offers that might be available.

One of the advantages of the technology 
is that it enables transactions to be 
undertaken in a ‘conversational’ manner. 
Such conversational commerce is likely 
to be a big thing in the future. When 
people are on Facebook Messenger 
for instance, discussing eating out that 
evening this presents an ideal opportunity 
for the likes of PizzaExpress to join the 
conversation and suggest its restaurants 
– maybe with a promotion tailored to 
their needs. 

PizzaExpress has also been a pioneer 
in using chatbot technology through 
Facebook Messenger for people to 
choose a restaurant and book a table in 
its physical restaurants. By using real-time 
analysis of timings and table availability it 
is possible to make a booking in only  
90 seconds.

NUTRIFIX

Eating out invariably has connotations  
of consuming food that is less than 
healthy and which that can therefore 
cause disruptions to people on  
specific diets or who are following  
a healthy regime. 

Nutrifix is an app that uses some basic 
information on an individual to then 
be able to suggest recipes and dishes 
available at nearby participating cafes, 
restaurants and bars. Founded by Joel 
Burgess, it was designed to enable him  
to keep to a controlled diet following a 
brief career in rugby.

“My own desire to lose weight led me 
to realise the gap in the market for a 
product that encouraged healthy  
choices on the go, working around 
people’s hectic lifestyles. Without the 

proper support, maintaining a balanced 
diet can be a painstaking and time-
consuming process but, with Nutrifix, I 
am determined to take the stress out of 
healthy eating,” he explains. 

Users of the app simply set their 
weight goals and these are then used to 
determine suitable meals based on what 
they have previously consumed and what 
places are located nearby that offer meals 
suited to their dietary requirements. 

The app won backing from Just Eat, which 
accepted it onto its food technology 
accelerator, before a soft launch took 
place when it quickly attracted 9,700 
food outlets and 70 restaurants including 
Tossed. A successful crowdfunding 
campaign then followed. 

DOMINO’S / IFTTT

The Internet of Things could also 
potentially bring automation into  
the hospitality industry by linking  
various devices that can trigger activity 
based on certain conditions being met. 
Domino’s is experimenting in this  
area through a tie-up with the IFTTT 
platform, which can connect smart 
devices in people’s homes with their 
pizza delivery when the order was 
undertaken on the customer’s  
smart-phone.

IFTTT enables the creation of  
conditional interactions between apps 
and connected devices so the delivery  
of the pizza could trigger actions in 
various devices in the home such as 
turning on the outside lights ahead of  

the delivery arriving and unlocking 
automated garden gates. The IFTTT 
platform allows Domino’s to integrate 
these conditions-based actions into its 
Tracker app, which gives customers 
visibility of where their order is in the 
preparation and delivery process. 

As well as the functionality that has been 
developed by Domino’s in its Tracker app 
using the IFTTT platform customers can 
also create their own in order to trigger 
different results in the pizza ordering 
process that ultimately gives them a very 
personalised experience.

Using such technologies Domino’s has 
built its digital sales to account for more 
than half of its total orders.

ALOFT HOTELS VOICE INTERFACE

Boutique chain Aloft Hotels became the 
first hotel company to offer its guests 
a voice activated room - initially in two 
US properties – operated in conjunction 
with Apple’s Siri voice interface on iPads 
that are given to each guest at check-in. 

The app allows the guest to personalise 
conditions in the room including lighting 
and heating through voice command, 
for example four lighting settings can be 
accessed such as Re:Lax and Re:Vive.

Music can also be controlled and  
could include the guest having their 
playlist accessed (via iTunes). There is  
also the ability to call on a virtual 
concierge that provides guests with 
details of local attractions simply by 
asking Siri what is close by that might  
be of interest to them. 

When guests arrive, they launch the 
custom Aloft app – that has been 
developed in collaboration with DigiValet, 
the iPad-based guest room solution for 
luxury hotels – to control the various 
aspects of their voice-activated room. 
A personalised welcome screen helps 
guests set up their room and advises 
them on how to use their own voice to 
direct the app.

Any security concerns over guest data 
are allayed because the app recognises 
when a guest checks-out and wipes all 
user data ready for the next person. 
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TOSSED RESTAURANTS TABLET ORDERING

Healthy food restaurant Tossed 
introduced tablets into its 26 outlets  
with the objective of stripping-out 
wasted time and inefficiency at the 
service counters that had become 
an issue because of the high level of 
customisation with the dishes.

The tablets enable employees to focus 
on preparing food while the customers 
concentrate on ordering their chosen 
meals. Each Tossed outlet is kitted out 
with a range of tablets, which customers 
use to customise their salad or hot dish 
before their order is automatically sent 
to the kitchen for immediate preparation 
- without any referral to staff at all in 
the process. Even the payment is taken 
on the tablets, with no cash payment 
alternative available, which makes it a  
first in Europe for a restaurant to go 
totally cashless.

As well as ordering via the in-restaurant 
kiosks, customers can also use the 
company’s app and website and take 
advantage of the Tossed Click & Collect 
option. Vincent McKevitt, founder of 
Tossed, acknowledges that the tablets  
will likely be a temporary feature until 
future customers all order and buy their 
food at Tossed through their mobile 
phones and via mobile payment apps.

This latter option also makes it easier  
for the company to collect data on 
individual customers and to therefore 
better personalise the experience they 
receive, based on their preferences and 
previous purchase history.

HILTON WORLDWIDE FUN FINDER

Loyalty programmes have become a  
little flat with many of them simply 
adhering to the mechanic of customers 
collecting points and then redeeming 
them for rewards.

Hotel chain Hilton sought to reinvigorate 
the space with it’s loyalty app: ‘HHonors’, 
using it as a tool for it’s guests personal 
travel guide through the newly launched 
‘fun finder’ feature.

When guests check-in at one of the 
trial hotels they can opt-in to the Fun 
Finder and fill out a pre-arrival survey 
of their preferences. This is then used to 
customise the guests’ stay at the hotel.

Using the survey information, along with 
Wi-Fi, GPS and Beacon technology the 
guest is provided with detailed maps, 
notifications of special offers as well as 
events on-site that are tailored to their 
tastes. These are often based on the 
location of the person and the time of 

day in order that they have high relevancy 
and therefore ultimately drive greater 
loyalty to the Hilton group. 

Currently being piloted in two hotels, 
the group hopes that the initiative will 
enable them to anticipate guests’ wants 
based on past preferences instead of just 
reacting to their immediate needs.

Initial reaction has been very positive 
from all involved parties. The hotel enjoys 
the obvious benefit in terms of revenues 
as it can point guests towards events and 
activities that they might be interested in 
and they do not miss out on offers and 
special promotion that would be relevant 
to them.

In the early iterations of the solution 
the information has only flowed one 
way - from the hotel to guest - but in the 
future Hilton Group would like to add a 
two-way messaging live chat function to 
further engender engagement and loyalty.

INAMO

Technology in restaurants can  
sometimes be viewed as reducing 
hospitality because it strips out some 
of the personality in what is after all 
called the hospitality industry. It can 
sometimes feel inhospitable when the 
only interactions are with technology. 

London-based restaurant chain Inamo 
has sought to counter this by using 
technology in a playful, experience-
enhancing way. It pioneered the use 
of interactive digital tables via ceiling-
mounted projectors whereby customers 
can control their surroundings through 
the visuals on the tabletop, which can  
be changed to enable all sorts of 
psychedelic imagery to be displayed. 

The primary function though of the 
tables is to give the customer some 
control over their meal – via a very  
visual experience. Diners can view 
images of each of the dishes on the 

menu and then place their orders, which 
are sent directly to the kitchen, without 
any interaction with front-of-house 
employees. Customers can also view the 
Inamo chefs in the kitchen through a 
‘chef cam’ that enables them to see the 
progress of their ordered dishes. 

This is not to say that waiting staff 
have been completely dispensed with 
because they are available to take orders 
if necessary as well as undertaking the 
vitally important function of answering 
any questions about the food.

A newer function provided by the 
technology at Inamo is the ability of 
guests to customise the table surface 
with their own images. These can be sent 
to the restaurant in advance of their 
booking and displayed when they arrive 
at their table. The technology is now in 
operation at three Inamo restaurants in 
central London.

CITY SOCIAL AUGMENTED REALITY COCKTAILS

Augmented reality has great potential  
for enhancing the experience of 
customers and at Jason Atherton’s 
London restaurant and bar City Social  
he is bringing the drinks on his cocktail 
list to life using technology.

When customers scan the coaster  
their drink arrives on the surroundings 
take on a new virtual life when viewed 
through an augmented-reality app on 
their smartphone or tablet, which is 
available on both iTunes and Google Play.

The app was developed over 18 months 
by Mustard Design and enables each 
drink on the list to come with its own 
augmented reality to give it another 
sensory depth. For instance, Dogstone 
Brew comes accompanied by floating 

Victoriana-style balloons and Monty 
Python-esque imagery, while Sashay is 
served with an animation of a woman 
reclining on a chaise longue. And Huracan 
can be seen with an animation inspired 
by the ancient Mayan civilisation.

One of the undoubted benefits of the 
app is the high likelihood that customers 
will share their experience on social 
media thereby promoting City Social.
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