
Point of Sale 
Integration

A s we discuss the benefits of launching a website with wine stores, we are of-
ten asked to recommend a point-of-sale system (POS). Robust integration 
between a website and the POS is an important element in maintaining an 
active online presence.  To support your business Beverage Media offers five 

possible points of integration with a POS. Not all are necessary for a successful website or 
ordering system and each POS handles these integration points in a different way.

POS Sytems:
Beverage Media has built integration to 
the following POS systems to varying 
degrees. The codes with each vendor 
correspond with the integration points in 
the accompanying article.

For information about any of these 
POS companies, please call 

212-695-7480, ext 231

AIM 1  4  
5

Atlantic systems, inc. 
(ASI - Spirits  2000)

1  2  
3  4  
5

CAM Data 1
COMCASH 4  5
computer 
perfect

3  4  
5

Creative 
Information 
System

1  4

innovative computer 
solutions 
(ICS - VISION)

1  2  
3  4  
5

KBS Software 
(Ken bush)

3

LSTAR 4
Magstar 1  2  

3  4  
5

MERCHANT 
SOFTWARE -LiquorPOS

1  3  
4

MICROBIZ   1
Microsoft retail 
management 
system (RMS)

1  3  
4  5

PERVASIVE 1
POS Anywhere 1  2
POS-IM 1
QUICKBOOKS 1  2
RCS 4
Smart LIQUICK 1  4

tiger Pos 3  4

WINE SOFT 1

talkin tech  by Ian Griffith

1 Website inventory 
updates To make the most 
of your website you will want to 
update your product selection 

regularly, which doesn’t happen reli-
ably unless this step is automated. Each 
night we read a fresh inventory file from 
the POS and send price and availability 
changes to the website.  

2 
Web order 
importing With some POS 
systems it is possible to import 
your web orders back into the 

POS. Orders can be either grouped to-
gether to simply deplete inventory for the 
day’s web business, or they can be treated 
as separate orders to be linked with cus-
tomer accounts in the POS. Taken a step 
further customer accounts in the POS can 
be linked with website customer records. 
One reason to do this would be to identify 
loyalty program members who are eligible 
for targeted promotions. Some stores also 
upload their customers’ purchase histories 
from the POS, so this data can be mined 
to create targeted mailing lists for email 
campaigns.

3 
Price file 
integration Consider the 
efficiency of browsing the pricing 
information in this Journal from 

within your POS. Beverage Media makes 
the wholesaler pricing for your market 
available in electronic form. Some POS 
systems can import this data for display 
alongside your products. 

4 
eOrders sales 
history For subscribers to the 
market pricing data, Beverage Me-
dia makes available our software 

tool, eOrders, which allows you to build 
and place orders electronically, over the 
Internet. eOrders runs on the store’s com-
puter and reads the sales history from your 
POS. This information is used to suggest 
reorder quantities and orders are deliv-
ered to the wholesaler without sensitive 
information leaving your building. 

5 
eOrders purchase 
orders Depending on the 
POS, a completed purchase order 
can be exported from eOrders into 

your inventory system for receiving goods.  
This helps eliminate a common source of 
data entry errors.

To ease the installation of a new POS 
system, Beverage Media provides market 
data subscribers the current month’s pric-
ing with UPC codes. Looking up products 
from this Journal by UPC code or by text 
search saves the labor and stress of typ-
ing each entry manually. Just scan items 
from your shelf, enter a count and price. 
Your SKU will be preloaded with product 
description, vendor and current market 
pricing.

To view a power point demonstration 
about eOrders visit www.bevnetwork.com/
eorders.asp

To learn more about how the Beverage Media can help 
with a website for you store, contact Ian Griffith at (212) 
571-3232, or visit www.bevnetwork.com/retailweb.
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