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Follow me on: 

We all have turning points in life that 
changes the course that we’re on.   

Sometimes the change goes from bad 
situations to good and unfortunately, 
sometimes it’s the other way around.  

I’ve written about turning points before 
and if you’ve read this newsletter over 
the years, you’ll know that I am a big 
proponent of self growth for a number 
of reasons.  

I learned about my life turning points 
this past week as I spent time in a 1-on-1 
guided experience known as the Pater-
son LifePlan.  (www.leadwellteam.com) 

Per their website, the LifePlan is a facili-
tated journey that helps someone gain 
clarity on unique talents, gifts, and un-
derstanding as to their unique purpose.  

During the 2 day event, I dug into rea-
sons why I do certain things, why I be-
lieve certain things and how I am hard 
wired to behave, and a whole lot more.  

The process was difficult and extremely 
rewarding at the same time. 

It’s sometimes challenging to look at 
your own core beliefs in a way that chal-
lenges them (in a positive and produc-
tive light) to the point where you may 
decide to change elements and various 
routines in your life.  

My core beliefs are foundational to who 
I am.  I value authenticity and integrity 
and love finding ways to be in service to 
others, just to name a few.   

So one of the big ideas behind LifePlan 
is that  core beliefs affect what we do 
and what we say. They are a part of 
who we are whether we are aware of 
them or note, and thus, knowing what 
they are is extremely important to stay-
ing anchored to them. 

Living in alignment with your core val-
ues as a person generally leads to a ful-
filled and purposeful in life.  

The LifePlan experience sort of difficult 
to describe but it certainly is a unique 
and rewarding personal experience for 
each person going through it.  

So why was this a turning point for me?  

It brought light to the repetitious pat-
terns in my life that were slightly taking 
me away from serving others or keeping 
me from being completely present with 
my friends and family, for example.  

It was simply and impactful experience. 
The tools that I gained are recorded and 
available for me to create new possibili-
ties. I highly recommend the process 
and if you want to learn more, check out 
the website or email me for more info.   
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Source: CardConnect.com 
CardPointe Integrations + Add-ons 

With a CardPointe account, there’s opportunity to integrate with hun-
dreds of available third-party solutions to help you run and grow your 
business. Get valuable add-ons like analytics tools, shopping carts, ac-
counting software and more.  

Custom integrations are easier than you may think with the tech sup-
port team at CardPointe. They are available to you and your software/
development team to ensure that the payment API is coded correctly 
and that you have everything you need.  

So whether you’re integrating in a sim-
ple Wordpress site, a custom software 
app or you’re still in development and 
just need to do some planning, use the 
resources available with your Card-
Connect/CardPointe account.  

Learn more at: 
www.cardconnect.com/cardpointe/
integrations 

Before being upended by the Covid-19 pandemic, the payment choices U.S. 
consumers made were fairly stable. The biggest changes from 2018 to 2019 
were an upswing in online bill payments and continued slippage in cash usage, 
according to new findings from the Federal Reserve Bank of Atlanta. 

Based on a nationally representative poll of nearly 3,400 consumers, the Atlanta 
Fed’s latest Survey of Consumer Payment Choice released last week found that 
the average number of payments per consumer per month was 68.5 in 2019.  

Consumers used credit or charge cards 17 times for 24% of all payments, and 
cash for 15 payments, or 22% of the total. Credit cards surpassed cash in pay-
ment share for the first time in 2019, according to the Atlanta Fed. Additional-
ly, consumers made three check payments per month on average last year, for 
4% of all payments. They made eight payments directly from a bank account 
via the automated clearing house network or online-banking bill payments, for 
12% of monthly payments. 

By and large, there was little change in the share of payment instruments last 
year from what the Atlanta Fed found in its equivalent 2018 survey. Nor were 
there notable changes in the shares of consumers who bought goods or services 
online or who made a mobile payment. The only statistically significant chang-
es were a 2 percentage point decline in cash’s share of payments and a small, 
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Customize   
Text Areas 

If you want to give spe-
cial instructions on your 
hosted payment page, 
you can do so via the 

simple text editor or by 
using the HTML code 

box. Both of these boxes 
allow you to place text 
instructions on the pay-

ment page itself.  

Change font size/colors, 
hyperlink and even add 
checkmarks and other 

characters to make your 
page stand out! 

Will Consumer Payment Habits Return? 
Trivia Questions 
(answer on page 3)  

1. Tennis star Serena Wil-
liams won which major 
tournament while 
pregnant with her first 
child? 

2. What is the tallest breed of 
dog in the world?  

3. What is the worlds biggest 
island? 

4. Before the Beatles formed,  
John Lennon, Paul McCart-
ney and George Harrison 
were originally members 
of which group? 

5. Which country produces 
the most coffee (worldwide)? 

Source: DigitalTransactions.net 



 

Last month I covered the 3 types of 
chargebacks and in part 2 let’s look at 
process/consequences. The 3 different 
types of chargeback are:  

1- True Fraud 2- Chargeback Fraud 
3- Friendly Fraud 

Be sure to watch that video in addition 
to this one so you have an understand-
ing of the different types of charge-
backs.  

So let’s look first at: Chargeback cycle 

There is a formal process that is fol-
lowed every time a chargeback occurs.  

It’s follows standard argument resolu-
tion where both sides have an oppor-
tunity to present their side of the story 
and attempt to prove their case.  

Sometimes basic documentation is 
enough for you to win a chargeback, but 
as a general rule, it’s best practice to 
gather as much informationn from your 
customers at the point of purchase to 
protect yourself in the event of a 
chargeback..  

The more 
proof you 
have, general-
ly the better 
off you are.  

So here’s the chargeback cycle:  

1- the cardholder calls their bank to ini-
tiate a chargeback claiming their reason 
for doing so.  This is where they submit 
their evidence.  

2- The bank (a.k.a. The Card Issuer) 
will review the complaint and either 
validate it as legitimate complaint, or 
reject it as an invalid dispute.  

3- The Cardho lders bank gives an im-
mediate credit back to the consumer on 
their credit card.  

Then the process of retreiving the mon-
ey from the merchant bank account is 
initiated.  

4- Next, the formal chargeback is issued 
to the card networks and there is ulti-
mately a fee is charged, that I’ll get to 
in the 2nd part of this video.  

5- The merchant account processor 
(a.k.a the acquirer) receives the charge-
back notification and sends it to the 
business immediatley via mail or in 
some cases it could be through the 
online reporting dashboard for the mer-
chant account.  

To watch the entire video search 
chargeback costs on YouTube or  
email and I’ll send you the link! 

www.BancardSales.com  |  www.BrianManning.CO  |  www.Bancardsales.com/CardPointe 

 0.5 percentage point increase in the share of payments via online-banking 
bill pay. 

“Consumer payments is a habit and, like lots of hab-
its, slow to change,” Claire Greene, a payments risk 
expert at the Atlanta Fed and one of the researchers 
who oversaw the study, tells Digital Transactions 
News by email. “In the survey results, there doesn’t 
tend to be a lot of statistically significant change 
from one year to the next. So this is not surprising.” 

Chargebacks pt 2 - Consequences 

Invoice w/ Host-
ed Payment Page 
You can link your Card-

Pointe hosted payment to 
your website via simple 

hyperlink, but you can also 
send emails to specific peo-
ple with pre-populated dol-
lar amounts and products.  

Example: You can email an 
invoice to John Doe to pay 
$49.00 for “abc” product as 
listed directly on the pay-
ment page.  So it’s specific 
to one customer to make it 
as simple as possible to col-

lect the payment.  

Trivia Answers 

(from page 2)  

1. The  Australian Open 

2. The Great Dane 

3. Greenland 

4. The Quarrymen 

5. Brazil 
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The screenshot to the right is a Facebook post that 

caught my eye. It’s was presented with a fun and simple 

analogy of a cup overflowing with the contents in it.  

 It was an interesting idea to think about how our inter-

nal thought come out of us whether it be in social set-

tings with large groups or just talking with a small 

group of friends and/or family.  

After reading this post for the first time, I agreed and 

immediately thought of the importance of slowing down 

and thinking before speaking.  I guess it’s similar to that 

old adage that your parents might have taught you: “if 

you can’t say something 

positive (nice) don’t say 

anything at all.”  

With today’s social me-

dia environment being 

what it is, that idea is 

perhaps more important 

now, than ever before.  

Remember that the CardPointe Gateway API documents are 
published on the corporate website.  There is an entire develop-
er toolkit and if you’re 
creating a custom web 
app, ecommerce store 
or custom site build, 
these resources are 
here for you.  
It’s easy to connect to 
your web platform 
through the complete 
set of API’s. Download 
developer guides and 
API documents and set 
up sandbox environ-
ments if you’d like. For more information, visit:  
www.cardconnect.com/developers 
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