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Follow me on: 

I went golfing last week but it wasn’t 
an ordinary round of golf.  

Victory Field is the minor league sta-
dium in Indianapolis, IN and the base-
ball team is not playing games right 
now because of the pandemic.  

So the stadium is empty this year… 
most of the time.  

The Victory Field team came up with 
an idea that was out of the box and 
quite a bit of fun. 

They had a 9 hole golf event at the sta-
dium. The players, like me, got to hit 
golf balls onto a baseball field!  

Of course it was modified rules to 
what golf typically is, and they created 
new rules that allowed people to come 
out and enjoy time with friends in an 
outdoor event while being socially re-
sponsible with what’s going on. 

Each player got to hit 3 balls into the 
infield and kept a score based on 
where the ball landed on the field.  

Each tee box aimed at a different flag 
and they had painted a “green” 
around each of the flags on the field to 
make it as realistic as possible.  (see 
the picture for reference) 

That’s me on the 6th hole shooting at 
the yellow flag that was 65 yards 
away! 

The event was a ton of fun and 
amongst the group I was with, we all 
felt that we’d come back again if they 
held the event again.  

It was a success for Victory Field by 
getting creative & holding a golfing 
event and finding a new way to bring 
in additional revenue when their main 
source of income (the baseball games) 
was cancelled for the 2020 season. 

Businesses all across the nation have 
been forced to change direction to 
keep their doors open since crowds 
are not allowed and people are not 
coming to businesses.  

So what can you (continue) to change 
in your business & in your daily life? 
What can you continue to innovate, 
change and shift to benefit your com-
pany and your customers? 

Reaching past what’s normal is always 
a good practice to revisit with yourself 
and your business and there’s not a 
time better to do it, 
than right now.  

BY BRIAN MANING 
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Source: CardConnect.com 
Contactless Payments 

If you’ve been thinking of adding a contactless payment option to your 
point of sale setup, you can easily do so with a number of CardPointe 
devices.  CardPointe terminals (such as the Desk3500) 
are contactless.  Any credit card with the contactless 
logo can be waived over the top of the terminal and will 
register a payment.  

The Clover Flex is the newest addition to CardCon-
nect’s Bolt line of terminals, providing another option 
for contactless payments with a sleek, mobile device. 
The Flex even includes cellular connectivity, removing 
the boundaries of where payments are accepted. 

With the demand for paying online or touch-
less payments, these new terminal options are 
a great option to consider. If you have ques-
tions about which is right for your situation, 
just reach out to us! 

Brian Manning:  Brian@bancardsales.com and/or 
Brenda@bancardsales.com 

Consumers shopping online in July purchased a lot more products associated with 
home-based and outdoor activities, contributing to an 87% increase year-over-year in 
sales for the month. That’s one data point from the Signifyd E-Commerce Pulse Re-
port for July released this week. 

San Jose, Calif.-based Signifyd Inc., a fraud-prevention company focused on e-
commerce, said leisure and outdoor online sales increased 134% year-over-year, per-
haps a reflection of the continuing effects of the Covid-19 pandemic. Electronics sales 
soared 108% and the commodities and collectibles category, which includes precious 
metals, increased 183%. 

The report indicates consumers have decided to stay with online shopping behaviors 
formed earlier during the lockdowns 
imposed after the onset of the corona-
virus pandemic. “Five months into the 
pandemic, curbside pickup has not lost 
its luster,” the report says. “Drive-up 
shopping opportunities were few and far 
between before the pandemic. And then 
suddenly it was the only option for those 
who wanted to buy things from retailers 
that had been deemed non-essential. 

Merchant Accounts | Payment Systems | Software/Tech | and stuff you should know! 

Add Refund 
Button 

You can add a refund 
button inside of Card-

Pointe that will show up 
on the transaction details 
page. It is a feature that 

is not automatically ena-
bled so if your user ac-
count doesn’t have ac-

cess to it, we can enable 
that feature for you.   

E-Commerce Sales Jump 87% in July 
Trivia Questions 
(answer on page 3)  

1. How many hearts does an 
octopus have? 

2. How many eyes does a 
bee have? 

3. Power outages in the US 
are mostly caused by 
what? 

4. Water as a pH level of 
around? 

5. What’s the hardest rock? 

6. Where is the Sea of Tran-
quility located? 

7. Which kind of bulbs were 
once exchanged as a form 
of currency? 

Source: DigitalTransactions.net 



 

One of the fastest growing business 
tools in the restaurant industry is the 
ability of the customer to enter an order 
online. Online ordering has changed the 
way that restaurants with large volume 
takeout business can operate. No longer 
is it necessary to have multiple people 
tied up on the phones taking orders and 
communication errors have been mini-
mized. 

Since online ordering has become al-
most as popular as dining in, your res-
taurant is essentially slamming a virtual 
door in a customer’s face if you do not 
feature this service. 

While you may be hesitant to add online 
ordering to your website or social media 
in fear of it cutting into your dine in 
business, you shouldn’t be. 

A recent study showed that customers 
generally have already decided that they 
want takeout before choosing the res-
taurant. This means that you are poten-
tially losing customers who are looking 
for a quick and easy way to order and 
pay. 

Customers who have utilized online or-
dering enjoy the convenience and statis-
tically order more than they would or-
der if they were to call their order into 
your restaurant. Consequently, increas-
ing your takeout business and allowing 
you to gain valuable data on what your 

best products are. 

Providing an easily accessible link to 
your online order form or a link on your 
Facebook Page can help you to gain 
business, increase loyalty and ultimately 
streamline operations. 

While a building a custom website for 
online ordering specific for your restau-
rant would be awesome, many do not 
have the tools or resources to do so. 
This is when third party sites like or-
ders2.me are beneficial for adding 
this tool to your website. 

They will work with you to create visu-
ally appealing spaces to host your 
online ordering, some companies also 
include mobile apps. 

Many restaurants are hesitant to send 
their customers to third party portals for 
placing orders, which is understandable. 
Many third party businesses will make 
you wait for your money and charge 
you fees on each order. 

These are some of the major things to 
consider when adding online ordering to 
your restaurant’s website, but doing 
your research and deciding what is best 
for your business is important to the 
success of your online ordering tool. 

 

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

 “By mid-April, buy-online-pick-up-at-the-store orders on Signifyd’s Commerce 
Network were running nearly 500% higher than they were at the beginning of 
the year. The most recent Ecommerce Pulse data shows that buy-online-pick-up-
at-the-store-or-the-curb orders are still nearly three times what they were in Jan-
uary.” 

Many retailers and observers are monitoring this behavior and other indicators 
to see if these consumer habits developed during the Covid-19 pandemic will 
endure, Signifyd says. 

Continue reading at:   https://www.digitaltransactions.net/e-commerce-sales-jump-87-in-july
-report-finds/ 

Online Ordering for Restaurants 

Custom Reporting 
Every time you search for 

data in the Reporting dash-
board in CardPointe, you 

can export that data (to Ex-
cel in multiple formats) and 
you also have the ability to 
save the report if is some-
thing you’ll reference on a 

regular basis.  

Trivia Answers 

(from page 2)  

1. Three 

2. Five 

3. Squirrels  

4. Seven 

5. Diamond 

6. The moon 

7. Tulips 

Source: Orders2.me 



 

Don’t Take Your Eye Off the Ball 
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There’s an idea out there that claims:  people over esti-
mate what they can do in a year, but under estimate 
what they can do in 10 years! 

It’s an interesting claim and I even think that you can 
change the numbers to shorter periods of time and it will 
still hold true.  A lot can happen in a years time! 

So it begs the question, why do we overreach goals that 
we set for ourselves in a short period of time, but per-
haps underestimate what we can accomplish  in a longer 
timeframe? 

In my opinion, the root culprit is complacency and to 
use an age old adage: “taking your eye off the ball.”  

For arguments sake, let’s say you’re a 9-minute/mile 
runner and you want to shave a full minute off of your 
average mile for a 5k race, and you want to accomplish 
this in 60 days.   

That’s taking an approximate 27 minute finish time, 
bringing it down to around 24 minutes! That’s a pretty 
good goal and probably something that can be accom-

plished in 60 days, if you set your mind to it.  

So you start training and 60 days in you’ve only shaved 
an average of 20 seconds per mile off of your time. You 
missed your goal, right?  Well, yes, but nothing says you 
can’t keep training.   

Maybe it was supposed to take you 6 months to achieve 
that goal and if you quit early, you’re short changing 
yourself.  Maybe you just misjudged the time it would 
take and you have an opportunity to keep going.  

 Everyone is different and circumstances are always 
changing.  If you quit early, the outcome is obvious.   

If it’s a worthy goal, by your own standards, then it’s 
worth pursuing to the point that you realize the goal. Go 
all the way and get it done, being mindful to adjust along 
the way and to be realistic with what’s possible! 

Don’t quit early at the cost of realizing your goal(s). Keep 
pushing through because what you thought would take 
you 60 days to achieve, can easily be realized in a years 
time! So here’s to your 8 minute mile! 

Instore is a point-of-sale platform, helping sell, close, imple-
ment, and support merchants. Starting with the POS, the In-
store platform includes labor management, customer rewards, 
online ordering, customer database, marketing, gift cards, re-
porting, barcode scanning, and more. Instore can be configured 
for restaurant and retail use. Merchants save time and money 
by managing operations on Instore while growing sales. 
 
Instore gives merchants the ability to: 
 
Improve order-taking with our highly intuitive design 
Increase sales with mobile tablets for servers 
Accept online orders from multiple providers on a single tablet 
Inspire more repeat visits with Customer Rewards, personalized 
receipts, and integrated gift cards 
Build a customer database for marketing and customer service 
with no extra effort  support.cardconnect.com/ 

BY BRIAN MANNING 

Instore POS System 


