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Follow me on: 

I went through my camera roll the 
other day as part of my year end re-
view and there’s not really one word 
that describes the feelings and  
emotion of 2020 for me.  

It truly was a year like no other.  

There were peaks and valleys all the 
way through as it presented challeng-
es that no one could’ve predicted.  

The pandemic, the closed businesses, 
riots & political disagreements all fall 
into the list of things that will be re-
membered but can’t pass fast enough.   

While one single word doesn’t sum up 
the year, but I had quite a few posi-
tives that I’ll remember forever.  

All things fall into the general catego-
ries of faith, family, friends and appre-
ciation for my business and clients.  

So here’s just a few specifics:  

1. I MADE NEW FRIENDS 

When the pandemic hit, everyone was 
home and I started to notice more and 
more people walking around the 
neighborhood.  

A simple & neighborly  “hello” from 
across the front lawn lead to some 
new friendships that I might not have 
otherwise found.   

2. NEW BUSINESS PARTNERSHIPS 

Once again the events of this year, cre-
ated necessities in the payments in-
dustry. Online and contactless pay-
ments presented me with the oppor-
tunity to work with new software ven-
dors and web development agencies 
who create online ordering systems.  

3: APPRECIATION FOR THE 
THINGS I (sometimes) TAKE FOR 
GRANTED 

Everything from date nights, and 
spontaneous trips to the store, to fami-
ly vacations and holiday parties all 
looked different this year.  To say that 
parts of this year have been stressful 
for most people would be an under-
statement.  

I always try to maintain a good bal-
ance & positive outlook on the things 
that life deals to me and this year has 
simply emphasized the need for that.  

As we move into a new year I’ll re-
member the cancellations, changes  
and general absurdities of 2020 while 
simultaneously sending prayers out to 
all the families and people who’s 
health was affected by the pandemic.  

I’ll remain grateful & give support to 
those with whom I talk to with antici-
pation of a 2021 that’s a little more 
steady & normal than the events of 
2020.  
Merry Christmas, Happy Holidays 
and Happy New year to you and your 
family!  — 

BY BRIAN MANING 
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Source: CardConnect.com 
CardPointe HPP+ Digital Wallet 

An e-wallet is a secure money management app or online platform that 
allows customers to make purchases with retailers on-site, transfer or 
send money and track rewards programs. 
Users can link the e-wallet to a bank account 
or pay as they go with a prepay option. 

Ditching a real wallet is an increasing trend 
as more consumers try out digital wallets.  

With the CardPointe Hosted Payment Page, 
you have integrated digital wallet availability 
built in.  When a customer uses a digital wal-
let, all their card details are stored in a digi-
tal wallet right on their phone, it’s ready to use online or at a store wher-
ever the pay wave icon is present.  

Mobile payments work just like regular transactions. All that needs to be 
done, is a wave or tap and the payment has been made! Simply and 
easy.  

If you have questions about digital wallet usage, email Brian Manning:  
Brian@bancardsales.com and/or Brenda@bancardsales.com 

Visa Inc. is delaying plans to raise the swipe fees paid by certain U.S. mer-
chants each time a customer uses a credit card in-store as the coronavirus pan-
demic continues to crimp commerce across the country. 

The network told merchants this month it will leave consumer credit card-
present retail rates unchanged, citing the pandemic’s effects on in-store shop-
ping, according to a document seen by Bloomberg. A spokesman for Visa de-
clined to comment. 

Visa had planned to make the biggest changes to swipe fees in a decade this 
year, with higher rates planned for transactions on e-commerce sites. Some 
retailers, such as those in real estate or ed-
ucation, were set to see such fees decline. 

The network opted to delay the changes as 
the pandemic took hold across the U.S., 
forcing consumers to stay inside and 
crimping transactions on the firm’s  
network. The planned changes will now 
happen in April 2021. — 
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The developer guides 
give you the power to 
integrate CardPointe 
products and services 
into a custom website 

or specific software 
that your company  

uses.  
It’s complimentary 

with your account and 
is  available at the de-
veloper center on our 

website.  
Visit: develop-

er.cardconnect.com/
cardconnect-api 

Visa Says Fees Will Not Go Up 

(answers are on  page  3)  

1. What Christmas decora-
tion was originally made 
from strands of silver?  

2.  What Christmas-themed 
ballet premiered in Saint 
Petersburg, Russia 1892? 

3.  What Bing Crosby song is 
the best selling single ever? 

4. “Miracle on 34th Street” 
centers on what real-life 
department store?  

5.  In the song “Grandma Got 
Run Over by a Reindeer,” 
what incriminating evi-
dence was found on 
Grandma’s back? 

Source: DigitalTransactions.net 

Gateway API 

Trivia Questions 



After a sharp decline in April, the U.S. 
saw a V-shaped spending recovery and 
reached positive territory again in June, 
with further a climb into July. Volumes 
declined 18% in April before returning 
to positive territory in June. July vol-
umes through the 21st are up 7%. 

Here’s some other “Quick Hits” statis-
tics that have been gathered by The 
Strawhecker Group about spending 
trends from 2020 during a pandemic: 

- 64% of consumers plan to spend the 
same or more than they did last year, 
while over 36% plan to spend less than 
2019 

- For in person purchases, 54% said 
they most preferred to use traditional 
credit/debit cards when shopping. 

- TSG’s Acquiring Industry Metrics 

(AIM) platform, shows a 9% increase in 
consumer spending using credit/debit 
cards from Feb 1, 2020 to Nov 1, 2020 

- From before COVID-19 to present 
consumer spending on credit/debit cards 
increased 32% in both the grocery and 
retail store segments. 

- 65% of consumers have never tried 
digital ‘Buy Now, Pay Later’ options 

- Some expressed an interest in trying 
Buy Now Pay Later, but were con-
cerned about security, overspending, 
and figuring out it works. 

- 61% of consumers who have tried 
contactless reported a positive impres-
sion and plan to continue usage in the 
future (Visa added 80 million con-
tactsless cards during first half of 2020) 
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Purchasing Statistics in a Pandemic 

If you bill for products 
and services with digital 

quotes and you offer 
payment plans or pay-

ment terms, you’re likely 
invoicing as part of your 

process. You can add 
that invoice line item for 
easy tracking on the Vir-

tual Termianal & the 
Hosted Payment Page.  

It’s a simple custom field 
that can be added from 

the ADMIN tab inside of 
CardPointe.  It’s a native 

feature and offers you 
additional tracking 

benefits.  

(questions on  page  2)  

1. Tinsel 

2. The Nutcracker 

3. White Christmas 

4. Macy’s 

5. Claus marks 

Source: thestrawgroup.com 

Add Invoice Field 

Trivia Answers 

Cashless Super Bowl in Tampa Bay 
For the first time in 55 years, cash will not be accepted at the Super Bowl. The 
National Football League will make its championship game all-digital with the 
backing of its corporate partner, Visa. Super Bowl LV in Tampa Bay will use 
only contactless payment methods at the game and the league’s fan experience 
events. 

“It sounds efficient,” NFL executive vice president 
and chief revenue officer Renie Anderson told 
CNBC on Wednesday when discussing the plans. 

“We knew it was just a matter of time,” she said. 
“We just accelerated that time.” 

Although Covid-19 helped accelerate ditching pa-
per currency, Anderson said the decision to go 
cashless was in the works before the pandemic. 

As part of their contract renewal in 2019, Visa was already converting the 
league’s top events into cashless environments. The new arrangement runs 
through the NFL’s 2025 season. 

“A cash-free Super Bowl was the main goal of our new contract,” said Mary 
Ann Reilly, Visa’s senior vice president of its North America marketing divi-
sion. “The plan was to get to a cash-free Super Bowl within five years, and 
we’re doing it in less than two years.” 
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This is part 2 of the chargebacks videos that I posted about a 
month ago to my Youtube channel.  
 
This list is common things that you can do in your business to 
help reduce and eliminate chargebacks.  Yes, there are actually 
procedures and common practices that cost very little to imple-
ment in your business.  
 
Nov and December make sure that you at least take a look at 
the list so you can put some of these things into practice at 
your business.   
 

Read the full article here:  
www.bancardsales.com/15-
more-ways-to-avoid-
chargebacks-part-2/ 

Brian Manning/BancardSales 
1075 Broad Ripple Ave, Suite 340 
Indianapolis, IN 46220 
e: brian@bancardsales.com 
p: 317.721.8066  
f: 866.411.1656 
www.bancardsales.com 
www.bancardsales.com/
cardpointe 
www.YouTube.com/user/
BancardSales 

My boys are 3 and 5 years old and Elf on a Shelf is 
part of our Christmas tradition.  

A couple weeks ago, my wife told me that she pur-
chased 25 day Elf on a shelf package from a fellow 
mom that she found in a local Facebook group.  

At first my confusion came through. “Huh? You pur-
chased what? We already have an Elf on the Shelf...” 

“No,” she replied. “This is an idea package that 
comes with exact instructions on where to put the 
Elf each night and it comes with props and a story 
card to remind the kids of a lesson each day.” 

The package was an assortment of ideas 
that allowed parents to just follow along 
and stage the Elf according to the pre-
packaged materials.  

Right after my wife explained it to me, 
my entrepreneurial mind took over and 

my opinion changed. What a great idea! I bet she’s sell-
ing 100’s of these.  

The Elf on a shelf is a global brand recognized by just 
about everyone you talk to.  

It started with a simple book thought up by a mom 
and 2 daughters and has now grown into a brand 
valued in the 10’s of millions and perhaps now even 
over 100 million dollars.  

I applaud the creativeness of the idea pack made 
possible by the existence of the Elf on the Shelf idea.  

I love the story about the Elf on the Shelf and how 
the company came to be for so many reasons.   

Whatever your Christmas and holiday traditions are 
I wish you the 
very happiest 
of holidays 
this year! 

BY BRIAN MANNING 

Part 2:  Ways to Prevent Chargebacks 


