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“The only thing we can count on is uncertainty,” Albert

Einstein once observed.

And while the statement is universal, and applies to pretty
much any endeavor in life, uncertainty is an ongoing

hallmark in business — especially in the payments realm.

The past four years are proof positive. A pandemic sent

us all home, sent us all online and forced merchants and
financial services providers to rethink their digital footprints,
or establish them in a hurry. The stressors to the supply
chains stretching around the globe might have been

scarcely imagined, until they were real, front and center.

And now, with the pandemic behind us, uncertainty still

reigns, though the issues confronting business leaders are
different than the ones noted above. Inflation is stubbornly
entrenched. We'’re running at about 3+%, as of this writing,

below the 9% peak notched a few years ago.



But even at these levels, and rate
cuts seemingly an if rather than
when from the Fed, planning is

as tough as ever. Input costs are
higher, consumer spending looks
vulnerable and volatile. The ultimate
casualties might be corporate

top line momentum and margins.
Consumer card delinquencies are
on the rise, signaling stress in the

paycheck-to-paycheck economy.

For banks and FinTechs, there’s
the added wild card of regulatory
uncertainty. The Consumer
Financial Protection Bureau has
sought to cap interchange and late
fees for credit cards, which might
eat into revenue streams. FinTechs
are coming under greater scrutiny
in terms of risks and vulnerabilities
when it comes to how they handle
customer information.

[ | Payments Execs View Data as the Compass for Navigating Uncertain Times

Artificial intelligence may have been
a buzz “concept” only a few years
ago — but now it’s promising to
shake up all manner of businesses,
large and small. It can be thought
of as tool for competitive advantage
— and also a tool with which
fraudsters can prey on unwitting

victims.

Gathering Insights and
Crafting Strategies

None of this is to suggest that
executives must fly blind, so to
speak, and simply be reactive

to changes in the competitive,
regulatory and global landscapes.

All corporate actions, interactions,
engagements, strategies and
transactions yield data. And the
right technologies will leverage that
data, collecting raw information,
spinning it into something more

than a set of metrics.

Data, as 18 executives told us, is
what gives insight, in real time, to
what’s working ... and what’s not.
Data helps pinpoint where fraud’s
forming ... uncovering anomalous
transactions before new attacks

become successful.

Data can help payment service
providers route payments across
borders, time zones and currencies
in the most streamlined (and cost
effective) manner. Information
delivered in real time can and

will help financial institutions and
FinTechs embrace faster payments,
and deliver innovations more
quickly, fine-tuned to their end

market expectations.

The executives who offer up their
advice and observations in the
subsequent pages of this eBook
noted that data models are likely to
be pervasive across organizations,
used to segment and examine their

existing customers’ changing tastes

Introduction W

and where new customers — and
markets — might be considered for

future growth.

Insight is part of strategy, they
noted, and strategy recognizes
both opportunities and challenges
— and transforms challenges into

opportunity.
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CALLS FOR TRACEABLE
AELABLE ANCHORS OF
DATA

s technology executives, we are living in one of the most unique
and volatile times in history, with the risk warning bells and

threat vectors coming at us from all angles. From geopolitical,

monetary and inflationary risks now colliding with technology
risks associated with rapidly advancing artificial intelligence (Al)/generative Al
platforms, the business ocean feels like a Dixie cup of water being churned
with Category 5 hurricane force winds. Thus, the pressure on every decision

made could not be greater — and the impacts on your core business more
significant.
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Many times, however, the past

can also be prologue — and even
more predictably, humans are
creatures of habit. We go with what
has always worked: the models
and analytical tools we have relied
on to help navigate times such

as these provide the confidence
needed to execute. From capital
forecasts, fraud management tools
and other “predictive” data models
we have often relied on the data
they provide to drive key insight and
trusted decision-making processes.

But in the era of generative Al

and rapidly advancing use of Al
platforms/services, how can you
actually trust the data you see?
From calculations and forecasts
to content, increasing use of Al/
Generative Al and algorithmic “non
human derived” data outputs can

create havoc and uncertainty.

What platforms do you trust? What
models do you trust? And what
data/content is Al-produced vs.
human/organic? These are now
the most important questions to
answer. And understanding the
answers and their implications can
make (or break) your business, and

its future viability.

At Al-1D, we knew this was critical
and from day one have had one
mantra as part of our vision: “Truth
at the Source.” This means that
only when a data output (content,
files, data, etc.) is created can it be
property and tracked to its source.
From images/content, text files or
basically any data outputs an Al/
generative Al platform can create
unique protocols and metadata can
manage all of these outputs and
their lifecycle and utilization. And
effective registration models are

used to manage and authenticate
the data. Our Al-ID platform, unique
AIGX files and Al Registry platform
are focused on this every day.

To make an effective decision, you
need to know your data is accurate.
This includes knowing and tracking
it to its source. Trusted data

means trusted decisions. Ensuring
a trusted Al platform built the

data and knowing with certainty,
provides the confidence needed

to execute in an increasingly risk-
entrenched market.

At least for now, we, as leaders of
businesses and decision-makers,
have not fully ceded the executive
mantle to our Al overlord masters.
So every executive decision
matters. To quote Peter Drucker,
“Whenever you see a successful
business, someone once made a
courageous decision.” Just make
sure that the data you use and its
source is trusted. And if so, that
courageous decision and successful
business, will more than likely be

yours.

Al-pD N
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NAVIGATING
UNCERTAINTY:
THE POWER
OF DATA IN BUSINESS
DECISION-MAKING

s we embark on the second quarter of 2024, businesses face

a sea of uncertainties. From shifting spending patterns and

interest rate environments to the evolving role of artificial

intelligence (Al) in business operations, the landscape is complex
and ever-changing. Amid these uncertainties, one thing remains clear: better

choices are made with better data.

Banyan

13



B \Michael Budde

Uncertainty: Consumer and
Business Spending in 2024

Consumer spending rose in
February 2024, the most substantial
increase in a year. This surge
indicates the resilience of the
economy, a sentiment echoed by
Fed Chair Jerome Powell. However,
much of this spending is fueled by
savings rather than rising incomes.
In this context, merchants and
banks must focus on delivering
compelling value propositions to
better reward loyal customers and
differentiate to win new consumers.

Uncertainty: The Role of Al in
Business

Banks and merchants are
increasingly experimenting with Al
to deliver business priorities. J.P.
Morgan Chase recently shared in its
shareholder letter that it has over
400 Al use cases in production,
spanning marketing, fraud and risk.
For any business, the efficacy of Al

use cases hinges on a foundation
of rich, accurate data. Businesses
investing in both Al and high-fidelity
data access will be the ones to
uncover valuable marketplace and
customer insights, and enjoy a

competitive advantage.
Navigating Uncertainty

Data and technology must enable
timely and relevant reactions to
marketplace conditions. Here are
three key enablers core to how
we serve our platform partners at

Banyan:

Clarity: Banyan’s platform
fosters collaboration between
merchants and financial
institutions, amalgamating
diverse customer spending

datasets. This brings a clearer

understanding of purchase

behavior at the receipt level
and sales revenue attribution

at the product or brand level.

When a consumer checks
out at the local grocery,

that consumer is making
one decision that is the
culmination of many item-
level decisions which bring
insights to the merchant, the
bank and the consumer in a
way that promotes a more

personalized experience.

02

Versatility: A single data
connection to Banyan can
power multiple use cases
across many partners,
enabling easy scale up or
down based on shifting
marketplace signals and
business priorities. That
means increased speed
and optionality to power

Banyan

a wide variety of solutions
ranging from fraud mitigation
to enhanced card-linked
offers to loyalty rewards
engagement and beyond.

03

Simplicity: Build once for
further low-effort scalability.
As a trusted data integration
partner, Banyan’s platform
does the hard work to power
any receipt data use case —
whether it’s known today or
yet to be identified tomorrow.
A single data connection
allows your business and
technology resources to focus
on core growth initiatives
instead of being committed
to maintenance and building
more integrations to power

new solutions.
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QUALITY DATA,
TECHNOLOGY
PAVE THE WAY
-OR IMPROVED
528 PAYMEN TS

he major uncertainty faced by B2B business is the lack of
a clear answer to the question, “How is the economy really
performing?” While there is a plethora of data available on B2C and

MARIANA
LAMSON

Chief Financial Officer

| %OOSt
/ M. ,m'\\\\

macroeconomic factors, B2B data remains harder to find and is

often fragmented. This poses a challenge in understanding the full landscape

of risks and opportunities.
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The good news is that, while
uncertainty is in the future, we
have the ability to know and
understand the past. Harnessing
the power of technology to

gather, organize and present

data in a way that is actionable
for our clients and partners is
paramount, which is why data
integrity is the cornerstone of our
approach at Boost. Our patented
straight-through-processing (STP)
technology automates manual
processes, removing the risk of
human error, which can have
significant repercussions up and
down the data stream. This not only
saves time and resources but also
instills confidence in the reliability
of the data being utilized.

Once you feel confident in the
quality of the data, then you need
the experience to interpret and
apply the information. Identifying
the potential risks and being
prepared with realistic scenario
planning allows you to pivot
when faced with changes in the
environment. One of the biggest
pitfalls we see is looking at data
over a limited time series. A best
practice is to ensure you have a
long history of data to help perform
effective regression analysis and
identify trends. You also need a
team that has the experience to
handle this complex environment.
Our diverse and talented workforce
brings a wealth of knowledge and
expertise to the table, allowing us
to tackle complex challenges and

adapt to changing dynamics.

The best laid plans are only as
effective as the tools you have to
implement them. This is where
technology comes into play — are
your systems flexible enough to
make quick changes if required?
When we think about the realm

of B2B payment solutions,
conventional methods are often
criticized for their rigidity and
complexity. Recognizing this
challenge, we introduced Dynamic
Boost, a payment platform
designed to facilitate the seamless
implementation of dynamic

rules for transaction processing
and pricing, enabling businesses
to adapt contract terms and
implement controls during times of

evolving needs.

Boost Payment Solutions |

To successfully address uncertainty,
it is not just about the tools but
also the mindset. Being nimble,
proactive and adaptable is crucial
in a landscape where change is

the only constant. It’s important to
recognize that there is a difference
between uncertainty and instability.
Uncertainty is not inherently bad; in
fact, it is often an opportunity for
innovation. Two of our core values
at Boost are “Be Bold” and “Blaze
the Trail” These values are not just
words on paper; they shape how
we operate on a daily basis. While
uncertainty may prevail, stability
can still be achieved through sound
strategies and agile operations. By
fostering a culture of innovation,
adaptability and excellence, we
empower ourselves and our clients

to thrive in the face of change.



Fiserv H

DATA A5 OUR MOST
OWERFUL ALLY

n the face of uncertainties, data is emerging as a business’s most

powerful ally. Organizations that treat data as more than just a collection

of numbers and consider it a strategic driver are equipped to move

quickly and efficiently, unlocking new business capabilities and driving
meaningful innovation for their customers.

A core part of our Carat strategy at Fiserv is to develop solutions that

JEFF make it simple for businesses to view and understand the payments data

POM EROY flowing through their business so they can strategically build for the future.
Through cloud-agnostic solutions, businesses can seamlessly connect their

) SVP and payments data to supplier, customer loyalty, workforce and other data sets to
Head of Omnicommerce, . . .
Carat from Fiserv create new insights. Here are a few data-driven trends we see transforming

payments innovation in the future.

Carat...fiserv.
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Data Sharing Between
Merchants and Issuers

Merchants and issuers each hold
valuable pieces of payments
intelligence. By making it easier for
these entities to share data across
their ecosystems, both parties can
make better decisions that help
fuel growth, reduce risk and power
innovation. Central to this strategy
is enabling seamless, real-time data
exchanges. By empowering more
businesses with robust merchant
and issuer intel, payment providers
can better combat fraud and
reduce operational costs through
real-time risk monitoring and
dispute management that leverage
the best data our industry has to
offer.

Leveraging Conversational Al

The adoption of conversational
artificial intelligence (Al) in

data analysis is a significant
advancement from traditional
methods, which often require
specialized training and expertise.
By offering intuitive interfaces

and user-friendly interactions,

conversational Al democratizes the
ability to query data, empowering
users across all levels of an
organization to make data-driven
decisions without being hindered by

technical barriers.

As it relates to payments,
conversational Al can facilitate
real-time data exploration and
visualization, allowing businesses
to almost instantly query data to
gain a deeper understanding of
trends, patterns, and anomalies
within data sets. Whether it’s sales
performance metrics, customer
behavior patterns, or market trends,
businesses can use Al to obtain
insights on the fly, enabling agile
and responsive decision-making in
dynamic business environments.

Insights Outside of Payments
Data

By leveraging a diverse range of data
sources, businesses can augment
existing payments datasets to
create more comprehensive
insights. A few simple examples of

this may include:

Aggregating payments data
within similar categories and
verticals allows businesses
to understand their market
position and identify
opportunities for growth.
Whether it’s assessing market
share trends, evaluating
customer loyalty or optimizing
strategies, share-of-wallet
insights facilitate more

informed decision-making.

Performance benchmarks:
By analyzing metrics such as
transaction times, success
rates, and processing costs
against broader datasets,
businesses can identify

areas for improvement and
benchmark their performance

against industry standards.

Out-of-store customer
behavior Understanding

where shoppers are engaging

before and after a purchase
delivers greater insights into
shopper behavior and can
inform broader marketing
and customer journey
strategies. With these insights,
merchants can determine
the best way to reach their
customers and identify
adjacent products and
services that could become

part of their offerings.

In many ways, data powers
innovation. Whether it’s real-time
cloud sharing to accelerate funding
cycles, fueling risk models or
augmenting customer and loyalty
data with payments behaviors,
businesses have more opportunity
than ever to unlock value through
insight.

Fiserv
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EXPECT TO SEE
DATA MODELS USED
N ALL ASPECTS

OF BUSINESS

onfidently knowing where we’re going helps us navigate the

unexpected. In times of uncertainty, we lean on data modeling

as our compass. It’s the tool we use to inform major areas of our

ROBERT
DUDACEK

CEO

business and marketing strategy.

FRANKLIN @ MADISON
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Wrapping up the first quarter of
2024, some of last year’s challenges
still linger. Inflation continues to

put pressure on print, postage

and freight costs. Other areas

of concern are interest rates,
consumer behavior and a potential

recession.

Even when the market fluctuates,
data modeling remains our trusted
guide. Utilizing our data team is
integral to ensuring the success of
each insurance marketing campaign
we deliver. Our data scientists
meticulously analyze campaign
performance, refine strategies

and optimize outcomes to create

predictability out of the uncertainty.

Here’s what this looks like when

serving our clients:

. Identify a responsive
population. When partnering
with a new client, it takes
roughly 90 days to mature
a direct mail campaign. This
requires analyzing a client’s
files and building profiles

of “most likely” customers

© 2024 PYMNTS All Rights Reserved

(overlaid with more than
1,500 attributes that include
demographics, economic
status, prior purchase history
and more). Then, we create
an algorithm based on these
attributes.

. Use the data to target
and refine. When we
apply an algorithm to a
client’s campaign, it targets
consumers expected to
respond, reducing risk and
creating predictability for
the client. Consumer data is
ranked by pentile, with the
most responsive at the top
and the least at the bottom. A
campaign is then sent to the
desired group, and the data
model is judged by how it

performs.

What's most fascinating about

this process is how data modeling
is used up-to-the-minute. Data
models are adaptive. When current
events take place, consumer data
changes — and the models do, too.

This ability to adjust and improve
models, even day to day, allows

us to offer our clients sharper
insights. We're not guessing. We'’re
continuously examining market data

to predict and drive each campaign.

Of course, predictive models are
only as good as the data that goes
into them. For our data team, past
performance of predictions serves
as a litmus test for the reliability of
future forecasts. Our data scientists
study historical patterns so they
can ask the right questions.

Our reliance on data also extends
beyond campaign execution. We
use the insights gleaned from

our data team to anticipate
market trends, forecast consumer
preferences and determine new

insurance product offerings.
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TECHNOLOGY
AND STRATEGY
CAN UNLOCK DATA
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inancial services account for 25% — or $1 for every $4 —
spent in technology today, making it the biggest revenue pool
on the planet. This immense market is full of risks but also big

opportunities for banks, FinTechs and brands, and there will always
be endless uncertainties to navigate.

Galileo W
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And at the center of this
opportunity is the customer. We
help all types of financial providers
use technology to unlock critical
insights hidden in their own
customer data so they can identify
and mitigate risks before they gain
momentum and seize opportunities
that transform financial services for
businesses and their customers.

Achieving this kind of clarity from
data insights is no small feat —
particularly for organizations that
are locked in data silos and legacy
systems. The key to overcoming
this challenge is using technology
to implement the five C’s of data:
Capture, Clean, Cache, Call and
Connect.

01

Capture: Collecting data from
various sources, including internal
systems and customer interactions,
provides a rich dataset for analysis.

Clean: Refining raw data by
removing inaccuracies and

irrelevant information ensures it is
accurate and ready for analysis.

03

Cache: Storing data strategically
reduces retrieval times and
resources, making information
promptly and efficiently accessible

for decision-making.

04

Call: Using APIs for dynamic data
access across systems integrates
diverse data sets in real time.

05

Connect: Integrating various
data sources in user-friendly
ways creates a seamless flow of

information across an organization,
offering a comprehensive view that
drives strategic decisions.

For businesses, financial institutions
and FinTechs looking to reduce
risk and capture opportunity in
uncertain times, the advice is
clear: use technology and smart
strategies to get the most from
your data. Break down the silos,
invest in cleaning and intelligently
caching your data, ensure it can
be easily called upon and most
importantly, use the insights to
deliver outstanding services and

customer experiences.

Galileo W
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CUSTOMER DAIA,
TECHNOLOGY

KEYS TO OPTIMIZING
PROFITABILITY

AND MANAGING RISK
AMID UNCERTAINTY

he direction of the United States and world economies is
uncertain and geopolitical risks seem to be growing. What are
financial institutions to do when facing such uncertainty? There
are strategies that can be applied to help organizations not only

survive such times but excel.

Background

JOHN

The U.S. economy defied recession fears and achieved a soft landing in

BRESNAHAN 2023 and throughout the first quarter of 2024. Inflation shows signs of

Global Head of Operations coming under control due to the Fed’s restrictive activities. The surprise has

been stronger than expected GDP growth. The forecast for the remainder
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of 2024 looks stronger than
recently anticipated. The Fed will
be challenged to get the timing
right for lowering rates and must
consider the risks of lowering too
soon or too much against the risks
of waiting too late or lowering too
little.

Geopolitical risks remain a threat
to global supply chains, which
creates greater uncertainty about
the future path of inflation as
firms work to diversify their supply
chains. Despite these headwinds,
organizations can and do achieve
growth in revenue and profitability
during such times.

Core Strategies

The following core strategies help
organizations grow even during
periods of high uncertainty:

. Assess which stage you are
in and focus accordingly:
Start Up, Ramp Up or
Momentum. Each stage
requires a different focus and
set of tactics. For example,
during the “Start Up” phase,

you focus on customer
acquisition versus during
the “Ramp Up,” when you
may focus on growth and
profitability, or “Momentum,”
when you may need to
focus on customer retention
and engagement. Aligning
your focus with the most
critical activities, given your
organization’s stage in its

lifecycle, is crucial.

Segment existing customers

and mine customer
behavioral data. Winning
organizations drive deep
insights into customer
behavior, allowing for a
holistic view of customer
needs. Companies should
define which behaviors are
profitable or unprofitable and
then implement strategies
to migrate unprofitable
customer behaviors to

profitable ones.

Focus on niche market

segments and personalization

to grow your business.
Customers today expect

seamless, personalized, and
convenient experiences.
Organizations that want

to remain competitive
must continuously adapt

to customers’ evolving
expectations and develop
personalized offerings that
resonate with their target
market.

Additional Strategies

In addition to leveraging customer
and market data, leading
organizations use advanced
technologies to deliver digital

user experiences, manage

risks, and improve operations.
Organizations do not have to do
this independently but can choose
partners with innovative technical
capabilities. For example, at i2c
we use machine learning, artificial
intelligence (Al) and natural
language processing (NLP) to ensure
our clients realize the benefits

these technologies offer, including:

. Fraud detection: Machine
learning, predictive analytics
and Al-powered fraud

detection are used to assess
data in real time, identify
suspicious activities and

protect against fraud.

. Compliance: Advanced
technologies such as NLP
are employed to automate
compliance checks and
ensure that clients meet
regulatory requirements,
reducing compliance risks.

. Operational efficiency
and quality: Processes are
streamlined, and routine tasks
are automated to enhance
operational efficiency, reduce
the risk of errors and failures

and improve quality.
Summary

During uncertain times,
companies can employ effective
strategies, either on their own

or through partnerships, that
leverage customer data and utilize

technologies to prosper.

oc N
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UNCERTAINTY IN

INBOUND FUNDING
N 2024 AND =
1O NAVIGAT =

......

avigating the uncertainties surrounding inbound funding
sources from financial institutions, wallets and FinTechs has

become a top priority for businesses as we round the corner

into the second quarter of 2024. With the emergence and quick

growth of neobanks and non-traditional financial institutions, there is an

increasing emphasis on ensuring secure money movement into accounts,

DREW
EDWARDS

accompanied by a new level of uncertainty regarding the reliability of funds
moved into accounts.
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Challenges in Inbound Funding
Money

Funding an account through
various channels — such as

ACH, checks and card-based
transactions — carries an inherent
risk of fraud and potential losses for
financial institutions. While it may
look like funds have been received
and are “good,” many players are
learning the hard lesson that even
honest consumers often have 90
days or more to claw back funds
that may have already been moved
or spent.

The presence of truly bad actors
seeking to fraudulently fund
accounts exacerbates these

risks, creating an environment

of uncertainty that threatens the
growth, stability and even viability
of these emerging financial entities.
The transactional costs associated
with inbound funding can be
dwarfed by the true cost inclusive
of bad debt.

© 2024 PYMNTS All Rights Reserved

The Need for Real Solutions

In all this uncertainty, luckily,

there are solutions that can be
leveraged effectively which include
risk management and, in some
cases, good funds guarantees.
Robust payment partners equipped
with extensive historical data on
fraudulent activities, nationwide
footprints and advanced
technologies like machine learning
and artificial intelligence (Al) offer
an inroad to stability for these
financial institutions. By identifying
patterns, detecting anomalies, and
preemptively identifying fraudulent
behavior, these partners play a
crucial role in minimizing the risks

associated with inbound funding.

Embracing Strategic
Partnerships

Collaborating with risk
management partners that have
long track records at managing
risk is and will become even

more imperative for companies
looking to safeguard their inbound
funding transactions. The need for
robust risk management solutions
with a history of excellence will
only intensify, making strategic
partnerships with reliable payment
partners indispensable for
navigating the complexities of the

modern financial landscape.




BRYAN
LEWIS

CEO

& intellicheck

Intellicheck W

NEXT-GEN
FRAUD STRATEGIES

ot
CUs

DATA 1O ONBOARD

OMERS SAFELY

ata breaches and mail theft have resulted in a record level of
available compromised identity information, payment information,
login information and even stolen checks. It has been said that
“At this point, all of our information is out on the dark web and it's

now just a matter of when it is going to be used against us.”

1
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Combined with inadequate fraud

strategies, fraudsters have the key

to the castle; it’s a perfect scenario

of having the answers to the quiz

ahead of time.

Let’s talk about how it’s done:

ldentity theft and identity
impersonation: The onslaught
started in 2017 with 147MM
records breached and has
multiplied every year since
then. Last year, there were
over 3,200 separate data
breaches that resulted in over
353 million records being

released on the dark web.

Rapid increases in mail theft
provide more compromised
information as well as valid
documents that are used for
identity theft and check fraud.

This breached data is shared
online, where a criminal can

purchase a complete identity
that includes name, address,
Social Security number, DOB,

credit score and current open

account information for less
than $30 per identity. (The
amount of data now available

online is abundant.)

Armed with this trove of real
data they purchase a fake ID
from overseas for less than
$100. These IDs have their
picture on it with the PIl data
of their victim and pass the
traditional ID verification
checks which allows them
to assume and impersonate
the identity of the victim
they targeted. These high-
quality fakes even fool law
enforcement.

From there, they can:

Open new accounts: By
impersonating a victim with
no previous instances of fraud
having been reported through
the traditional credit agencies
they are able to open multiple
accounts within a 30-day
period before the victim or

issuing lender is ever alerted.

Account takeover attacks: ATO
attacks increased 354% year
over year in 2023. Fraudsters
know this is the easier path
since no credit pulls are
needed and knowledge-based
answers are what is often
deployed to verify account
information. Contact and

call centers are often used

to explore the defenses in
place and then social media
is leveraged to gain additional
information needed for

successful ATO attempts.

What are some of the
inadequate fraud strategies
still being used?

Confirming the exact same
data sources that the
criminals use — which is the
valid personal identifiable
information that they have
purchased through the dark
web. Fraudsters are highly
effective at gathering accurate
information and using it to
impersonate their targets. We

must go beyond confirming
the same data.

Depending on ID verification
tools that are highly
susceptible to false positives
and false negatives due to
templating models that rely
on image quality and OCR
processing. Fraudsters bypass
ID Verification processes by
submitting low-quality images
which forces manual reviews
that now rely on the human
eye — and that is never good.

How does Intellicheck
implement next-gen fraud
strategies?

By using authoritative data
sources to verify the validity
and ownership of the
presented document. This
includes verification of the
hidden encoded security
features that are not public
knowledge versus templating
models that are widely

available online.

Intellicheck W
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Implementing passive
datasets that empower
platforms to move beyond
submitted personal
identifiable information:

Proxy detection: What is

the IP address they are
coming in from if online?

Geo location: where is the

transaction really taking
place?

Device fingerprinting:

how many times has this
device been seen?

Behavioral analytics:
Behavioral models comprise
all available datasets and
serve to shed a true light

on the situation beyond
traditional data checks.

And finally, building data
consortiums:

Coming together to

build a network of trust
and certainty by sharing
passive and transactional
data.

Better understanding

the tools that fraudsters
use, which now includes
artificial intelligence (Al)
and data sharing. They are
well coordinated, and we
must be as well to win

the war.

What are the benefits of
implementing these next-gen
fraud strategies?

You shatter the traditional
glass ceiling put in place
with previous outdated fraud
strategies.

You stop the bad guys in their
tracks by not continuing to
use the strategies that they
have depended on to be
successful.

We take the answer book
away from them by instead
using authoritative and

passive datasets.

You create strategies designed
for customers, not fraudsters.
This creates lower-friction
processes that do not make
your real customers feel like
criminals.

This leads to lower
abandonment and Increased
conversion rates — customers
are no longer frustrated by

your KYC processes.

We help our customers
achieve on average a 20%
increase in new account
openings while mitigating
fraud losses to less than
1% on those new account

openings.

You protect your customer
base which creates more

customer loyalty.

Stopping the bad guys from
creating a devastating path
of destruction with your
customers. Customers who
are victims of identity theft
face heavy financial losses
but also endless hours of
time and energy trying to

dispute and repair.

At the end of the day,
everyone has a budget in
place for acceptable fraud
losses — but no has a limit
in place for the number of
new customers they want to

acquire.

Intellicheck W
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UNDERSTANDING
YOUR CUSTOMERS
> MORE IMPORTAN T
THAN EVER BEFORE

evenue growth is a top priority for most businesses. There are

various ways to bring in more money — but not all strategies are

DILIP
SINGH

VP, Data Science and
Decision Analytics,
Digital Solutions at Equifax

@ Kount

An Equifax Company

safe or stable. And unfortunately, attempts to balance risk with

reward are often incomplete.
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For example, it’s common practice
for businesses to try to broaden
their sphere of influence and reach
new audiences. Other businesses
want to drive more value from the

customers they already have.

Both of those techniques have
proven to be effective in the past.
And they can still be effective
today — if you have the right KPIs in
place. In this day and age, the focus
needs to be on quality instead of
guantity. You want more revenue —
from good customers.

Prioritizing volume alone can cause
uncertainty, unexpected risk, and
negative ROI. But with data, you
can better understand the potential
impact — good or bad — each
individual could have on your
business.

Fortunately, because of the digital
world we live in, there is an
abundance of data available for
analysis. Unfortunately, accessing

that data can be challenging.
Businesses often spend a lot of
money on third-party data that
ends up being inaccurate and
irrelevant.

In response, Kount, a trust and
safety company, developed a

fully compliant consumer insights
solution that empowers you to
draw accurate conclusions about
the individuals interacting with your
brand. Without revealing consumer
PIl or any merchant data, we can
help you gain insights from the data

you already have.

Examples of insights provided
include:

Economic cohort
Propensity to spend
Shopping frequency

Geographical location

Chargeback activity

The robust data enables dozens
of different use cases. Ultimately,
because Kount has combined
multiple capabilities into a single
technology platform, fraud
detection software — and its data
analysis capabilities — becomes a
revenue-generating engine rather

than a cost center.

For example, your own data can
tell you when a customer files a
chargeback. Consumer insights can
tell you the odds of it happening
again. Maybe the chargeback at
your business was a one-time
occurrence because of a mistake
on your part, and the shopper
should be given a second chance.
Or maybe that customer disputes
purchases more often than not and

should be banned permanently.

Another example is qualifying leads.
Your own data can tell you when

a new lead comes into your sales
funnel. Consumer insights can tell
you whether or not the lead is a
good fit for your business. Does the
prospect seem risky or safe? Is the
contact information real? Does the
individual match your target buyer?
Then, you can decide if there is
value in continuing your marketing
efforts or if you should move on to
the next target.

As margins shrink and economic
woes mount, it’s important to
remember a fundamental business
truth: not everyone is an ideal
customer. It can be tempting to
take more risks in an effort to
bring in more revenue. Instead,
use data to validate the quality of
interactions so you can safely and
confidently grow your business.

kount I
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MITIGATE
UNCERTAINTY
VWITH AAND
—ALVWORLD
UNDERSTANDING

n terms of geopolitical factors, we know that inflation and
unemployment directly contribute to an increase in fraud attacks, with

people growing increasingly desperate and trying to game the system.
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This might not necessarily involve
trying to steal money or credit card
details, but it can be activity like
consumers falsely claiming that a
clothing order didn’t arrive or that
a food delivery didn’t turn up, so
they can enjoy a free meal. Put
simply, increased inflation means
more unemployment and results in
more fraud attempts from specific
locations.

The most effective way to safeguard
against these risks is to monitor
current baseline metrics and look
out for spikes and anomalies —
things like how many new users
there are, transaction volume

and payment methods used in a
specific region or during a specific
period. These anomalies are yellow
flags that prompt us to take a
closer look. Is the increase of any
activity related to fraud attacks?

© 2024 PYMNTS All Rights Reserved

For example, we're able to monitor
the average transaction volume or
number of new users on a platform
and if there’s a spike, we investigate
further. We carry out validation to
see if there are any promotions

or other causes but if not, then
again it's a yellow flag and we start

investigating.

We leverage in-house technology to
conduct macro anomaly detection.
It’'s a combination of artificial
intelligence (Al) and our team
working together on a daily basis.
Machine learning takes historical
data to help us establish the alerts
and our expert data team is then

able to investigate deeper.

For example, we know the typical
percentage of users in France
using a foreign credit card on a

given platform. If this jumps to a

much higher percentage, then we
know something is off. Thousands
of combinations of factors can be
used to create alerts.

If you combine that real-world
knowledge, considering the current
geopolitical climate with Al and
machine learning, you build a
robust way of protecting your
business from risk and mapping out

a more secure future.
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NAVIGATING
UNCERTAINTY:
“MPOWERING SMALL
SBUSINESS WITH TOOLS
N AND SUPPORT

very business, large or small, will find itself navigating the ebbs
and flows of economic uncertainty. The unpredictable nature of
markets, coupled with external factors beyond their control, pose
significant challenges to their financial stability. For small business
owners, this is especially true. While uncertainties are inevitable, having a

firm grasp of their finances can mitigate the impact and empower business
owners to weather the storms more effectively.

DOUG
BROWN

Chief Product Officer,
Digital Banking

NCR V::YIX
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Unlike larger enterprises with
dedicated accounting departments,
many small business owners lack
the luxury of having an accountant
on staff or even readily available
access to one. Consequently, they
must rely on various disparate
financial tools to manage their
money efficiently. Platforms like
QuickBooks and others provide
valuable assistance, yet there
remains untapped potential for
banks and credit unions to offer

more comprehensive support.

Financial institutions have a unique
opportunity to bolster the resilience
of small businesses by providing
tailored financial tools and support.
Beyond basic banking services,
banks and credit unions can offer
advanced functionalities such as
cash flow management, payroll
capabilities, expense tracking
and more. By integrating these
features into their services, banking
providers can empower small
business owners to streamline their
financial operations and make more

informed decisions.

Furthermore, financial institutions
can leverage the data gathered
from these tools and other macro
indicators to identify emerging
trends and proactively reach out
to business owners. By analyzing
transactional data and cash flow
patterns, banks can anticipate
potential challenges and offer
timely assistance. Whether it’s
extending lines of credit during
lean periods or providing tailored
financial advice, proactive outreach
demonstrates a commitment

to supporting small businesses
through various economic

situations.

However, to truly empower small
business users, financial institutions
must go beyond providing a
handful of tools to rather prioritize
education and personalized
support. Hosting financial literacy
workshops, offering consultations
and providing other resources for

financial management and planning

NCR Voyix W

can equip business owners with
the knowledge and skills needed
to navigate these uncertainties. By
fostering a culture of learning and
support, banks and credit unions
can foster stronger relationships
with small businesses.

In today’s competitive and evolving
landscape of banking and financial
services, institutions that prioritize
small businesses will undoubtedly
gain a competitive edge. By
offering a comprehensive suite

of tools, personalized assistance
and educational resources, banks
and credit unions can position
themselves as trusted partners.
Moreover, by demonstrating a
genuine commitment to helping
small businesses strive, they

can cement themselves as the
trusted banking provider in the
communities they serve.
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EMBEDDING DATA
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he executive team at Rewards Network believes that the best

thing we can do to prepare for uncertainty and risk is to grow and

strengthen our core operations. The more margin and agility our

into our operations, the more likely we will be able
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is in service of helping improve our core operations and customer experience.

JAMES
ROEDDING

Chief Product Officer
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Rewards Network relies on both
traditional business intelligence

to guide decision-making as well
as artificial intelligence (Al) to
automate and augment workflows.
Analytical expertise and technical
skills enable us to quickly respond
to changes in our customers, the
market and the overall economy.
Examples of this range from
machine learning credit models,
which performed exceptionally
well during the “stress test” that
COVID-19 presented, to neural
networks that find patterns in data.
Combining technology and data
science adds more intelligence

to robotic process automation
flows, allowing our team to focus
on higher-value work that benefits
fromm human intelligence. Rewards
Network’s Al models find patterns
at a scale beyond human capacity,

delivering higher quality decisions
and more consistent output. This
expands and improves customer

service.

Investment and reliance on data
science and Al was critical to our
success during COVID-19 and

has driven growth since. As part

of managing that crisis, we built
several data-driven tools that track
both risks to and opportunities for
our business. One of these tracks
the impact macro trends have on
our broad restaurant customer
base. Our Same-Store-Sales engine
allows us to track daily trends in
opening hours, foot traffic and
average ticket prices, which are
the key drivers of total restaurant
sales. Our extensive data set and
historical perspective allow us to
control for seasonality and provide

a comprehensive view of how

consumers are behaving across
different restaurant segments

and geographies. This engine was
critical to understanding trends

and momentum during COVID-19
and enabled us to predict the
impact on our business during
winter months and as markets
reopened. It continues to play a
vital role in our success as we track
consumer response to market
weakness, debt exposure and other
economic drivers — translating this
into expected spend across our

restaurants.

The second investment area

was enhancing our customer
feedback loop to inform our
product, marketing and distribution
strategies. The aggregation

and analysis of our customer
satisfaction surveys, engagement
levels with our platform, and

Rewards Network I

granular tracking of our service
touch points and triggers for
customer service provide a single
view of trends. These insights,
both at a summary and detailed
level, are critical to keeping a close
pulse on customers — providing
the earliest indicators of risks and

opportunities.

These investments in technology,
data science and analytics facilitate
regular reviews of macro and
customer trends, driving better
strategic decisions.
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TECHNOLOGY
CAN TURN TAX
COMPLANCE INTO
GROWTH ENGINE

uring my career, I've had the opportunity to manage businesses
through a number of difficult and challenging periods. These
ranged from tough and competitive markets to talent shortages

to global economic slowdowns. The common theme that

emerged in every one of these situations was the importance of surrounding

KEVIN
AKEROYD

SOVOS

myself with a talented team, aligning that team with a single “north star” and
communicating transparently and frequently with all critical commmunities —
employees, customers and investors.
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Businesses and markets are
cyclical, and practice builds muscle
during the ups to mitigate the
impact of the downs. Assessing
your own operation should never
stop. Self-scouting and the ability
to identify and address weaknesses
before a crisis or downturn hits is
what provides the strength and
resolve to get through it.

The compliance industry is

not immune from uncertainty.
Globally, there are more than
14,000 regulatory changes
monthly covering over 19,000 tax
jurisdictions, meaning compliance
changes can be sudden, relentless
and consequential. In 2024, we are
witnessing more of the same, as
tax authorities have either already
announced new mandates and
guidelines or are actively planning

for them.

Because of this, three of the biggest
challenges facing companies

right now are risk, cost and lack

of insights. Each of them can be
addressed with the right technology

and data.

The risks posed by not meeting
compliance obligations can

range from a disruptive, time and
resource-intensive audit to financial
penalties and even criminal
proceedings. But, in the pursuit of
meeting rapidly changing tax rates
and regulations, many businesses
have responded to each change

by investing in a patchwork of
hardware and software that doesn’t
scale, may be quickly outdated and

puts a drain on resources.

At the same time, the pace of
regulatory changes will continue to

accelerate, with more governments

gaining access to companies’
transactional data in real time. This
leaves many in a position of having
less insight into their data than the
government — and even worse,
unable to use predictive insights to
spot transaction anomalies, errors
and outliers in that data.

Companies have a critical need
for technology that allows them
to orchestrate, manage and
analyze their tax obligations. Just
as enterprise resource planning
(ERP), customer relationship
management (CRM) and human
capital management (HCM) have
all become holistic, cloud-based
platform solutions that unlock
tremendous business value, the
need is there for a unified platform
solution, and that is what we're

focused on delivering.

Sovos

Like many industries, the advances
in generative artificial intelligence
(GenAl) also present tremendous
opportunities for compliance
management. Al will enhance our
ability to anticipate regulatory
changes based on past behaviors
and future indicators. Then, we will
be able to help companies begin
preparing for changes before they

are ever announced.

In addition to Al, cloud-native
software, intelligent automation
and API integrations with existing
enterprise financial systems

all contribute to an insights-

rich finance function, one that
transforms compliance from a
business requirement into a force

for growth.
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s we near the end of the first quarter of 2024, business leaders
find themselves facing a host of uncertainties that could impact
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The recent agreement between
Visa, Mastercard and U.S.
merchants underscores the
significant impact that regulatory
changes can have on businesses,
particularly those reliant on credit
card transactions. With costs
continuing to rise, merchants
may be forced to re-evaluate
their pricing strategy and consider
whether a surcharge program,
passing additional costs onto
consumers, will be right for their
business.

This shift in payment dynamics has
the potential to reshape consumer
behavior and preferences further,
posing both challenges and
opportunities for businesses across
industries.

Consider the scenario where every
restaurant or gas station begins to
impose a surcharge of 2 percent
to 2 1/2 percent on credit card
transactions. Such a change will

prompt consumers to reassess

the convenience and affordability
of using their cards. This leads

to shifts in spending habits

and patronage. For merchants,
adapting to these changes may
require strategic adjustments and
leveraging technology to remain
competitive in the marketplace.

While this shift is one recent
example, organizations are
increasingly evaluating their
payments stack in an effort to
lower cost and improve sales

and the customer experience
(retention). Uncertainty continues
as markets shift, customer needs
evolve and all players in payments
continue to change the game.

Our vision of an open and secure
payments ecosystem offers
merchants the flexibility of choice
and adaptation as they adjust

to uncertainties. Orchestration
offers merchants the flexibility

to optimize transaction routes,
adopt the right mix of PSPs and

tools and rapidly adapt to changing
customer preferences. Payments
orchestration also provides
merchants critical insights to
customer behavior and preferences.
By harnessing the power of data-
driven insights, businesses can
identify emerging trends, detect
anomalies and optimize payment
strategies to maximize revenue and
mitigate risks effectively.

In conclusion, as we approach the
end of the first quarter of 2024,
businesses are facing a multitude
of uncertainties, particularly in the
realm of payments. The recent Visa
and Mastercard fee settlement
serves as a stark reminder of the
impact that regulatory changes can
have on businesses and consumers

alike.

By embracing payments
orchestration, businesses can
navigate uncertainties and capitalize

on emerging opportunities.

Spreedly
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OLIVER
DEAN

Chief Administration Officer
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THE DATA
REVOLUTION:

CHANGING THE
ANDSCARE OF

-

HINANCIAL

SANSACTIONS

ontinued uncertainty in the market and our geopolitical
landscape is one of the few things that we can be certain
of. How businesses navigate turbulence and start to use it
as a competitive advantage often comes down to effective

interrogation and utilization of data.

The advent of data, data analytics and artificial intelligence (Al) has
significantly transformed the card payments industry, reshaping how
transactions are processed, enhancing security and improving customer
experience. This transformation is not just evolutionary; it’s revolutionary,
as it leverages vast amounts of data to drive insights and decision-making,
fundamentally changing the landscape of financial transactions.

Enhanced Fraud Detection and Security
One of the most significant impacts of data analytics and Al on card

payments is the advancement in fraud detection and security measures.
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Traditional fraud detection systems
were rule-based and often reactive
rather than proactive. Today, machine
learning algorithms analyze transaction
data in real time, identifying patterns
and anomalies that indicate fraudulent
activity. These systems learn from
historical transaction data, becoming
increasingly effective over time. By
analyzing variables such as transaction
size, location and frequency, Al-driven
systems can identify suspicious
activities with high accuracy, reducing
false positives and minimizing fraud
losses. Thredd recently launched

its Al-powered Fraud Transaction
Monitoring solution, which assesses
and halts suspicious transactions in
under 20ms and provides real-time
notifications to the issuer. This state-
of-the-art fraud monitoring solution
has significantly decreased our clients’
fraud losses.

Personalized Customer
Experiences

Data analytics allows card issuers
and merchants to understand their
customers’ spending habits better,
enabling them to offer personalized

products, services, and rewards. By

analyzing transaction data, companies
can identify customer preferences
and behaviors, tailoring offers and
communications to meet individual
needs. This personalization enhances
customer satisfaction and loyalty,

as consumers receive offers that

are relevant and valuable to them.
Moreover, Al can automate customer
service interactions, providing quick
and accurate responses to inquiries
and issues, further improving the

customer experience.
Operational Efficiency

Al and data analytics also streamline
operations in the card payments
industry. Al algorithms can automate
the approval process for transactions
and credit applications, reducing
processing times and operational
costs. This efficiency not only
benefits the companies by lowering
overheads but also improves the
customer experience with faster
service. Additionally, predictive
analytics can help in anticipating and
managing demand, ensuring that
systems are scalable and can handle
peak transaction volumes without

disruption.

At Thredd, we’ve deployed Al across
our internal and external platforms,
allowing our clients’ developers to
query our developer documentation
more quickly and our associates to
have access to Al-compiled meeting
notes and summaries.

Risk Management and
Compliance

Regulatory compliance is a significant
concern for the card payments
industry, with stringent requirements
around anti-money laundering (AML)
and know-your-customer (KYC)
protocols. Data analytics and Al play

a crucial role in ensuring compliance
by analyzing transaction patterns to
detect potential regulatory violations.
These technologies can automate the
monitoring and reporting processes,
making it easier for companies to
comply with regulations while reducing
the risk of costly fines and reputational

damage.
Innovative Payment Solutions

Finally, the use of data and Al is
enabling the development of new

and innovative payment solutions.

Thredd

From contactless payments to
biometric verification methods such as
fingerprint and facial recognition, these
technologies are making transactions
faster, easier and more secure. Al-
driven chatbots and virtual assistants
can guide customers through the
payment process, while blockchain
technology offers new ways to secure
and streamline transactions.

In conclusion, the opportunities for

the integration of data are vast and in
an age of uncertainty give payments
businesses a solid foundation on which

to flourish.

The continued integration of data
analytics and Al in the card industry

is transforming every aspect of how
transactions are processed, secured
and experienced. These technologies
are not only improving operational
efficiencies and customer experiences
but also driving innovation, enabling
the development of new payment
methods and business models. As
these technologies continue to evolve,
they promise to further revolutionize
the card payments industry, making
transactions more seamless, secure

and customer-centric.
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NAVIGATING
BUSINESS
UNCERTAINTY
WITH RELIABLE OPEN
SANKING DATA

he economy is still feeling the aftermath of the pandemic, which
completely disrupted the way we live and work. The outbreak of
war in Europe and the Middle East also drives inflation, unease and

uncertainty about the future. | don’t recall any other time in my life

when so much changed in such a short period of time. In the U.S., consumers
ALEX changed their physical location, their shopping habits and their spending

GONTHIER patterns, leaving businesses guessing who they’re working with and what their

Founder and CEO customers may need. Against this new backdrop, the assumptions we worked

"T Trustly

off of five years ago seem nearly meaningless now.
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As the world shifted online at an
accelerated rate, old payment
habits have changed. For instance,
most consumers are shifting from
bill pay on their banks’ sites/apps,
which were the center of their
financial lives, to paying directly on
their billers’ sites/apps. The advent
of open banking is helping that
shift of power even further toward
consumers and the businesses they
want to work with. Businesses can
now establish a new connection
with customers and leverage their
banking data, such as income and
spending activity. The resulting
cash flows, in real time, provide
businesses with better insights
and actionable information to
adjust their strategies for today’s

consumers.

The businesses we work with are
constantly seeking ways to add
value to their customer base. New
consumer insights uncovered
through open banking data can help

businesses create better loyalty
programs and provide tailored
incentives to improve satisfaction
and retention and reduce churn.
Not only do businesses get better
quality consumer data that’s up-to-
date, but consumers also benefit by
getting tailored deals and incentives

that meet their needs.

Separately, new advancements

in artificial intelligence (Al) have
enabled fraudsters to step up their
attacks with more sophisticated
methods to breach merchant
databases or commit large-

scale fraud. To mitigate these

risks and address the lapses in
consumer identification, account
verification and fraud prevention,
Trustly’s proprietary risk engine
leverages advanced data science
and machine learning to identify
potential risks and optimize
decision-making processes for
consumer accounts. Additionally,
our technology extends the already

powerful set of identification

tools banks use, creating two
layers of protection and data
security. This enables open
banking payments, which are

built on top of online banking

data, to be more convenient and
safer than many other payment
options, e.g. approving more
transactions, and at a lower cost
than cards. Through open banking,
businesses become empowered to
anticipate and respond effectively
to uncertainties created by the

risk of fraud, allowing them to
minimize disruptions and maximize
opportunities for growth.

With open banking at the core of
our approach, we're proactively
shaping the future of financial
services, putting the bank account
back at the center of people’s
financial lives. Trustly offers
businesses a simple and safe
approach to connecting with
customers via open banking, and
our innovative solutions are at

the forefront of a new wave of
customer relationship management
that can help businesses weather
uncertainty ahead.

Trustly
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s we end the first quarter of 2024, businesses across the
country are navigating an array of challenges and uncertainties.

Economic and inflationary fluctuations, job market instability,

and market volatility present a complex environment of risks
and opportunities affecting operations and growth. These concerns, as well
as factors like high housing and interest rates, are prompting businesses

to reevaluate their strategies and seek innovative solutions to help them
execute.
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At Versatile Credit, we recognize
the transformative power of data
and technology in building a holistic
understanding and solution for our
partners. Versatile aims to empower
our partners with the tools to offer
embedded consumer financing
options that align with their
customers’ needs and financial
situations, wherever and however
they are choosing to engage with
the brand, including in-store,
eCommerce sites, in the home,
through call centers and more.

Economic and market uncertainties
have led more businesses, from
home improvement and electronics
retailers to furniture stores and
elective medical providers, to
explore how consumer financing
can support their customers in
budgeting more effectively and
ensuring access to their goods

and services. By offering a flexible
and personalized financing
experience, businesses are enabling

their customers to explore a full
spectrum of options without
impacting their credit scores. This
approach builds a sense of trust
and loyalty between the business
and its customers, enhancing the
experience and boosting conversion
rates.

The integration of technology

that supports choice in how
consumers pay is a cornerstone

of Versatile’s offerings. We work
with industry-leading platforms
such as STORIS and incorporate
cutting-edge third-party tools,
including industry-leading identity
verification solutions from partners
like Prove and Intellicheck. These
integrations ensure our solutions
are not only secure but also aligned
with our clients’ existing processes
and needs, boosting operational
efficiencies while creating a
scalable and compliant financing

experience.

Versatile works closely with

our merchants to understand

their unique business needs

and processes. Our objective

is to build and deploy tailored
solutions that maximize success
and adoption, ensuring a positive
experience for shoppers, staff, and
stakeholders. By leveraging existing
technologies and processes, we
can embed financing solutions
that complement and enhance

our clients’ operational workflows,
leading to higher adoption rates and

an improved, optimized experience.

Versatile is also working with

banks and lenders to white-label
our technology, including our
unified finance portal — enabling
these organizations to leverage
Versatile’s expertise and established
technology platform to quickly
enter markets with innovative
financing options and tools. This
allows them to offer unique

Versatile Credit H

financing solutions across new
verticals without shifting focus
from their core competencies
while helping them to capitalize on
emerging opportunities and meet
the diverse and evolving needs of
their customers.

Versatile Credit is addressing the
complex demands of customers,
partners, and consumers by
building cutting-edge embedded
financing technology and
developing strategic partnerships
and integrations. Amid economic
uncertainty, our strong partnerships
and innovative technology enable
us to remain agile and responsive,
empowering our partners with the
necessary tools and insights to
adapt and react effectively to the

evolving needs of the market.
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