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CARD LAUNCH

Visa’s First Contactless Prepaid Card In Australia
By Miranda L. Li 

Visa Inc. and Australia and New
Zealand Banking Group Ltd.

launched Australia’s first Visa payWave
contactless prepaid card in Sydney.

Australia and New Zealand Banking
Group, Australia’s fourth-largest bank
by market capitalization, has $365
billion in assets and does business as
ANZ.

“ANZ Stadium Visa payWave is the

first reloadable, prepaid contactless
card to be launched within Australia,”
says ANZ spokesperson Cherelle
Murphy. “The card can also be used
traditionally as a chip or magnetic
stripe card.”

ANZ first offered the card to the
2,000 ANZ Stadium paid-membership
holders who attended the Bledisloe
Cup rugby match between Australia
and New Zealand July 26.

Paid members of ANZ Stadium
enjoy special benefits, including
guaranteed seats to all events until
2030 , special enclosures, private
dining facilities, concierge services,
reserved parking and extra ticket
options.

ANZ Stadium, originally known as
Stadium Australia, is the largest arena
in the country and was one of the main
venues for the Sydney 2000 Olympic
Games.

“The card is free and is loaded with
[$23.70] for members to spend on food
and beverages,” says Chris Clark, Visa
general manager for Australia and New
Zealand. “A daily spending limit of
[$185.90] has been set for all
transactions, and each individual
contactless transaction has to be less
than [$32.54].”

Cardholders can load funds onto
their cards via BPay, which is processed
though Internet or telephone banking,
the statement said. BPay, a bill-
payment service adopted across the
banking sector in Australia, processes
payments via Internet banking and
telephone banking for registered BPay
merchants. 

“For this launch, we have installed
contactless readers in the members’ areas

COMPANY PROFILE/MOBILE BANKING

Depositing Checks Via Cell Phone Image
By Adam Saytanides

With new technology that enables
consumers to deposit checks using

only a cell-phone camera, Mitek Systems
Inc., a San Diego-based image analytics
company, is hoping to revolutionize
mobile banking.

The proprietary software, called
ImageNet Mobile Deposit, is “as close to a
killer app[lication] as we’ve seen in mobile
banking,” says Mitek CEO James DeBello.
Mitek announced the technology in
January. 

Until now, Mitek has supplied image-
scanning software to banks, which use the
technology in back offices to reproduce
images of checks for processing and

clearing. But now the company is
adapting the technology to service bank-
accountholders–mainly small

businesses–that want
to make deposits
from their offices or
other remote
locations.

Until now,
remote-deposit
capture has required
accountholders to
purchase an

expensive scanner, often from the bank.
The specialty scanners usually cost
around $1,000, a hefty price for a small
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James DeBello, CEO,
Mitek Systems Inc.
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INDUSTRY NEWS

BofA Issuing Prepaid Cards To Olympians
By Ben Jackson

Bank of America Corp. is issuing
Visa-branded prepaid cards to

U.S. Olympic and Paralympic athletes
for the 2008 summer games in Beijing,
the company announced July 22.

Charlotte, N.C.-based BofA is the
official bank sponsor of the 2008 U.S.
Olympic Team, and San Francisco-
based Visa is the official payment-
services brand. 

BofA plans to issue about 1,500
cards–800 to athletes and the rest to
coaches and other staff members,
Joseph Goode, a bank spokesperson,
tells Prepaid Trends.

The United States Olympic
Committee would load daily expense
allowances for the athletes and staff
members directly onto the cards,
Goode says. The cards will be issued in
U.S. dollars.

BofA issued prepaid cards to
Olympic athletes for the winter games
in Torino, Italy, Goode says. 

The cards have an image of the U.S.
flag and the Olympic rings, BofA says. 

To use the rings in
marketing,
companies have to
establish an
exclusive deal with
the U.S. Olympic
Committee, Goode
says. 

“It’s not like the
USOC could go
somewhere else for
this” because it has an exclusive deal
with Bank of America, he says. 

Consumers can get Olympic-
branded credit cards, debit cards and
checks, Goode says.

Tim Sloane, director at debit
advisory service for the Waltham,
Mass.-based Mercator Advisory Group
Inc., says prepaid cards offer better
security than cash, but he wonders

how many places the Olympians will
be able to use the cards outside of the
Olympic village.

“China has spared no expense to
make things work for the Beijing
Olympics,” Sloane says. “I have no
doubt the payment infrastructure is
one of the things that they spent a lot
of money on, ... but it probably won’t
work as well as it does in the U.S.”

Visa announced July 8 it would

install 26 kiosks in China for the
Olympic Games. The company plans
to install one in Hong Kong, two in
Qingdao, and 17 in competition
venues and in central Beijing, the
company says. It plans to  install the
remaining six in front of Bank of
China’s retail-bank locations, it says. 

Visa and its client banks installed

more than 90,000 ATMs and signed up
more than 216,000 merchant locations
as of December, the most recent
number available, the company says.

Sloane says making kiosks available
is not the only challenge Visa faces. 

“There are lots of ATMs in
China–the challenge is keeping them
working,” he says. 

Problems sometimes prevent ATMs
in China from connecting with

networks that provide access to
consumers’ accounts, Sloane says.
ATMs have problems getting power,
network connections fail, and
employees responsible for ATMs do
not always have the proper training to
keep them working, Sloane says. 

The U.S. Olympic Committee did
not comment by deadline.  {PT}
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operation processing fewer than five
checks a day, Debello says. 

DeBello cites data from Boston-based
Celent LLC that indicate 28 million
businesses operate on that scale in the
United States. “Checks represent more
than 70% of receivables among two-thirds
of those businesses,” he tells Prepaid
Trends. According to Celent Analyst Bob
Meara half of U.S. small businesses, which
he defines as companies with annual
revenues of less than $5 million, accept
three or fewer checks per day, and another
15% accept three to five checks daily.

That adds up to “a great unserved
market,” DeBello says, adding that tapping
into that maarket could bring a windfall
that would swing Mitek to profitability.

Mitek posted a $222,000 loss for the
second quarter ended June 30 compared
with a $211,000 loss during the same
quarter last year. But DeBello, with more

than a decade of experience as a
technology and telecommunications
executive for such companies as
Qualcomm, is unfazed by the red ink. He
believes that with ImageNet, Mitek has a
winning formula.

“The timing is perfect,” says an
optimistic Debello. “As a small company
on the cusp of profitability, this can take us
to the next level of financial performance.
Microsoft and Google were $5 million
companies at one point. It took a new
invention to get them over the top.”

Mitek has “two or three” competitors
worldwide in the image analytics and
check-scanning business, but DeBello
insists that “we are the only ones doing
mobile deposit, and a patent is in
process.” Competitors have the ability to
create software that could work with a
variety of phones, but only Mitek has a
staff that understands how to analyze
images and knows the telecom and

wireless industries, he says. 
Three of the nation’s top banks are

testing ImageNet software, DeBello says,
but he declined to identify them. The big
banks “test things quietly before they
launch,” he says, adding that an
announcement for the full-scale launch is
anticipated this fall. 

DeBello did confirm that Georgian
Bank in Atlanta is using the technology.
The technology “is working, deposits are
being made,”DeBello says. 

Adopting the camera-phone remote-
capture technology helps banks, small
businesses and mobile workers by making
it easier to deposit checks, according to
DeBello. Small businesses with remote
deposits do not need to send a courier to
the bank to make a deposit or expose
themselves to the risks of loss or theft
involved with carrying large numbers of
paper checks, he says. Also, the new

MITEK cont. from p.1
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of ANZ Stadium, which will allow
consumers to use their cards at major
events they attend there,” Clark adds.

ANZ Stadium is the first location in
Australia to have contactless readers,
according to the ANZ spokesperson.

“The benefit of  Visa PayWave lies in
making small-value transactions more
convenient for consumers and
merchants,” says Sunil Devmurari,
financial cards account manager for Asia-
Pacific with London-based research
company Euromonitor International Plc. 

The contactless card will help Visa
increase its share of small-value
transactions that have been dominated by
cash, Devmurari says. 

Given that Australian consumers
already are comfortable with cashless
transactions, it was not surprising for
Visa to team up with an issuing partner
to test the success of prepaid contactless
cards, Devmurari adds.

However, acceptance of contactless
cards remains limited by the small
number of merchants that have the
necessary acceptance infrastructure at
the point of sale in Australia, according
to Devmurari. 

“Acceptance of contactless cards is at
about 9% of total smart cards in
circulation,” Devmurari says. “Through
2007 and 2008, there has been a healthy
growth in the use of contactless cards in
the transportation industry in major
Australian cities.”

Issuers will use contactless prepaid
cards as a way to distinguish themselves
from others, he predicts.

In 2007, Commonwealth Bank, which
is based in Sydney, was the first Australian
bank to introduce MasterCard
Worldwide’s PayPass credit card, also
known as ‘Tap N Go’, in Australia.
MasterCard also gave away 3,000 prepaid
cards that year as part of a promotion for
its PayPass mobile-phone trial with
Commonwealth.

“Visa’s PayWave card launch is an
extension of MasterCard’s introduction of
the concept in Australia last year and

indicates that the system has been well-
received in Australia so far,” says Frank
Lopez, financial analyst with Cannex Pty
Ltd., a research firm based in Brisbane,
Australia. “We can expect to see these
contactless-payment systems grow over

the coming years.”
Visa payWave has rolled out or tested in

more than 20 countries, including the
United States, the United Kingdom,
Canada, France, Malaysia, Singapore, China
and Thailand, according to the company.

“Contactless payments are an important
long-term strategy for Visa,” Visa’s Clark
says. “Visa’s partners will be making
announcements in the near future
regarding more Visa payWave
implementations in Australia.”Visa
payWave also will become more common
on Visa cards over the next few years as
EMV chip card technology becomes more
widespread, he adds.

Visa declined to disclose the number of
payWave cards issued to date.

VISA cont. from p.1
y
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“The benefit of Visa
PayWave lies in making
small-value transactions
more convenient.”

— Sunil Devmurari, Euromonitor International Plc.

y

technology gives contractors on the road
the ability to verify a check’s validity the
moment they receive it.

Meara notes that despite ImageNet’s
convenience, Mitek faces a challenge in
finding a suitable sales channel.

Most financial institutions prefer to
use check scanners that read magnetic
ink to improve the accuracy of the check
information, according to Meara writes. 

As banks see their margins
compressed, mobile banking provides a
way to offer more services and charge
more fees.

To use ImageNet to deposit a check,
guarantee a check’s validity or use a
check to pay a bill requires a two-
megapixel camera phone. Users
photograph both the front and back of
the check they are depositing.

The software verifies signatures and
can produce and transmit a check image
that meets Check 21 standards. The
software can make the best of available
lighting and improve the quality of the
image taken at a skewed angle. ImageNet
reads the courtesy and legal amounts
written on the face of the check.

Mitek also has features to help
protect against fraud or mistaken
duplicate deposits. 

“We know who the user is and what
handset [he is using] through an
authentication and login procedure,”
DeBello says, adding that the system
initiates double-layer security before a
check is deposited. 

While fraud is an issue in the banking
system, “we have a very secure
application that prevents fraud to the
extent it’s possible,” he says. 

MITEK cont. from p.5
y
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GUEST COLUMN/UNBANKED

Take Prepaid to Next Level for Unbanked
By Jennifer Tescher

Five years ago, the general-purpose
prepaid card market was still in its

infancy. A few hundred thousand cards
were in circulation, and no one had
formed a trade association. 

In fact, we were still calling the cards
open-loop stored-value cards, and the
industry was just beginning to notice that
the underbanked market might provide a
good target for the product. 

Today, the prepaid debit card has come
into its own, and underbanked consumers
are a primary target. 

Millions of cards circulate in the
market, and a hefty roster of market
players ranges from issuers to processors
to program managers to marketers and
distributors. The industry has transformed
prepaid cards from relatively spartan
products to fully functioning payment
cards with bill-payment capabilities
becoming the industry norm. 

Fees have declined significantly, and
most issuers are moving to a monthly fee
structure. Program managers have gotten
smarter about communicating with
customers, and mobile text alerts are
becoming the standard. 

When priced right and offered with the
right consumer protection, general-
purpose prepaid cards can become a
valuable financial tool for underbanked
consumers. They are purchased in
numerous locations and easily loaded.
They are available to consumers regardless
of credit history. 

They provide immediate funds access,
which is critical for consumers living
paycheck to paycheck. They are difficult to
overdraw, providing consumers with
greater certainty of transaction costs. 

The question is, can prepaid cards be
more than just payment products? Can
they serve as a substitute for a checking
account? Can they be a stepping stone to
other financial products and services? 

Prepaid card providers should hope the

answer is yes. For all the success of
prepaid, the product still has
shortcomings. For many consumers the
card has an air of disposability, and the
average card life is well short of a year.
Consumers who sign up for direct deposit
fare the best, but for most providers, direct
depositors represent a minority of the
portfolio. 

To increase the longevity of use,
providers need to add at least two card
features that go beyond the basics. 

First, they need to enable consumers to
save or, put another way, to leave unspent
funds on the card over a longer period.
Offering consumers a way to save even a
few hundred dollars can help them
weather unexpected crises while
simultaneously generating increased use
and loyalty.  

NetSpend has been a pioneer in this
arena in its partnership with the check-
cashing industry, although the effort could
use a marketing boost.

Second, for prepaid cards to become a
stepping stone, they need to help
consumers build credit. A few providers,
such as AccountNow, are helping
consumers who pay their bills with their
prepaid cards have their payments
reported, and that is a great first step. 

The industry also needs to figure out
how the transaction history and data on
longevity of ownership and use can come
into play in evaluating a consumer’s
creditworthiness. 

Both saving and credit building are
carried out more easily in the context of a
strong customer relationship. Given the
way the majority of prepaid cards are
marketed and sold, relationships remain in
short supply in the prepaid world. 

While there is something to be said for
the convenience and relative anonymity of
buying a piece of plastic from a J-hook in a
store, some consumers want and need
more. 

One exciting development is coming

from an unlikely source–banks. Slowly,
they are beginning to view prepaid cards as
lobby products they could sell alongside
checking accounts. Some banks are
bypassing prepaid platforms altogether to
build what are, essentially, checkless
checking accounts using existing
technology. 

That means they are not just selling
cards, they are selling the start of a
relationship. 

Imagine if banks started distributing
card-based “checkless” checking accounts
through retailers and other channels
besides branch banks. That kind of
innovation–and competition–could take
prepaid cards to the next level.

Jennifer Tescher is the director of the
Chicago-based Center for Financial Services
Innovation.

y
Can prepaid
cards be more
than just 
payment 
products? 

— Jennifer Tescher, Director, Center for

Financial Services Innovation
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Seastone Wins Patent
For Gift Card Holder
Seastone LC, a gift card-packaging
company, has won a U.S. patent for a
plastic tray designed to carry a gift
card in a gift-card holder or box.

Seastone, which is based in
Provo, Utah, has sold 25 million
packages to retailers to resell to con-
sumers for gift card packaging. Of
those, about 20 million include the
tray, says Eric Child, Seastone presi-
dent.

While Seastone does not plan to
license the patent to other gift card
packaging companies, Child says
the company would not rule that out.
Seastone works with most major
retailers, so the merchant will not
need to change the packaging they
offer because of the patent, he says.

PayPal Now Offering
Prepaid Card In The UK
PayPal UK, a division of San Jose,
Calif.-based PayPal Inc., has begun
offering a reloadable prepaid Visa card

called the PayPal Top-Up Card for con-
sumers without credit or debit cards.

The card enables consumers to
spend funds in their PayPal accounts
offline and at Internet retailers that do
not accept PayPal, the company says.

Anyone over 16 years old may pur-
chase a card, according to Laura Moss,
a spokesperson for PayPal UK.
Consumers pay $9.80 to buy the card,
and they can add funds to the card on
PayPal’s Web site if they have an
account or at post offices and stores
that use PayPoint across the United
Kingdom, the company says.

PayPoint is a UK retail network that
offers bill-payment services and travel
card services, Moss says. PayPoint has
more than 19,500 locations, she says.

PayPal does not charge to reload the
card at its Web site. Royal Bank of
Scotland issues the cards.

EBay Inc. owns PayPal and also is
based in San Jose, Calif. PayPal UK
has 20 million accounts, the company
says.
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Correction:
In the last issue Gregory Holmes, of Obopay Inc., was misidentified in a photo.
Prepaid Trends regrets the error. 
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