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About the Smart Card Alliance 
The Smart Card Alliance is a not-for-profit, multi-industry association working to stimulate the 
understanding, adoption, use and widespread application of smart card technology.  Through specific 
projects such as education programs, market research, advocacy, industry relations and open forums, the 
Alliance keeps its members connected to industry leaders and innovative thought.  The Alliance is the 
single industry voice for smart cards, leading industry discussion on the impact and value of smart cards 
in the U.S. and Latin America.  For more information please visit http://www.smartcardalliance.org. 
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date.  The Smart Card Alliance disclaims all warranties as to the accuracy, completeness or adequacy of information 
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1 Introduction 
Contactless payment has had the fastest deployment and acceptance of any emerging payments 
technology in recent memory and speaks of a unique market momentum for the industry.  Since mid-
2005, leading financial issuers have placed tens of millions of contactless credit and debit cards and 
devices into the hands of consumers worldwide.1  Merchant acceptance increased dramatically over the 
past 3 years: over 153,000 merchant locations2 now accept contactless payments.   

The Smart Card Alliance Contactless and Mobile Payments Council developed this white paper to 
document: 

• Issuer best practices for driving consumer awareness and use of contactless payments, and  

• Merchant best practices for driving consumer use and accepting contactless payments 
successfully at the point-of-sale (POS).   

This white paper provides practical guidance for the business and marketing staff at issuers and 
merchants to assist in enhancing or planning contactless payment initiatives. 

In early 2009, the Council's Consumer Work Group conducted a series of interviews3 with contactless 
credit and debit card issuers and payment brands to understand what programs issuers had instituted to 
drive consumer usage and awareness and which programs were the most successful.  This white paper 
reports the research findings and describes the best practices that issuers found to be most effective. 

The research conclusions identified merchant acceptance as a critical factor in promoting consumer use 
of contactless payment technology.  The white paper summarizes merchant best practices for accepting 
contactless payments, documenting findings from both this and previous Smart Card Alliance research.  

The white paper concludes with insights into what the industry can do to help issuers and merchants 
advance contactless usage and awareness and the benefits that result from following these best 
practices. 

                                                        
1  MasterCard reported that as of June 2009,  nearly 61 million PayPass cards and devices are in use around the 

world. 
2  MasterCard, http://www.paypass.com/performance_insights.html. 
3  Additional information on the survey is included in Appendix A. 
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2 Issuer Best Practices  
As with all new technology, it is vitally important that issuers encourage and reward new payment 
behavior.  First, customers need to be made aware of the benefits of using the technology.  Then, they 
must actually experience the benefits to build a preference for using it.  Awareness is driven through 
marketing and promotion, while use is motivated by rewards and accessibility to acceptance locations.   

This section describes implementation considerations for issuers, especially in the early implementation 
phase of the technology. 

2.1 Marketing, Promotion, and Consumer Awareness 
Marketing and promotion are essential for creating consumer awareness and driving activation rates. 
(Activation is measured by the number of contactless payment devices that are used in the field at least 
once after the contactless product is issued.)  Target marketing based on consumer demographics, 
especially consumers in geographies with more contactless-enabled merchants, has proven to be more 
effective than promotion alone in increasing activation and continued use of contactless payments.  
Marketing best practices include the following:  

• Use multiple communication vehicles to deliver key messages 
• Expose key messages repeatedly to cardholders 
• Augment contactless programs with promotional/advertising campaigns 
• Tie ongoing rewards to everyday use 
• Use and reinforce the universal contactless indicator symbol 
• Where possible, incorporate transit programs 

It is important to use as many communication vehicles as possible to foster customer awareness and 
deliver key messages.  The first and most obvious vehicle is an insert in the card carrier or package in 
which the device is delivered.  Examples of these types of materials are illustrated in Figure 1. 

 
Figure 1.  Sample Package Inserts 

In addition, bank branch fliers or pamphlets reinforce interest and customer behavior when customers 
enter the branch for their usual banking activities.  Customers can browse through these materials while 
standing in line or speaking to bank personnel.  Figure 2 shows examples of such materials. 
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Figure 2.  Sample Visa Promotional Flier

  
Lastly, statement inserts and post cards (Figure 3) are low cost and effective ways to inform consumers 
of new acceptance locations and remind consumers to use the contactless feature on their card or 
contactless device. 

Regardless of the communication vehicle used, the materials should at a minimum cover the following 
three areas: 

• Outline the benefits of using contactless payments 
• Tell cardholders where to use the card 
• Tell cardholders how to use card   
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Figure 3.  Sample MasterCard and Visa Inserts and Post Cards 

Issuers should also augment their contactless programs with promotional/advertising campaigns.  Clever, 
cool, and funny advertising campaigns can create a “buzz” around new technology.  People associate 
themselves with the technology, and conversations around the campaign can greatly accelerate adoption.  
The links in Figure 4 illustrate some examples of these types of campaigns.  While “cool” ads generate 
memorable effects, issuers should design their promotional and advertising campaigns appropriate for 
their targeted customer segments. 

Garanti Bank 

“Who let the dogs 
out?” 

http://www.youtube. 
com/watch?v=QxWKz
7rpLvQ 

(Turkey) 
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Waterslide 

“Making payments 
simpler—contactless 
technology—from 
Barclaycard” 

http://thefinancialbrand
.com/tag/barclays/ 

(UK)   

Figure 4.  Examples of “Cool” Contactless Payment TV Commercials 

It is important to tie ongoing rewards to everyday use.  Reward “junkies” are always looking for new ways 
to earn points.  Earning points even for low value transactions will drive the replacement of cash-based 
transactions to contactless cards.  Issuers should consider providing bonus rewards for using the 
contactless feature or partnering with merchants for whom speed and convenience is essential in a 
merchant loyalty program.  

It is also important to reinforce the industry's Contactless Indicator (for use on cards) and the Universal 
Contactless Symbol (for use on POS terminals) (shown in Figure 5) at every opportunity.4  A best practice 
is to include the Contactless Indicator or Universal Contactless Symbol on program materials to educate 
consumers for proper identification and use of their contactless card.5  This practice will also help educate 
consumers on what to look for at the point of sale.  It is important to note that the Universal Contactless 
Symbol must only be used when referring to a contactless POS reader or terminal.  It is not an 
acceptance mark, so must not be placed on door decals or other materials that are separate from the 
terminal.   

 

 

 

 

Figure 5.  Contactless Indicator and Universal Contactless Symbol 

Finally, cardholders using public transport are already familiar and comfortable with contactless 
technology.  Issuers who have cardholders in areas with contactless fare payment cards can take 
advantage of existing cardholder awareness and behavior when educating cardholders about how to use 
contactless payments. 

2.2 Cardholder Demographics 
Equally important to marketing and promotional activities is the selection of the correct target 
demographic for a contactless program.  Prior to launch, issuers should assess awareness of contactless 
payments and measure post-launch use of the contactless feature.  An understanding of purchase types 
and usage occasions can greatly enhance subsequent rollouts.  Research conducted by the Smart Card 
Alliance identifies the following current best practices: 

• Select technically savvy cardholders.  The younger generation tends to accept and adapt to new 
technology more readily.    

                                                        
4  MasterCard and Visa donated the contactless indicator and contactless symbol to EMVCo in 2006 for licensing 

under EMVCo's governance and structure.  Additional information is available at 
http://www.emvco.com/best_practices.aspx?id=117. 

5   Issuers will also need to follow guidelines for payment brand requirements. 
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• Focus on consumers who are likely to use the card for small purchases daily (such as for transit, 
coffee, and vending purchases, or on a campus).  Researching the customer database based on 
merchant category code may help identify good candidates for a contactless product.  

• Target cardholders who make extensive use of rewards programs.  Provide bonuses and 
incentives for use of the contactless feature.  It is fairly easy to distinguish between a magnetic 
swipe and a contactless transaction through the POS entry mode indicator or alternative service 
code on the chip.  

2.3 Merchant Acceptance and Location 
One of the most effective issuer best practices is to select cardholders for a contactless program based 
on the cardholder’s location and the places where they shop frequently.  Combining issuance with high 
rates of merchant acceptance has proved very beneficial to revenue lift, retention, and top of wallet 
awareness.   

Acceptance tools are available from the payment associations.  For example, merchant locator tools like 
those provided by the payment brands (Figure 6) allow issuers to determine both high regional 
concentrations of merchants and high density merchant acceptance areas.  High density areas are areas 
in which a relatively large number of merchants that accept contactless payments are located in very 
close proximity.   

 

 

 

 

Figure 6.  Merchant Locator Tool 

In addition to mapping cardholder and merchant locations, issuers who are also acquirers should design 
programs to leverage merchant acceptance.  For example: 

• Target merchants for whom cash transactions are prominent and working with cash is difficult (for 
example, locations such as parking meters or parking garages, and vending machines).    
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• Coordinate promotional activity with payment brand activity or merchant promotional activity.  

• Target geographical regions that already have high acceptance. 

2.4 Issuer Employee Training 
Issuer staff must be well trained to encourage and promote contactless use whenever the opportunity 
presents itself.  For example:   

• Inform all employees about contactless payment, including corporate, in-branch, and customer 
service center employees.   

• Ensure awareness of contactless payment so that employees can answer cardholder questions. 

• Make use of payment association training tools such as the Visa Inc. online training tool (shown 
in Figure 7) to educate employees.  MasterCard also provides training tools for MasterCard 
PayPass to support successful employee education. 

• Use payment brand web resources (such as 
http://www.mastercard.com/us/personal/en/aboutourcards/paypass/faqs.html and/or 
http://usa.visa.com/personal/cards/paywave/index.html) to address frequently asked cardholder 
questions.    

 

 

 

Figure 7.  Example of Online Employee Training  Tools 
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3 Merchant Implementation Best Practices  

3.1 Contactless and Customer Satisfaction Strategies 

Before implementing contactless payments, merchants need to develop a plan for integrating contactless 
payment into their customer satisfaction strategy.  Retailers must automate as many POS processes as 
possible to create customer service efficiencies, and the contactless system is part of this automated 
payment process.  Efficiencies are built around fewer cash-handling procedures and an intuitive customer 
payment process that provides the customer with an option to use faster payment methods.  

Merchants should also think about how they will use contactless payments in the future when NFC mobile 
phones are widespread. 

3.2 Market Research on Optimal Deployment Areas  
Merchant deployment of contactless technology represents only half of the solution.  Issuers and card 
brands represent the other half.  Close coordination is necessary to ensure that merchants enable 
locations where there is a reasonable penetration of cards among the population and where a reasonable 
number of those cardholders correlate to the merchant customer base.  Merchants should consult with 
issuers whose cardholders most closely match the merchant’s customer base about potential 
partnerships for issuing merchant-branded or co-branded cards.  This will help to drive a high rate of 
correlation between contactless-enabled cardholders and merchants, and also provide opportunities for 
merchants to issue co-branded contactless cards to their repeat customers.   

3.3 Equipment and Vendor Selection 
Merchants who currently accept payment cards already have most of the infrastructure in place to accept 
contactless payments.  Some systems may require software changes.  But the biggest decision the 
merchant will have to make is to select a contactless payment terminal.  The contactless payment 
terminal is the consumer’s point of interaction for payment and it is important that all payment 
transactions go through it. 

Numerous contactless-enabled payment systems are in the market today that accept both contactless 
and magnetic stripe cards -- from low cost, add-on, countertop contactless and magnetic-stripe readers to 
full-featured POS terminals that can accept PINs, capture signatures, and read both contactless and 
magnetic stripe cards, all in the same package.  Drive-through, kiosk, vending, and other specialized 
systems are also available.  

When selecting equipment, merchants should make sure that the equipment has been approved by the 
payment brands and that the readers and payment applications are the latest versions.  Selecting an 
integrated, customer-facing POS terminal that accepts both contactless and traditional magnetic stripe 
payment simplifies merchant implementation and customer ease of use, and drives better utility of the 
reader.  

Merchants should also seriously consider combining contactless implementation with other POS 
upgrades (for example, when POS equipment is being updated for PCI compliance) or during regular 
equipment update cycles.  Contactless card issuance is growing every year, with NFC mobile phones 
expected to be commercially available in large volume in 2011 and 2012.6 Merchants can future-proof 
their new PCI-compliant devices by selecting an integrated contactless reader option now and avoid the 
disruption and deployment cost that they might need to experience in the next 2-3 years to stay 
competitive and current with industry trends for mobile payments.  Business disruption, deployment cost, 
and training cost could represent more than half of the total cost that a merchant incurs to accept 
contactless payments.  All of that cost can be avoided by selecting a contactless option in the PCI PIN 
pad device.  Today, most POS vendors provide PCI PIN pads with a contactless option. 

                                                        
6 ABI Research, December 2008 
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Three examples of contactless readers for the merchant environment are shown in Figure 8. 

In-Store In-Store Drive-Thru / Vending 
 

 

 

 

 

 

Integrated contactless and 
magnetic stripe POS reader 

Integrated contactless, magnetic 
stripe, and PCI PIN pad reader 

Integrated contactless and 
magnetic stripe reader 

 
Figure 8:  Contactless POS Readers 

3.4 Implementation Planning  
Like any other change to the retail environment, implementing contactless payments requires planning.  
Merchants should start with the development of a business case that looks at the expected return from 
implementing contactless payments.7 

The selection of a project manager and a cross-functional team with the knowledge and skill sets required 
to complete the planning and implementation process are critical to successful deployment of contactless 
payments.  It is also essential to work with certified processors and acquirers who understand contactless 
payments and can help implement a complete solution.  Merchants may also want to consult with 
payment brands, issuers, equipment vendors, and other industry resources. 

Before starting, everyone involved should thoroughly understand the current retail infrastructure and 
environment, including the unique needs associated with each retail location if contactless payments will 
be deployed in multiple locations.  Planning requires identification of different types of requirements:8 

• Payment processing requirements 
• Physical requirements 
• Software and hardware development and certification requirements 
• Training requirements 
• Marketing requirements 
• Support requirements 

Additional detail on implementation plans can be found in the Smart Card Alliance white paper, 
"Accepting Contactless Payments: A Merchant Guide." 

3.5 Implementation Considerations 
When integrating contactless payments into the POS system, merchants should consider the following in 
the design of the system:  

                                                        
7 The Smart Card Alliance has published an Excel ROI model that merchants can use to develop their business case 

(http://www.smartcardalliance.org/pages/publications-contactless-payments-merchant-roi-model). 
8 “Accepting Contactless Payments: A Merchant Guide,” Smart Card Alliance white paper, July 2007, 

http://www.smartcardalliance.org/pages/publications-contactless-payment-deployment 
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• The contactless reader should be integrated with the POS system software so that the 
subsystems are synchronized. 

• It is strongly recommended that the POS application software not require a sales clerk to take a 
“special” action (e.g., press a key) to start a contactless transaction.  The contactless transaction 
should follow the same transaction flow as a magnetic stripe transaction.  Once a card is swiped 
or tapped, the POS behavior should be the same. 

• If a transaction is initiated with a contactless payment device, the POS system software should 
not ask for the last four digits of the card number.  Some contactless payment devices (e.g., NFC-
enabled mobile phone, stickers, key fobs) will not have the card number embossed or printed on 
the device.   

• The POS system should be implemented so that it knows if the contactless reader is 
disconnected or not functioning. 

• If the contactless reader uses a USB port, a USB driver with dynamic port allocation must be 
used so that the POS system can find the reader if it is disconnected and reconnected.   

• The POS system should be implemented to allow remote download of firmware to the contactless 
reader through the host POS device.  Contactless applications software is expected to evolve 
over the next 3-5 years to accommodate new functionality (e.g., loyalty and rewards programs). 

• The POS system should be designed so that the merchant’s corporate or regional support center 
is able to monitor the health of all installed contactless readers.  The POS software should be 
able to communicate with connected contactless readers to determine operational status and 
firmware version.  This information can then be sent to a central or regional monitoring system to 
take proper action. 

3.6 Operational Considerations 
3.6.1 Universal Contactless Symbol at POS Terminals 
A best practice is to display the industry's Universal Contactless Symbol (shown in Figure 9) on the 
store’s point-of-sale terminals.  This symbol will remind customers that they can use their contactless 
payment cards and devices and show customers where to place their contactless card.  It is important to 
note that the Universal Contactless Symbol is not an acceptance mark so it must not be placed on door 
decals or other materials that are separate from the terminal.   

 

 

 

 

Figure 9.  Universal Contactless Symbol9 

3.6.2 Single Customer-Facing Payment Device 
A single payment acceptance device should face customers and be clearly visible and easy to reach.  
Customers should be able to pay with either their contactless cards or magnetic stripe cards.  The 
Universal Contactless Symbol should be visible to cardholders so that they know where to tap their 
contactless devices.  The reader should also be easy and intuitive to use, and be designed to be fool-
proof so that the device reliably operates during store hours. 

3.6.3 Sales Clerk Procedure 
The merchant POS application should be designed so that there is no “special” action required (e.g., a 
key to press) to read the contactless device.  Contactless payment should have a flow that is similar to a 
                                                        
9 EMVCo, http://www.emvco.com/best_practices.aspx?id=117 
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magnetic stripe transaction.  It has been observed that a sales clerk may not remember or may not be 
trained to press a "contactless key,” causing a contactless payment to fail.   

3.6.4 Installation Considerations 
The integrated contactless reader should be either mounted securely on a stand or placed firmly on a 
counter, making sure that no metallic object is close to the contactless reader's antenna.  

Any cables between the POS system and integrated contactless reader should be secured, so that they 
are not accidently disconnected when a person reaches under the counter.  In cases where two cables 
use a connector that does not have a locking feature, cables should be secured (e.g., tied in a loop) to 
prevent accidental disconnection. 

During installation, the correct version of POS application software should be loaded; this software should 
both communicate with the contactless reader and manage the contactless transaction flow.  There have 
been cases where contactless readers were installed at all merchant POS locations, but the correct 
version of POS software was not installed until weeks later.  Since the contactless reader did not work for 
weeks after installation, store employees and customers were left with a negative impression of 
contactless payments.    

3.6.5 Service Considerations 
The contactless reader and related cables (data communication and power) should be mounted so that 
the integrated unit can be easily maintained and serviced after installation.  If the integrated unit needs to 
be serviced, the complete unit should be replaced.   

3.7 Pilot Projects 
Before rolling out contactless payments, a pilot project should test the planned implementation.  The pilot 
project ensures end-to-end testing of all transactions and processes in a controlled environment with 
continuous monitoring and tests plans for:   

• Equipment installation and usage 
• Transaction processing 
• Troubleshooting procedures 
• Training and support processes 

The pilot test plan should test all relevant components and establish goals and objectives for the project, 
including an ROI model that can create the business case for full implementation.  These goals and 
objectives can be used to help select one or more locations at which to run the pilot project and identify 
vendors and partners needed for the pilot project. 

3.8 Employee Training 
Following time-tested change management principles, communication and workforce training should 
emphasize the value proposition rather than focus entirely on the new technology.  When store managers 
are convinced that contactless payments improve speed, convenience, security, and value for both 
customers and the retailer, they are much more likely to be champions of the new payment type, 
encourage workforce training, and ensure that the contactless terminals are in position and in working 
order.  

Prior to implementation, all managers and employees should be trained so that they understand how to 
use the new contactless payments terminal or reader, how contactless payments work, what brands are 
accepted, and what to do if there is a problem.   

3.8.1 Management Training  
Managers, including store managers, need training to understand that the business case for contactless 
payments is greatly enhanced when implemented correctly.  Educational aids can include computer-



 

Smart Card Alliance © 2009 

15 

based training, such as PowerPoint presentations, web seminars, and videos showing contactless 
payments in use.  Potential educational materials include data available from the payments industry and 
from pilot projects conducted by other merchants.   

Managers should be encouraged to get involved in payments industry events, web seminars, and 
associations.  Such involvement not only strengthens management buy-in, it also provides continuing 
education.  

3.8.2 Staff Training  
Training employees who interact directly with customers increases employee enthusiasm and raises 
employee comfort level.  With proper training, employees look smarter and more technologically savvy, 
because they are able to help customers understand and use contactless payment devices.  

Employee training should include how to recognize contactless payment devices and how to accept and 
process contactless payments using the new POS equipment (e.g., through a training video, POS 
materials, reference guide).  Training should stress the benefits of using contactless payment for both 
employees and customers, including faster transactions, less need to handle cash, and less risk of not 
returning a customer's card. 

Ideally, employees should be advocates for contactless payments and should be able to educate 
customers.  Store managers should encourage sales clerks to welcome contactless transactions by 
providing incentives related to contactless payments.  One example is to certify or reward employees who 
satisfactorily complete training.  After contactless payments have been implemented, managers can 
award contactless payment devices (such as a gift card or a contactless-enabled cell phone) as prizes in 
employee contests. 

Some training materials should be kept at the point-of-sale.  Such materials include visual aids (such as 
laminated cards) that illustrate how to recognize the various payment devices and how to process a 
contactless payment properly.  It is also helpful to create troubleshooting information (such as a 
troubleshooting flow chart that includes support contact information) and, if necessary, a quick reference 
guide for employees, including store managers. 

More cards in circulation will result in more use of contactless readers.  Increased use gradually 
decreases instances in which store clerks cannot identify a contactless card, assume the readers don’t 
work, and move them off the counter.   

3.9 Roll Out  
The final step in implementation is to roll out contactless payments at all planned locations.  Like all other 
steps, successful rollout requires a plan that includes the following information: 

• How many sites will implement contactless payments, in what order, and over what period of time 

• How to test each installation as it “goes live” (for example, providing installers with test devices to 
confirm successful installation) 

• What training tools will be provided to each site as contactless payments are deployed 

3.10 Marketing, Promotion and Leverage  
After rollout, merchants should continue to market contactless payments to their customers.  A customer 
communication strategy with technology and service partners will help educate retail customers on the 
benefits of this technology and drive customer adoption to higher levels.  Two practices have proved to be 
especially successful: 

• Issuing co-branded contactless cards.  Merchants who have issued co-branded contactless 
cards, regardless of whether the card is a credit, debit, or prepaid card, have seen much more 
frequent use of contactless payments at their stores.  
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• Adopting POS and store signage.  Adopt countertop and window signage to let consumers know 
that contactless payments are accepted.  Just as logos highlight accepted payment brands, 
contactless logos should be displayed so that consumers know where they can use their cards. 

3.11 Measurement and Analysis  
As with any new POS technology implementation, merchants should measure and analyze usage data, 
customer feedback and employee feedback to determine the impact the new technology has on the POS 
and customer service. 

• Measure POS results in terms of increase in customer satisfaction, sales volume, transaction size 
and time, reduction in transaction costs, and increase in cashless transaction sales.  

• Test for at least two quarters, and check for a 20% improvement in throughput and a 10% 
improvement in customer satisfaction at the POS during the test period.  

• Compare contactless data and traditional transaction data to improve tactics for throughput, lane 
assignments, labor control, and transaction costs.   

• Create the means to integrate transaction data into an enterprise business intelligence application 
for strategic planning purposes.  
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4 Best Practices for Other Industry Stakeholders 
Survey respondents recognized the importance of other stakeholders, including acquirers, processors, 
payment brands, manufacturers, and industry associations.  Some survey respondents believe that 
contactless momentum has dwindled in the past 18 months, when in fact the opposite is true.  The 
research found that all industry stakeholders will need to coordinate their efforts to increase consumer 
awareness and use of contactless payments.   

These coordinated efforts must differentiate the contactless value proposition from payment cards in 
general.  In addition, stakeholders must educate their own employees on this value proposition.   

4.1 Acquirers and Processors 
Acquirers and their processors can engage in several specific activities that encourage merchant 
adoption, promote the use of universal terminals with the ability to handle contactless payments, and 
improve terminal price-performance: 

• Make it easier for merchants to deploy contactless readers.  This is the best way for acquirers to 
speed adoption.  A good strategy for minimizing disruption is to combine rollout with other 
planned changes, such as PCI compliance or future-proofing the POS infrastructure.   

• Augment limited terminal availability and encourage cost-competition by certifying more types and 
brands of equipment.  Acquirers should certify terminals for sales through their captive sales force 
or through ISOs.  The first time through the certification process requires a significant amount of 
effort; however, acquirers should become more willing to take on this task once increasing 
numbers of the larger merchants express a need. 

• Persuade more ISOs to include contactless readers as a standard component in their offerings.  
Since 80% of merchants are supported by ISOs, this is an important step toward future-proofing 
the terminals.  ISOs who specialize in particular industry segments can augment the value of their 
offerings by leveraging loyalty and spend-lift value-adds that are proven benefits from adopting 
contactless technology. 

• Make available contactless payment decals and signage that the merchant can use to remind and 
encourage customers to use their contactless payment devices. 

4.2 Payment Brands 
Payment brands should create programs that promote and reward use, promote merchant acceptance by 
helping to attract and train merchants, and continue national awareness campaigns.  These campaigns 
should highlight the benefits of contactless payments for acquirers, merchants, and consumers. 

Numerous TV commercials have highlighted these benefits, as shown in Figure 10. 

Architect 

“MasterCard® 
PayPass™ is easy 
and safe – just tap and 
go” 
http://www.priceless.c
om/us/personal/en/pric
elesstv/index.html  
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Morning in 
Manhattan 

“Contactless payment 
—now there are more 
places and more ways 
to pay… faster” 

http://usa.visa.com/ 
personal/cards/ 
paywave/index.html? 
ep=a_cpc_rm_google_
contactless 

  

Figure 10.  TV Commercials Highlighting Contactless Payment Speed, Convenience, and Security 

Other recommended activities for payment brands include: 

• Using advertising and websites to demonstrate how to use contactless payment to help 
consumers understand the ease of making a contactless transaction.  Many consumers are 
unaware that their credit and debit cards support contactless payments.  Educating consumers to 
look for the Contactless Indicator on cards and Universal Contactless Symbol on POS terminals 
will help consumers identify that they have a contactless payment device and find contactless-
enabled merchant devices. 

• Providing merchant point-of-sale materials to remind consumers that they can use their branded 
contactless cards and devices.  

• Enhancing the Contactless Indicator and Universal Contactless Symbol to communicate the key 
benefits of contactless payments.  For example, adding the tag line, "safe, fast, convenient," to 
the logos would help to educate consumers and promote use. 

• Working with acquirers and processors to promote contactless acceptance to merchants. 

• Reviewing acceptance guidelines and practices to drive consistent cardholder experiences. 

• Providing data points for merchant business cases (e.g., usage statistics, issuance plans and 
geographic penetrations). 

4.3 Card Vendors 
Card vendors have ensured a good supply of cards and have overseen the introduction of many 
improvements over the past three years.  The newer generation of cards in North America resolves 
earlier card-reading problems, and cost no longer appears to be a prohibitive issue.  Incremental costs for 
contactless cards have been recovered from incremental transactions and increased spending per 
transaction, as evidenced in pilot projects.  As contactless card prices continue to decrease, banks are 
more likely to issue 100% of their portfolio in contactless format.   

4.4 POS Vendors 
POS vendors should aggressively promote universal terminals that handle both magnetic stripe and 
contactless technology.  Such integrated terminals are easier for retailers to manage, cannot be relegated 
to a shelf behind the counter, and incorporate a customer-facing reminder on the device at all times.   

4.5 Smart Card Alliance 
The Smart Card Alliance should solidify its position as a forum for the exchange of ideas and experiences 
among stakeholders and reach out to banks, acquirers, and merchants to facilitate training and value 
creation.  The following Alliance activities can assist in clarifying the contactless value proposition: 
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• Enable better messaging to the merchant and 
consumer population.  Messaging from the Smart 
Card Alliance may be more appealing than 
messaging from a payment brand. 

• Create assets such as merchant training materials 
that can be shared with all stakeholders. 

• Sponsor ideas such as the universal contactless 
indicator on contactless cards. 

• Continue to educate industry stakeholders on the need for maintaining investment momentum, 
even during an economic decline. 

• Use surveys and white papers to enlighten and inform all parties of the benefits and challenges 
involved in implementing contactless technology. 

“Smart Card Alliance is all about sharing 
experiences and promoting 

development/acceptance of technology” 
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5 Stakeholder Benefits 
Issuers and merchants who follow industry best practices achieve the best results from their contactless 
issuance and acceptance programs.  By following these best practices, issuers and merchants can see 
the benefits that have been documented in numerous industry studies. 

5.1 Consumer Benefits 
Industry surveys have shown that consumers value the benefits of contactless payments.10  Consumers 
appreciate the speed of contactless payment and enjoy the convenience and “coolness” factor offered by 
the various new contactless payment form factors, such as key fobs and mobile phones.  Contactless 
payments are easy to use—consumers simply place the device in close proximity to the reader.  They 
need not worry about having enough cash or fumbling for cash in a purse or wallet.  In addition, new 
acceptance locations allow consumers to use their contactless devices for purchases that previously 
required cash—in taxis, at vending machines, and on subways and buses. 

Another advantage for consumers is that they control the contactless payment device.  The device is 
always in the consumer’s possession, reducing the possibility of leaving it somewhere accidentally and 
minimizing the potential for fraud.  In addition, the transaction uses dynamic data, providing additional 
protection against fraudulent misuse of contactless data.   

5.2 Merchant Benefits 
Merchants who accept contactless payments realize advantages in several areas.  First, contactless 
payments are faster and more convenient for consumers than cash11 or magnetic stripe card payments.12  
Increased speed and convenience generate greater sales volumes and increase transaction size over 
cash.13  Customers not only spend more:  the use of contactless payments also reduces terminal 
maintenance costs and can ultimately reduce requirements for handling cash. 

Contactless payments present merchants with a tailor-made opportunity for clear differentiation and 
competitive advantage.  Being able to offer “the latest thing” puts merchants in an excellent position to 
offer closed-loop products on new form factors (such as a sticker gift cards) that strengthen customer 
loyalties,  increase brand awareness and reduce counterfeit card fraud.  The variety of form factors in 
which contactless payment devices can be available also supports differentiation.  Merchants and issuers 
can collaborate on payment products that blend specific features and packaging (cards, tokens, mobile 
phones) and target different customer segments that have very particular requirements for the shopping 
experience.    

Merchants who accept contactless payments are also prepared for what is expected to be the next 
payment revolution – NFC-enabled proximity mobile payments.  The contactless POS readers being put 
in place to accept payment from current branded contactless credit and debit cards are able to accept 
payment from the same brands without additional modifications when consumers use NFC-enabled 
mobile phones. 

                                                        
10 Smart Card Alliance, http://www.smartcardalliance.org/articles/2008/09/17/contactless-payment-try-it-youll-like-it. 
11 According to MasterCard, close to 66% (65.96%) of PayPass transactions are for purchases $25 or less, a sign 

that PayPass is increasingly displacing cash (http://www.paypass.com/performance_insights.html) 
12 A Visa study compared the speed of cash, magnetic stripe "swipe" and contactless transactions at merchants 

accepting Visa payWave in Columbus, OH.  With uniform usage (no signature/PIN) across 465 transactions, the 
study found that contactless transactions were 4.5 seconds faster than cash and 3 seconds faster than swipe.  
Source:  Visa,  "Contactless and Mobile Payments," Sandy Thaw presentation (Visa), Payments Councils Summit, 
February 25, 2009. 

13 According to Discover Network, a recent study showed that contactless payment helps increase average 
transaction size by up to 30 percent compared to purchases made with cash 
(http://pressroom.discovercard.com/data/articles/2007/02/13/200702121403380.shtml). 
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5.3 Issuer Benefits 
Contactless cards provide issuers with the opportunity to increase cardholder usage in cash-heavy and 
small-ticket payment environments by making the payment experience faster and easier.  Issuers see an 
increase in transactions in everyday spend categories with merchants who don’t typically accept credit 
and debit cards.   

In addition, the consumer's contactless payment card moves to "top of wallet."  Consumers spend more 
(28%-42% more14) and use the card more frequently, driving incremental transactions and revenue to 
issuers.  Issuers also report better customer retention, as cardholders increase their rewards by 
increasing daily use of the card for small value purchases. 

Another benefit is that issuers can differentiate their products with innovative new form factors, tailored to 
specific consumer preferences (for example, key fobs, mobile devices, micro tags, or stickers), and 
provide products and services that take advantage of the functionality available with the new form factors.  
Issuers also see the potential for multi-application cards that include credit/debit payment and 
applications such as transit fare payment, campus or corporate ID, and loyalty/rewards programs. 

Contactless payments technology provides issuers and merchants with a platform for enhanced security 
and authentication.  New generation cards use technology based on the global EMV payments standards 
to generate a dynamic cryptogram with every transaction, providing both better information for 
authorization decisions and tools to reduce fraud resulting from counterfeit cards. 

5.4 Industry-wide Benefits 
The payments industry as a whole benefits from the reduction of fraud that results from the 
implementation of contactless payments.  Features such as dynamic data generation and verification 
reduce the possibility of skimming and merchant server attacks.  Every additional contactless transaction 
reduces the possibility of fraud.15  
 

                                                        
14 Source:  MasterCard, (http://www.paypass.com/performance_insights.html) 
15 Additional information on the security benefits of contactless payments are included in the Smart Card Alliance 

white paper, "Fraud in the U.S. Payments Industry: Does Contactless Smart Card Technology Move Us in the Right 
Direction?" 
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6 Conclusions 
As contactless payments approach the five-year anniversary of their introduction, they have been proven 
to provide tangible benefits to consumers, merchants, and issuers.  For contactless cards and payment 
acceptance points to continue their momentum, industry stakeholders need to collaborate and contribute 
to further awareness and adoption of contactless payments.  The best practices outlined in this white 
paper will speed the industry past the early adoption phase and prepare the payment infrastructure for the 
next innovation, proximity payments using NFC-enabled mobile phones. 

Recent research conducted by the Smart Card Alliance demonstrates the effectiveness of certain issuer 
and merchant best practices in marketing, promotion, and consumer and employee awareness.  These 
best practices include providing basic information on benefits and on how and where to use the cards; 
targeting cardholders; creating “buzz;” identifying champions for contactless benefits and incentives; and 
using multiple communication vehicles.  

Merchants are creating holistic strategies in which contactless payments play a role in a more 
personalized customer experience and improve payment infrastructure security and readiness for mobile 
payment innovations.  

No single industry stakeholder can affect consumer use entirely by itself.  All members of the ecosystem, 
including acquirers, processors, vendors, payment brands, and industry associations, need to be 
engaged and coordinated to play a role in the process.   
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8 Appendix A:  Consumer Work Group Issuer Survey 
In December 2008 and January 2009, the Smart Card Alliance Consumer Work Group conducted a 
series of interviews with existing contactless issuers to understand what the industry can do to help 
current issuers advance contactless usage and awareness and to define follow-on Council projects that 
will have the most impact.  The project objectives were: 

• To define best practices in use today. 

• To understand existing issuers' perspectives on the key issues inhibiting consumer usage and 
awareness. 

• To gain insights into what the industry can do to help existing contactless issuers advance 
contactless usage and awareness. 

• To use results to define follow-on Council projects and to communicate key issues to appropriate 
industry stakeholders. 

The Work Group conducted 15 interviews, including 12 issuers (in both North America and Asia) and 3 
payment brands.  Topics in the interviews included: 

• The specific programs the issuer had implemented to advance usage and awareness and the 
results of the programs. 

• The key metrics used in the issuer's business case for contactless payments. 

• The issuer's perspectives on the primary inhibitors to adoption and usage of contactless 
payments. 

• The issuer's perspectives on the actions that industry should take to advance consumer usage 
and awareness. 

Key results from this research are documented in Section 2 of this white paper. 


