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It’s hard to pick up a newspaper or business magazine
without reading about skyrocketing growth rates for
the adoption of new technologies.  To wit:

• DataMonitor reports that worldwide business-
to-consumer e-commerce—that is, shopping 
over the Internet—totaled US$50 billion last 
year and will grow to more than US$660 billion 
by 2005.

• DataMonitor predicts that consumers will use 
mobile phones to buy US$300 million in goods
online this year, forecasting an annual total of
US$17 billion in five years.

• Dataquest says shipments of smart or 
chip-based payment cards are estimated to grow 
35 percent this year, up from 176 million cards
in 2000 to 238 million this year.  Shipments 
are expected to reach 459 million in 2004.

• Gartner predicts that 40 million consumers will
use electronic bill presentment and payment 
services as part of managing their household 
finances by 2004.  

For merchants, financial institutions and 
processors—the established operators of mainstream 
electronic payment systems—what do these numbers
mean?  Are traditional channels for delivering 
payment services being abandoned in a mad rush
toward newer “e” channels?

“On the contrary,” said Mark Vipond, president of
ACI Worldwide.  “We see the same trend regardless
of industry or geography:  Businesses are looking at
ways to use the Internet and other ‘new economy’
technologies to incrementally improve their existing
business.  No one is talking about throwing out
proven methods of delivering service.  However,
those proven methods are being expanded to 
enable businesses to operate in both ‘bricks’ and
‘clicks’ environments.”

The vast majority of electronic payments are still
made at traditional ATMs and brick-and-mortar 
merchants.  That said, it’s impossible to ignore the
forecasts of growth surrounding newer channels.  
At the same time, researchers have clearly established
that each new generation of consumers is more 
comfortable with technology, and in fact future 
generations will expect the convenience of doing
business in multiple, often electronic, ways.

Investing in new technology isn’t just about 
positioning for the future.  Some ACI customers are
already realizing cost savings or new revenue streams
through “e” initiatives, not to mention gaining the
competitive advantage that comes with differentiating
their business through innovative service.

Yorkton Securities, a Canadian brokerage firm, is
implementing a system to create and deliver monthly
electronic statements for its investment customers.

by Judy Hartlieb,
vice president of Corporate Marketing,
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Security is the No. 1 issue on the Internet
today, and with ACI software we can
establish a trusted environment for 

consumers shopping on the Internet. Our
objective is to give consumers confidence to
buy over the Internet and to reassure merchants
that consumers are properly authenticated. 

Umberto Bartoletti, 
Deutsche Bank Italy international relations manager
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The system also will securely and electronically 
deliver transaction confirmations to approximately
60,000 accounts within 24 hours of initiating a
transaction.  Yorkton will realize a significant
return on investment by using the new 
delivery system to eliminate the higher 
cost of paper statements. 

Deutsche Bank Italy has initiated a program to
issue electronic wallets to cardholders.  Wallets
securely store information about consumers’ payment
cards—for example, account numbers and expiration
dates—along with information needed to automate
logon and password functions, so consumers make
fewer key strokes and find it easier and faster to make
purchases over the Internet.  Deutsche Bank has also
implemented a payment gateway that formats transaction
requests from Internet merchants and secures them
using the SET protocol, transferring transactions to
the bank’s existing payment processing system.

MovilPago Internacional is launching an innovative
mobile payment system that allows consumers to use
their mobile telephones to initiate payments at
the point of sale.  Telephones are scanned
to identify the customer, who is
prompted to enter a PIN through the
telephone to confirm their identity
and approve the payment against
their debit or credit account.

In another mobile commerce 
initiative, the National Bank of
Greece allows mobile telephone
users to check their account 
balances and receive alerts from the
bank when their balances reach 
specified amounts.

In Australia, two leading telecommunications 
companies have teamed with local banks to allow
mobile telephone users to recharge their prepaid
phone accounts at ATMs.  Consumers initiate 
transfers to their prepaid accounts at the ATM and
receive convenient codes on the ATM receipt that are
used to activate the new airtime. 

In the Middle East, Emirates Bank Group is 
launching an EMV smart card program to issue and
personalize chip cards and process smart card-based
transactions for itself and other banks in the United
Arab Emirates.  Cards will be usable at ATMs, 
point-of-sale devices and over the Internet. 

In each of these examples, customers turned to ACI
for the software to support their new initiatives.

ACI is best known for high-volume, 
24/7 software systems that process 

electronic payments in traditional
ATM and POS channels.  More

than 340 customers used these
software engines to process more
than 20 billion transactions last
year.  Now more than 50 
customers in 23 countries have
licensed ACI e-series solutions to

enable commerce in the virtual
world.  These customers come from 

a variety of industries and use one or
more of the following products:

Electronic statement delivery and bill payment
ACI’s M-Bill™ and M-Statement™ products enable
businesses to deliver digitally signed, secure documents
directly to consumers’ desktops using standard 
e-mail—the delivery method expected to drive the
highest adoption rates.  The products also support
electronic document delivery via the Web and mobile
devices.  Consumers can receive summary information
or images of entire bills or statements, complete with
interactive links to information on new product and
service offerings.  M-Bill includes a robust payment
manager that formats transactions when consumers
press “pay biller,” sending instructions to direct-debit
or card-based payment networks.

Secure Internet payments
ACI’s e24® software addresses the needs of
merchants, merchant acquirers, and debit and credit
card issuers.  These products include a solution 
for hosting server-side wallets that securely stores 
consumers’ payment information and automates secure
interaction with merchant Web sites.  Wallets can be
issuer-branded and displayed on PCs, PDAs, telephones
and other devices.  Also included are solutions that 
format and securely route payment transactions to 
merchant acquiring systems and monitor transaction
patterns for potentially fraudulent activity.

Mobile commerce
ACI’s solutions leverage the substantial worldwide
growth in mobile telephones, establishing the 
telephone as an e-commerce platform linked to
ACI’s robust payment engines for transaction
processing.  ACI solutions enable consumers
to send and receive messages between
their banks and mobile telephones,
recharge prepaid phone accounts at
ATMs, and use mobile telephones to
authenticate consumers and complete 
purchase transactions at the point of sale.

Smart card services
ACI provides a variety of solutions to help customers
use smart cards.  The company’s expertise is unique in
the industry and ranges from enabling e-purse
schemes and management of multifunction cards to
supporting transactions initiated with EMV-compliant
smart debit and credit cards.  ACI’s experience
includes several large-scale deployments, particularly
in Europe.

“The payments landscape is changing,” Vipond said.  
“In fact, it’s been continually evolving since the days of
ACI’s first product for electronic or ‘e’ business in the 
mid-1970s.  What drives the change?  Usually it’s a 
combination of consumer expectations, technology
advances, and the competitive pressures that our 
customers face.  At the end of the day, ACI’s customers
understand that both physical and virtual channels are
important to their future.  With e-series solutions, we’re
helping them extend their reach and incorporate the
best of both traditional and emerging technologies.”

ACI e-Series Customers

e use the term ‘e-series’ to describe 
the solutions in this category,”
Vipond explained. “These represent a

broad suite of technologies that integrate
with existing payment systems and allow
consumers to transact business in new
ways. Essentially we’re helping our 
customers plug new, secure commerce
technologies into the trusted payment
systems they have operated for years.
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For more information about ACI’s 
e-series solutions, contact Gene Hinkle
at hinkleg@aciworldwide.com.

Investors need to make quick decisions in
today’s Internet economy, and with the
ACI solution, our customers will be able

to do just that by receiving timely transaction
information in Internet time – their very 
latest trades confirmed within 24 hours and
monthly statements out immediately after
month-end – instead of waiting the traditional
four weeks.

Rodney Sim, 
Yorkton Securities president

The ACI solution we’ve selected to power the
system provides us with a high-speed,
high-reliability m-payments platform

that can scale to support the volumes we
anticipate and can adapt to increasing value-
added transaction types. 

Mario Cantero Brandes, 
MovilPago CEO

In undertaking this development, Emirates
Bank is embracing the very latest in
card technology to provide both security

and advanced functionality. Our customers
will benefit with convenient smart card 
functionality that operates in traditional
bricks-and-mortar environments as well as
the Internet. 

Anis Al Jallaf, 
Emirates Bank managing director and CEO
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