


check programs. In cases where the
merchant has both a retail counter
and a billing/invoicing-based pro-
gram, Check 21 programs do open
new opportunities with existing
credit card merchants. However, the
bulk of the RDC market will fall
into a business-to-business payment
category (box).

The easiest way to get started
in the RDC market is to look at the
checks you write individually and

» Electronic propagation of
accounting files (this reduces
errors and saves money).

Product Alignment

This is another area where most ISO
sales executives tend to complicate
the process unnecessarily. The best
way to get started is to develop a
sales strategy and tactical plan with
your RDC provider. Don’t try to take
on the entire market. Rather, focus

Most of the RDC market will tend
to be small business-to-business
merchants that will not require
custom programming.

target those prospects. These include
payments for lawn care, rent, insur-
ance, and so on. You are currently
doing business with these merchants
and have a good reason to talk with
them about reducing their check-pro-
cessing expenses.

Value Proposition

As a sales executive, your job is to
demonstrate the value proposition of
RDC by comparing the paper-based
processing the prospect currently uses
to an electronic process. The sales
effort is very similar to what we did in
the late 1980s when ISOs converted
credit card merchants from paper-
based processing to electronic draft
capture. There are five primary value
benefits for merchants:

» Immediate funds availability;

» Reduced work flow (studies
show a reduction of up to $200
per month from the elimination
of copying checks and making
deposit slips, and from reduced
trips to the bank);

» Strategic re-deposit of returned
checks (the merchant controls
the returned-check process);

» Reduced bank fees;
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your efforts on one of the vertical
markets—lawn care, for example.
Unlike the multitude of credit card
applications, there are typically only
a couple of RDC applications offered
with a variety of pricing programs.
Most of the RDC market will tend
to be small business-to-business mer-
chants that will not require custom
programming. They will typically use
single-feed scanners, have less than
10 bank accounts, and be located in
an industrial park. By contrast, a large
property-management company or bill-
ing service will require deposits into
hundreds of checking accounts, custom
programming to capture remittance-
coupon (the portion of the bill that is
returned with the payment) data, and
be located in an office complex.
These examples outline the
extremes and the appropriate applica-
tions. Don’t sell a customizable remit-
tance application to a small RDC
merchant. The client will become frus-
trated with the difficult setup process
and will likely cancel. Also, don’t over-
sell imagers. Most single-feed imagers
will process a check every five to six
seconds, which is about the same time
it takes to manage the software when

Six Key Markets for

Remote Deposit
Capture

Third-Party Check Processors

Property Management
Companies

Lockbox Operators
Financial Institutions
Credit Unions
Community Banks
Small Regional Banks
Finance Companies
Mortgage Processors
Title Companies
Government Agencies
Local Municipalities
State Governments
Federal Agencies
Utilities
Garbage Removal
Power Companies
Rental Companies

Storage Facilities (Household
goods, autos, airplanes, etc.)

Large Commercial and
Residential Properties

Professional Services
Doctors, Dentists
Attorneys

Commercial Repair Facilities

personal checks are processed. Over-
selling multifeed scanners only adds
to cost, not functionality.

Focused sales efforts in a specific
vertical market, using your RDC pro-
vider to develop sales strategies and
tactics, will produce early results.
Above all, avoid selling RDC to your
existing credit card merchants until
you have developed a strong under-
standing of where RDC fits. You will
eliminate frustration with your sales
executives and your merchants. [
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