
 

     

JENNIFER BRUMMETT
Vice president of IES
Ease of use of a payment 
solution/software is a pri-
mary factor in encourag-
ing payment by debtors/
consumers. The solution 

provider should offer all payment channels 
and payment types. The payer should be 
able to pay using credit and debit cards, HSA 
cards, as well as ACH or other payments 
from their checking accounts. They should 
be able to make payments with a live agent 
during business hours, or totally on their own, 
at their convenience, 24 hours a day, 7 days a 
week. Payers should be able to make payment 
through a website, a virtual agent, IVR, or any 
other available method. They should be able to 
make both one-time and recurring payments, 
and should have flexibility in scheduling those 
payments. Finally, all payer-initiated solutions 
should be easy to navigate, and should provide 
clear, concise, and complete instructions and 
information to eliminate any confusion or re-
luctance by the payer. 

      

MATTHEW HILL 
President/CEO of InterProse
The key here is thought-
ful design and keeping 
your audience in mind. 
A payment site designed 
to serve a broad range of 

consumers should include features to handle 
multiple languages, a step-by-step approach 
to payment options and a concise presenta-
tion. Research shows that a convoluted mes-
sage, too many options on one screen and too 
many steps/clicks greatly reduce the chances 
of a positive outcome. 

making the process to edit a previously 
scheduled payment effortless, and allowing 
for several future payments to be scheduled 
within the same session are all ways to guar-
antee a positive consumer interaction. To-
day the cell phone is king and more readily 
available to individuals across demograph-
ics than computers. It is imperative your 
organization’s site be mobile friendly. Take 
the time to test it on various mobile brows-
ers and across all pages to guarantee a static 
user experience. 

In an industry heavily reliant upon 
avoiding negative consumer retaliations 
to remain viable, implementing any of the 
above measures to your electronic payment 
software not only encourages payment but 
increases consumer satisfaction. These op-
tions are not out of reach for an agency of 
any size to achieve and is a wise investment 
in your organizational success. 

       

MANPREET SINGH 
President & Co-Founder  
of Payscout
Electronic payment soft-
ware should be accessible 
on a platform that is conve-

nient for the consumer. Provid-
ing payment options on mobile devices through 
a text or email link (once permission is granted) 
is a good example of convenience and accessibil-
ity. If the customer interface is clear, intuitive and  
guides consumers through the necessary vali-
dations and authorizations seamlessly, they 
are much more likely to complete the process  
and finalize the payment.  

       

DAWN UPDIKE 
Marketing and Customer  
Success Manager  
 of PDCflow                    
One of the best ways a 
payment software can 
ensure completed pay-

ments is to make the process as quick and 
painless as possible. A good software will be 
easy to implement, cause the least amount of 
friction and be intuitive for the user. It should 
provide options for testing the consumer  

       

CHAD DEATHERAGE 
CEO of Payment Savvy
No matter the industry, 
the merits of a dynamic 
electronic payment soft-
ware are irrefutable. 
Within the collections 

world, a solid system coupled with key best 
practices increases customer satisfaction and 
drives down organizational costs – a solid 
win-win for both agency and consumer. 

At a base level, electronic payment soft-
ware should drive a positive customer experi-
ence and encourage the continued use of self-
service. The key to achieving this is to hand 
the reins to the consumer. By allowing one 
to pick from a variety of payment dates and 
offering several repayment options – such as 
pay the balance in full, a minimum due pay-
ment or a completely consumer driven figure 
(within backend parameters you can enforce) 
– the control is put in the user’s hands. En-
suring your payment partner can set you up 
with both credit card and ACH merchant ac-
counts only gives the driver more options to 
choose from and increases the likelihood of 
a successful transaction being processed. It’s 
also worthwhile to consider adding a pay-by-
text option to your payment arsenal – it’s an 
affordable and complaint way to reach con-
sumers on the go.

Within the payment portal itself, a sleek 
and simple aesthetic reduces confusion and 
increases the odds a consumer will continue 
the payment course to completion. Ensure 
the login process is secure yet straightfor-
ward. If it’s cumbersome to even access 
their account, the probability of the site be-
ing used again falls fast to zero. Having a 
saved payment method within their profile, 

Electronic Payment 
Software Roundtable

Continued from page 13

 May/June 2018                                                             .com 18


