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Cards in the Time of Coronavirus 
| By Jeffrey E. Barnhart

The global coronavirus outbreak has presented our industry with new 

and unique opportunities and challenges.

The contactless and digital transaction trends have hit prime time as many people around the 

world reconsider handling cash and touching point-of-sale terminals to deter the transmission 

of COVID-19. This has accelerated dual-interface card usage in the United States and other 

areas of the globe that had yet to widely adopt the usage of contactless cards. 

The increase in demand for these cards is being met by our plants, many of which are 

implementing automation improvements to quickly and safely take on new business. 

As a member benefit, ICMA hosts live webinars featuring industry leaders and experts 

delivering virtual presentations. Visit ICMA.com to view our most recent webcast, “Cards in 

the Time of Coronavirus.”

The new webcast addresses how the card industry can adapt to the “new normal” of social 

distancing while continuing to protect its employees, adjust its supply chains, adapt its 

product offerings and serve and support its customers. A panel of card industry company 

executives discusses alternative strategies in each of these areas and provides insights into 

projections these changes may have on our industry.

All webcasts are recorded and posted in the Members Only and Training portal sections of 

ICMA.com and are ready for viewing at your convenience.

Now Accepting 2020 Webcast Abstracts
| By Jennifer Kohlhepp

ICMA is now accepting abstracts for its 2020 webcast series. Presenting a 

webcast is an optimal way to showcase your industry thought leadership 

to a highly relevant audience and to:

•  Share experiences and successes: Highlight your company’s 

commitment to card industry excellence.

•  Speed industry innovation: Every company that has overcome a hurdle can teach 

many more facing similar challenges.

•  Learn from your peers: Connect with other panelists and an international audience 

to exchange ideas and information.

•  Benefi t from virtual engagements: Webcasts do not require travel or associated 

costs and provide strong value for participants and the audience.

•  Make new connections: Identify new partners and thought leaders for future business 

and learning opportunities.

All ICMA members are encouraged to submit a webcast abstract. Please ensure that the 

abstract is educational in nature and refrain from sales pitches. 

To submit an abstract or for more information, email Jennifer Kohlhepp at jkohlhepp@icma.com.
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Card Manufacturing: 
An Ongoing Evolution

The card manufacturing process is a lot 
more complicated than pouring ink and 
plastic into a machine. Let’s take a look 
at how some of the steps in the process 
have evolved.

| By Jim Hays, Business Development Manager, 

CPI Card Group

Eco-Friendly Materials 
in Card Manufacturing

There is increased issuer demand for 
reduced content and a high percentage 
of recycled PVC, as well as alternative 
bio-based materials. 

| By David Tushie, Magellen Consulting, ICMA 

Standards and Technical Representative

2019 European Card Industry 
Statistics, Market Trends

The European region remained number 
three globally in unit volume at 6 billion 
cards, coming in behind Asia Pacifi c 
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18 Intelligent Investments Underpin Wise 
Plant Smartifi cation
Making the move toward an Industry 4.0 facility requires measured in-
vestments in technology, equipment and employee training and hiring.

| By Jennifer Kohlhepp, ICMA Managing Editor and Kimberly Tjoumakaris,  

ICMA Public Relations Manager

and North America in cards manu-
factured and in cards personalized 
and fulfi lled.

| By Al Vrancart, Founder Emeritus and Industry 

Advisor, ICMA

Prelaminated Inlays: 
The Brain of a Smart Card

Usually overlooked, inlay production
constitutes creating the core and
brain of the fi nal card and should get
more attention.
| By Jessy Khairallah, Founder and Managing 

Director, Neksta; Clothilde Manzano PhD, 

Marketing Development Manager, Ahlstrom 

Munksjö

Demand Increases for ̒ Greener’ 
Card Options

The greatest current trends seem to be 
increased use of metal cards (reduced 
PVC content) and plastic cards with 
recycled and/or reduced content. 

| By Kimberly Tjoumakaris, ICMA Public Relations 

Manager
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feature story

CARD MANUFACTURING:
An Ongoing Evolution

Retailers began issuing charge cards 

in the 1950s, which evolved to the fi rst 

universal credit cards that could be 

used at a variety of establishments.l  

Since then, the payment card industry 

has seen a lot of change. For example, 

there was a push in the 1980s to 

advance the manufacturing of credit 

cards to some lofty goals. A well-

respected leader in card manufactur-

ing at that time said, “If we could just 

bring the card manufacturing process 

to a point where we could pour ink 

and plastic into one end of a machine 

and at the other end of the machine 

completed cards would pop out.” The 

reality is a lot more complicated than 

that! Let’s take a look at how some of 

the steps in the process have evolved.

Prepress

Prepress transforms card art, copy and 

data into a format that is ready for 

mass reproduction. What used to be 

a manual and labor-intensive process 

has seen signifi cant changes over the 

years. In the late 1940s, overlay systems 

were developed involving four-color 

proofs. Each of the process colors were 

on a separate sheet of clear film and 

then aligned or “registered” together 

into the final proof. Proofing was an 

operation with manual cameras and 

manual artwork that required stripping, 

cropping, sizing and fitting artwork 

into a specifi ed real estate. Proofs were 

assembled by hand with clear acetate 

overlays showing each color separation 

along with the invisible UV association 

logos. It was believed that moving to a 

fi nished product without layers would 

never be accepted by the trained eyes 

of the designers and agencies that 

were scrutinizing these proofs.  

Now we live in a world influenced by 

advanced graphic standards. In today’s 

world, software programs deliver color 

formulations, security features and 

dot patterns that are sensitive to gains 

and shrinkage. All of these things are 

more advanced than we could ever 

have imagined even 20 years ago. 

What once took days and sometimes 

weeks to produce the perfect proof, 

has now become minutes and hours. 

Back in the day, prepared layered 

acetate proofs were sent through 

secured shipping to the customer for 

their review and approval or correction 

to be returned for either production or 

any adjustments. Today, this is accom-

plished through email and secured FTP 

services, directly to multiple locations 

for approval and returned the same way.   

Printing Plates: ‘Step and Repeat’ 

Just as it sounds, the old way of creating 

printing plates one by one was a time-

consuming process. Negatives were 

Jim Hays – Business Development Manager, CPI Card Group



feature story

produced for each color and a piece of 

equipment called a “step and repeat” 

was used to burn each color plate for 

each card cell to prepare for printing. 

Now, digitally manipulated artwork 

and software-controlled color per-

centages result in an accuracy that 

is greater than the human eye can 

provide. Likewise, printing plates are 

burned (direct to plate) from a digital 

fi le, giving way to process speed and 

resolution improvements, which run 

circles around the “step and repeat” 

methods that were cutting edge at 

the time. Direct to plate was such an 

advancement of speed to print and a 

giant leap for quality. 

Core Competencies

Cards printed on a solid core substrate 

that measured .026 inches thick have 

become divided. Initially, cards became 

a split PVC core using two pieces that 

measured approximately .013 inches 

thick and, more recently, cards were 

split again to make way for emerging 

technology to be placed inside. New-

comers to the party include inlays, chips 

and proximity technology, which bring 

about a whole new set of challenges, 

such as learning to print on sheets that 

are as thin as 6 mil or less. New terms 

like “witness marks” and “key rolling” 

were introduced to describe the effects 

of the new embedded technologies 

within cards. The process moved from 

just printing a card to having special-

ized materials infl uence each step.

The other big change is the core color. 

In a plant 15 years ago, you would 

see pallets of white PVC as far as the 

eye could see. In today’s plants, you 

will see a rainbow of colors from red 

and blue to green and black. Again, 

this brought about more challenges; 

printing on white is straight forward, 

printing on red or green changes 

everything. Think back to primary 

school and what happened if you 

mixed red and blue together; the 

same principles apply.  

Overlays: Collation and Lamination

The lamination process historically 

had a “bad boy” reputation in card 

manufacturing because it’s where 

color shifts and image distortion 

happened. Overlays are essential to 

protect cards from friction, scratches 

and the effects of UV sunlight. 

It’s almost hard to believe that at 

one point the collation process was 

manual with the operator aligning the 

front and back printed layers with the 

overlay laminates, by eye, and into 

the proper sequence, registration and 

thickness. Soldering irons tacked the 

layers together prior to putting them 

into the lamination machine. There 

was a single tower for heating and 

cooling.  

Today the recipe book has evolved 

and the options of temperatures, time 

cycles and stabilizing pressures have 

been perfected, yielding the highest 

quality in the shortest process cycles. 

Machines work through a stack of 

printed sheets assembling and collat-

ing them using auto optic registration. 

They also introduce overlay films si-

multaneously, with the magnetic stripe 

materials pre-applied to the back. This 

one improvement has significantly 
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reduced scrap, throughput and  

card quality. 

Not only have recipes and processes 

evolved, so has the equipment. A single 

tower is used for heating that auto 

transfers to another single tower for 

cooling. Printed sheets are heated and 

cooled in minutes, where in the past it 

took hours.

From Sheets to Cards

One of the first card plants in the United 

States to have an optical punch for card 

cutting invited some of its competitors 

in to see the equipment and appreciate 

the advantages it brought. The owner 

believed that sharing the latest innova-

tions would keep manufacturers moti-

vated to always be on the cutting edge. 

It’s no wonder that manufacturers 

were eager for advancement, as the 

old way made for much waste. Sheets 

were sent through a guillotine to be 

cut down to strips or rows and then 

the rows into single cards resulting in 

rectangles without rounded edges. It 

also produced printed cards where the 

printed information wasn’t to the card 

edge, which made for much waste. A 

tool that looked much like a pancake  

spatula carefully positioned the cards 

into stacks of 50 to be manually moved 

into a power-motorized cutter die 

where length, width and rounded 

corners were established. Today, 

registration quality has been engi-

neered into our processes by printing 

fiducial indicators on the sheets, 

allowing for optical registration for a 

male and female die cavity to punch 

each card from the sheet with the 

highest registration possible.  

Magnetic Stripe 

The magnetic stripe made its debut 

in 1969ll, but it wasn’t until the 1980s 

that it became mainstream on financial 

cards. IBM® proudly named the magnetic 

stripe one of its top 100 contributions 

to society.lll Like a ribbon, the magnetic 

stripe was rolled onto each card, as 

they traveled down a conveyor belt 

or track. Now, in an effort to improve 

application speed and durability, 

magnetic stripes are laid onto the rear 

overlay in sheet rolls and then intro-

duced during the collation process as 

a subassembly, as mentioned earlier. 

The stripe is laminated onto the card 

during the lamination process, result-

ing in a much more durable stripe.

The magnetic stripe technology itself 

has advanced as well. Introduced as a 

low-coercivity (lo-co) magnetic stripe 

in a two, three or four track format, 

had its difficulties. Magnetic informa-

tion on the stripe was often lost or 

destroyed by consumer use.   

Cue the introduction of the hi-co mag 

stripe. The primary difference between 

the lo-co and hi-co stripe was the level 

of difficulty it took to encode and erase 

the information on that stripe. The 

stronger the magnetic field (2750 Oer-

sted), the more durable and less likely 

for information to be erased. 

Four decades after its creation, the 

credit card magnetic stripe, which may 

have revolutionized the way we use 

credit cards, might be seeing the end 

of its day. Many countries do not use 

the magnetic stripe at all, except as 

a fall back to prevent loss of the sale. 

They are now using either chip and pin 

or contactless “tap and go.”                                          

EMV® Chips: Complexity Times 10!

The industry had card manufacturing 

down pat and then a two-stage pocket 

needed to be drilled into the front 

of the card at 25 thousandths+ deep 

without breaking through to the card’s 

back core, but the challenge of milling 

the complex pocket was only the be-

ginning. There was also receiving and 

inventorying chips by size and color 

of contact plate, chip type, software 

application(s) and a cryptographic key. 

Manufacturers need to manage the 

lifecycle of the chip/mask/applications  

and use up all the card stock by the  

allotted date to avoid waste. Clients  

need help managing card stock to 

ensure that when they are ready to 

upgrade chips, the move occurs before 

expiration and the cards are delivered 

to customers before the chip’s end date. 

Past Leads to Future

In working with some of the best and 

brightest, there have been those who 

have created and provided amazing, 

cutting-edge products for this industry. 

But, it’s not over. Be sure your seatbelt 

is low and tight and be ready for the 

future because more changes are likely 

to come.   

About the Author: Jim Hays is a 
business development manager for CPI 
Card Group. He is responsible for direct 
and reseller sales, focused on secure 
cards, personalization and manufacturing 
across medium and larger issuer clients. 
His experience in the card industry spans 
nearly 32 years, working for and support-
ing leading companies in financial and 
technology services. Hays joined CPI 
supporting operations in quality, procure-
ment and sales and has advanced his 
skill set within secure card manufacturing 
by earning ICMA ACE-P and ACE-M 
certifications. 
 
EMV® is a registered trademark in the U.S. and other countries and an 

unregistered trademark elsewhere. The EMV trademark is owned by 

EMVCo LLC.

I Cothern, Lance, et al. “When Was the Credit 
Card Invented?” Credit Karma, 17 Sept. 2019, 
www.creditkarma.com/credit-cards/i/credit-card-
history/.

II  “Magnetic Stripe Technology.” IBM100 - Mag-
netic Stripe Technology, www.ibm.com/ibm/history/
ibm100/us/en/icons/magnetic/.

III  IBM100 - Icons of Progress, www.ibm.com/ibm/
history/ibm100/us/en/icons/.
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Worldwide, we have seen increased 

concern with climate change and 

action to mitigate its progress. In the 

card industry this has translated into 

increasing issuer demand for reduced 

content and a high percentage of 

recycled PVC as well as alternative 

bio-based materials.  

This increased issuer interest is reflected 

in the June 2018 announcement by 

American Express that it would issue 

cards in 2019 produced using recovered 

ocean waste plastic. The company 

announced a partnership with an 

organization called “Parley,” which is 

dedicated to combatting marine plastic 

pollution. Further, the company identi-

fied a prototype card in development 

using “upcycled” marine plastic debris 

and are in the longer-term refinement 

of this process.

In the fall of 2019, CPI Card Group 

announced its new “Second Wave” 

payment card product. Based on what 

the company calls “recovered ocean-

bound plastic;” plastic recovered within 

50 km from a seashore or rivers and 

streams that lead to the ocean. The 

company cited various sources that 

project plastic in the oceans will 

exceed the weight of all the fish in the 

next 30 years, if today’s consumption 

and disposal trends continue! 

Mastercard announced in November 

2018 that it had formed an industry 

collaboration to develop environ-

mentally friendly cards. Known as the 

Greener Payments Partnership, G&D 

Mobility, IDEMIA and GemaltoThales 

are all participants. Reduction in first-

use PVC plastic in card manufacturing, 

adoption of environmentally friendly 

materials on a larger scale and recy-

clable, bio-sourced and bio-degradable 

materials for card manufacturing are 

all in the vision of this group.

CaixaBank in Spain announced in 

September 2019 that it is starting to 

issue prepaid debit cards made  

primarily of polylactic acid (PLA). 

The company’s anticipated annual 

production is 150,000 cards. It also 

indicated that the card production 

process reduces the carbon footprint 

by nearly half that of conventional PVC 

(15.5 kg CO2 per 1,000 cards vs 30 kg 

CO2 per 1,000 cards).

Finally, Evolis announced earlier this 

year its new initiative to provide paper 

cards in ID-1 size for monochrome 

printing, utilizing their printers, for 

limited used card applications like visitor 

ID badges, event badges, hotel luggage 

cards, etc. All of these are recent ex-

amples of the movement to reduce the 

carbon footprint of plastic cards.

The three primary material choices 

available to card issuers and manu-

facturers when the goal is to reduce 

carbon footprint, are recycled PVC, 

reduced content PVC and alternative 

materials. Recycled content is a sub-

ject of recent announcements over 

the past year from plastic film suppliers.  

High percentage recycled content is  

now available from major suppliers.  

But reduced material use is also an  

alternative in many applications. 

Transit tickets, many forms of ID cards 

and metal composite cards are just a 

few examples where reduced plastic 

content is possible. When we talk 

about alternative materials, biodegra-

dation in landfills or the environment 

is the desired outcome. However, it is 

important to recognize that all decom-

position is not equal!

There is a common misunderstanding 

that products labeled “biodegradable” 

will decompose in the landfill and are 

therefore better for the environment. 

However, due to the oxygen-poor and 

dry conditions associated with most 

ECO-FRIENDLY MATERIALS  
IN CARD MANUFACTURING   

David Tushie – Magellan Consulting, Inc.,  
ICMA Standards and Technical Representative

industry standards
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ECO-FRIENDLY MATERIALS 
IN CARD MANUFACTURING  

landfills, aerobic decomposition 

does not take place, and anaerobic 

decomposition takes place very slowly. 

The European Union considers a 

material to be biodegradable if it will 

break down into mostly carbon dioxide, 

water and organic matter within six 

months of being put into a composting 

facility. Biodegradation is aerobic 

activity by biological organisms. 

However, not all biodegradation pro-

duces “humus.” Compost is defi ned by 

biodegradation that produces a stable 

humus (a biomass that supports plant 

growth). By recognizing the most likely 

method of disposal, it is possible to 

measure, evaluate and compare the 

impact of the most likely decomposition 

mechanisms. This is a critical fi rst step 

in managing the impact of materials 

and products in an environmentally 

friendly manner.

Accurately calculating recycled or 

reduced content plastic is critical in 

making product claims. Similarly, test-

ing for biodegradation with alternative 

materials is necessary for products 

using these materials. ICMA’s EcoLabel 

Program provides guidance to card 

manufacturers for all three of these 

possibilities.

For both recycled and reduced mate-

rial content, methods are defi ned to 

calculate and report these. However, 

there are no test methods. There is an 

equation for calculating the percentage 

of recycled content in a card product 

when the primary method uses the 

mass of recycled material content and 

the total mass of the unpersonalized 

card. An alternative calculation is 

offered where the percentage of raw 

recycled material and mass of the 

recycled material are known. This is 

likely the calculation you would make 

if you purchased a specifi ed recycled 

content plastic fi lm from a supplier. 

In both calculations, the result is a 

percentage of recycled content in a 

fi nished, unpersonalized card but nei-

ther contains a test method or criteria. 

There is also a defi ned calculation for 

reduced material content, expressed as 

a percentage. It compares the mass of 

an unpersonalized card manufactured 

from reduced content plastic to that of 

a standard, unpersonalized ID-1 card 

of the same base material. Again, no 

test method or criteria are specified. 

There really is nothing to test.

Compostability (biodegradation) is 

where test methods are defi ned and 

minimum achievable criteria are 

stated. ISO 17088 is the basic ISO 

standard specifi cation for compostable 

plastic materials. It is not, per se, a test 

method. ISO 14855 is referenced as the 

test method to be used. Its most basic 

requirement is that 90% of organic 

carbon, relative to the control sample, 

must be converted to CO2 by the end 

of the test period, not to exceed 180 

days. In general, these test methods 

can involve time periods from six 

months to one year to fi nish. And prior 

to testing, preparation and analysis 

of the compost inoculum is required, 

which can take another three months. 

These are much longer tests than we 

are normally used to in card testing, 

so some planning is required!

With the accelerating interest in 

greenhouse gas reduction around the 

globe, card manufacturing will see an 

increasing scrutiny of its materials of 

construction. Recycled content, reduced 

content and alternative materials are 

all in the solution set. The ICMA Eco-

Label standard and program materials 

provide both guidance and leadership 

in the card industry to address this 

need. The standard is posted in the 

ICMA online member portal. 

About the Author: ICMA Standards 
and Technical Representative David 
Tushie has had a long and continuing 
career in the card industry working for 
international companies such as Data-
card, UbiQ and NBS Technologies. He 
has master’s degrees in engineering and 
business, holds U.S. and international 
patents in measurement and card issu-
ance systems and has had several years 
of involvement with the ANSI, INCITS 
and ISO standards process. ICMA is 
represented at six ISO and ANSI stan-
dards meetings through his standards 
role within the association.
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Al Vrancart – ICMA Founder Emeritus and Industry Advisor

2019 EUROPEAN CARD 
INDUSTRY STATISTICS 
AND MARKET TRENDS

feature story
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The European region, which consists of all EU countries, 

the United Kingdom, Russia, Turkey, former Soviet countries 

and other European countries, experienced a 1.3% decline 

from the prior year in 2019 and remained number three 

globally in unit volume at 6 billion cards, coming in behind 

Asia Pacifi c and North America in cards manufactured and 

in cards personalized and fulfi lled. 

Europe’s dollar revenue for cards manufactured in 2019 

increased 3.5% over the prior year. At $4.37 billion, it was 

the second largest global dollar market in 2019. 

Traditional card (magnetic/barcode/other) units decreased 

6% to 2.28 billion cards as the region continues to adopt 

higher-valued smart chip cards. Chip card units increased 

1.9% over the prior year with 3.74 billion smart cards 

manufactured in 2019. The revenue for cards manufactured 

in this region in 2019 revealed traditional card revenue 

decreased 3.2% to $303 million and smart card revenue 

increased 4% to $4.07 billion. This is primarily a result 

of an enhanced chip card mix and volume growth in 

government/health and access control. 

The personalization and fulfi llment sector added $2.02 

billion in card services in 2019, which was essentially fl at 

when compared to the prior year.  

The Financial, Retail & Gas card market segments continue 

to be impacted by the penetration of chip cards. Retail and 

gas card units declined 3% to 485 million cards in 2019 and 

their dollar revenue declined 6% to $361 million. In 2019, 

the financial card market segment was the third largest 

European unit market segment with a decrease of 2.2% 

from the prior year to 875 million cards. The fi nancial card 

market segment was also the third largest market segment 

in dollar revenue, increasing 2.1% from the prior year for a 

total of $739 million. This is a result of enhanced chip card 

mix coupled with declining volume.

The SIM card market segment was the second largest 

European vertical market segment in both units and dollars 

in 2019 with 880 million cards manufactured, which is a 

decrease of 2.2% from the prior year. Dollar revenue in this 

market segment decreased 5% from the prior year to $850 

million, mainly because of declining volume and chip costs 

and severe competition. Threats to this market segment 

include embedded SIMs and slowing demand for phone 

upgrades.

continued on page 12
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Highlights of 2019, continued from page 11

feature story

Transportation card units in this region totaled 825 million 

cards, declining 3.5%, in 2019. Access Control card units 

totaled 365 million cards, increasing 5.6% over the prior 

year. Transportation card revenue totaled $433 million and 

access control card revenue totaled $174 million in 2019, 

which amounts to 7.4% and 8.8% increases respectively. 

Transit systems are embracing open loop payments, which 

accept fi nancial cards and mobile payment. Overall growth 

is driven by contactless chip cards and conversion of hotel 

card door keys to chip cards. 

Government & Health card units increased 5.9% to 900 

million cards and their revenue grew 10.4% to $1.587 billion 

over the prior year, which makes this market segment the 

largest European vertical dollar market segment and the 

largest unit market segment. Growth in this market segment 

is fueled partly by government and consumer demands for 

more sophisticated and secure cards. 

The open loop Gift card units increased 2% to 515 million 

cards and their revenue increased 4.4% to $47 million in 

2019. Europeans are embracing gift cards with consumers 

preferring impactful physical cards for gifting. Threats to 

this market segment include less expensive imported cards 

and digital gift card adoption.

Europe continued to see the Prepaid Phone, Loyalty 

Promotional and ID Membership card market segments 

decline in 2019 as alternative technologies and applications 

are displacing these cards. Prepaid phone card units 

decreased 10.7% to 625 million cards and their dollar 

revenue decreased 1.6% to $61 million. Loyalty promo card 

units decreased 2.6% to 190 million cards and their dollar 

revenue decreased 4.3% to $44 million while the number of 

ID membership card units fell 4.9% to 98 million cards and 

their dollar revenue remained fl at at $13 million.

The European card industry’s revenue in 2019 was comprised 

of $4.37 billion in cards manufactured and $2.02 billion in 

personalization and fulfi llment services for a total of $6.39 

billion, which was up 3.5% from 2018. The European region 

has the second largest global card market dollar share with 

23.6%, coming in behind Asia Pacific with 42.2%. North 

America is in third position with a 21% global share. 

The outlook for 2020 and beyond is that the European 

region will experience selective limited or fl at unit and dol-

lar growth, which will be impacted with markets reshaping 

with innovation and technology. There are some vertical 

market segments that will transition better than others. 

Staying abreast of these trends and strategically positioning 

your business while adapting to change will keep your 

business on the road to success. Cards will be here for many 

more years to come! The card manufacturing industry is 

alive and well! 

About the Author: Al Vrancart is founder emeritus and 
industry advisor of ICMA. With more than 40 years of business 
experience, Vrancart previously served as president/CEO of 
NBS and Qualteq. His guidance and counsel has helped ICMA 
and other industry associations implement growth initiatives 
effectively and successfully. Vrancart frequently presents card 
industry webcasts that are focused on global and regional 
industry market statistics, metrics and trends. 

ICMA members can download the com-
plete 2019 Global Card Market Statistics 
Report and the 2019 Global Personalization 
& Fulfi llment Market Statistics Report in 
the member’s-only section of ICMA.com. 
Non-members can purchase the reports by 
emailing info@icma.com.
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 We’d love to hear from you!
Card Manufacturing contains feature articles, listings, events, company news, industry announcements, association 

updates and other information that will influence and grow your business. Card Manufacturing also includes 

messages from key industry executives as well as news and tips from the heart of the association—YOU.

 •  Interested in submitting a bylined feature 

for an upcoming issue? 

Please forward all news submissions, including press releases announcing new products or services, new 

hires, promotions, major contracts and acquisitions, milestones, community activities, case studies and any other 

industry news to Headquarters at info@icma.com.

•  Do you have company information or 

accomplishments you want to share?
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Clothilde Manzano PhD – Marketing Development Manager, Ahlstrom Munksjö and 
Jessy Khairallah – Founder and Managing Director, Neksta  

PRELAMINATED INLAYS: 
THE BRAIN OF A SMART CARD 

feature story
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A wide variety of smart cards are in 

use today and the complexity of their 

production process depends on the 

industry and application requirements 

(banking, identity, transport, etc.). To 

adapt to new demands, card and inlay 

manufacturing processes have evolved 

over the past 10 years.

Inlay production is one of the first steps 

required to manufacture a smart card; 

usually overlooked, it constitutes creat-

ing the core and brain of the final card 

and should get more attention.

The hidden brain of a smart card

Called a pre-laminated inlay or Prelam®, 

an inlay is a product integrating an 

electronic device within a sheet carrier. 

Single layers with embedded electron-

ics are fused together under pressure 

and temperature during the lamination 

process to form one homogeneous and 

durable sheet carrier. 

The various manufacturing steps to 

produce an inlay are much more 

complex than meets the eye. On one 

hand, you have unique processes; on 

the other hand, you mix different  

design combinations and various 

variables in order to be compliant with 

the technical requirements and final 

application standards. Think about 

different materials, sheet layouts, 

thicknesses, antenna technology, chip 

module connections, security feature 

integration, mechanical and functional 

requirements, etc.

In the end, the quality of the inlays will  

determine the end-product quality.  

Dimensional precision and radio 

frequency accuracy are two of the 

main checking points. Paying attention 

to the manufacturing steps, and more 

precisely to lamination process  

optimization, is key for inlay quality 

and productivity. 

When looking at the card industry worldwide, contactless 

smart cards are on the rise and becoming the preferred 

solution for many applications. Those smart cards contain 

added-value attributes from embedded electronics to 

security features to fingerprint sensors and special 

materials...and are no longer simple plastic cards.

continued on page 16
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The lamination process

One of the most critical steps in 

inlay manufacturing is the lamination 

process. Lamination is a science but 

also an empirical art because of the 

many variables that come into play to 

obtain a repeatable and qualitative 

product. While the equipment varies 

from one manufacturer to another, the 

methodology and process definition 

setup are more or less the same for 

a defined product.

Prior to setting up any lamination 

parameters and fine-tuning design, one 

step is often overlooked by manufac-

turers. Indeed, lamination accessories 

must be considered. Pads, cassettes 

and metal plates are lamination acces-

sories ensuring inlay and lamination 

output. Checking their quality and 

condition is recommended to increase 

performance and production efficiency.

The inlay surface replicates the plate 

surface. Any defect or irregularity on 

the plate is transferred onto the inlay. 

Since both sides of the plate come into 

contact with the inlay, both sides of the 

plate need to have the same quality 

level. On the other hand, the pad offers 

controlled heat and pressure. These 

accessories—lamination pads, cassette 

and plates—have a lifespan and their 

condition and maintenance will weigh 

heavily in the lamination outcome. 

The release sheet

When it comes to increasing the 

lifespan of the lamination accessories 

and optimizing the lamination perfor-

mance, an additional accessory can 

be used: the release sheet. A release 

paper sheet—or parchment—would 

be inserted between the inlay and the 

metal plates. 

This release paper sheet plays the role  

of a protective layer to prevent the risk  

of electrostatic discharge of the chip, 

as well as to reduce contamination  

and visual defects that could be 

transferred from the plates onto the 

inlay surface. One side comes into 

direct contact with the metal plates 

and reduces the risk of damaging 

their surface and as a result increases 

their lifespan.

As well as setting up the right lamina-

tion parameters and technical features, 

it is important to pay attention to the 

lamination accessories and consider 

the use of a release paper sheet, which 

will add valuable benefits to the manu-

facturing inlay process and contribute 

to the productivity efficiency. 

Prelaminated Inlays, continued from page15
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Conclusion

A good quality prelaminated inlay 

is the crucial starting point for card 

makers to manufacture a good end 

product: a functional smart card. Lami-

nation is one of the essential processes 

in the production of these inlays. The 

key to a successful lamination lies in 

establishing the right balance between 

all the different variables: from the 

product design, equipment type, 

accessory setup and condition and 

loading method to fine tuning the 

recipe parameters. Getting this balance 

right will maximize productivity, im-

prove the yield, reduce scrap and lead 

to a repeatable qualitative product. 

In particular, lamination accessories 

deserve their share of the limelight. 

Indeed, imperfection or defect on the 

inlay sheet can impact the process and 

product of the card manufacturing.

 

About the Authors: Clothilde Manzano 
is the marketing development manager 
at Ahlstrom Munksjö. A global leader in 
fiber-based materials, Ahlstrom Munksjö  
supplies innovative and sustainable 
solutions to its customers and aims to 
expand the role of fiber-based solutions 
for sustainable everyday life. For more 
information, visit ahlstrom-munksjo.com. 
Jessy Khairallah is the founder and man-
aging director of Neksta, which special-
izes in technical support and solutions 
for the smart card and RFID industries. 
For more information, visit neksta.com.
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cover story

Jennifer Kohlhepp – ICMA Managing Editor and 
Kimberly Tjoumakaris – ICMA Public Relations Manager

Card manufacturing plant smartifi cation can make factories more productive by 

increasing throughput, reducing waste and expanding production fl oor fl exibility. 

However, making the move toward an Industry 4.0 facility requires measured 

investments in technology, equipment and employee training and hiring.

Arroweye has invested $4 million to upgrade its plant to a smart factory in the past 

year. “Too many companies chase technology because they think it looks good or 

it’s cool or it’s a new feature,” said Peter M. Krauss, president and CEO, Arroweye. 

“But does it actually help streamline operations? Does that new software improve 

effi ciency? A lot of people are realizing it didn’t.” 



Invest in Smart Tech

Focused on how to do more with less, Arroweye 

evaluated what role technology plays in genuine 

manufacturing productivity efficiencies. “It’s not 

about getting rid of people,” Krauss said. “It’s 

about being able to scale your business and 

repurpose those people.” 

Some companies chase efficiencies in hopes of 

removing workers from the payroll. “We haven’t 

taken that approach because our business is 

scaling and growing,” Krauss said. 

Instead, employees whose jobs have become 

automated at Arroweye are offered opportunities 

to utilize their skills within other areas of the 

company “to add to our capacity and to add 

to growth,” Krauss said. “It’s helped our major 

efficiency gains and it has tremendously helped 

our business in the last year.”

The former president and CEO of PLI, Krauss 

grew that company from $15 million to $250 

million. Impressed with Arroweye’s platform 

and technology, he started working there in 

April 2019. “When I came in, I wanted to make 

dramatic, sweeping changes to the organization,”  

he said. “Last year was our best year ever. We’ve 

invested nearly $4 million in equipment and 

we are making tactical changes to improve our 

actual workspaces and to position ourselves 

for success.”

Real-world smartification factory benefits, 

Krauss said, include increasing the speed of 

onboarding, implementing and executing new 

programs for clients as small as a local credit 

union or as big as a multinational bank. “Right 

now, during the coronavirus outbreak, we are 

seeing an uptick in business because if you go 

to a traditional printer and want to onboard a 

new program, their response is give us six to 

eight weeks,” Krauss said. “Our response is give 

us five to six days to onboard a new program. 

That’s the smartification and that’s this new 

technology. A lot of companies think they are 

doing it, but they aren’t.” 

Arroweye has taken measured steps toward 

smartification. “As any business grows, it’s 

really easy to bolt stuff on; put stuff in,” Krauss 

said. “But when we take a step back, we ask 

is this the most efficient workflow, to move 

product through our pipeline, through our flow. 

We’ve spent a lot of time over the last few 

months reassessing that and making changes. 

We’ve already seen major improvements.”

The changes the company made in throughput, 

capacity and efficiency during its peak season 

last fall resulted in producing twice as much 

product with half the labor expense. “You do 

twice as much work without overtime, without 

working weekends and that reduces the labor,” 

Krauss said. “Now we have more capacity 

because those extra nights/weekends are freed 

up for new work. Every minute of every hour 

that you can finetune your process helps you 

downstream. That’s how we started thinking 

about it—very gradually, incrementally.”

Plant smartification has become critical in the 

card manufacturing industry. “If you don’t do 

it, you risk becoming irrelevant,” Krauss said. 

“Clients are becoming ever more demanding; 

they want increasingly faster speed to market. 

And it will become even more important in 

the next six to 12 months as we work our way 

through the coronavirus recovery. Companies 

that can do things more quickly are the ones 

that will benefit.”

Invest in Tech-Savvy Employees

Card manufacturing plants have been hiring 

more tech-savvy employees in the past decade 

but the need for them is exponentially increasing 

with the growth of Industry 4.0. “The days of 

coming in, mashing a button and pushing out 

a widget…those days are done,” Krauss said. 

“Increasingly, production workers will have to 

become more tech-savvy. We screen for that 

during interviews with basic computer literacy 

and skill testing. We look for practical and rel-

evant experience. As we hire younger people…

millennials get the bad rap, but they are the 

most savvy in the group—they are ready made 

for technology.” 
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Consumers increasingly say they want brands that embrace 

purpose and sustainability.

And technology and social media have allowed consumers to 

easily promote or criticize companies for their green practices, 

or lack thereof.

Karen Brooker, vice president of sales at Plasticard-Locktech 

International (PLI), says businesses today are responding to the 

demands of consumers who are more educated and thoughtful 

in their approach toward going green.

David Tushie, International Card Manufacturers Association 

(ICMA)’s standards and technical representative and CEO 

of Magellan Consulting Inc., agrees: “The heightened sense 

of interest in sustainable/recycled content is due to a greater 

sensitivity and awareness in general to climate change issues, 

but some is also due to better economic growth and a desire to 

contribute to the sustainability of the planet.

“Cards are highly visible to the consumer,” Brooker said. “When 

a card issuer reduces its impact on the environment with a 

change to card construction, the value of the brand is elevated in 

the eyes of environmentally conscious consumers.”

Corporate and community initiatives to reduce or eliminate 

single-use plastics have fueled the shift for some brands away 

from PVC to durable engineered paper.

PLI is experiencing increased interest in non-PVC plastics and 

paper substrates. “Paper can be a fantastic alternative for gentle-

use cards and cards with a short lifecycle,” Brooker said. “But 

sustainable plastic resins are preferable for heavier-use cards, 

cards that will be exposed to the environment and cards that are 

intended to have an extended life.”

Sustainability Trends Shaping the Card Industry

New card designs may require card issuers to accept products 

that have different characteristics going to the user. For example, 

sustainable cards may be slightly lighter or have a different feel 

than the traditional product. More fl exible cards may be mistaken 

as “light and fl imsy”—dreaded adjectives for a card product in 

today’s market, which values a decided “thunk” factor.

“The greatest current trends seem to be increased use of metal 

cards (reduced PVC content) and plastic cards with recycled 

and/or reduced content,” added Tushie. “A lot of development 

work continues in alternative bio-based plastics like PLA and 

bioethylene PVC, but the widespread use of these materials is 

still somewhat in the future for card manufacturing.”

Overcoming Challenges of Going ‘Green’

While demand is increasing for greener card options, the indus-

try still has several challenges to overcome before they become 

mainstream. The cards must be durable, secure and live up to 

the technological requirements of modern cards, which are no 

longer simple plastic rectangles.

A variety of options have been produced in the past, including 

paper-based cards, wooden cards and bioplastics, but these have 

mostly been for small manufacturing runs. None have caught up 

to the volume that petroleum-based plastics have.

Brooker says generally alternative materials come with drawbacks. 

For decades, card manufacturers have been engineering card 

products to comply with ISO/IEC 7810 and related international 

standards. However, products made from alternative materials 

may not fully comply. Recycled content fi lms, especially recycled 

PVC, can present challenges to the fi lm producers.

Finding an appropriate pre-consumer waste stream can be diffi cult. 

“There is often limited supply of suitable recycled materials, 

which runs counter to the card issuer’s desire for a high per-

centage of recycled content in the fi nished card,” added Tushie. 

“Recycled content often needs extra processing for successful fi lm 

production, making the card more expensive than the standard 

product. Finally, contamination of the waste stream seems to 

always be an intermittent issue requiring the total purge of the 

supply stream and possible damage to manufacturing equipment.”

Brooker agrees and says one of the toughest challenges when 

dealing with alternative materials is getting a good bond be-

tween the layers that make up the fi nished card. “In traditional 

card construction, PVC layers form a chemical bond during 

lamination,” she added. “Non-PVC alternative materials may 

require the investment of signifi cant research and development 

on the part of the manufacturer in order to achieve the minimum 

required bond and even a fully developed product is unlikely 

to have the bond strength and dependability of PVC.” 

feature story

Kimberly Tjoumakaris – ICMA Public Relations Manager

DEMAND INCREASES
for ‘Greener’ Card Options
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CPI Card Group, Harland Clarke Celebrate 
Card@Once Instant Issuance Growth

CPI Card Group Inc. recently highlighted 

new growth milestones achieved by its 

Card@Once® instant issuance solution.  

Through its successful partnership with  

Harland Clarke, a provider of omni-chan-

nel, customer engagement solutions, CPI 

today serves more than 1,600 financial 

institutions with nearly 11,000 Card@

Once printers in market and 6 million 

cards printed annually.

Launched nine years ago, Card@Once was 

the first instant issuance solution to be 

backed by a Software-as-a-Service (SaaS) 

model. Recognizing the opportunity to 

innovatively help financial institutions 

better serve the needs of cardholders, 

Harland Clarke collaborated with CPI to 

bring Card@Once to its clients.

Through this collaboration between CPI 

and Harland Clarke, Card@Once has 

continued to experience growth and build 

momentum, with more than 2,000 new 

printers sold in 2019 alone. Card@Once 

also supports dual-interface card solu-

tions, helping banks and credit unions 

accommodate the growing popularity 

of contactless payment trends among 

consumers.

With its customer-friendly SaaS model, 

Card@Once eliminates the need for 

financial institutions to maintain any of 

their own software or servers to support 

instant issuance of new and replacement 

cards. CPI securely manages IT setup, 

support and maintenance for the cloud-

based solution, simply connecting 

financial institutions and their cardholders 

to the advantages of an easy, web-based 

and quick to implement instant card 

issuance technology.

For more information, visit  

cpicardgroup.com.

Entrust Datacard Creates Integrated 
Security Ecosystem 

Entrust Datacard recently announced 

the nShield® Issuance Hardware Security 

Module (HSM), designed exclusively to 

help create an integrated ecosystem for 

security, simplicity and serviceability for 

the company’s payment card systems and 

secure issuance environments.

Entrust Datacard will integrate nShield 

Issuance HSMs to enhance operational 

efficiency and security for its high-volume 

card issuance solutions and instant issu-

ance systems. Building on its acquisition 

of HSM market leader nCipher Security, 

the nShield Issuance HSM enables Entrust 

Datacard to deliver an end-to-end secure 

issuance and key management solution 

for its financial and government card 

issuance solutions.

The Entrust Datacard solution supports 

high transaction rates, making it ideal 

for high-volume issuance environments, 

where throughput and uptime is critical.  

High cryptographic capacity allows 

the FIPS 140-2 Level 3 certified nShield 

Issuance HSM to perform vital functions 

for financial and identification issuance, 

including EMV data preparation, key 

generation and data protection, while 

ensuring that it keeps pace with evolving 

EMV security standards and key and cer-

tificate requirements, such as contactless 

card profiles.

For more information, visit  

entrustdatacard.com.

Fingerprint Cards Aims to Scale Biometric 
Payment Cards

Fingerprint Cards is looking for smart-

card industry partners such as payment 

networks, top card manufacturers and  

issuers, leading secure element and 

top inlay providers to help scale bio-

metric payment cards for commercial 

volume deployment.

The coronavirus outbreak has generated 

an increase in contactless transactions, 

even in countries like Germany that 

normally prefer cash transactions. In 

Germany, the company claims, contact-

less card transactions have gone up from 

35% to 50% this year.

This leads to an increased payment gap  

which might lead to a rise in fraud attempts, 

creating a need for contactless biometric 

payments. Not only will consumers be 

looking for safe and secure transactions, 

but they will be more reserved when 

touching keypads is involved. Some 38% 

of consumers, according to Fingerprint 

Cards, were concerned about contactless 

card security.

Biometric technology developed by 

Fingerprint Cards has been deployed in 

more than 20 contactless international 

pilots such as the first commercial 

biometric bank card and the first global 

payment network commercially certified 

biometric payment card. The company 

also notes that it is comfortable with 

competition and will not exclude any 

potential partner from its ecosystem, as 

long as their visions align.

Recently, Fingerprint Cards partnered with  

Feitian to develop biometric payment cards  

and access devices such as physical 

access cards and FIDO-enabled devices 

for logical access.

For more information, visit  

fingerprints.com.

Fiserv Acquires Bypass Mobile

Fiserv has announced the purchase of 

independent software vendor (ISV) 

Bypass Mobile.

Bypass Mobile is an innovator in the point-

of sale (POS) systems arena, and the 

acquisition will help to power “the next 

generation of omni-commerce capabilities 

from Fiserv, enabling enterprise businesses 

to deliver a seamless customer experience 
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that spans physical and digital channels,” 

the release said.

Bypass Mobile will provide back-office 

management help as well as insight 

engines, which it has already provided 

for sports and entertainment arenas, food 

service providers and restaurant chains.

The two companies already had a strate-

gic relationship with each other, and this 

acquisition builds on that. More than 50 

stadiums are already using the combined 

technology, including Fiserv Forum in 

Milwaukee; Clover Park in Port St. Lucie, 

Florida; and Citi Field in New York.

For more information, visit fiserv.com.

2019: Record Year for Giesecke+Devrient 

Giesecke+Devrient (G+D) reports record 

results for the past fiscal year. The Munich-

based group specializing in security 

technology has seen significant increases 

in sales and earnings. A large part of the 

sales growth stems from the group’s 

rapidly growing business in digital 

products and services.

G+D increased its sales by 9% year-on-

year in the fiscal year 2019. The solutions  

and services business in particular, 

recorded strong growth of 33%. Overall, 

more than 50% of the increase in sales 

resulted from digital business models 

that G+D has been developing around 

the company’s core areas of payment 

processes, connectivity, identities and 

digital infrastructures.

The company continuously invests in its 

own research and development (R&D) 

activities. G+D is also expanding its digital 

capacities through company acquisitions,  

and in 2019, further consolidated its 

market position as a global partner in 

the digitization of the cash cycle with 

the acquisition of Dutch company 

Transtrack International.

For more information, visit gi-de.com.

Graph-Tech USA Launches New Industrial 
Printing Controller, Tracking System

Graph-Tech USA (GTUS) has announced 

the launch of its new inkjet controller and 

tracking system for variable-data industrial 

printing to a Windows 10–based platform.

The GTUS Controller and accompanying 

SuperTracker will replace Graph-Tech’s 

legacy Controller and tracker, which ran 

on a rack-mount system with Windows 

7 software. Microsoft will discontinue 

support for Windows 7 in October 2020.

The new system runs on a standard 

personal computer connected to the 

SuperTracker with a 1GB Ethernet cable. 

To operate the GTUS Controller, users 

need only switch connections from the 

former system to the new one. The cur-

rent configuration also offers the same 

functionality as the former and does not 

require training. In addition, because data 

formats can remain the same in the new 

platform, users can run saved or repetitive 

jobs without file conversion.

Capabilities include tracking a product  

over four belts as well as running many 

inkjets printers at once, including the GT-

JET 64, the GT-JET 72 and the eZ-Inkjet 

Series; the Domino A-Series, K-Series 

(K600), BitJet and Jetarray; and the Videojet 

Excel, BX and PrintPro. The new system 

also features drivers for bundlers or stack-

ers, camera drivers, a magnetic encoder, 

and radio-frequency identification (RFID), 

as well as step-and-repeat, reordering and 

powerful reporting capabilities.

The GTUS Controller and the SuperTracker 

further comply with the Payment Card In-

dustry Data Security Standard required for 

production of credit, debit and cash cards.

For more information, visit graphtech.us.

IDEMIA, Zwipe, IDEX Biometrics  
Achieve Key Milestone 

IDEMIA recently announced the arrival 

of the first engineering samples of the 

next generation of the biometric secure 

element This device will be the heart of 

the F.CODE next generation biometric 

card that IDEMIA will sell to financial 

institutions

ZWIPE, the holder of worldwide and ex-

clusive rights to distribute this technology, 

will benefit from early availability of this 

new platform for their customers. IDEMIA 

has selected IDEX Biometrics, a provider 

of advanced fingerprint identification and 

authentication solutions, as supplier of 

the biometric sensor for the new platform.

Following the exclusive partnership and 

distribution agreement signed between 

IDEMIA and ZWIPE, the two companies 

announce that first samples of the new chip 

have now arrived for further verification 

and qualification with the first power-on 

successfully executed. Therefore, the new  

platform will now progress to the next 

stages of developments and will be able to 

meet expected demand from card issuers 

with a first launch on the market as from 

second half 2020 followed by a mass pro-

duction of biometric cards during 2021.

IDEMIA and IDEX have signed an agree-

ment by which IDEX will supply the card’s 

sensors for this next generation of biomet-

ric payment cards. This agreement deepens 

a long-standing collaboration between 

IDEMIA and IDEX to develop biometric 

payment cards including an IP licensing 

agreement signed in October 2019.  

By teaming up with ZWIPE and IDEX to 

offer a disruptive biometric payment card 

platform that will radically reduce biomet-

ric payment card costs, IDEMIA is driving 

the growth of the biometric cards market 

and enables an accelerated path to mass 

volumes, which will ultimately benefit the 

issuers and users of cards.

For more information, visit idemia.com.
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Mastercard Enables Higher Contactless 
Payments Across Canada

Mastercard recently announced it is 

enabling the increase of contactless pay-

ment limits across Canada, as people look 

for safer ways to pay in the wake of the 

COVID-19 pandemic. The move follows 

similar announcements made by Mas-

tercard recently to champion contactless 

limit raises around the world, as health 

officials recommend social distancing 

and a growing number of merchants 

encourage consumers to pay with  

contactless to minimize interaction.

Mastercard has been championing 

the transition to contactless in Canada 

andglobally for more than 15 years and 

Canadians have embraced this fast, simple 

and secure way to pay. Canada has been 

recognized as one of the most cashless 

societies in the world and the majority  

of in-person Mastercard transactions 

in Canada are already tapped. With this 

change, this contactless adoption is 

expected to grow even further.

Mastercard is currently working with 

industry partners in Canada to make it 

easier to accept contactless payment up 

to $250 CAD. Once implemented by part-

ners, this means that cardholders will be 

able to purchase more of what they need 

with the security, speed and touch-free 

experience of contactless payments at 

more merchants across Canada.

Mastercard’s effort to raise contactless 

limits is one of many initiatives the com-

pany is leading to support its employees, 

customers and cardholders. Most recently, 

the company announced a partnership with  

The Bill and Melinda Gates Foundation 

and Wellcome Trust to accelerate the 

development and access to treatment 

for COVID-19. Together, the companies 

committed up to $125 million in funding 

to speed-up the identification, assessment, 

development and scaling of treatments. In 

addition, Mastercard employees around 

the world have engaged in its employee 

donations match program to help 

communities globally.

For more information, visit  

mastercard.com.



members on the move

John Schneiderhan Joins 
Klöckner Pentaplast 

Klöckner Pentaplast 

(KP) has hired John 

Schneiderhan as prod-

uct manager, cards and 

graphics Americas. Prior to joining KP, 

Schneiderhan was global key account 

manager, security card products and EP 

additives, for Sun Chemical in Parsippany, 

New Jersey. He currently serves as 

an International Card Manufacturers 

Association board member. He earned his 

bachelor’s degree from Allegheny College 

in Meadville, Pennsylvania.

For more information, visit kpfi lms.com.

Visa Transaction Volumes Take 
Coronavirus Hit

Visa said it has been adversely affected by 

the limitations placed on people to avoid 

spreading the coronavirus, and its trans-

action volumes have severely decreased, 

according to a report by Reuters.

The company said social distancing and 

shelter-in-place measures have had a 

huge effect on consumers’ ability to 

spend, and that it would probably see 

mid-single-digit percentage growth in 

revenue in the second quarter.

March also saw a steep drop in cross-

border spending related to the virus, as 

well as the transaction volume drop. 

Visa is not alone in its predicament as 

Mastercard, PayPal and American Express 

have seen similar consequences.

In March, Visa reported that payment vol-

ume was down 4% from 2019, and that it 

predicts operating expense growth will be 

in the high single digits and earnings per 

share growth will be low single digits.

Analysts were estimating a revenue of 

$5.83 billion and an amount of $1.36 for 

earnings per share ending on March 31. 

Visa had previously warned that Q2 

revenue growth was going to come in 

under forecast.

Visa has made other moves in response 

to the crisis as well. It delayed introducing 

a new merchant fee structure. The fee 

structure will now be implemented in July 

instead of April. It would raise credit card 

transaction fees for some merchants and 

lower them for others.

For more information, visit visa.com.
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ICMA MEMBERS PROVIDE SUPPORT,
SERVICES TO OTHERS DURING COVID-19

Impact Innovations and a SABIC business unit started 

production of face shields for health care workers and SICPA 

is using stocks of alcohol to make a hand sanitizer mix for 

their region in Switzerland.

Bristol ID has designed a face shield for medical use and 

started production the week of April 27 to help protect 

medical workers in New York hospitals. EXIM offers a variety 

of solutions for face shield applications and products and 

Ruhlamat GmbH will manufacture N95/FFP2 masks. 

Covestro provides in-kind donations of raw materials 

for the production of medical devices, safety goggles 

and hospital mattresses. The company is also making 

monetary donations.

Let us know what your company is doing by emailing 

info@icma.com with the details and we will share this with 

our ICMA community.

New Webcast:
Cards in the Time of Coronavirus

As a member benefi t, ICMA hosts live webcasts featuring 

industry leaders and experts delivering virtual presentations. 

Visit ICMA.com to view our webcast archives, which includes 

the recent webcast, “Cards in the Time of Coronavirus.”

The coronavirus pandemic has caused huge disruptions 

in all aspects of global life, including the transaction card 

industry. It is likely that, until an effective vaccine and/or 

herd immunity have been developed, these disruptions 

will continue. 

The new webcast addresses how the card industry can 

adapt to the “new normal” of social distancing while 

continuing to protect its employees, adjust its supply 

chains, adapt its product offerings and serve and support 

its customers.

A panel of card industry companies discuss alternative 

strategies in each of these areas, as well as offer insights 

into projections these changes may have on the industry.

All webcasts are posted in the training portal as well as in 

the Member’s Only section of the ICMA website and are 

ready for viewing at your convenience.

To watch ICMA’s latest webcast, visit the Members Only 

and Training portal sections of ICMA.com.

..............................................................................................................................................

We have learned some of our member companies are conducting various activities to help others 

during the coronavirus pandemic.

continued on page 26
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The past decade spearheaded a revolution in payment methods and 
form factors around the globe. Now, years in the making, the U.S. 
card market is finally ripe for contactless payments and widespread 
adoption may ramp up as a result of the coronavirus pandemic. 
Read “COVID-19 Boosts Demand for Contactless Cards” in the blog 
section of ICMA.com.

Automation improvements in card manufacturing technology 
and equipment have made factories more productive than ever. 
The smartification of manufacturing will continue to improve 
factory production and it is paying dividends in the era of 
COVID-19. Read, “Amid COVID-19, Automation Benefits Card 
Manufacturers” in the blog section of ICMA.com

Cards still play a powerful role in access control; however, 
some companies are turning toward smartphone near-field 
communication (NFC) technology to give individuals 
frictionless access to secure areas and resources.

Although most Android devices have had full NFC support for close 
to a decade, Apple was more cautious about employing the technology. 
Read ICMA members’ thoughts on the role of cards as Apple continues 
to open up NFC and we start seeing the movement of mobile creden-
tials to phones using NFC as a ubiquitous, known standard in the blog 
section of ICMA.com

To read all of ICMA’s latest blog, visit the blog section of ICMA.com

THREE NEW BLOGS ON ICMA.COM

 
2020 ICMA EXPO Plans Evolve
As the COVID-19 environment evolves, our 30th anniversary ICMA 

EXPO plans are evolving too. As of press time, the final direction for 

the 2020 ICMA EXPO was still under review. For the latest updates, 

please visit ICMAEXPO.com.
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Analyst: Outbreak Marks Touch-Based 
Reader Market Death

The market for low-end single fingerprint 

biometric sensors and readers outside of 

smartphones has just fallen off a cliff, 

according to Acuity Market Intelligence 

Principle Analyst and Chief Strategist 

Maxine Most.

In a blog post, Most says that this market,  

which has been rapidly expanding to 

more than 2 million readers annually, 

mostly in India and China, will be es-

sentially killed off. Public fingerprinting at 

Departments of Motor Vehicles (DMVs), 

ATMs, office buildings, airports and police 

stations, which was largely halted in re-

sponse to the coronavirus pandemic even 

before shelter in place orders were given, 

will be rapidly phased out, Most suggests.

Strict disinfecting protocols including the 

adoption of antimicrobial materials will 

likely be introduced, particularly for the 

four-print readers often used in national 

ID, border control, law enforcement and 

other sophisticated identity applications. 

Over the next two to three years, however, 

those biometric scanners will be replaced 

by touchless systems that may or may not 

include fingerprints, according to the post.

Noting that Acuity has been predicting 

the widespread implementation of AFIS-

quality, FBI-compliant fingerprint systems 

in smartphones since the iPhone 5S was 

introduced in 2013, Most writes that 

smartphone fingerprint sensors will be 

more sophisticated in the future.

With decreasing comfort using public 

scanners and improving quality in the 

biometrics embedded in personal devices, 

use cases will shift to touchless systems or 

digital identity credentials and biometric 

authentication based on personal devices.

Facial recognition adoption will accelerate 

rapidly, Most predicts, and iris recognition 

will break free of recent struggles with 

a large increase in adoption, starting in 

healthcare environments which limit the 

use of other modalities.

Consumers Look to Gift Cards Amidst 
the Crisis

Blackhawk Network announced new 

consumer research and card sales data 

that reveals how consumers are using gift 

cards amidst the COVID-19 crisis and how 

they plan to over the coming months.

“Gift cards and egifts are being leveraged 

by consumers for charity and kindess, and 

consumers report they are more appealing 

as gifts for the upcoming season including 

Mother’s Day, Father’s Day, graduations 

and weddings,” said Talbott Roche, CEO 

and president of Blackhawk Network, a 

global branded payments provider. “As the 

world grapples with the COVID-19 crisis, 

consumers are adapting the ways they 

shop and give. We are examining these 

consumer trends and comparing them to 

our own card sales to provide ongoing 

insights into how the crisis will impact 

payments and retail.”

Based on Blackhawk Network’s sales data, 

egift sales are up 44% year-over-year and 

ecommerce sales are up 43% year-over-

year. Also, gift card ecommerce sales are 

up 54% year-over-year on Blackhawk’s 

partners’ channels.

Blackhawk conducted an independent 

study of more than 1,000 consumers to 

uncover current buying behaviors for gift 

cards and egifts. Findings include:

•  Respondents are interested in using gift 

cards and egifts for charity or kindness 

during this crisis, such as contributing to 

a gift card for a person or family in need 

(31%), sending gift cards to health-

care workers (31%) or purchasing a gift 

card from a business they care about 

that is closed or struggling during the 

crisis (26%).

•  Since the COVID-19 crisis began, 38% of 

respondents have already used gift cards 

or egifts for some kind of charitable 

action, like those mentioned above.

•  70% of respondents reported that they 

will be looking for creative ways to give 

gifts for upcoming holidays (Mother’s 

Day, Father’s Day, graduations and wed-

dings) this year given that many physical 

stores may be closed. And 71% of re-

spondents said they are more interested 

in giving egifts instead of other gifts 

right now than they would have been in 

the past.

•  Respondents said that gift cards make 

good gift options during the crisis for 

several reasons, including: egifts can 

be completely bought, given and spent 

online (63%) and gift cards can be pur-

chased easily in a supermarket when 

picking up groceries (45%).

Blackhawk works with more than 1,000 

brands and card partners, is in more than 

200,000 retail locations in 28 countries 

and connects with more than 300,000,000 

shoppers worldwide each week.

ACT Canada Shuts Down 

After 31 years of connecting people to 

enable commerce in Canada, ACT Canada 

is shutting down. With declining revenue 

over the past five years, it is no longer 

financially viable. 

At a special meeting of the members on 

Feb. 28, it was voted to dissolve the as-

sociation effective immediately. Members 

have been contacted directly with offers 

from some of our industry partners to help 

aid the payments community.

ACT has seen the payments industry 

through numerous changes, and it’s proud 

to have brought stakeholders together to 

navigate these transformations. 

Huawei Introduces Card like Apple Card

Remember last year when Apple launched 

its own credit card in the United States? 

Now Huawei is following suit with the 

Huawei Card in China.

Just like Apple Card, Huawei Card is both 

a physical and digital credit card. Users  

can apply in minutes via Huawei’s mobile  

industry news

continued on page 28
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wallet and receive cash rebates for pur-

chases made with the card. Backed by 

Chinese finance giant UnionPay, the card 

supports paying by NFC and QR codes, 

China’s favorite payment method. To ease 

privacy concerns, Huawei says biometric 

data linked to the card will not be stored 

in its cloud servers.

Unlike the no-fee Apple Card though, 

Huawei says it will only waive the card’s 

annual fee for one year. That goes up to 

four years if the user opts to link the card 

with Huawei Pay, the company’s electronic 

payment service.

Can Amazon Biometric ID Boost  
Tech’s Appeal?

Amazon is reportedly developing a  

terminal that will enable consumers to 

make payments by scanning their hand, 

which will be linked to a payment method 

that’s registered in advance.

Like pretty much anything that Amazon 

does, the payoff could be high if success  

is achieved. In this case, that would 

potentially mean even more mainstream 

consumer acceptance of biometric ID 

technology and efforts—and at a time 

with general backlash against facial 

recognition and other forms of digital ID  

is building in some quarters.

Details on how exactly the Amazon bio-

metric ID and payments program would 

work remain pretty scarce, and Amazon’s 

not talking. That said, according to the 

report, “Amazon is looking to bring the 

terminal to third-party merchants, like 

coffee shops and fast-food chains, as it 

may be set to expand upon its previously 

reported interest in bringing a similar 

technology to Whole Foods.”

Buy-in from the major payment card 

networks would be key to making sure 

the biometric payment effort deploys and 

is successful.

A recent U.S. patent application reportedly 

filed by Amazon also sheds more light on 

the company’s biometric and digital ID 

plans. According to one recent account, 

Amazon “filed for a patent for a non-con-

tact Biometric ID System that could apply 

to future libraries, hospitals, offices and 

stores and more than likely their Amazon 

Go stores.”

New Patent for Enhanced Facial  
Recognition System

A new patent has been granted in Russia.  

The patent holder is PJSC Sberbank, a state-

owned Russian banking and financial ser-

vices company headquartered in Moscow. 

The company was known as “Sberbank of 

Russia” until 2015. Sberbank has opera-

tions in several European and post-Soviet 

countries. The patent is very relevant for 

the present conditions, since nations like 

Russia and China are tracking their citizens 

digitally during the quarantine to know 

where they are at all times and if they are 

violating the mandatory quarantine.

Nations like Russia and China are tracking 

their citizens digitally during the corona-

virus quarantine to know where they are 

at all times and if they are violating the 

mandatory quarantine.

Now, besides GPS tracking, the new 

advancement is facial recognition. The 

accuracy and promptness of system 

detection of an individual depends on the 

strength of the database. One of the biggest 

challenges is large crowds, especially 

inside any type of building, where the 

conditions make it harder to identify a 

party using facial recognition. Additionally, 

if individuals changed their appearance or 

purposely try to disguise themselves, the 

task becomes challenging and could have 

a certain failure rate.

The new patented system developed by a 

Sberbank project team is able to identify 

people using augmented reality and ap-

plication of 3D modeling. The system also 

allows additives, such as AR glasses with 

a built-in camera. 

Researchers Fool Devices’  
Biometric Scanners 

Researchers at Cisco Talos said they 

were able to fool biometrics-based user 

authentication technology on eight mobile 

devices by using 3D-printed molds to 

create replicates of users’ fingerprints.

The process Talos researchers developed 

to fabricate a user’s biometric signature 

required a painstaking effort, and in real 

life would require either direct or indirect 

access to a potential victim’s fingerprints. 

For those reasons, this technique is not 

something that would likely be used by 

cybercriminals on a large scale to unlock 

people’s devices. However, Talos argues 

that a persistent or tenacious adversary 

could potentially use this technique to 

compromise a device belonging to a 

highly targeted individual.

Talos says its fake fingerprints successfully 

bypassed biometrics sensors roughly 80% 

of the time in tests. For its experiment, 

Talos used three different methods of 

stealing users’ fingerprints: via direct 

collection, as if lifting them from an 

incapacitated person; via a fingerprint 

sensor, like those used by border security 

or private security companies; or via a 

photograph of an object touched by the 

subject, such as a glass or bottle.

After collecting the fingerprint images, the 

researchers used a 3-D printer to create 

a mold, from which they created fake 

fingerprints out of textile glue. They also 

tried creating the fake fingers with the 

3-D printer itself, but the end result was 

too “fragile, non-conductive and were too 

rigid” to work properly. Different resins 

may have resolved this problem, however, 

the report notes.

The collection methods had their limita-

tions that required some trial and error, 

but ultimately the researchers achieved 

various levels of success fooling the sen-

sors on a 5th generation iPad, an iPhone 

8, a Samsung S10, a Samsung Note9, a 

Huawei P30 Lite, an Honor 7X (also from 

industry news
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marketplace

Huawei), a MacBook Pro 2018 and the 

AICase Padlock smart lock.

Talos was unable to trick the fi ngerprint 

comparison algorithms on Windows 

devices, the Samsung A70 (although the 

authentication rate even on real fi nger-

prints with this phone is “extremely low,” 

Talos reports), the HP Pavilion X360, and 

two USB-encrypted pen drives—the 

Verbatim Fingerprint Secure and the Lexar 

JumpDrive F35.

British Startups Introduce Digital Passports 

VST Enterprises (VSTE) has developed 

a biometrics-backed digital health care 

passport with VCode to assist with the 

fight against COVID-19, the company 

announced.

Dubbed V-COVID, the passport wants to get 

critical NHS and Health Care trust workers 

and blue light emergency services back 

to work faster. The company is already 

discussing the passport with medical 

equipment and service providers, and 

soon hopes to reach an agreement with 

the NHS, the World Health Organization 

(WHO) and other health organizations 

around the world.

VST Enterprises is in talks to partner with 

medical equipment supplier Prometheus 

Medical on a joint venture to include 

VCode and VPlaform technology in 

its portfolio.

VCode and VPlatform operate as a digital 

passport in a scannable app can be 

included in existing healthcare apps, but 

future plans include adding it to COVID-19 

testing kits to be used for ongoing moni-

toring and reporting. Health care workers 

can have the app on their smartphone 

to show the latest test result. It can 

be scanned from 2 meters away, the 

company says.

The digital passport is equipped with 

military grade encryption and has more 

than 2.2 Quintillion variations of codes to 

secure a number of scans performed and 

user login, time, facial recognition, touch 

ID, geo-fences and handset brand.

VCode enables secure identifi cation and 

ID, geo location and geo fencing, asset 

tracking, authentication and permission-

based authorizations.

While onboarding at a new health care 

organization could normally take two 

months, the passport reduces the time to 

two minutes by enabling instant valida-

tion of staff identity details, PPE training 

and Fit Test assessments.

Paytronix Urges Restaurants to Use 
Gift Cards 

Customer loyalty and FinTech Paytronix 

wrote a blog post about the benefi ts of gift 

cards for restaurants, which can help ease 

the burden many are facing during the 

ongoing coronavirus crisis.

Gift cards are essentially interest-free 

loans from a consumer, the company 

said, and they’re a good way to get 

a consumer to come back when a 

restaurant reopens.

Paytronix offers restaurants virtual cards 

that can be bought and delivered right 

from an eatery’s website. While the lack 

of person-to-person contact might seem 

unconventional, especially in the service 

industry, it aligns with current social dis-

tancing guidelines.

Outback Steakhouse, for example, re-

cently offered a $20 “e-Bonus card” when 

someone purchased $50 in gift cards. And 

Cameron Mitchell Restaurants said they 

would donate 100 percent of gift card 

proceeds toward paying employees who 

are currently out of work.

REAL ID Deadline Extended 

Americans scrambling to sign up for a 

REAL ID before the federal government’s 

fall deadline now have an extra year on 

their hands. 

The Department of Homeland Security 

(DHS) announced that the deadline for 

people to obtain a REAL ID is now Oct. 

1, 2021. The deadline was moved from 

Oct. 1, 2020 because of the COVID-19 

outbreak.

Once the new deadline passes, REAL 

IDs will be required for air travel and 

accessing secure federal sites, except for 

individuals using certain forms of federal 

identifi cation such as passports.
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industry calendar

August
Seamless Southern Africa 2020 
13-14 August 2020

Sandton, South Africa

Money 20/20 Asia 
25-27 August, 2020

Singapore

September
Seamless Middle East 2020 
8-9 September 2020

Dubai

Money 20/20 Europe 
22-24 September, 2020

Amsterdam

Seamless Asia 
September 30-October 1, 2020

Manila, Philippines

October
Money 20/20 USA 
October 25-28, 2020

Las Vegas

December
Trustech 2020 
1-3 December, 2020

Palais des Festivals, 

Cannes, France

2020

2020 ICMA EXPO Plans Evolve
As the COVID-19 environment evolves, our 30th anniversary ICMA 

EXPO plans are evolving too. As of press time, the fi nal direction for 

the 2020 ICMA EXPO was still under review. For the latest updates, 

please visit ICMAEXPO.com.
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ICMA: The Premier Card Manufacturing 
& Personalization Organization

Access three decades of card industry data. Network with industry thought leaders and peers. 

Make an impact around the globe.
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