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FOREWORD 

OVERVIEW 

This report, sponsored by Accertify, discusses how lagging 
dispute resolution processes or chargebacks can be 
improved with clearer strategy that enhances service and 
brand recognition.  
 
This research report was independently produced by Javelin 
Strategy & Research. Javelin Strategy & Research maintains 
independence in data collection, findings, and analysis.  

Readers of this report will also be given an opportunity to 
learn why integration of processes and automation of tasks 
can lead to cost savings and improved client experience. 
Javelin surveyed 500 merchants that sell predominantly 
online and via certain in-store locations. A previous report 
sponsored by Accertify Managing the Challenges of 
Chargebacks was published in 2015 and explored the 
intricacies of managing chargebacks. Comparisons of 
relevant key findings from the 2015 report, when possible, 
will be made to illustrate changes in methodology and 
procedures relevant to the chargeback dispute process as 
it exists in 2021.  
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Chargeback volumes are increasing at a 
faster pace than win rates. Online retailers 
(51%) indicated increased volumes of 
chargeback disputes while less than half 
(49%) indicated an increase in win rates 
during the specific period of 2019-2020. 
Increases in chargeback rates were felt to be 
in direct correlation to spikes in friendly fraud.  
 
Wholesale misunderstandings of 
chargeback rules prevents revenue 
recovery efforts. 46% of merchants shied 
away from chargeback disputes simply 
because the existing staff (and processes) 
were not able to interpret complicated 
and ever-changing chargeback 
guidelines.  
 
43% of merchants assume they have no 
chance in winning a dispute.  Another 34% 
exhibited a lack of confidence in winning a 
chargeback dispute based solely on which 
merchant acquirer was involved. Strained 
budgets and thin staffing models account 
for this insufficient strategy.  
 
Tracking of friendly fraud resulting in refund 
abuse is becoming very important to 
merchants. A sharp increase of 28 
percentage points from 2015 to 2020 reflects 
the importance merchants are placing on 
friendly fraud tracking and refund abuse 
detection. Despite the 82% of merchants 
tracking fraud in 2020  there is significant 
room for improvement as 18% of merchants 
are still not tracking friendly fraud.  

60% of merchant respondents in 2021 use 
multiple forms of authentication out of 
necessity. Address verification, CVV2 and 
more sophisticated practices that 
incorporate in-app online shopping facial 
recognition, machine learning and 
biometrics to help facilitate a more secure 
transaction environment are all examples 
of recent merchant procedures. 
 
3D Secure (3DS) is gaining favor with 
merchants. Merchant adoption of 3DS 
increased 69% from 2015-2021.  As 
merchants gain more understanding of 3DS 
protocol the adoption rates will continue to 
rise. 
 
60% of merchants cite higher chargeback 
rates within their e-Commerce channel. A 
combination of refund abuse and a lack of 
strong data analytics complicates 
chargebacks for merchants who may 
already be struggling with antiquated 
dispute resolution products and staffing 
woes adding up to higher loss rates.  
 
The adoption of minimum chargeback 
dispute amounts increased 106% from 2015
-2021. Merchants, regardless of size or 
sophistication, are realizing the importance 
of adopting minimum thresholds for 
disputing chargebacks. The increase 
reflects the fact that merchants are 
applying better logic to their decision-
making process.  
 

EXECUTIVE SUMMARY 
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Merchants may have lingering confusion 
between their existing in-house 
chargeback return on investment (ROI). 
58% of merchants not using a third-party 
chargeback management system in 2021 
think that it is cheaper to manage 
chargebacks in-house (see Figure 9) 
while another 48% of merchants are 

satisfied with their existing in-house 
chargeback management system. A 
wholesale lack of ROI calculation and 
failure to execute more complex requests 
for proposals (RFPs) from vendors is resulting 
in lower client experience rankings and lost 
revenue.  
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Improve the digital experience for 
consumers: Transparent and easy to 
understand transaction details are 
imperative to help alleviate confusion over 
legitimate transactions made by the 
consumer. Every purchase should appear 
online with as much information as possible 
(like full merchant name and contact 
number) so that consumers can accurately 
identify their own activity before a 
chargeback dispute is filed in error.  
 
Empower the entire client service 
organization to fully serve the customer. 
Consumers often rely on the guidance of 
call center agents on weekends and after 
hours and they may periodically visit a 
physical location in order to resolve a 
problem. To avoid aggravating the 
consumer and adding confusion to a 
simple review of their transactional history 
client service agents must be provided with 
enriched transactional detail in order to 
overcome a wrongfully-filed dispute claim.  
 
Consider integration of third-party 
chargeback management systems: An 
array of third-party chargeback 
management systems is available to 
merchants and range from software 
platforms designed to be used by 
merchant staff to full-service outsourced 
solutions where a third party oversees the 
entire chargeback resolution process. 
These services are well-positioned to 

address key needs by merchants, such as 
streamlining documentation gathering, 
prioritizing high-value chargebacks, and 
interfacing with a range of networks and 
acquirers. 
 
Integrate dispute management processes 
to help eliminate the need to constantly 
retune the chargeback process. Adopting 
technology and processes that help to 
integrate key functionality with processors. 
Business partners should be strategically 
connected to enable faster ingestion of 
daily workloads and any changes affected 
by changes in regulations or procedures.  
 
Explore automation from dispute filing to 
final resolution. Workflow should be 
designed to create automated or semi-
automated responses to processors to 
properly scale small-dollar disputes 
eliminating lengthy procedures that extend 
resolutions that directly affect client 
experience.  
 
Track compliance changes closely. 
Develop expertise to completely 
understand payment brand and processor 
requirements for receiving, managing and 
replying to chargebacks. 
 
Increase data collection efforts to increase 
opportunities to win more disputes. 
Corroborating evidence ranging from 
device IDs to order delivery confirmations 
are essential ingredients for dispute 

RECOMMENDATIONS 
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readiness. Creating a real-time process for 
regs and compliance tracking can help to 
minimize the need for continuous 
employee education.  
 
Develop strong reporting metrics. 
Chargeback statistics should be collected 
to encapsulate a series of predetermined 
key performance indicators (KPIs) that track 
common chargeback reason codes, case 
opening and resolution benchmarks and 
win/loss statistics.  
 
Scale to meet growing demands for 
superior client experience. Explore modular 
service offerings that include integrated 
platforms that tie customer notifications 
directly into the process flow for a smoother 
end-to-end client experience. The ultimate 
goal should be an increase in case 
resolution times with significant gains in 
meeting ever-changing regulatory and 
network requirements.  
 
Identify bottlenecks to help improve in-
house workflow efficiency. Utilizing an 
analysis tool that tracks cases, analyst 

efficiencies and win/loss rates are essential 
benchmarks that lead to process 
improvement. Chargeback reason codes, 
card brand, banking core, network 
affiliation a strong set of workforce 
averages will help to improve client 
experience while identifying cost savings.  
 
Monitor brand, network and processor 
updates closely. Representment accuracy 
hinges on a complete understanding of 
current operating rules and updates. 
Merchants and card issuers should allocate 
staffing and technology to specifically 
monitor, document and modify processes 
to align with the latest requirements.  
 
Build a support library that contains all of 
the necessary documents required to 
complete the chargeback process. To 
achieve maximum automation email, 
faxes, evidentiary documents and custom 
templates should be centrally located to 
aid staff in processing. Additional 
functionality should be considered for 
appending all records to a centralized 
case management system.  
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During the last five years there have been 
significant milestones within the payments 
industry. Consumers have turbo-charged 
their purchasing habits by dividing their 
purchase activities into a combination of 
brick and mortar merchants with growing 
reliance on digital merchants.  As more 
and more consumers adopt digital habits 
the challenge remains clear that rising 
transactional volumes will also mean 
increases in disputed transactions.  
 
Javelin has discovered that merchant 
respondents (51%) indicated increased 
volumes of chargeback disputes while less 
than half of merchants surveyed (49%) 
indicated an increase in win rates during 
the specific period of 2019-2020. The 
increase in transactional disputes alone 
represent a certain degree of volatility that, 
depending on outcome, directly impacts 
the client experience. As criminals misuse 
consumer information to make fraudulent 
purchases, it is incredibly important to 
recognize that client experience from the 
victim’s point-of-view has to be seamless 
and expedient.  
 
There really isn’t time to triage individual 
processes for customers as mounting levels 
of chargeback disputes necessitate a high 
degree of integration and automation to 
remain within the bounds of regulatory 
guidelines and cost efficiencies. Client 
experience is also a huge factor. Client 

experience (Cx) pertains to how consumers 
are affected positively (or negatively) 
during their experience with a purchase. 
The consumer reality is pretty 
straightforward. To the unpracticed eye of 
the consumer there really is no grey matter 
or detail that should stand between 
purchase and subsequent need to seek a 
smooth return and refund. The consumer is 
not aware and doesn’t care if there are 
multiple steps to the dispute resolution 
process.  
 
Anything lacking within the chargeback 
process that diminishes consumer trust in 
banks and merchants could have long-
term business implications ranging from 
attrition to brand reputation. The consumer 
can incorrectly assign blame on a single 
bank or merchant for something that may 
have been out of the scope of their 
responsibility. This problem has existed for a 
very long time but in the last decade, as 
online reviews and client experience 
surveys become more important, these 
factors pack a punch.  
 
There is a tremendous necessity today to 
not only make the purchase experience 
superior but the follow-up to the purchase 
has to be a smooth winning combination 
that encompasses the refund process in an 
elevated and convenient fashion. It is 
incredibly important to measure client 
experience against the incumbent 

THE MERCHANT CHARGEBACK  
PROCESS IS STILL COMPLICATED 
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Merchants Rank Multiple Influencers for Pursuing a Chargeback Dispute 
Figure 1. Myriad of Decisions Affect the Chargeback Process  
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chargeback dispute process to help 
identify where strengths can be gained 
without hindering overall efficiency. This is 
precisely why merchants are now 
incorporating technology to help curtail 
digital transaction disputes by showing 
enhanced purchase details as a means of 
refreshing the original purchase details for 
consumers who have trouble recalling 
purchase history.  
 
The challenges of growing online sales 
while managing the growing volumes of 
merchant chargebacks has multiple 
complications.  The process of dispute 
resolution appears to be deceptively 
unchanged today (see Appendix Figure 
11) but inside the process there are more 
regulations and dispute conditions that 
have to be taken into consideration. 
Another major component is balancing 
business and financial considerations to 
make the chargeback dispute process 
more economical. 

Merchants indicated (see Figure 2) that 
fighting disputes related to merchandise or 
services not received in a complicating 
factor. A wholesale lack of data points may 
be to blame for these challenges when 
merchants are not capable of quickly 
gathering the data necessary to support 
and dispute common chargebacks. Many 
merchants are struggling with small in-
house dispute teams that have to rely on a 
decision template that doesn’t account for 
nuances that an enriched data view would 
provide to aid in the dispute resolution 
process. Merchants clearly identify 
common chargeback reasons (see Figure 
1) that help them decide how to proceed 
with a dispute. There could be missed 
opportunities that go unnoticed costing the 
merchant a great deal of revenue by fitting 
transactions into neat little columns of 
finality when a more thorough investigation 
of facts, when combined with rich data, 
would deliver better results.  
 

The Most Common Chargeback Conditions that Merchants Do Not Fight, 2021  
Figure 2. Merchants List the Top Non-Fraud Dispute Conditions They Do Not Fight 

Source: Javelin Strategy & Research, 2021 
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There are several obvious examples of 
transactions that should be fully refunded 
back to the consumer (see Figure 2) like 
duplicated transactions and orders that 
were properly cancelled. The problem with 
chargeback reason codes like 
merchandise or services not received and 
Not as described is the myriad of 
evidentiary documentation that may have 
been hastily collected or omitted during 
the initial filing of the chargeback dispute. 
The concept of simply categorizing 
transactions into a “no fault” status 
prevents the merchant from recovering 
revenue from scenarios where there was a 
strong lack of documentation to support 
the original chargeback dispute. 
Companies that offer up goods and 
services via online and brick and mortar 
locations appear to struggle more (39%) 
than online-only companies (33%) involving 
disputes about merchandise or services not 
received.  During the Covid-19 pandemic 

merchants also had to pivot overnight to 
curbside and in-store pickups which 
increased the complexity of verifying the 
customer while maintaining adequate 
social distancing for store employees. 
A lack of rich data, and ultimately, a less-
than-sophisticated eCommerce 
provisioning and tracking system may 
account for some of the issues generated 
by merchandise that wasn’t received.  
 
Online-only merchants indicate that they 
experienced 29% of their total online sales 
to disputes about duplicated transactions. 
The reason there is a higher percentage of 
online duplicates speaks to the instability of 
branded store apps, Wi-Fi connections and 
consumer browser choice. It makes perfect 
sense that duplications (and processing 
errors) are often the result of 
underperforming technology and 
occasional consumer misuse or errors.  
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The myriad of reasons uncovered during 
the execution of this recent report reflect a 
combination of factors that, when 
aggregated, represent common woes 
shared across all strata of businesses today. 
Refraining from disputing claims affected 
26% of online merchants due to a lack of 
resources that range from staffing 
shortages to insufficient technological 
processes designed to meet the rising 
instances of chargeback volumes. Blanket 
excuses for staffing shortages may be 
costing businesses more than the actual 

costs associated with a full staffing model 
or reliance on the expertise of a third-party 
chargeback management vendor for high 
volume banks and merchants.  
Wholesale misunderstandings of 
chargeback rules accounted for 46% of 
merchants shying away from reclaiming 
revenue simply because the existing staff 
and processes were not able to interpret 
complicated and ever-changing 
chargeback guidelines. The defeatist 
position was taken in two instances as 43% 
of merchants discounted their chances for 

WHY ROOKIE MISTAKES RESULT IN  
UNCLAIMED REVENUE 

Merchant Reasons for Not Disputing a Claim  
Figure 3. Cumbersome Rules, Win Rates and Cost Factors 

Source: Javelin Strategy & Research, 2021 
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winning a dispute while another 34% 
exhibited a lack of confidence in winning a 
chargeback dispute based solely on the 
merchant acquirer. The oddity of 
discounting success rate based on 
cumbersome rules, outdated knowledge 
and a lack of adequate staffing speaks 
strongly to the need for a highly skilled and 
fully automated process. The sheer volume 
of disputes that should be handled as part 
of the revenue recovery process should not 

be held back by a lack of training and 
shortages. The one bright spot is that 
despite various shortcomings 41% of 
merchants agree that cost has to be 
strongly factored into the decision to 
pursue disputed claims. Lacking highly 
trained employees who specialize in 
chargebacks continues to leave wide-
open vulnerabilities where streamlined 
processes and expert analysis should exist.  
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Javelin analysis has uncovered a significant 
procedural change in the number of 
merchants tracking friendly fraud since the 
publication of Managing the Challenges of 
Chargebacks in 2015. Merchants are 
realizing the value of data analytics for 
detecting friendly fraud schemes 
perpetrated by their customers.  
 
A sharp increase of 28 percentage points 
from 2015 to 2020 reflects the importance 
merchants are placing on friendly fraud 

tracking and refund abuse detection. 
Despite the 82% of merchants tracking 
friendly fraud in 2020 18% of merchants are 
still unable to enhance their business model 
to accommodate fraud tracking 
capabilities perpetuating increased losses. 
This lack of oversight obfuscates the friendly 
fraud problem being committed by existing 
customers. The same oversight also serves 
as a beacon to criminals who familiarize 
themselves with lax merchant procedures 
in order to exploit them.  

FRIENDLY FRAUD TRACKING:  
TECHNOLOGY IS DRIVING CHANGE 

Comparison of Merchant Responses 2015 vs 2021 
Figure 4. Tracking Friendly Fraud Is Normalizing 

Source: Javelin Strategy & Research, 2021 
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There are multiple ways with which 
merchants (and card issuers) can 
authenticate transactions today. 60% of 
merchant respondents in 2021 use multiple 
forms of authentication out of necessity.  
Address verification, CVV2 and more 
sophisticated practices that incorporate in-
app online shopping facial recognition, 
machine learning and biometrics to help 
facilitate a more secure transaction 
environment are all examples of recent 
merchant procedures. The reliance on 
older forms of authentication, such as 
CVV2, has declined by 14 percentage 
points (see Figure 5) due to the prevalence 
of digital wallets that already verify the 
same information within every transaction. 
Merchants are still relying on billing address 

verification because it gives merchants the 
compelling evidence needed for proof of 
delivery while making the dispute process 
less complicated.  
 
As the digital economy continues to 
deepen, merchants are looking to liberate 
their transactions from fraud. Part of 
revenue enablement involves the 
continued adoption of 3D Secure (3DS) 
authentication that is designed to provide 
an additional layer of security for online 
credit card and debit card transactions. 
Merchant adoption of 3DS increased from 
69% from 2015-2021 and is expected to 
increase as merchants realize the value of 
incorporating 3DS protocol into their 
business practices.  

Merchants are Using Multiple Authentication Methods in 2021 
Figure 5. Billing Address Primarily Used by 78% of Merchants for Online Card Purchases 
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Order scams and parcel-tracking scams 
have flourished since early 2020. Online 
merchants, out of an abundance of 
caution, started to not even require the 
return of goods for fear of contaminating 
return fulfillment centers with unnecessary 
germs feared to be linked to the Corona 
virus pandemic. The move to sidestep 
physical merchandise returns ushered in a 
new era of convenience for consumers as it 
paved the way for professional for-hire 
refunders.  
 
The term refunder pertains to professional 
criminals who specialize in performing 
fraudulent refunds in exchange for an 
incremental fee. The refunders typically set 
up a virtual shop online via social media 
platforms, chat bulletin boards or similar 
websites advertising their domain expertise. 
Deep knowledge of retailer policies on 
returns and disputes allow them to coach a 
dishonest consumer into ordering actual 
merchandise so that they can later assist in 
a fraudulent return or transaction dispute. 
The result is typically an order that surpasses 
device and identity proofing verification 
tactics performed by financial institutions 
and retailers because the transactions are 
vetted and appear routine.  
 
Once the parcels are delivered the 
refunder steps in to exploit the merchant 
and the card issuers by filing false claims 
that generate full refunds back to the 
dishonest consumer. The final net profit is 
realized with the consumer possessing 

something of value in exchange for paying 
an incremental fee to the refunder. Losses 
from these schemes are always absorbed 
by the merchant or issuing bank hence the 
necessity for emerging services that assist 
companies with refund abuse 
management.  
 
It is no surprise (see Figure 6) that 60% of 
merchants cite higher chargeback rates 
within their e-Commerce channel. A 
combination of refund abuse and a lack of 
strong data analytics complicates 
chargebacks for merchants who may 
already be struggling with antiquated 
dispute resolution products and staffing 
woes.  

THE HAPPY MARRIAGE: DISHONEST  
CONSUMERS AND PROFESSIONAL REFUNDERS 

 Merchants indicate their highest 
chargeback dispute channel 

Figure 6. 60% of Merchants Say E-Commerce 
Channels Have Highest Chargeback Rates 

Source: Javelin Strategy & Research, 2021 
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There is essentially no way to reduce fraud 
exposure to zero without going out of 
business. The importance of applying a 
thoughtful strategy to chargebacks is slowly 
gaining momentum. Merchants, regardless 
of size or sophistication, are realizing the 
importance of adopting minimum 
thresholds for disputing chargebacks and 
the practice of doing so is just becoming 

standard. While it appears to be obvious 
that merchants are applying more logic to 
their chargeback process there is evidence 
that multiple opportunities exist for 
holistically improving the entire dispute 
resolution strategy. Most of these 
opportunities appear to be mired in 
confusion that stems from a lack of 
expertise. 

THE OPPORTUNITY FOR IMPROVEMENT 
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Yes No

54%
46%

2015

Yes No

Tracking friendly fraud is just becoming standard 
Figure 7. Merchants Tracking Friendly Fraud  

Source: Javelin Strategy & Research, 2021 
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Reconciling costs is a lingering problem for 
merchants. Revenue recovery rates are 
potentially impacted as 64% of merchants 
consider the success rate for certain 
disputes too low to be profitable. This is 
precisely why  there is value in utilizing a 
third-party to help capture missed 
opportunities when they exist.  
 
Merchants and card issuers should routinely 
reevaluate chargeback returns on 
investment using internal calculators so that 
a profit & loss benchmark can be 
ascertained. As automation and process 
integration continue to drive down costs 
there may be an opportunity to gain 

efficiencies. 58% of merchant respondents 
not using a third-party chargeback 
management system in 2021 think that it is 
cheaper to manage chargebacks in-house 
while another 48% of merchants are 
satisfied with their existing in-house 
chargeback management system.  
 
Price sensitivity is a natural concern for any 
responsible business enterprise. As 35% of 
merchants cite their hesitancy to replace 
existing chargeback processes with third-
party solutions it becomes clear that 
perception about cost, efficacy and effort 
are extremely out of focus.  
 

Merchants Are Trying to Reconcile Chargeback Disputes & Cost 
Figure 8. Merchants May Be Misunderstanding Which Chargeback Disputes to Pursue 
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This issue is easily corrected when 
stakeholders identify their organization’s 
true cost of ownership by basing decisions 
on financial statistics. It is important to 
understand the actual costs involved in 
managing an in-house chargeback 
program to be able to make logical 
decisions on incumbent strategy.  
 
As costs for outsourcing continues to fall 
there may be value in comparing the cost 
of in-house programs with expert third-party 

options through the execution of a request 
for proposal (RFP) that outlines the specific 
needs of the organization regarding 
automation, compliance and client 
experience. Organizations that take the 
time to develop a comprehensive list of 
current state and future state requirements 
will have the unique opportunity to design 
and develop chargeback strategy that 
combines solid financial data with 
increased focus on client experience.   

Price-Not Quality Affects the Decision-Making Process 
Figure 9. Reasons for Not Using a Third-Party Chargeback Management System 
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Source: Javelin Strategy & Research, 2021 



20 MERCHANT CHARGEBACKS:  
BUILDING BRAND VALUE BY OPTIMIZING EFFICIENCIES  

© 2021 Escalent and/or its affiliates. All rights reserved. 

As transaction volumes increase within 
digital channels merchants and card issuers 
have to take an opportunity to identify 
multiple opportunities to improve their 
processes. It may not be entirely possible to 
hire more employees and, equally so, there 
may simply not be ample time to innovate 
within the walls of the organization. The 
quandary in refraining from innovation due 
to lagging resources should compel 
organizations to identify areas of the 
dispute resolution process that can be 
streamlined. Partnering with a third-party 
solution provider, for example, can help 
with automation, tracking of rules, and 
evidence collection. 
 
Reputation and brand value are extremely 
important ingredients to the long-term 
success of any business today. Consumers 

are fluent in online reviews that frequently 
focus on negative experiences.  
 
As these personal accounts chip away at 
the reputational veneer of companies they 
also repel a certain degree of potential 
new clients who place high value on the 
reputation and customer experiences 
reported casually online by their 
anonymous peers. This level of power in 
word-of-mouth accounts can be positively 
displaced with an organized and united 
chargeback resolution management 
strategy that focuses on integration, faster 
automation, and data utilization. Building 
brand value by optimizing multiple areas of 
efficiencies is the only way to overcome 
the challenges of fraud, transactional 
growth and organizational scale.  

BUILDING BRAND VALUE BY  
OPTIMIZING EFFICIENCIES  

Figure 10. Moving Forward Through Innovation 
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Source: Javelin Strategy & Research, 2021 
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APPENDIX 
A Simplified Overview of the Chargeback Process 

Figure 11. The Chargeback Process Remains Deceptively Simple 

 Merchant Migration to Third-Party Management Is Increasing  
Figure 12. Third-Party Chargeback Vendors Are Standard Practice Today 
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Annual Revenue of Merchant Respondents 
Figure 13. Merchant Survey Respondents Revenue Ranges 

Merchants have Multiple Business Channels Serving Consumers and Businesses 
Figure 14. 100% of Merchant Respondents Accept Payments Online 
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Types of Goods Sold by Merchants Surveyed* 
Figure 15. Services Account for 70% of the Types of Goods Sold 
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METHODOLOGY 
500 online merchants were surveyed in March of 2021. All respondents were required to offer 
goods and services predominantly through an online presence. Some merchants participating 
in this study also conduct business through mail, phone, brick & mortar or branded mobile 
device app.  

© 2021 Escalent and/or its affiliates. All rights reserved. This report is licensed for use by Javelin Strategy & Research Advisory 
Services clients only. No portion of these materials may be copied, reproduced, distributed or transmitted, electronically or 
otherwise, to external parties or publicly without the permission of Escalent Inc. Licensors may display or print the content for their 
internal use only, and may not sell, publish, distribute, re-transmit or otherwise provide access to the content of this report without 
permission. 

ABOUT ACCERTIFY 
Accertify, Inc., a wholly owned subsidiary of American Express, is a leading provider of fraud 
prevention, digital identity, device intelligence, chargeback management, and payment 
gateway solutions to customers spanning diverse industries worldwide. Accertify’s suite of 
products and services help companies grow their business by driving down the total cost of 
fraud, simplifying business processes, and ultimately increasing revenue. For more information, 
please visit www.accertify.com 
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