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Fixing Small Business Payments

INTRODUCGCTION

Small to mid-sized businesses (SMBs)

in the United States have a $456-billion payment problem.

PYMNTS study of 693 U.S.
SMBs conducted between July
18 and Aug. 19 finds that SMBs

receive roughly 38 percent of

their sales from buyers with whom they
work on an irregular, ad hoc basis — once,
twice, maybe a few times a year. These
payments can range from commission
payments to payments for freelance or
contract work to invoice payments for

products sold to other businesses.

The SMBs studied were those generat-
ing between $100,000 and $5 million in

annual revenue in 20 key segments.

On average, we find that SMBs receive 72
of those payments from an average of 15
different buyers each year, totaling about

$1.2 trillion of outstanding receivables.

Here’s the problem. Thirty percent of those
receivables — $456 billion — are paid late,
past the net terms. Sixty percent of those

payments are late by one month or more.

SMBs rarely have the leverage or even the
long-standing relationship to persuade
these buyers to make payments accord-
ing to terms. The irregular nature of the
payments also makes it easier for buyers
to default to the easiest way to make a
payment — by check — adding friction to
both the buyer and the supplier.

What’s worse is that SMBs offer discounts
to buyers in an effort to accelerate pay-
ment, and these discounts can be as high

as 4.5 percent.

This study, produced with the support
of Ingo Money, reveals two important
insights for buyers who find themselves
wrestling with how to remove the friction
from making ad hoc payments to their

smaller suppliers.

The first is that there is an appetite for
SMBs to pay for speed — and therefore an
opportunity for buyers to monetize both
speed and the choice in how those pay-
ments will be received. The study reveals
that 54 percent of SMBs would be willing
to pay a fee to receive instant payments

from buyers.

The second is that instant payments drive
supplier loyalty and choice. Perhaps not
surprisingly, 75 percent of SMBs in this
study want to do business with buyers
that offer free instant payments. But, in
today’s fragile supply chain environment,
there is growing evidence that buyers want
to do right by their small suppliers — they
just may not have the right systems and
processes in place to offer choice, includ-

ing instant payments, to those suppliers.

Introduction

Vendors are tapping money-out networks
and disbursements rails, which stream-
line the delivery of ad hoc payments such
as claims payments, refunds and rebates,
legal settlements, gaming winnings and
the like, to enable ad hoc vendor pay-
ments. The incentive for buyers is not only
to accommodate SMBs’ need for working
capital, but also to monetize speed and

choice.

Fixing Small Business Payments: How
Instant Payments Help Buyers Solve The
Ad Hoc Payments Problem, a PYMNTS and
Ingo Money collaboration, explores SMBs’
interest in instant payments to receive ad
hoc payments from buyers, how demand
has changed during the 19 months since
March 2020 and how SMBs would use

instant payments in their businesses.

This is what we learned.
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Fifty-two percent of U.S. SMBs receive ad hoc vendor payments,

accounting for 38 percent ($1.2 trillion) of their sales.

The average SMB receives 72 one-off or non-recurring ad hoc payments
for services rendered or products delivered each year — roughly six per

month. These payments represent 38 percent of their total sales.

The most common type of ad hoc vendor payment SMBs receive are
invoices for freelance, contract and consulting services, followed closely
by invoice payments for products sold to other businesses. Twenty-two
percent and 20 percent of SMBs receive invoice payments for consult-
ing services and invoice payments for products sold to other businesses,
respectively. This represents 26 percent and 28 percent of their sales,
respectively.

Thirty percent of all SMB ad hoc vendor payments are received
late. Six out of 10 of those late payments are received one
month or more after they are due.

Commissions payments tend to arrive the latest of all. One-third of all
commissions payments and one-third of all business-to-business (B2B)
marketplace payments are received later than all other types of ad hoc
payments. Invoice payments for consulting services and products sold
to other businesses are the least likely to be received late, but still, 28
percent and 26 percent of them, respectively, are received after their due
dates.

Late ad hoc vendor payments have a very real impact. U.S. SMBs expect
roughly $360 billion in late ad hoc vendor payments tied up in accounts
receivable (AR) at any given time. This may be due to the fact that the SMBs
lack the leverage necessary to persuade buyers to pay on time because of

their size and the irregular nature of their relationships.

Introduction

SMBs spend a collective $28 billion offering discounts of up to 4.8 percent to
encourage buyers to pay on time. Thirty-nine percent of their ad hoc vendor
payments still arrive late.

SMBs often offer discounts to incentivize their business partners to make payments early.
SMBs that give their buyers 60 days to pay invoices offer discounts for payments made
during the first 43 days of that term, on average. SMBs that give their buyers 10 days to pay

invoices offer discounts for payments made within the first 4.1 days, on average.

Discounts often do not have their intended effect, however. Thirty-nine percent of all ad hoc
vendor payments for which SMBs offer discounts are received late, while 31 percent are paid

on time — not earlier.

Instant ad hoc vendor payments have been more frequent in 2021, but there
remains a massive untapped demand for them. Only nine percent of all ad hoc
payments SMBs receive are paid instantly, even though 75 percent of SMBs
want to do business with buyers that offer free instant payment capabilities.

With 9 percent of all ad hoc vendor payments being instant, instant payments still are less
common than those made to PayPal accounts, sent to bank accounts and made via credit
card. Lacking instant payment options is a missed opportunity, however. At 75 percent,
more SMBs would want to do business more with vendors that offer free instant payments

than with those that offer other payment options.

Fifty-five percent of SMBs would be willing to pay an added fee to receive
instant payments for ad hoc vendor payments.

SMBs are most interested in paying for instant payments for goods and services sold on
B2B marketplaces and for instant commissions payments, which also are the most likely
payments to be received late. Sixty-nine percent and 68 percent of SMBs would pay extra

to receive these types of payments instantly, respectively.
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Ad hoc
adds up

$1.2 TRILLION

U.S. SMBs received a collective
$1.2 trillion in ad hoc

vendor payments last year.

TABLE 1:

How many ad hoc vendor payments U.S. businesses
receive

Market valuations of ad hoc vendor payments U.S. SMBs
received and total value of vendor payments received,
by regularity of payment

Total number of firms generating
revenues between $100K and $5M

Total number of firms
receiving ad hoc payments

Average revenue

Market total (Trillion USD)

Regular basis

Irregular basis

Ad hoc adds up

d hoc payments are an inte-
gral part of U.S. SMBSs’ revenue
streams. Fifty-two percent of
roughly 4.4 million SMBs across
the U.S. report having received at least
one ad hoc vendor payment in 2020, and
the average SMB relies on such payments
for 38 percent of its annual revenue.

This means an SMB generating $1.2 mil-

lion — the market average — will receive
$506,489.90 in ad hoc vendor payments

per year, working out to a collective total

of $1.2 trillion per year.

The most common type of ad hoc payment
SMBs receive are invoices for products
and services sold to other businesses,
with 21 percent of all ad hoc vendor pay-
ments U.S. SMBs received in 2020 being
invoice payments for such B2B transac-

tions.

r unknown. 2017 SUSB Annual Data Tables by Establishment Industry.. The United States Census Bureau. 2021. h

( wal.html. Accessed November 2021.

06

om All Rights Reserved



https://www.census.gov/data/tables/2017/econ/susb/2017-susb-annual.html
https://www.census.gov/data/tables/2017/econ/susb/2017-susb-annual.html

07 | Fixing Small Business Payments

TABLE 2:

How many SMBs receive ad hoc vendor payments
Share that receive select types of payments

Regular Irregular Both TOTAL
» At least one ad hoc vendor payment 52.5%
* B2B invoice payments 25.3% 9.6% 11.3% 46.2%
* Freelance, contract or consulting services 17.5% 11.2% 10.7% 39.4%
* B2C marketplace payments 19.5% 9.1% 8.3% 36.9%

]
* B2B marketplace payments 177% 7.3% 6.8% 31.8% F Ifty - tw o p e rc e n t
e Commissions 12.2% 6.4% 6.4% 23.1% f I I S M B
N = 3,067; Entire sample (SMB rece S)

Source: PYMN Ing [ ] t I t
received at leas
How much SMBs rely on ad hoc vendor payments to Invoices for freelance contract and con-

e pro one ad hoc
Average share of SMB receivers’ revenues that come in sulting projects are the second-most

Fixing Small Business F
via select types of ad hoc payments

mnents

common type of ad hoc payments that

. 2”“9 payments U.S. SMBs receive. Twenty-two percent of paym e nt i n
the last year,

ff;gj SMBs received at least one ad hoc free-

lance, contract and consulting payment

Freelance, contract or consulting services

4% S last year. Also, 17 percent of all U.S. SMBs
oL report having received at least one pay-
B2C marketplace payments H H - = =
e ment for products or services sold via with ad hoc B2B invoice
oo business-to-consumer (B2C) digital mar- ts bei th t
S8 et . ketplaces in 2020. paymen S elng € mos
marketplace payments
i — common of all.
45.9%
Commissions
4.2% M M More than 50%
271% 25%-50%

68.6%
Less than 25%

N = Receivers of each ad hoc type
Source: PYMNT: Ing ey
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How late
is late?

FIGURE 2:

When ad hoc payments are received versus when

they are due

Share of payments received early, on time or late,
relative to when payment is due

One month early

Two weeks early

Two weeks late

One month late

Two months late

Three months late or later

4.9% Il

Share of SMBs that
receive ad hoc vendor
payments when they
are due and no earlier

How late is late? |

MBs’ heavy reliance on ad hoc
payments is a double-edged

sword. Ad hoc payments may

generate a considerable amount

of revenue, but that means they also can
have a detrimental impact on their finan-
cial health when they are received late
— and this is a common problem. Thirty
percent of all ad hoc vendor payments
that U.S. SMBs receive are added to their
ledgers after their contractual due dates.
This means that, at any given time, U.S.
SMBs collectively have $360 billion tied
up in AR.

Portion of SMBs that
receive ad hoc vendor
payments after their
contractual due dates
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17.9%
55.8%
26.3%

18.5%
53.1%
28.4%

23.6%
44.9%
31.5%

26.0%
41.0%
33.0%

28.3%
37.4%
34.2%

LATE ACROSS THE BOARD

Each and every type of ad hoc
vendor payment is likelier to come in
late than it is to come in early.

FIGURE 3:

When SMBs receive different types of ad hoc vendor
payments
Share received early, on time or late, by type of payment

B2B invoice payments

Freelance, contract or consulting services

B2C marketplace payments

B2B marketplace payments

Commissions

ad hoc payments
S | Ingo Money
siness Payments

M Early
On time

M Late

Twelve percent of that $1.18 trillion mar-
ket total of receivables is received two
weeks after the due date, and as much as
18 percent is received one month or more
after the due date. It is easy to see the
negative impact that this market-wide
problem might have on an individual

firm’s cash flow.

Certain types of ad hoc payments tend
to be received later than others. Com-
missions payments are the most likely
of all to be received late, with 34 per-
cent of all commissions payments U.S.
SMBs received in 2020 added to their
ledgers after their contractual due dates.
B2B marketplace payments are a close
second. Thirty-three percent of these

payments were received late last year.

B2B invoice payments are the least likely
to be received after their due dates, but

26 percent still arrive late.

Commissions
payments are

the most likely
of all ad hoc
payments to be
received late,

while B2B invoice payments
are the most likely to be
received right on time.




The discount dilemma | 14

s much as late ad hoc pay-

ments might tie up an SMB’s

The discount cash flow, the hard truth is
that there is not much they can

do to incentivize their buyers to pay on

|
d I Iem ma time. Many SMBs offer buyers discounts

NO GUARANTEE

Many SMBs use discounts to encourage
buyers to pay early, but there is scant but there is little evidence to suggest that

evidence to suggest that they work. these discounts have their desired effect.

for early payments as an added incentive,

Ad hoc vendor payments for which buy-
ers are offered discounts are received
either early or late, rather than on time.
Payments for which discounts are offered
are 63 percent more likely to be received
early than those for which discounts are
not offered, but they also are 61 percent

FIGURE 4: more likely to be received after their con-

How discounts impact the likelihood of ad hoc

payments being received on time tractual due dates.
Share received early, on time or late, by whether

a discount is offered

Average

Discounts offered
No discounts offered 3 9 0

ly

Ontime Share of ad hoc vendor payments
M Late

for which discounts are offered
that still arrive late
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The opposite is true for payments for
which buyers do not offer discounts:
They receive most of their payments
on time, rather than early or late. Fifty-
seven percent of these ad hoc pay-
ments are received on their contractual

due dates — no earlier or later.

Itis difficult to say for sure what impact This uncertainty about discounts’ effi-
— if any — these discounts for early cacy does not stop SMBs from offering
payments play in shaping these trends. them with the hope that it will be enough

to persuade their buyers to pay on time. The IO nger that
The average discount offered for early buyers have to

payment is 4.1 percent. Keeping in mind

that the average dollar value of an ad hoc

make ad hoc
payments,

payment is $10,026, this means SMBs are

offering discounts of $411 per payment, on

average.

FIGURE 5: Many SMBs offer even higher discounts
How the dollar value of discounts offered changes
with the length of payment terms for longer payment terms. The average -
Average discount offered based on the number of days . . . the greater the dISCOUI‘It
in which ad hoc payments must be received to obtain discount given on payments with 20-day
a discount . . = =
terms is 4.3 percent, for example, while SMB receivers offer in exchange
. ﬁdays the average discount given on those with fOI’ earl avment
30-day terms is as high as 4.8 percent. For y p y :
20 days
43% M the average $10,026 ad hoc payment, this
15 days could mean spending as much as $481
37% M of that payment on the chance it might
poo 2days entice the buyer to pay by the contrac-
y tual due date — even though there is little
ays
3.8% evidence to suggest that it will have any

effect.
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A mounting

need for speed

49.6%

FIGURE 6:

Which factors will encourage SMBs to keep doing
business with their buyers

Share that would be “very” or “extremely” likely to
continue doing business with buyers that offered select
features

Free instant payments

Voice command to utilize money in preferred way
Voice command to direct money to preferred accounts
Multiple options, except instant payments

Direct bank account deposits in three to five days

Check only
|

Share of SMBs that would

be "very" or "exremely"
5% interested in continuing
relationships with buyers

that offer free instant
payments

A mounting need for speed

nstant payments can be an attrac-
tive payment option for SMBs looking
to put their ad hoc payments on the
books as quickly as possible. Our
research shows that 75 percent of U.S.
SMBs would be “very” or “extremely”
likely to continue business relationships
with buyers that offer free instant pay-

ments options, in fact — more than those

that say the same of buyers that offer any

other payment feature.

Portion of SMBs that
would be "very" or

"extremely" interested in
continuing relationships

with buyers that only
pay via check

18
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A RARITY
Only 9.5 percent of all ad hoc payments
are received instantly.

FIGURE 7:

How many ad hoc vendor payments are received
instantly
Share that are received via instant payments, by type

Average
9.0%

B2B invoice payments

8.1%

Freelance, contract or consulting services

9.5%

B2C marketplace payments

8.4% N

B2B marketplace payments

101% [N

Commissions
9.3% Il

N = 862; SMB receivers' ad ho
Source: PYMNTS
Fixing Small Busines:

&

The two next-most common features
SMBs that receive ad hoc payments say
would encourage them to continue doing
business with buyers center around voice
commands. Sixty-seven percent of SMBs
are “very” or “extremely” likely to continue
working with buyers that allow them to
use voice commands to utilize money
in their preferred ways, and 64 percent
would do the same if buyers offer the
ability to use their voices to direct money

into preferred accounts.

Despite SMBs’ widespread interest in
using instant payments, only 9 percent of
all ad hoc vendor payments they receive

are made via instant payments.

B2B marketplace payments are the most
likely of allad hoc payments to be received
via instant payment, though SMBs report
just 10 percent of all such payments come
in this way. Payments for freelance, con-
tract and consulting projects and services
are next, with 9.5 percent being instant
payments. This underscores a massive
gap between SMBs’ interest in and usage
of instant payments for ad hoc payments
receivables — one that, as we shall see,

buyers have a chance to monetize.

Instant payments
are still rare

despite SMBs’ strong interst
in using them.




The instant
opportunity

Portion of SMBs that have used
instant payments before that would
be willing to pay extra if it meant
they could receive ad hoc

vendor payments instantly

FIGURE 8:

How many SMBs would pay extra for insant payments
Share that are “very” or “extremely” likely to pay a fee to
use instant payments, by usage and interest

Instant payments users

68.4% I

NONUSERS

Average nonusers

26.0% [

Nonusers, but interested

351% I

Nonusers and uninterested
2.3% B

The instant opportunity

nstant payments present an oppor-
tunity for buyers, as 54 percent of all
SMBs would be “very” or “extremely”
likely to pay an added fee for the
chance to receive ad hoc vendor pay-

ments instantly.

Interest in paying an added fee for instant
payments options is particularly high
among SMBs that already receive at least
one instant payment per year. Sixty-eight
percent of these SMBs would be “very” or
“extremely” willing to pay an added fee if
it meant being able to receive instant ad

hoc payments if they so choose.

Even SMBs that have never used instant
payments before could be persuaded to
pay an added fee to use them. Twenty-six

percent of these never-before users say

they would be “very” or “extremely” will-

ing to pay such a fee to receive their ad
hoc payments instantly. This means there
could be as many as 2.4 million SMBs
across the U.S. that would be willing to

pay extra for this opportunity.

S.com All Rights Reserved
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INSTANT DEMAND

The majority of SMBs would pay extra
for the ability to receive ad hoc
vendor payments instantly.

FIGURE 9:

Which types of ad hoc vendor payments are in
highest demand

Share that are “very” or “extremely” likely to pay a fee
to use instant payments, by type of payment

Average

54.5% II——

B2B invoice payments

47.0% I

Freelance, contract or consulting services

48.2% I

B2C marketplace payments

60.7% I

B2B marketplace payments

68.6% I

Commissions

67.8%

N = 862; SMB receivers' ad hoc p:
Source: PYMNTS | Ing
Fixing Small Business P

Interest in paying an added fee for
payments for sales made via B2B dig-
ital marketplaces and commissions
payments is especially high: 69 percent of
U.S. SMBs would be “very” or “extremely”
willing to pay extra to receive the former
ad hoc payments instantly, and 68 per-

cent said the same for the latter..

It is no coincidence that commission
payments and B2B marketplace pay-
ments also happen to be the two types
of ad hoc payments most likely to be
received after their contract date. The
more likely a certain type of ad hoc pay-
ment is to be received late, the more
willing SMBs are to pay extra to receive
them instantly. Therefore, it is clear that
many SMBs see instant payments not
only as a value-added service, but also
as an opportunity to mitigate their wide-

spread late payment problems.

The more likely
it is that a certain

type of ad hoc
payment will be

received late,

the more willing SMBs are
to pay extra to receive
such payments instantly.
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CONCLUSION

d hoc payments account for 38 percent of U.S. SMB
sales, and 30 percent of those receivables — totaling
$456 billion — are paid late. U.S. receivers face an
uphill battle in persuading their buyers to pay ad hoc
payments on time. With limited leverage, they often have little
recourse other than to offer their buyers discounts for paying
on time, and those prove to be only marginally effective. Instant
payments stand out as a key service buyers can implement to

help alleviate their SMB receivers’ late payment problems.

Methodology

Fixing Small Business Payments, a PYMNTS and Ingo Money collaboration, is based
on two separate surveys conducted in tandem. The first study surveyed 693 U.S.
SMBs with annual revenues ranging between $100,000 and $5 million about how
they receive vendor payments. The second study surveyed 880 business buyers
of any size about how they made B2B payments of any type. The SMB receiver

survey was conducted between July 18 and Aug. 19, while the business buyer sur-

vey was conducted between July 13 and Aug. 12.

GET MORE INSIGHTS AND TRENDS:

Tracker®
DISBURSEMENTS DISBURSEMENTS DISBURSEMENTS
SATISFACTION SATISFACTION SATISFACTION
Disbursements Disbursements Disbursements Disbursements Tracker®
Satisfaction Playbook Satisfaction Playbook Satisfaction Playbook


https://www.pymnts.com/study/instant-disbursements-sender-receiver-satisfaction-ingo-money/
https://www.pymnts.com/study/disbursements-satisfaction-ingo-money-instant-payments-loyalty/
https://www.pymnts.com/study/disbursements-satisfaction-playbook-december-2020/
https://www.pymnts.com/tracker/disbursements-tracker-gig-workers-instant-digital-payments/

PYMNTS.com is where the best minds and the best content meet on the web to
learn about “What’s Next” in payments and commerce. Our interactive platform is
reinventing the way in which companies in payments share relevant information
about the initiatives that shape the future of this dynamic sector and make news.
Our data and analytics team includes economists, data scientists and industry
analysts who work with companies to measure and quantify the innovation that is at
the cutting edge of this new world.

Ingo Money is the instant money company. Since 2001, we have focused on a singular
mission: to give people and businesses instant, digital and secure access to their
money anytime, anywhere, in any account they choose.

From FinTechs to the Fortune 50, we power payments for fully digital, cloud-based
platforms, mainframes and everything in between, bridging the gap between old
payment methods and new ones to deliver modern payments experiences.

Our Ingo Payments Network™ provides the technology platforms and expert risk

management that make instant money possible. Delivering on the promise of instant
money takes a payment network with nearly endless reach: to bank accounts by
debit card and by bank transfer; to prepaid cards, credit cards and lenders and
merchants of all kinds; to digital wallets, including PayPal, Venmo, Apple Pay and
Amazon; and sometimes it takes cash.

Headquartered in Alpharetta, Georgia, Ingo employs more than 200 payments experts
and serves some of the largest brands in North America.

We are interested in your feedback on this report. If you have questions, comments or would like to
subscribe, please email us at feedback@pymnts.com.

DISCLAIMER W

Fixing Small Business Payments may be updated periodically. While reasonable efforts are made to keep
the content accurate and up to date, PYMNTS.COM: MAKES NO REPRESENTATIONS OR WARRANTIES
OF ANY KIND, EXPRESS OR IMPLIED, REGARDING THE CORRECTNESS, ACCURACY, COMPLETENESS,
ADEQUACY, OR RELIABILITY OF OR THE USE OF OR RESULTS THAT MAY BE GENERATED FROM THE USE OF
THE INFORMATION OR THAT THE CONTENT WILL SATISFY YOUR REQUIREMENTS OR EXPECTATIONS. THE
CONTENT IS PROVIDED “AS IS” AND ON AN “AS AVAILABLE” BASIS. YOU EXPRESSLY AGREE THAT YOUR USE
OF THE CONTENT IS AT YOUR SOLE RISK. PYMNTS.COM SHALL HAVE NO LIABILITY FOR ANY INTERRUPTIONS
IN THE CONTENT THAT IS PROVIDED AND DISCLAIMS ALL WARRANTIES WITH REGARD TO THE CONTENT,
INCLUDING THE IMPLIED WARRANTIES OF MERCHANTABILITY AND FITNESS FOR A PARTICULAR PURPOSE,
AND NON-INFRINGEMENT AND TITLE. SOME JURISDICTIONS DO NOT ALLOW THE EXCLUSION OF CERTAIN
WARRANTIES, AND, IN SUCH CASES, THE STATED EXCLUSIONS DO NOT APPLY. PYMNTS.COM RESERVES
THE RIGHT AND SHOULD NOT BE LIABLE SHOULD IT EXERCISE ITS RIGHT TO MODIFY, INTERRUPT, OR
DISCONTINUE THE AVAILABILITY OF THE CONTENT OR ANY COMPONENT OF IT WITH OR WITHOUT NOTICE.

PYMNTS.COM SHALL NOT BE LIABLE FOR ANY DAMAGES WHATSOEVER, AND, IN PARTICULAR, SHALL NOT
BE LIABLE FOR ANY SPECIAL, INDIRECT, CONSEQUENTIAL, OR INCIDENTAL DAMAGES, OR DAMAGES FOR
LOST PROFITS, LOSS OF REVENUE, OR LOSS OF USE, ARISING OUT OF OR RELATED TO THE CONTENT,
WHETHER SUCH DAMAGES ARISE IN CONTRACT, NEGLIGENCE, TORT, UNDER STATUTE, IN EQUITY, AT LAW,
OR OTHERWISE, EVEN IF PYMNTS.COM HAS BEEN ADVISED OF THE POSSIBILITY OF SUCH DAMAGES.

SOME JURISDICTIONS DO NOT ALLOW FOR THE LIMITATION OR EXCLUSION OF LIABILITY FOR INCIDENTAL
OR CONSEQUENTIAL DAMAGES, AND IN SUCH CASES SOME OF THE ABOVE LIMITATIONS DO NOT APPLY.
THE ABOVE DISCLAIMERS AND LIMITATIONS ARE PROVIDED BY PYMNTS.COM AND ITS PARENTS, AFFILIATED
AND RELATED COMPANIES, CONTRACTORS, AND SPONSORS, AND EACH OF ITS RESPECTIVE DIRECTORS,
OFFICERS, MEMBERS, EMPLOYEES, AGENTS, CONTENT COMPONENT PROVIDERS, LICENSORS, AND
ADVISERS.

Components of the content original to and the compilation produced by PYMNTS.COM is the property of
PYMNTS.COM and cannot be reproduced without its prior written permission.



https://ingomoney.com/
http://www.pymnts.com
mailto:feedback%40pymnts.com?subject=Fixing%20Small%20Business%20Payments

