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CHAIRMAN’SLETTER»

Dear Friends,
I began writing my Chairman’s Letter the day after the conference. This issue’s topic, Looking

Ahead, grows quite naturally out of the events at our show in Las Vegas.

First of all, I want to thank the many FiSCA members who were so helpful and supportive during the

conference. I want to again thank Gerry Goldman, Hank Shyne, Conference Chairman Manny Levy and all the pro-

fessional staff who put it together. I kid you not; they are already at work on next year’s conference!

I have to say; I came out of the conference feeling really good about our industry, our association, and our

prospects for the future. We have some really big challenges, but one thing that all of us in the business share, we

know how to look at a problem head-on – in our business we must learn to do that. Like every other industry, we

have the challenge of competition – competition from other financial retailers such as tax preparation companies,

from big box retailers, and from banks. We also have a reputation challenge, which, while undeserved, is something

with which we must deal. 

But I came out of the conference with renewed optimism. Primarily it was the forward-looking, fearless assess-

ment of the future by our colleagues. I thought Jay Shipowitz with his upbeat and confident assessment of our

future gave us all reason to be more than hopeful.

There was one especially positive, future idea. Even though we were all saying it (even me), the full impact sunk

in when the dust settled. We already know that for our customers we are cheaper, faster, and better than any of our

competition – especially banks. But there is a new twist. I thought Jim Wells’ panel said it most often and best. As

banks sink lower in the general public’s estimation, and as they seek to increase income from new and higher fees,

our business model becomes even more appealing. What’s more, in these tough economic times, our pay-as-you-go

model becomes more appropriate for more people. So, it’s not just a matter of fending off the competition for our

customer, it’s a matter of going on the offensive – we have a good case for going after “their” customers for a

change!

This means that we will need to keep inventing and developing products that enable our customers, present and

future, to participate in the full range of financial services that include payments, credit, and investment. With this

in mind, I thought we came out of the conference with some pretty clear marching orders:

• Improve our reputation (“Strategic Public Relations”) and all that entails – especially consumer empowerment.

• Improve and enlarge our set of products.

• Widen our appeal to include a larger population of both customers and potential partners.

Of course, as an association we have the never-ending responsibility to fight the battles and to participate as fully

as possible in the political and public discussion that surrounds our industry. But I must admit, it is a refreshing

and most agreeable feeling to think of us playing offense.

The excitement and pleasurable association of the conference is past. Now it’s time to roll up our sleeves and

work to turn these positive ideas into reality.

Sincerely,

Joe Coleman

Chairman
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