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“Bank of America Merrill Lynch” is the marketing name for the global banking and global markets businesses of Bank of America Corporation. Lending, derivatives, and other commercial banking 

activities are performed globally by banking affiliates of Bank of America Corporation, including Bank of America, N.A., member FDIC. Securities, strategic advisory, and other investment banking 

activities are performed globally by investment banking affiliates of Bank of America Corporation (“Investment Banking Affiliates”), including, in the United States, Merrill Lynch, Pierce, Fenner & Smith 

Incorporated, which is a registered broker-dealer and member of FINRA and SIPC, and, in other jurisdictions, locally registered entities. 

Investment products offered by Investment Banking Affiliates:  Are Not FDIC Insured * May Lose Value * Are Not Bank Guaranteed.

These materials have been prepared by one or more subsidiaries of Bank of America Corporation for the client or potential client to whom such materials are directly addressed and delivered (the 

“Company”) in connection with an actual or potential mandate or engagement and may not be used or relied upon for any purpose other than as specifically contemplated by a written agreement with us.  

These materials are based on information provided by or on behalf of the Company and/or other potential transaction participants, from public sources or otherwise reviewed by us.  We assume no 

responsibility for independent investigation or verification of such information (including, without limitation, data from third party suppliers) and have relied on such information being complete and 

accurate in all material respects.  To the extent such information includes estimates and forecasts of future financial performance prepared by or reviewed with the managements of the Company and/or 

other potential transaction participants or obtained from public sources, we have assumed that such estimates and forecasts have been reasonably prepared on bases reflecting the best currently 

available estimates and judgments of such managements (or, with respect to estimates and forecasts obtained from public sources, represent reasonable estimates).  No representation or warranty, 

express or implied, is made as to the accuracy or completeness of such information and nothing contained herein is, or shall be relied upon as, a representation, whether as to the past, the present or 

the future.  These materials were designed for use by specific persons familiar with the business and affairs of the Company and are being furnished and should be considered only in connection with 

other information, oral or written, being provided by us in connection herewith.  These materials are not intended to provide the sole basis for evaluating, and should not be considered a recommendation 

with respect to, any transaction or other matter.  These materials do not constitute an offer or solicitation to sell or purchase any securities and are not a commitment by Bank of America Corporation or 

any of its affiliates to provide or arrange any financing for any transaction or to purchase any security in connection therewith.  These materials are for discussion purposes only and are subject to our 

review and assessment from a legal, compliance, accounting policy and risk perspective, as appropriate, following our discussion with the Company.  We assume no obligation to update or otherwise 

revise these materials.  These materials have not been prepared with a view toward public disclosure under applicable securities laws or otherwise, are intended for the benefit and use of the Company, 

and may not be reproduced, disseminated, quoted or referred to, in whole or in part, without our prior written consent.  These materials may not reflect information known to other professionals in other 

business areas of Bank of America Corporation and its affiliates.

Bank of America Corporation and its affiliates (collectively, the “BAC Group”) comprise a full service securities firm and commercial bank engaged in securities, commodities and derivatives trading, 

foreign exchange and other brokerage activities, and principal investing as well as providing investment, corporate and private banking, asset and investment management, financing and strategic 

advisory services and other commercial services and products to a wide range of corporations, governments and individuals, domestically and offshore, from which conflicting interests or duties, or a 

perception thereof, may arise.  In the ordinary course of these activities, parts of the BAC Group at any time may invest on a principal basis or manage funds that invest, make or hold long or short 

positions, finance positions or trade or otherwise effect transactions, for their own accounts or the accounts of customers, in debt, equity or other securities or financial instruments (including derivatives, 

bank loans or other obligations) of the Company, potential counterparties or any other company that may be involved in a transaction.  Products and services that may be referenced in the 

accompanying materials may be provided through one or more affiliates of Bank of America Corporation.  We have adopted policies and guidelines designed to preserve the independence of our 

research analysts.  These policies prohibit employees from offering research coverage, a favorable research rating or a specific price target or offering to change a research rating or price target as 

consideration for or an inducement to obtain business or other compensation.  We are required to obtain, verify and record certain information that identifies the Company, which information includes the 

name and address of the Company and other information that will allow us to identify the Company in accordance, as applicable, with the USA Patriot Act (Title III of Pub. L. 107-56 (signed into law 

October 26, 2001)) and such other laws, rules and regulations as applicable within and outside the United States.

We do not provide legal, compliance, tax or accounting advice.  Accordingly, any statements contained herein as to tax matters were neither written nor intended by us to be used and 

cannot be used by any taxpayer for the purpose of avoiding tax penalties that may be imposed on such taxpayer. If any person uses or refers to any such tax statement in promoting, 

marketing or recommending a partnership or other entity, investment plan or arrangement to any taxpayer, then the statement expressed herein is being delivered to support the promotion 

or marketing of the transaction or matter addressed and the recipient should seek advice based on its particular circumstances from an independent tax advisor.  Notwithstanding anything 

that may appear herein or in other materials to the contrary, the Company shall be permitted to disclose the tax treatment and tax structure of a transaction (including any materials, 

opinions or analyses relating to such tax treatment or tax structure, but without disclosure of identifying information or, except to the extent relating to such tax structure or tax treatment, 

any nonpublic commercial or financial information) on and after the earliest to occur of the date of (i) public announcement of discussions relating to such transaction, (ii) public 

announcement of such transaction or (iii) execution of a definitive agreement (with or without conditions) to enter into such transaction; provided, however, that if such transaction is not 

consummated for any reason, the provisions of this sentence shall cease to apply.  Copyright 2011 Bank of America Corporation.
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Agenda

 Bank of America advanced practices

Hollister Incorporated case study
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The Benefits Are Globally Scalable

 Strategically optimize payments 

 Use robust platforms for flexibility and control 

 Help to enhance an existing paper-to-electronic payments strategy

 Take advantage of the growing ubiquity of acceptance 

 Help to avoid FX fees by transacting in local currencies
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Understanding Regional Differences is Key to Program Optimization

 The U.S., U.K., and Australia are mature markets, especially for PCard

 Regional and country differences in card programs drive the need to:

o Utilize different product capabilities 

o Understand local card and cultural nuances

o Understand different regulatory environments
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Considerations within Europe:  

A Good Place to Start

Cultural Issues and Program Complexities include:

 Lack of or limited local currency product availability

Security standards (i.e., CHIP cards) limiting merchant acceptance 

 Employee familiarity with commercial cards less common in Eastern Europe

 Local payment practices—e.g., centralized booking systems for air travel

 Individual liability restricted under local employment laws

 Less emphasis on loyalty programs
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Considerations for Asia

Challenges remain in emerging markets:

 Strong local commercial card issuers, high degree of nuances

o Cumbersome in countries with distinct currencies and legal and regulatory 

environments

o Value in  leveraging a global issuer’s legal due diligence

 Examples of challenges across Asia:

o Inconsistent use of cards as a cultural norm  

o Employees less familiar with, and welcoming of, cards   

o Limited merchant acceptance beyond Hong Kong, Singapore, Australia, and New 

Zealand 

o Limitation of card issuers in China to locally incorporated banks.  Use of dual currency 

cards due to currency control
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Considerations for Africa, the Middle East and Latin America

Other challenges in emerging markets:

 Africa and the Middle East

o Use limited to foreign companies in cash-oriented Middle East economies

o Lack of local currency commercial card options outside of South Africa;  typically 

regional coverage via global issuance from the U.S. or Europe

 Latin America

o Varying product capabilities of local commercial card issuers 

o Less robust card acceptance compared to mature markets
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The Myth of One Global Solution across Countries

Difficult for one issuer to address all nuances

 Varied capabilities and acceptance of commercial card offerings among major card 

issuers

 May be more valuable for local subsidiaries to keep program in place 

 Implementing a generic U.S. based program may create challenges 
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Strategies for Global Card Program Optimization

Questions

 What’s the best currency to use in a country?

 What’s the best way to structure a program to ensure compliance with local laws and 

regulations and to optimize the program within cultural norms? 

 How can I leverage my global banking provider to 

• Build out my program in local currencies

• Support due diligence on local banks

• Ensure consistent service levels

• Consolidate data globally
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Choosing the Right Approach to a Global Program

Leverage your Banking Providers to:

 Assist you with issuing an RFP 

 Provide their intellectual capital to optimize your program

 Implement a global program that integrates best practices by country and region

Direct issuance

Direct issuance combined local partnerships or consortiums

 Provide completed due diligence on partner banks and  legal and regulatory 

requirements

 Facilitate data consolidation globally

 Provide a central implementation manager and account manager with global program 

ownership
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Tangible Benefits to Globalizing a Commercial Card Program

 A single view into purchasing, travel and entertainment spend enterprise-wide

 Ability to implement consistent controls, common purchasing tools and uniform policies 

around the globe

 Having cards as a convenient tool for enabling start-up expenditures

 The benefits associated with payments optimization globally
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Hollister Incorporated

 Global manufacturer of medical devices

 Privately held, employee owned 

 Headquarters in Libertyville, Illinois

 Manufacturing in Denmark, India, Ireland and United States

 Sales offices in 30 countries

 3,000+ employees
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Hollister Products
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Program Started

One Card program for travel, entertainment and procurement

 Implemented in 2002

Reporting system is MasterCard’s SDOL and SDGen2

 Interfaces with SAP
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Program Started

Corporate liability program

Card and cash expenses are managed through single program with direct deposit 

reimbursement
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Program Expanded 

 Additional expense categories (freight, IT, conferences, office supplies)

 Purchasing cards

 ePayables as electronic payables system

 800+ cards in U.S.
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ePayables Program

 ePayables as electronic payables systems

Drives card transactions through SAP

 Initial estimate of increased spend has not been realized

Dedicated time to grow program limited

 Interchange fee is a negative for vendors
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Global Expansion

 Global expansion to:

o Canada (CAD)

o India (USD)

o Ireland (EUR)

o Germany (EUR)

o Netherlands (EUR)

o Spain (EUR)

o United Kingdom (GBP)

 Expanded as currencies became available
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Global Platform - UK

UK created Nurse Sponsorship Purchasing Card

UK now processes specific vendor invoices through purchasing card

 Internal Audit department recognized opportunity

New purchasing card allowed Europe to reach revenue rebate for first time
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Annual Spend
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Annual Spend

Global One Card Spend
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Program Challenges - US

Maintain growth of program

 Program administration (dedicated or part time) 

 Timely expense reports

 Auditing receipts



24

Program Challenges - US

 New transactions/issues as program grows

o Recovery of VAT transactions

o Sales tax being accounted properly

o Vendor history not in SAP for Purchasing Cards

 Credit card fraud 
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Program Challenges - Global

 International programs are separate

o Multiple international administrators, or 

o One global administrator

 Reporting requirements are different for countries

o VAT/GST

o Per diem 
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Program Challenges - Global

 Implementing to non-SAP locations

o Different ERP software

 Need more countries and currencies
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Lessons Learned

 Leverage SAP to grow the program

Chip and Pin functionality

 Fraud controls and review

 Auditing receipts

 Local implementations
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Lessons Learned

Worked with global, cross functional team to grow the program (strategic sourcing)

Gained senior management support, spend and rebate is reviewed monthly
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Next Steps

 Add more countries

 Expand ePayables globally

 Leverage card spend and prompt pay discounts

 Supports global, Working Capital Optimization initiative


