
Instant gratification has become
the American way, and it's the
AmericaOne way, too.
AmericaOne Payment Systems, a

p a y m e n t - p rocessing service pro v i d e r,
is offering a first-of-its-kind pro g r a m
for ISOs – 100% instant commissions.
No waiting for monthly residuals that
might or might not be paid. You make
the sale, you get the cash – now.

" With equipment sales getting tighter,
the average sale is becoming worth less
and less," says David McMackin,
P resident of AmericaOne. "That’s why,
m o re and more, ISOs are turning to
m e rchant contracts as the true value of

the sale, which the processors have
known for years. We are bringing that
same value to our ISO channel."

AmericaOne's Merchant A c q u i s i t i o n
P rogram payment is based on the ISO's
actual monthly merchant re v e n u e s .
Those revenues are then applied a mul-
tiple that calculates a current market
buyout for the ISO. AmericaOne off e r s
a myriad of payment options and buy-
out multiples based upon the quality
and volume of the accounts delivere d
by the ISO. 

For ISOs who are struggling to main-
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"The magnetic stripe has no protection against certain types
of fraud. It is 25-year-old technology that both MasterCard
and Visa know needs to be replaced. Smart card technology
is the best technology to replace the magnetic stripe. Even
though it works beautifully, the magnetic stripe is obso-
lete."

See Story on Page 39

(l-r) AmericaOne's Michael McMackin, COO; David McMackin, President; Thomas Dunn, National Marketing Director

Raise Your Hands if You Don't
Want to Wait for Commissions



www.thales-e-trans.com
888.726.3900

Payment is secure where you find the Thales Point 

W h e rever you find the Thales point, you 
find proven expertise in payment transaction 
solutions and services. From our reliable, 
easy-to-use Talento line to our high-perf o rm a n c e
A rtema Mobile and Portable terminals, Thales is
raising the bar to ensure secure payments for
the Wo r l d ’s merc h a n t s .

Self-Service Payment
Thales makes encrypted 
PIN pads and secure card
readers used in ATMs and
vending machines. Thales
offers a whole range of
payment handling solutions
to manufacturers of self
service equipment.

A E R O S PACE  |   DEFENSE  | IT & SERVICES 

Mobile Payment
Thales mobile terminals
guarantee fast, secure 
payment transactions 
anywhere. Primarily 
developed to enable 
delivery services, taxis
street vendors, and 
limousines, the unit is
also great for up scale
retail points-of-sale.

Desktop Payment
Thales builds terminals 
using the latest and 
most reliable technology
to make point-of-sale 
transactions easier,
faster, and more secure.
Talento is the terminal 
of choice for many, while
Artema Desk is designed
for the most demanding 
retail points-of-sale.

Portable Payment
Thales guarantees fast,
secure payment 
transactions where short
range mobility is helpful.
Restaurants, for example,
benefit from the service
advantages, convenience,
and economics of debit
by handling payments 
right at the table with 
Thales Artema portable
solutions.

Multilane 
In some countries, Thales
offers integrated solutions
designed for multilane
environments such as 
grocery stores. With their
unique architecture, these
solutions can be adapted 
to any company’s existing
point-of-sale data system.
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He Got  a  Bang Out  of  Story

Thank you for the wonderful article in the September 23, 2002 issue
("Getting Banks for Your Buck," 02:09:02) of The Green Sheet. I
appreciate the recognition you've given me and Authorize.Net as
well as the opportunity to discuss my personal philosophies regard-
ing the payment industry, leadership, creating value, management
and technology.

The Green Sheet continues to be the Financial Services Industry's
source for insightful and meaningful news and information. Thank
you for your objective reporting and fair play. The Green Sheet
demonstrates a high editorial standard, providing a tremendous
value for its subscribers.

Thank you for your contributions to this industry and, as always, I
look forward to the next issue.

Sincerely,
Roy Banks

Vice President and General Manager 
Authorize.Net

Check ing  in  on DDAs

Do you have any data on the number of direct-deposit accounts
(DDAs) in the United States?

Sandra Lee-Soy
Director, Market Intelligence

Visa USA

Sandra:

According to the Fed's research on consumer financial habits, 87%
of U.S. households maintain checking accounts. If you assume 180
million households, that would put the number of DDA accounts at
about 156 million.

Our previously published studies on check usage are now available
online in the GSQ section of our Web site: http://www.green-
sheet.com/gsq/

Good Selling!
The Green Sheet Staf f

Get t i ng  Star t e d

We are going to be starting an ISO within the next couple of months.
We have registered with The Green Sheet under the name Cronus.
The reason for the e-mail is to inquire of a list or spreadsheet that
you may have concerning the location of each ISO that is registered
with your publication.

Also, because we are a new start-up, I was wondering if you have
any advice on a bank or merchant processor that is particularly
good with small to midsize ISOs. Your help is greatly appreciated.

Sincerely,
Daniel G. Palmer

Daniel:

Our database is proprietary. However, we have many resources
available to you through our print publications and Web site.

Please check out the GSQ Online and register to view this publica-
tion (no charge). The last few years already are available in PDF for-
mat, and we are adding the entire backlist over the next few months.
We have published several studies on the ISO channel.

Our FAQs online are a wealth of information on getting into this ter-
rific industr y. Check out our information on registration, rates and
regulations.

Good Selling!
The Green Sheet Staf f



tain their position
in the competitive

marketplace or are looking to future growth might need
capital before they expand. AmericaOne’s payment
options have opened new avenues of funding. The ISO is
able to choose a payment stru c t u re – upfront cash or
monthly residuals – on a merc h a n t - b y - m e rchant basis. 

Many ISOs are building portfolios with the hopes of re t i r-
ing on the residual income generated from the portfolio
or from the sale of it when it reaches critical mass. Many
ISOs have been disheartened in the last decade as their
p rocessing partners have sold their portfolios without
p roperly compensating them. 

"AmericaOne's model offers a clear and concise method
of payment for the ISO on an upfront basis, providing a
fail-safe method of payment," says McMackin. "It is
unfortunate that such a large percentage of ISOs are not
paid as promised or have not been paid fairly in the past.
AmericaOne's Merchant Acquisition Program delivers a
solution to this industry paradigm.

"At AmericaOne, we provide all the cash the ISO re q u i re s
so they can accomplish their growth or exit strategy goals
f a s t e r, safer and more efficiently than ever before. We
bring immediate portfolio liquidity with fair market val-

uations to the ISO market. With immediate liquidity, ISOs
a re able to manage and control their financial matters on
their terms. That's what we believe is the formula for a
win-win re l a t i o n s h i p . "

AmericaOne was founded in 2000 by McMackin and his
b rother Michael – both veterans of the processing indus-
try – and is located in Cupertino, Calif., in the heart of
Silicon Va l l e y.

"The card processing industry is a very lucrative business,
and sharing in that wealth with those that contribute to
the success of a company is what it should be all about,"
says David McMackin. "We are very ISO-centered and
focused on addressing what they need to be successful.
What sets us apart from other processing companies is
our upfront cash option and our superior one-on-one
service. Our philosophy is to provide the sales off i c e s
with personal service that delivers the individual atten-
tion and respect they deserve."

At the core of its personal service is the advanced tech-
nology AmericaOne possesses – technologies that incor-
porate sophisticated online reporting for all levels of its
operations. AmericaOne has strategic alliances with four
major processors – Paymentech, Vital Processing Services,
C o n c o rd EFS and Global Payments, which all deliver
24/7 expert customer service.

"Paymentech is our primary processing platform, but we
a re proud of the level of service they all bring to our
o rganization," says David McMackin. "As for our ISOs,
we look for experienced and seasoned professionals that
possess a high level of  integrity. "

While finding value in its partners and ISO re l a t i o n s h i p s
may become challenging for AmericaOne, successfully
running its innovative business model isn't. 

"Our challenges have already been met," says David
McMackin. "The hardest thing for a company is getting
t h rough its first few years and being successful. We ' v e
accomplished  that, and we are continuing to grow and
meet our objectives."  

AmericaOne Payment Systems, Inc.

ISO contact:
David McMackin, Pre s i d e n t
Phone:  888-502-6374 
E-mail: dmcmackin@americaoneps.com

Company addre s s :
10413 To rre Avenue, Suite 500
C u p e rtino, CA 95014
Phone:  888-502-6374
Fax: 408-904-5301
Web site: www. a m e r i c a o n e p s . c o m
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Leasecomm Stops
Accepting New Business 

Waltham, Mass.-based MicroFinancial Inc.
(formerly Boyle  Leasing Te c h n o l o g i e s ) ,
announced that it no longer is accepting
new lease agreements through its

Leasecomm subsidiary and is shrinking its loan-origina-
tion business by nearly one-third. 

In addition, Dr. Peter Bleyleben is stepping down as CEO
of MicroFinancial but will remain Chairman of the Board .
R i c h a rd Latour, MicroFinancial President and COO, will
assume the additional role and title of CEO.

T h rough Leasecomm, MicroFinancial specializes in
m i c roticket financing – leasing commercial products and
services priced between $500 and $10,000 and where the
monthly payment range is between $10 and $200. The
company was started in 1986 and had grown to 300
employees. 

Leasecomm leases equipment, such as ATMs, credit card
terminals, espresso machines, computers, vending

machines, water-purification equipment and wire l e s s
communication devices to small and midsize businesses
t h rough a network of more than 1,100 ISOs. The company
also leases to businesses with limited or poor credit histo-
r i e s .

M i c roFinancial said it plans to cut 31 percent of its work-
f o rce in the loan-origination business. The company's
intent is to reduce new lease originations and focus on
lessees with better credit. 

M i c roFinancial has suspended indefinitely all new loan
originations until it can secure further financing.

Since the third quarter of October 2000, the company said
it has been moving away from underwriting low-grade
leasing businesses to focusing more on higher-rated busi-
nesses. 

M i c roFinancial's new business strategy is to continue to
collect on its existing portfolio of leases and to leverage its
c o re technology and services platform until it can re - e n t e r
the microticket marketplace. 

Existing revolving credit lines have been converted to
t h ree- year term loans, as provided for under existing
a g re e m e n t s .

Page 8





In an effort to "electronify" the billions of checks
written in America each year, SVPCo is launching
an ambitious check image exchange program that is
expected to result in a fully operational national

interbank check image exchange service by first quarter
2004.  

SVPCo (which stands for Small Value Payments
Company) was founded in 1998 by a group of large U.S.
banks with a mission to build an electronic foundation for
payment system initiatives. These banks (individually
and collectively) possess the technical skills and transac-
tion mass needed to effect real change in the payment-
p rocessing are n a .

Twenty of the largest banks in the nation hold ownership
positions in SVPCo. To g e t h e r, these banks pro c e s s e d
m o re than 60% of the 40 billion-plus checks that were
written last year by American consumers and business
and government agencies. They re p resent 55% of U.S.
c o m m e rcial bank deposits, totaling $2.3 trillion. 

As further testimony of its owners' sphere of influence,
last year SVPCo's Electronic Payments Network (EPN)
service processed more than one billion A u t o m a t e d
Clearing House (ACH) items.

"The SVPCo strategy for success," said Hank Farrar,
P resident and COO, "is to offer banks a low-cost, indus-
try-led alternative for migrating to electronic payments."

In the new check image exchange program, SVPCo is
working closely with several image-enabled large U.S.
banks, the Federal Reserve, BITS (the Banking Industry
Technology Secretariat), and ECCHO (Electronic Check
Clearing House Organization, the electronic check ru l e s
g ro u p ) .

Eliminating the Interbank Paper Shuffle

Despite the increasing popularity of electronic payment
i n s t ruments (such as debit cards), paper checks re m a i n
the most popular method of non-cash payment in the U.S.
e c o n o m y. The Federal Reserve estimates Americans wro t e
42.5 billion checks in 2000. By comparison, retail electro n-
ic payments, such as credit and debit cards and re t a i l
ACH transactions, totaled 28.9 billion. 

SVPCo banks – and the entire banking industry, for that
matter – have invested heavily in technologies and
p rocesses that have made interbank check clearing a
highly efficient operation. The industry also supports
e l e c t ronic payment systems. 

Rather than scrapping one set of investments in favor of
a n o t h e r, SVPCo provides banks with a means to "elec-
t ronify" the check-collection process and stop (or at least
delay) the interbank paper shuffle normally associated
with checks.

SVPCo supports three separate businesses; each addre s s-
es a diff e rent point along this check-to-electronic pay-
ments migration path:

• SVPCo's Electronic Clearing Services (ECS) unit con-
verts more than 3.4 million checks a day from paper to
e l e c t ronic files, expediting the interbank clearing and set-
tlement pro c e s s .

• The Electronic Payments Network's ACH service han-
dles 28% of the industry's ACH transactions, clearing and
settling these electronic transactions between banks
t h roughout the nation. By the end of 2003, EPN expects to
c a p t u re 40% to 50% of the ACH processing market in the
U . S .

Page 1 0

Driving the Migration from Paper
to Electronic Payments



From POS equipment supplies and deployment to on-line order management, Vital 

has what it takes to keep business moving. Our responsive support team can get your

merchants what they need, when they need it. To find out more about Vital Merchant

Services, call 800-348-1700.

V i t a l Merchant ServicesS M.
An inventory of successful solutions.

C A PABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry 
via Vi t a l S y n c

• Just-in-Time Inventory   
M a n a g e m e n t

Q U A L I T Y E Q U I P M E N T F R O M :

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTe k



• SafeCHECK is an industry-owned electronic verifica-
tion and conversion service for checks written at the
point-of-sale (POS), operated by SVPCo in collaboration
with regional ATM networks.

"SVPCo provides a truly electronic infrastru c t u re for pay-
ment clearing and settlement, and this infrastru c t u re is
owned and operated by the banking industry," Farrar
said. "SVPCo demonstrates that banks can cooperate and
compete while supporting and enhancing their payment
system franchise. Bankers understand the eff i c i e n c y
i m p rovements an organization like SVPCo can bring to
the payments business."

Electronic Clearing Services (ECS)

ECS embraces the notion that Americans will continue to
write checks for the foreseeable future. Collecting banks
using ECS digitally capture bank account and payment
information from deposited checks, load that information
into electronic files and transmit those files in advance of
the physical presentment of checks to paying banks. 

The process, commonly known as electronic check pre-
sentment (ECP), gives banks a head start on the clearing
cycle, which in turn reduces operating costs and opportu-
nities for check fraud. 

Coupled with check imaging technologies, ECP e l i m i-
nates the need for physical check exchanges altogether.
Imaging makes digital pictures of checks, and the various
check clearing and settlement routines are performed
using those images to the maximum extent possible, in
lieu of the paper checks.

"The confluence of imaging and ECP is the single most
important event in check processing since the intro d u c-
tion of MICR technology," says Susan Long, Executive
D i rector of ECS. "With over 40 billion checks written
annually in the U.S., the opportunities for growing ECP
volume seem almost limitless." That's why the volume of
E C P items handled by SVPCo is expanding at a rate of
about 70% a year.

To d a y, SVPCo operates the nation's only private-sector
E C P system, with connections to 91 sites nationwide. Last
y e a r, SVPCo helped banks clear and settle an average 2.4
million electronified checks each day, up from an average
400 million items a day in 1998. In 2003, SVPCo is expect-
ed to clear in excess of 4.1 million electronified checks a
d a y. 

The next strategic undertaking for ECS is Image
Exchange, which eliminates any need for the physical
exchange of paper checks.  

A s t u d y, conducted for ECS in May 2002 by Deloitte
Consulting and Global Concepts, revealed significant
opportunities for savings on the part of banks and ECS
t h rough such consolidations. The study identified key
e fficiencies for individual banks, with benefits compris-
ing 67% operational-cost savings and 33% from accelerat-
ed posting. Overall, the study indicates annual industry
savings of nearly $2.1 billion, even if interest rates re m a i n
low and check volume falls.

Electronic Payments Network (EPN)

EPN is the ultimate check electronification method,
replacing the use of a check with an electronic file re c o rd ,
p rocessed through the interbank ACH system. A C H
transactions are electronic alternatives to routine con-
sumer check payments, such as paychecks and insurance
p remiums, and also are used for corporate transactions. 

EPN is the largest of two private-sector networks that
p rocess ACH payment exchanges in competition with the
Federal Reserve, a long-time provider of ACH services to
financial institutions. 

Of critical importance to financial institution executives,
EPN is the lowest-cost option for ACH processing. It
achieves this, in part, by sharing a technology infrastru c-
t u re with ECS. 

In 2001, U.S. financial institutions used EPN to exchange
m o re than one billion ACH transactions, worth a total
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TRIAD

G O O D  T H I N G S  C O M E  I N  T H R E E S .

Pyramids have always been a symbol of power and wealth. That continues today
with Triad, the new thre e - t i e red approval process from MCCS.SM

With Triad, MCCS can handle any size of account with ease—whether you
call on small, medium or even large, big-ticket accounts. Which means you now
have one, convenient source for all your sales. So you can take on more business
than ever before. 

The Triad process uses customized, customer-specific data to provide a highly
e ffective new system for merchant approvals. Combine that with guaranteed
residual income and the unsurpassed service that MCCS is known for, and you
have a powerful combination for growing a strong portfolio of profitable customers.

For years, MCCS has been a recognized industry leader, with over $2.4 billion
in annual transactions. And now, with our new Triad system, we can offer you
even more ways to grow your business.

To discover the power and wealth of the pyramid, you don’t have to go to
Egypt. Just call 1-866-826-MCCS (1-866-826-6227) or email info@mccs-corp.com
and ask about the new Triad. 

Then watch good things begin to happen.

S M

INTRODUCING TRIAD.SM

THE NEW 3-TIERED PROCESS THAT 
CAN HANDLE ANY SIZE ACCOUNT.

SM



value of $4.1 trillion. But that was
just the beginning of an exceptional
g rowth trend that anticipates EPN
p rocessing 5 billion ACH items in
2005 and challenging the Federal
Reserve as the nation's larg e s t
p rovider of ACH processing servic-
es. Last year, financial institutions
exchanged more than 5 billion trans-
actions via the Fed and private-sec-
tor ACH networks combined.

"EPN provides an important alter-
native for the payments industry
because its governance is under con-
t rol and direction of the nation's
banks," said Kevin Purcell, Senior
Vice President, Wachovia Bank, and
Chairman-elect of the EPN Board of
D i re c t o r s .

C o l l e c t i v e l y, the financial institu-
tions re p resented on the EPN Board
of Directors originate 70% of all
c o m m e rcial interbank ACH transac-
tions. Fourteen of those banks are
originating ACH files through EPN;

taken together, these banks re p re-
sent about 28% of the national A C H
p rocessing market. 

EPN's latest expansion is a strategic
partnership to provide ACH servic-
es to the Western Payments A l l i a n c e
( WesPay), which includes more than
1,000 financial institutions in the
western U.S. and Pacific re g i o n .
WesPay members, combined,
p rocessed nearly 800 million com-
m e rcial ACH transactions in 2001.

" E l e c t ronic Payments Network will
give WesPay members yet another
quality option for executing their
g rowing number of ACH transac-
tions at competitive prices," explains
WesPay CEO Gerard F. Milano.

As more banks move ACH transac-
tions to EPN, overall costs are sure
to drop. "We expect our ACH trans-
a c t i o n - p rocessing costs to continue
d e c reasing as the other financial
institutions in our markets complete

their migrations to EPN," said
Quintin Sykes, Executive Vi c e
P resident of The South Financial
Technology Group.    

With a membership that includes
the largest banks in the country and
customers in all 50 states, EPN off e r s
p roducts and innovations that are n ' t
available from other ACH networks
– innovations such as transaction
w a rehousing. 

EPN is participating in a pro j e c t
dubbed iC&S. The goal of this pro j-
ect is to facilitate straight-thro u g h
payment processing (STP), or the
automation of electronic payment
and remittance information fro m
payment origination to account
posting.  

The iC&S project will result in both
system enhancements and industry
best practices. The first feature
developed under iC&S is the pro p r i-
etary Universal Payment
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Identification Code (UPIC), which
has been available to EPN members
since early 2002. 

The UPIC is a unique number
assigned to a company's bank
account that masks confidential
banking information while facilitat-
ing the transmission of payment
i n s t ructions via electronic networks.  

" We understand the payments busi-
ness, and we understand what our
participating financial institutions
need from a payments system to
accommodate electronic commerc e , "
says George Thomas, President and
COO of EPN. "And we can move
quickly to adopt lower-cost innova-
tions that help financial institutions
o ffer a wider range of options for
customers." 

SafeCHECK

SVPCo's latest innovations support
the conversion of checks pre s e n t e d
at the point-of-sale into online elec-

t ronic transactions. SafeCHECK – a
cooperative venture undertaken by
SVPCo, three of the largest EFT net-
works and 11 banks – practically
eliminates POS check fraud. That's
because SafeCHECK is the only
retail payment mechanism to sup-
port real-time access to demand
deposit account (DDA) information
at the point of check acceptance.
With SafeCHECK, checks written by
consumers to a retailer eff e c t i v e l y
become "single-use debit card s . "

"This is a huge step in the fight
against check fraud," said Caro l
Malicki, Senior Vice President of
Strategic Payments Migration at
Wachovia and Chairman of
SafeCHECK. "Just as important,
SafeCHECK is the only industry-
owned initiative on check verifica-
tion and conversion."

SafeCHECK made payment-system
history by becoming the first com-
pany to move check debits over EFT
networks in January 2001.

Combining check conversion with
valuable real-time account informa-
tion re q u i res no major investment in
new technology by merchants or by
check processors who provide the
capability to re t a i l e r s .

Consumers write more than 10 bil-
lion checks each year at supermar-
kets, restaurants and other re t a i l
establishments. Banks participating
in SafeCHECK include many of the
nation's largest. Collectively, these
banks hold more than 45% of DDAs
at U.S. financial institutions.

"The ability to turn a check into a
real-time debit is unpre c e d e n t e d , "
Malicki said. "The conventional wis-
dom in banking for years had been
that check information could not be
moved across retail EFT networks;
SVPCo proves this thinking wro n g
with this new service that cre a t e s
substantial new opportunities for
e l e c t ronifying check   payments."
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Th e re was room to spare at the ETA M i d y e a r
Meeting & Expo in Seattle. ETA a n n o u n c e d
that attendance was 1,512, with 99 exhibitors.
The ratio of exhibitors to attendees ro a m i n g

the exhibit floor was estimated to be about 3-to-1. 

T h e re was a diff e rence of opinion as to why this
show's attendance was so much lower than the
p revious meeting in Orlando. However, con-
ventional wisdom boiled down to, "It's the
e c o n o m y, stupid!"

Other opinions on the show ranged fro m
" Two shows a year is too expensive," to "Why
Seattle? It's always raining there." (For the
re c o rd, the weather was mostly warm and beauti-
ful.) There was a vocal minority who invoked the "9/11
e ffect." Undoubtedly, business travel has yet to re c o v e r.

Those who braved the "code orange" reports and weather
reputation experienced a meeting of flying fish and qual-
ity networking. Each person we met with confirmed that
while the numbers were down, those who came were the

players. They were ready to deal.

The list of exhibitors included Hypercom, VeriFone, First
Data, Concord EFS, Thales and U.S. Wi reless Data, all
showcasing their newest offerings. Lipman, TA S Q ,
S c h l u m b e rger and MagTek highlighted solutions, servic-
es and strategic alliances. ThruComm, Cro s s C h e c k ,

Global eTelecom, Chase Merchant Services and
Paymentech were joined by newcomers

F r a u d S c rub.com, Yaga, Creditel and Exadigm. 

At the opening cere m o n y, ETA P re s i d e n t
Mary Gerdts took the podium and intro d u c e d
the new Board of Directors. The association's

committees were named next – all volunteer,
all vital to the workings of ETA .

Keynote speaker Earl Woods, father of golf superstar
Tiger Woods, shared his own brand of family guidance
and wisdom, but is this really the right group for a
"wealth should be redistributed" sermon?

The tone of the session changed quickly when the Pike
Place Fishmongers took the stage. Between fish thro w i n g
and enthusiastic audience participation – bringing an
e n t i rely new definition to a "cold fish" handshake – this
world-famous company told its story of success.

"Facing bankruptcy 15 years ago, we all made a commit-
ment to fight it and agreed to a vision," said owner John
Yokoyama. "We decided to become world famous."

Pike Place Fishmongers did just that through communi-
cation and a plan that incorporated having fun at work
and being there for its customers. The company motto:
"Catch the energy and release the potential."

Many of the attendees did catch the energy at this year's
m e e t i n g .

On display at Hypercom's booth were the ICE and T7Plus
terminals, boasting more functionality, more sophistica-
tion, more software – all without a higher price, in part
because of the scalability of Hypercom. Also pro m i n e n t l y
showcased was Hypercom's new MegaNAC 180, a high
density point-of-sale concentrator providing a wide range
of POS functions that promise significantly lower costs
per port in POS dial-access networks. 

"It's more than just the box, it's what's in the box," said
O.B. Rawls, President of Hypercom North A m e r i c a .
" We ' re putting a fresh face on an old business with more
connections, more communication, more solutions."

Did Hypercom happily embrace this year's midyear
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show? "We had good meetings with
quality people," said Rawls. "While
it does become a bit of an extrava-
gance doing it twice a year, the qual-
ity has been here. There have not
been a lot of ISOs and [there have
been] less decision-makers at this
s h o w, but the response has been
e x t r a o rd i n a r y. "

H y p e rcom reportedly spent close to
$250,000 to come to the ETA g a t h e r-
ing. "We'd prefer once a year," said
Rawls. "It's all about economy for
E TA, but you cannot not be here .
We ' re proud of our products. Our
confidence shows. Our presence is
f e l t . "

News at VeriFone centered aro u n d
its solutions for the QSR (Quick
Service Restaurant) market, alre a d y
in full force. As of September, more
than 50,000 VeriFone terminals were
installed in QSR locations, including
B u rger King, Chick-Fil-A, KFC,
McDonald's, Pizza Hut, Quizno's
and more .

VeriFone also has introduced a
p o i n t - o f - o rder solution specifically
designed for the drive-thru with
unique features that set it apart – for
example, integrated refrigeration in
the unit, a smart idea since these
devices sit in the sun day in and day
out in many parts of the country.

The drive-through solution has been
running for almost two years at a
Wendy's in Redwood City, Calif.,
and three Burger King sites in
Atlanta have had the solution
installed and working for the last six
m o n t h s .

VeriFone offers stand-beside and
integrated QSR solutions support-
ing more than 65 diff e rent point-of-
sale systems, and while many QSR
franchisees are allowed to select
their own payment systems,
VeriFone's was the system of choice
selected by Burger King for its pay-
ment pilot in A t l a n t a .

The ETA show also showcased

VeriFone's re-dedication to the ISO
market and its efforts to make ISOs
s u c c e s s f u l .

"Our booth re p resents our vision of
a renewed operation," said Ve r i F o n e
CEO Douglas Berg e ron. "We are
about growth, technological advan-
tages and, most important, people
making the diff e rence. The diff e r-
ence is the quality of people at
VeriFone. Our products speak for
themselves. The hottest thing at our
booth is the people."

The people Berg e ron was talking
about are the 20 new faces of "The
Payment People," VeriFone's inno-
vative ISO program. The idea
behind this new program is getting
VeriFone's message of innovation
and solutions directly to the mer-
c h a n t .

The answer is to work with the mid-
dleman and to make a direct connec-
tion with ISOs. VeriFone formed a
special group whose only re s p o n s i-
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bility is the happiness and eff e c t i v e-
ness of the ISO channel.

B e rg e ron's overall thoughts
about the midyear meeting:

"The timing is good for the
rollout of our ISO pro g r a m

and the continued
emphasis on our mes-
sage of high standard s ,
re l i a b i l i t y, connectivity
and comfort."

For MagTek, the
midyear show was an
opportunity to contin-

ue goals of aware n e s s
and education about new

p roducts and technology.
M a g Tek's new product, the

MICRImage, was generating
attention with a new exterior

design, a diff e rent interface fro m
the older readers and an integrated
m o d e m .

Wo rd on the street is that merc h a n t s
and ISOs love this new device

because of ease of functionality and
cost reductions for retailers as well
as increases in residual income for
ISOs. 

"While our product has been out on
the market for nearly a year, a lot of
people needed to be educated about
it," said Daniel Bailey, Southwest
Regional Manager for MagTe k .

" We really didn't see anything 'new'
h e re at the show. We did see other
vendors in similar situations, mak-
ing customers aware of the latest
technology and educating them
about their products. The show has
been a little slower than anticipated,
but it's worth your while to be here .
Anytime you get in front of your
customers, you're doing the right
t h i n g . "

T h ruComm chose this meeting to
launch its latest solution – the
Turbo800. This integrator delivers
t h ree- to five-second POS transac-
tion response times and connects up
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"We really didn't see
anything 'new' here at the show.

We did see other vendors in similar
situations, making customers aware of the
latest technology and educating them about
their products. The show has been a little

slower than anticipated, but it's worth your
while to be here.  Anytime you get in 
front of your customers, you're doing 

the right thing."
– Daniel Bailey

Southwest Regional Manager, MagTek
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to six devices simultaneously, allow-
ing merchants to lose multiple
phone lines and increase sales. 

Working with existing stand-alone
or integrated POS systems as well as
b a c k - o ffice devices, Thru C o m m ' s
new product was one of the hottest
o fferings in the exhibitor hall. 

"The location wasn't ideal and not
very convenient for a lot of vendors,
but we saw everyone we hoped to
see," said Bill Caylor, Senior Vi c e
P resident of Sales for Thru C o m m .
" We sent out personal invitations.
Everyone showed up and then
some, but we wished there had been
an even bigger turnout.

" We had a phenomenal reaction to
our product here at the show. Seeing
is believing ... and understanding
the value." 

Other participants also valued their
time in Seattle.

Paymentech rolled out new

alliances, new imaging solutions,
met vendors, strengthened re l a t i o n-
ships and established new contacts
with West Coast ISOs.

First Data had steady, solid traffic at
its booth and forged new ISO re l a-
t i o n s h i p s .

TASQ's sales team got great leads,
and SchlumbergerSema re p re s e n t a-
tives said it was a fantastic show
that produced a positive response to
its product off e r i n g s .

iShop Secure acknowledged that
this year's show was not quite as
c rowded as Orlando, but its re p s
a p p reciated spending more quality
time with attendees.

First-timer Fraud Scrub.com had
nothing to compare it to and felt the
response was very positive to its
innovative risk-management solu-
tions. 

The biggest story out of Seattle
might prove to be the changes at

E TA. Sheila Navis resigned as
Associate Director and is leaving
E TA to join another association.
G e rdts is putting her stamp on the
a s s o c i a t i o n .

Additional changes were ru m o re d ,
and several attendees invoked the
" o ff the re c o rd" pro t e c t i o n .

Oh, in case you were wondering:
The winner of the first annual
"Sheila R. Navis Memorial Ts c h o t s k i
Aw a rd" for the best display feature
went to Thales e-Transactions for its
blinking stemware. Special re c o g n i-
tion went to Vital Pro c e s s i n g
Services, which featured "first aid"
at its booth.

For years, The Green Sheet has
encouraged all ISOs, sales pro f e s-
sionals and agents to join the ETA .
This is your trade association. If you
want it to work FOR you, you must
get involved. In this time of consoli-
dation, investigation and re g u l a t i o n ,
it's time to strengthen the ETA
t h rough action.
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Set against the majestic backdro p
of Mt. Hood, the 2002 Financial
Women International 80th
Annual Conference in Portland,

O re., was tightly scripted with general
sessions, breakout sessions, workshops,
training seminars and power lunches, all
led by notable industry leaders and
spokespersons. 

Strategic seminars ranging fro m
"Thriving in 24/7" to "How to Sustain
Sales" and inspirational sessions such as
"Celebrating Women" and "Enhancing
Your Potential" were well attended by
FWI members from Canada, Russia and
the United States. 

Issues that all financial services pro f e s-
sionals face or will face were discussed in
depth. Supportive materials for all topics
w e re well constructed and readily avail-
able. The meeting provided an impre s s i v e
f o rum where financial planning, cus-
tomer management, strategic negotiation,
e ffective sales and personal development
w e re just some of the issues highlighted. 

The meeting also included a show of
a p p reciation for President Julie Cripe and
the other outgoing officers and board
members in a ceremony that included the
induction of the newly elected off i c e r s
and board members. The new President is
Vicki Daughdrill. 

The financial role of today's women has
expanded gre a t l y, as has FWI. While there
a re many professional organizations in
the industry that boast exceptional mem-
bership, valuable opportunity and access
to knowledge, FWI delivers it.

As a proud sponsor of FWI, The Gre e n
Sheet encourages you to contact the
o rg a n i z a t i o n .

H e re's an association that every woman
working in the financial services market-
place would benefit from ... and one that
every financial services company looking
to sponsor a viable group would benefit
f rom as well.

For more information on FWI, visit its
Web site at www. f w i . o rg .
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Looking Through the
Glass Ceiling
By Lisa Dowling

Women at the Top," a series of surveys con-
ducted by Financial Wo m e n
International, has produced some pro-
found data that clearly reflects the dispro-

portionately small number of women who hold top exec-
utive positions in the financial services industry.

The series collected data from annual reports, interviews
and Thomson's Global Banking Resource. It showed:

Of the 100 largest U.S. commercial banks:
• Women comprise 16% of executive management, up 3%
f rom the July 1999 study.
• Only eight of these banks have female CFOs.
• Only two have female CEOs, an improvement from July
1999, when there were zero .

Of the 100 largest U.S. credit unions:
• Women comprise 35% of executive management.
• Twenty-one have female CFOs.
• None has a female CEO.

Of the 100 smallest U.S. community banks:
• Women comprise 29% of executive management.
• Nine have female CEOs or pre s i d e n t s

Of the 100 largest U.S. community banks:
• Women comprise 16% of executive management.
• Three have female CFOs.
• None has a female CEO.

When one considers that 75% of the 1.4 million people
employed in commercial banking in America are women
and that 83% of the 203,000 people employed in cre d i t
unions are women (Bureau of Labor Statistics figures), the
data is extraord i n a r y. Does it reflect the unbalanced ratio
of women to men in management in most industries and
not just financial services? Pro b a b l y. And while changes
a re being seen, it is a slow and often challenging pro c e s s
for women to achieve what they are worth.

P e rhaps part of the challenge lies in recognizing one's
own self worth, the value you bring to the table and eff e c-
tively demonstrating that value. Strategically positioning
yourself and anticipating the obstacles you'll face once
y o u ' re in that position are skills that are invaluable to
grabbing that executive washroom key. 

To view the full versions of "Women at the Top," visit the
News page at www. f w i f o u n d a t i o n . o rg .
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With Merger
Complete,
PayPal CEO
Resigns 

It's official. eBay's acquisition
of PayPal is complete, the
companies announced Oct. 3,
2002, along

with the news that
PayPal CEO Peter
Thiel, who led the
m e rg e r, has re s i g n e d .
Matt Bannick, eBay's Senior Vi c e
P resident, Global Online Payments,
will assume all of Thiel's re s p o n s i-
b i l i t i e s .

Several pending shareholder law-
suits attempting to block the merg e r
did not stop nearly two-thirds of
holders of 61.6 million outstanding

s h a res of PayPal from voting in
favor of the acquisition. The two-
t h i rds re p resented more
than 99 percent of the
s h a res voting.

Keeping with the pro v i-
sions announced on July 8,
2002, eBay acquired all of the out-
standing shares of PayPal in a tax-
f ree, stock-for-stock transaction
using a fixed exchange ratio of 0.39
of an eBay share for each PayPal

s h a re. Based on
eBay's average clos-
ing stock price over
the period two days
b e f o re and after the
acquisition was

announced, the transaction is val-
ued at approximately $1.5 billion.

eBay said PayPal will continue to
operate as an independent brand,
keeping the PayPal name. Billpoint,
eBay's current payment solution,
will be phased out in the first half of
2003 along with PayPal's divisive

p rocessing of transactions to online
c a s i n o s .

eBay also said it
expects the acquisi-
tion will contribute as
much as $64 million
in net revenues in the

fourth quarter of 2002. eBay estimat-
ed costs related to the acquisition at
$17 million.

In other news, PayPal announced it
has hit 20 million re g i s t e red users,
which is twice the number of
account-holders the company had
one year ago. PayPal said it expects
m o re than $10 billion in member
transactions has been sent thro u g h
its network.  

"By focusing on what we do best –
p roviding secure, convenient online
payments –PayPal has continued to
attract new users and enjoy phe-
nomenal growth," said David Sacks,
PayPal's Chief Operating Off i c e r.
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By Charles Marc Abbey

The following report summarizes research on acquirer pricing that
was recently completed by First Annapolis Consulting. The Green
Sheet is collecting data for our annual Bankcard Acquiring Report.
Watch for our further analysis of pricing and other issues in the
acquiring marketplace in the January 2003 issue of GSQ.

White hot competition in the U.S. market con-
tinues to drive great experimentation in
pricing among acquirers, according to
re s e a rch recently completed by First

Annapolis Consulting. As price competition continues to
put great pre s s u re on discount rates, acquirer use of cre-
ative discount calculation methodologies has incre a s e d .
In addition, acquirers are broadly increasing their re l i a n c e
on non-discount sources of revenue. Greater uniformity
in acquirer pricing, however, might signal that competi-
tive diff e rentiation through pricing innovation re p re s e n t s
a limited window of opportunity.

First Annapolis' re s e a rch investigated pricing practices of
U.S. acquirers specifically with respect to merchants with
annual volumes of less than $5 million in
Vi s a / M a s t e r C a rd sales. The re s e a rch updated similar
re s e a rch completed in 1999 and 2001 and included 33
a c q u i rers, accounting for more than 67% of industry mar-
ket share .

Like interest and average-balance calculations among
issuers, U.S. acquirers long have used various discount
calculation methodologies, each of which has a signifi-
cantly diff e rent impact on total revenue collected from a
given merc h a n t .

• Net Discount means the application of the discount rate
to gross purchases less refunds. Historically, this has been
the most common pricing approach in the U.S.

• Gross Discount means the application of the discount
rate simply to gross purchases; there f o re, acquirers eff e c-
tively get to keep returned interchange on re f u n d s .

• Gro s s - G ross Discount means the application of the dis-
count rate to gross purchases plus refunds, so not only do
a c q u i rers keep the returned interchange on the re f u n d s ,
they also charge discount on the re f u n d .

Sixty percent of U.S. acquirers now use Gross Discount as
their primary discount calculation method with respect to
small merchants, an increase from 36% in 1999. The use of
G ro s s - G ross Discount has remained near constant, actual-
ly declining by two percentage points (within the marg i n
of error of the re s e a rch) to 17% in 2002.

Considering industry average refund rates, the incre a s e d
usage of the Gross Discount calculation method alone
i n c reased total industry revenue approximately 2% to 4%
annually over the past three years.

A c q u i rers are more conservative, on the margin, with
transaction fees than in the past. The median transaction
fees for Visa, MasterCard and American Express are
unchanged from 2001 and 1999 at $0.10 to $0.25.
H o w e v e r, the percentage of acquirers that charge no
Vi s a / M a s t e r C a rd transaction fee has increased from 9%
in 1999 to 21% in 2002, and the percent that charge $0.25
or greater has declined from 26% to 6%. 

Statement fees are even more prevalent than a few years
ago with 88% of acquirers charging between $5 and $10
and only 3% of acquirers not charging the fee at all. In
1999, 43% charged a statement fee between $5 and $10
and 22% did not charge the fee. Annual fees are still
rather uncommon with 67% of acquirers electing not to
c h a rge such a fee, down insignificantly from 1999 and
2 0 0 1 .
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F i n a l l y, chargeback fees have
become nearly as prevalent as state-
ment fees with only 6% of acquire r s
not electing to apply the fee, down
f rom 19% in 1999. More o v e r, the per-
centage charging a chargeback fee
g reater than $20 has doubled since
1999 to 30%, though the median fee
of $10 to $20 remains unchanged.

Termination fees, downgrade sur-
c h a rges, application fees: In total,
64% of U.S. acquirers charge 10 or
m o re discrete fees in addition to dis-
counts to merchants with volume
less than $5 million. First A n n a p o l i s
estimates revenue from these fee

s o u rces re p resents greater than 30%
of U.S. industry-wide re v e n u e .

H o w e v e r, the absence of significant
i n c reases in fee levels in 2002 was
n o t e w o r t h y. The only fee that had an
i n c rease in median value was the
application fee, which now averages
m o re than $50. 

All other median fees re m a i n e d
unchanged, and, in most cases,
a c q u i rers are pricing very similarly
to each other; the percentage of
a c q u i rers charging the median fee
has increased over time.

We take this as a sign that acquire r
pricing innovation may have
peaked, and most of the industry
has now followed the more aggre s-
sive, early acquirers who lead the
move to unbundled pricing. We do
not believe acquirers are gaining sig-
nificant advantage from these pric-
ing tactics any longer, and in some
of the data we see the beginnings of
price competition that is alre a d y
common in discount-rate pricing.

Marc Abbey is a partner at First Annapolis and is
responsible for the acquiring practice area for
the Baltimore consulting and M&A advisory firm.
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Because beauty is only skin
deep and mere appear-
ances aren't everything,
when American Expre s s

revamps its classic credit cards, the
company also will add new cus-
tomer re w a rds and perks as benefits
to using them.

The green (and gold) cards that once
imparted status of ownership upon
its users will be redesigned with
bolder colors and more options to
allow holders to earn merc h a n d i s e
points and frequent-flier miles for
every dollar earned – just as less
" p restigious" Visas and MasterCard s
have been doing for years.

American Express found that even if
c a rdholders didn't leave home with-
out it, those who were enrolled in

the "Membership
R e w a rds" pro g r a m
c h a rged four times
as much on their
c a rds as non-
e n rollees, accord-
ing to the Wa l l
S t reet Journal.
Competition with
Visa and MasterCard
c a rds – both credit and,
m o re re c e n t l y, debit – also con-
tributed to AmEx's decision to
revamp its familiar classic.

During the 1980s, large banks and
financial groups influenced cus-
tomer spending with the intro d u c-
tion of earning airline miles for dol-
lars spent using branded Visas and
M a s t e r C a rds. Since these card s
a l ready were accepted at more re t a i l
establishments than AmEx card s ,
consumers began to use the other

c a rds for all sorts of purchases. In
the 1990s, though, A m e r i c a n

E x p ress pushed for accept-
ance of its cards at

m o re types of re t a i l
locations, such as
g rocery store s ,
d rug stores and
gas stations, and
i n t roduced the

M e m b e r s h i p
R e w a rds pro g r a m .

To entice both curre n t
c a rdholders as well as new

customers to get with the pro g r a m ,
AmEx will offer two Membership
R e w a rds points for every dollar they
spend at most retail establishments.
The company also is offering the
option of choosing to use the points
for merchandise or airline tickets.

Annual membership dues and eligi-
bility fees for the current re w a rd s
p rogram will be eliminated; now
one fee will cover both.
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Hail to the Chief

The payment-pro c e s s i n g
industry witnessed a
changing of the guard
during the summer at one

of its superpowers. Hyperc o m ' s
f o u n d e r, George Wa l l n e r, stepped
down as Chairman to lead the new
in-house Secure Systems &
Transactions (SST) group. A c c o rd i n g
to Hypercom, the new entity was
c reated to address growth opportu-
nities in areas not traditionally asso-
ciated with the payments market. 

Under Wallner's guidance, it will
integrate Hypercom's re c e n t l y
developed biometrics, secure identi-
fication, age verification and trans-
action-security products and sys-
t e m s .

The release announcing the news
described Wallner as Hyperc o m ' s
"chief strategist." To countless pro-
fessionals in this industry thro u g h-
out the last two decades, he has been
much more. Even the outspoken
Wallner goes so far as to call himself
"the man with the message."

Born in Hungary in 1951, Wa l l n e r
came from a working-class family.
"They pushed me to work hard , "
says Wa l l n e r. "Some of it stuck!" 

After attending college to study
electrical engineering, Wa l l n e r
opted for the military rather than
the marketplace and continued his
education, but this time in radio and
telecommunications engineering.

Upon returning to civilian life,
Wallner left Hungary and traveled
down under to Australia, where he
accepted a position in a factory, sol-
dering screw taps on a transformer
p roduction line.

Within a relatively short period of
time, Wallner secured a better job in
an electrical engineering enviro n-
ment. Working for a company that
developed telephone systems,
Wallner laid the groundwork for a
c a reer that would take him down an
e x t r a o rdinary path. 

"Because of the unions in A u s t r a l i a ,
t h e re were peculiarities in their sys-
tems," he says. "My qualifications
w e ren't truly recognized even
though I moved up fairly quickly. A t
the end of four years with that com-
p a n y, I decided to go out on my own
as a private consultant."

Staying in the engineering field,
Wallner spent the next few years
working independently on intere s t-
ing projects for telecommunication
companies and airlines. "I was re a l l y
m o re than just a consultant," he
says. "I was involved in designing
and building electrical telecommu-
nications systems."

It was during this time that an idea
started to take form. "I always want-
ed to do something on my own," he
says. "I felt the money was there. A s
I was working as a consultant, I had
c o n t rol of my time, so I tried several
d i ff e rent things."

Those "things" involved designing a
communications systems that

a d d ressed a multifeature enviro n-
m e n t .

"If you look at your phone today, it
has display, multiple buttons, speak-
er capability, but back in the '60s and
'70s, every phone was standard , "
says Wa l l n e r. "If you designed a
complicated system, it was diff i c u l t
to work the phone from the stan-
d a rd button. You needed a multifea-
t u re telephone. At that time, systems
m a n u f a c t u rers made the systems,
and all phones were compatible
with those systems. That just wasn't
going to work in the future. Yo u
needed to put some intelligence into
p h o n e s . "

Wallner felt as if he delivered that
intelligence with his new pro d u c t
idea. Unfortunately, the telephone
company to which he presented the
idea didn't share his vision. So he
did what every great entre p re n e u r
has done throughout history. He
p roduced it himself.

"I went home and sold my only
asset, a car," says Wa l l n e r. "I started
my own company with a name to
reflect my message – high-perform-
ance communications."

In 1978, Hypercom was born. It's
first offering: a multifeature tele-
phone. Shortly there a f t e r, Wa l l n e r
got a partner who was good at sell-
ing. With no outside capital, doing it
all on its own, Hypercom targ e t e d
small businesses by going door to
door with Wallner's new telecom-
munications model. His hard work
and efforts paid off .

"Our units sold very well," says
Wa l l n e r. "We got more money and
built more units. Then we rented a
small space and built a small factory.
We then hired employees and sud-
d e n l y, with expenses under contro l ,
it came together. "

Within a few short years, Hyperc o m
g rew to nearly 80 employees, all
selling and servicing communica-
tions clients. Iro n i c a l l y, the company
that had rejected Wallner's idea even
became a client. 
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By 1982, Hypercom was getting serious competition fro m
Japan. "In the Taiwan corridor, the phones were easy to
copy without high technology," says Wa l l n e r. "They were
also priced better, so we decided to look for another pro d-
uct line with more knowledge, more software and not so
easily copied. When you think about a phone with a dis-
play micro p rocessor and keyboard, it's not that much of a
leap to card reader and modem."

In 1983, under Wallner's vision and expertise, Hyperc o m
designed its first card re a d e r, its first terminal.
S i m u l t a n e o u s l y, Hypercom also came out with a network-
access control unit, a telecommunication box to allow ter-
minals to dial into networks.

" T h e re were no networks in Australia at that time to
take these types of transactions," says
Wa l l n e r. "In order to be able to install ter-
minals, banks needed front-end boxes
to interface with. Providing both the
terminals and the networking
equipment – that was the basis of
our appro a c h . "

This new approach allowed
H y p e rcom to successfully
compete in Asia. By the end of
1983, Hypercom derived little
if any revenues from its tele-
phone units. Within the year,
Wallner switched his company
over to terminals. Teaming up
with Omron in Japan, Hyperc o m
combined its networking equip-
ment with Omron terminals and cre-
ated a powerful solution.

"In that relationship we were designing termi-
nals and Omron manufactured them, combining some
of their designs," says Wa l l n e r. "We modified them, re s o l d
them and enjoyed a great relationship with them."

So strong was Hypercom in the Asia Pacific region by the
late '80s that Wallner made a major decision – to take on
the American market. In 1989, Wallner re l o c a t e d
H y p e rcom's headquarters to the United States.

" We had serious competition when we arrived in the
U.S.," says Wa l l n e r. "We were number 30 in a field of 30."

How did Wallner face the competition? What was his
business philosophy? "We didn't have time for one," says
Wa l l n e r. "The underlying strategy was what we were
doing quite re l i g i o u s l y, selling products that were diff e r-
entiated and provided features and functions that were
not available with other pro d u c t s . "

Wallner claims it was that philosophy – selling pro d u c t s
that combined premium service and features – that pro-

pelled Hypercom forward. "It was not by accident that we
got American Express as our first customer," says Wa l l n e r.
" We specifically targeted them because we knew they
would appreciate our philosophy – a premium card with
a premium pro d u c t . "

Once Amex was aboard, Hypercom expanded into other
a reas. Citicorp was added to its client roster a year later.
M o re followed shortly there a f t e r. Hypercom started sell-
ing as many terminals as networking equipment.

" Within three years, we become a very strong player, "
says Wa l l n e r. "By 1992, we were number two. That stayed
like that for a long time, until VeriFone self-destructed. It
took us just under a decade to hit top shop." 

Another important philosophy that played
into the success of Hypercom involved

Wallner's financial strategy. "We believe
in not taking any debt to the point

that in 1997 when we went public,
we had $70 million in re v e n u e
and zero debt," he says. 

Wallner's leadership strategies
a re just as impressive as his
corporate achievements. Ta k e
his approach to teamwork, for
e x a m p l e .

" Teamwork ... I just tell them
what to do!" says Wa l l n e r.

" S e r i o u s l y, though, it depends on
what we're working on. If I'm not

s u re of myself, I let the team work,
then I make a decision. The only thing I

re q u i re is that while we meet, everyone
should speak his mind. Don't come back to me

after the decision is made. Up until that point, speak
your mind. Don't tell me later. "

Wallner continues, "In many cases, I felt I knew better. I
know what I know and I know what I don't. In those
a reas that I am not an expert, I defer to other people. In
the other areas, I defer to myself. You cannot run every-
thing like a committee. There is a place for working with
a team. A committee sometimes is a life form with six or
m o re legs and no brain."

Since every successful team demands a successful leader,
how does Wallner define one?

" A leader just happens; everyone does it diff e re n t l y," says
Wa l l n e r. "I have seen a lot of people who I consider lead-
ers. Most important, you have to have a vision and the
ability to impart that vision and excite that vision with
other people so they come on board with you."

Wallner contends he maintains that vision and excitement
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"If I'm not sure of
myself, I let the team work,

then I make a decision. The only
thing I require is that while we

meet, everyone should speak his
mind. Don't come back to me after
the decision is made. Up until that

point, speak your mind. Don't
tell me later."

– George Wallner
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by succeeding, one step at a time.
" You have to be able to demonstrate
at all times that you are moving in
the right direction. That's key.
Nothing beats that," he says.

As a leader, it is obvious Wallner has
accomplished much. What is he
most proud of? "Getting Hyperc o m
to where it is today is my biggest
accomplishment," says Wa l l n e r.
"Many of Hypercom's achievements
today are not mine, but what I did
personally was get Hypercom to the
U.S., get American Express' business
and put Hypercom on the map. My
other big accomplishment was the
establishment of the technology
basis that Hypercom is built on."

The flip side of the accomplishment
coin: mistakes. Finances play on that
side for Wa l l n e r. "After we went
public, I let expenses run the
finances of the company," he says.
" Very simply, I accepted experts
telling me it was so complicated I
was better off letting them handle
things. That assumption is always
w rong. No matter how complicated
a situation may be, it can be bro k e n
down into a bird's-eye view. "

To d a y, however, Wallner is faced
with new challenges. "Within the
industry today, the really big chal-
lenge I have is convincing the indus-
try that the electronic payment ter-
minal space is ready for another
major step," he says. "Nothing has
changed much in the last 15 years.
H y p e rcom's business did very well
with ICE terminals and established a
new performance level. Display and
k e y b o a rds have changed, but funda-
mentally we haven't change much.
I'm setting the stage. The time is
ready for the next generation."

Wallner hints at that generation:

" Ten years ago we had highly
diverse networks, dialing up into
p roprietary networks. Today we
have the Internet, but the point is
the Internet has changed everything
for transactions. When a terminal
dials into the host, everyone is con-
nected through the Internet. Fro m
that comes the possibility of chang-
ing how we process transactions."

Wallner sees the core of the pay-
m e n t - p rocessing industry focused
on converting paper to electro n i c
transactions. "What are paper trans-
actions? Not just credit and debit.
Now it's checking – even printing
licenses on terminals," he says.
" T h e re are a lot of paper transactions
today – 38% of all transactions are
e l e c t ronic, 62% are paper. By 2010 it
will reverse. We have a ways to go,
and we're not going to do it with tra-
ditional terminals. Many low-value
transactions are being touched too
many times – dial-up to processor to
c a rd to switches many times. Why
not go right to where you have to
go? And since I am the man with the
message, I am the one with the chal-
l e n g e . "

Wallner views technology as the
weapon of choice to meet his chal-
lenge. In fact, Wallner believes tech-
nology will meet most challenges
facing the industry today.

"The common goal is to get more
transactions from more merc h a n t s , "
says Wa l l n e r. "Value is lower, but
volume is increasing. Incre a s i n g l y,
the business case will have to get
better and better. The terminal will
have to be used for more than just
debit and credit alternatives. 

"One can say all we have to do is
make a cheaper terminal for smaller
m e rchants. The problem is that there

a re many other costs that are sub-
stantial besides the cost of a termi-
nal. That philosophy won't get you
far because small merchants get less
practice with their terminals with
the less transactions they do.

"Cheaper usually means a smaller
k e y b o a rd, a smaller display, a small-
er terminal. But the small merc h a n t
needs a bigger display and a bigger
k e y b o a rd because they don't have
e fficiency on their terminals. They
need a large, easy-to-operate termi-
nal with lots of buttons and a big
d i s p l a y. If you don't make it easy to
operate, you set a minimum re q u i re-
ment for user interface. You go
below that and you generate more
help desk calls than transactions.
That's not cost eff e c t i v e . "

Speaking of technology, does
Wallner see smart cards playing a
big role in future industry pro c e s s-
e s ?

"Smart card is not a payment pro d-
uct, it is a technology," says Wa l l n e r.
"The consumer doesn't care whether
the card has a chip or bar code or
stripe. All they care about is annual
fee, interest rates, etc. When people
say consumers won't accept it, the
t ruth is consumers could care less.
The controversy comes from the
industry itself."

He added, "There was an unfortu-
nate period four to six years ago
when banks and associations
latched onto stored-value smart
c a rds. This was two separate things
lumped into one. Smart cards were
the best way to implement store d
value. However, stored value had no
business case and serious security
i s s u e s .

" S t o red value has a fundamental
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"Nothing has changed much in the last 15 years. Hypercom's business did very well with ICE terminals
and established a new performance level. Display and keyboards have changed, but fundamentally we
haven't change much. I'm setting the stage. The time is ready for the next generation."

– Wallner
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p roblem in that it is real money. The card had to be good
to make it secure. There f o re we had a situation with this
brand new payment technology. It also was intended to
be used for microtransaction applications that generated
very little margins since electronic cash has little marg i n .
So we had this new, expensive technology targeting low-
est and cheapest transactions. It was a mismatch. The
s t o red-value smart value card did not work then and
doesn't work today. "

Wallner believes those issues created the controversy that
resulted in headlines proclaiming consumer rejection of
smart cards. "The stored-value application was what was
rejected, "says Wa l l n e r. "It didn't make a diff e rence what
the card was, it was the stored value that made the diff e r-
e n c e . "

To d a y, Wallner sees a separate issue surrounding smart
c a rds. "The magnetic stripe has no protection against cer-
tain types of fraud," says Wa l l n e r. "It is 25-year-old tech-
nology that both MasterCard and Visa know needs to be
replaced. Smart card technology is the best technology to
replace the magnetic stripe. Even though it works beauti-
f u l l y, the magnetic stripe is obsolete."

Like every other new technology, the smart card creates a
c o n t roversy at the bottom line, in how the numbers stack

up. A c c o rding to Wa l l n e r, those figures are not yet stack-
ing up nicely.

"Smart cards would instantly combat certain types of
fraud such as skimming, which is growing and becoming
sophisticated," he says. "Smart cards could wipe it out,
but right now paying $1.25 to eliminate a 60-cent expense
doesn't work yet. It's coming, though, because the cost of
smart cards is going down as the cost of fraud goes up. If
fraud justifies 80% of the cost of the card, smart cards will
come. And if people add multi-apps to smart cards, that
will contribute to acceptance as well." 

What could shatter this scenario? Biometrics.

"Biometrics can be implemented much cheaper than
smart cards," says Wa l l n e r. "I don't see it replacing card s
for a long, long time, but it will add security to using
c a rds. The government will get people to start using it.
Consumers will get more comfortable putting their fin-
gers on sensors.

" We started talking about electronic signature capture six
years ago. The response was, 'No way you're going to get
people to sign on a screen.' Then UPS did it and the next
thing we know, electronic signature capture terminals
take off and everyone is using it. The sky didn't fall in.
While consumers may suck their teeth over it, they'll give
their fingerprint. Personally, I'd rather give my finger-
print than my signature . "

Wallner sees another unique capability of biometrics as
paramount to its appeal and acceptance. "It is possible to
make fingerprint-based identification verification dumb
in that it can only verify identity but doesn't really know
the identity," says Wa l l n e r. "It is a zero-knowledge system.
H y p e rcom is already working on this technology. "

As for the future of the payment-processing industry,
Wallner predicts more consolidations, continued drive
and a split of certain classes of merchants. "One class of
m e rchants will be putting in terminals that will do more
while another class will just go after simple, cheap termi-
nals," he says. "The sad thing is that some of the financial
fundamentals, including fee stru c t u res, will change. It
will be huge."

What does the future hold for George Wa l l n e r ?

"I will continue to do what I am doing now, in charge of
strategic initiatives at Hypercom," says Wa l l n e r. "There is
a lot that can be done to make transactions more eff i c i e n t
and secure. Our industry also has a good shot at identifi-
cation-verification security activities that government
o rganizations will be pursuing. It will be big business in
the U.S. Our industry is very closely related, and the
smart ones in our industry will go after those activities
b e f o re the government does. After all, we are the experts."

Page 4 4



Call today!  (877) 203-6823
C A R D S E RVICE, DON’T GET LEFT BEHIND.

D o n ’t let your current career keep you from where you want to go.
C a rd s e rvice has the advantages you need.

cardservice.com
© 2002 Cardservice International, Inc.

C A R D S E RV I C E
IS THE
DIF F E R E N C E
BETWEEN 
G OING TO
PA R I S . . .

A N D
G E T TING A
S O U V ENIR .

• High approval rates
• Competitive re s i d u a l s
• Sales support
• Regional management support to 

help train and grow your business
• Fraud and loss pre v e n t i o n

• Trade show co-op serv i c e s
• Myagentoffice.com™ to track all your 

leads, sales and income 
• Winning merchant benefits such 

as Mymerc h a n t o ff i c e . c o m ™



VAST works with NET1’s entire suite of retail, virtual, bankcard and ACH products.
Features:
•  Contains all documents necessary to process merchant applications
• Available 24x7 from any PC with Internet Access
•  E-mail or fax filled-out applications directly to merchants for signature
•  No more incomplete applications – save it – add info – submit it
•  No more handwritten apps means fewer pended apps
•  On-line Document Retrieval, Reporting and Status Tracking
• “Smart” programming asks for only relevant application information

Organize your Applications Today - Call (800) 903-8819

A whole new way

to organize and

submit

applications

NEW! From NET1

w w w. e f t n e t . c o m

Easy 4 Step System

1. Fill it - Enter merchant
information online

2. Save it - System holds
your applications

3. Send it - 1 click to fax
or email app to merchant

4. Submit it!



The key to any successful
business is finding a need
and offering a service or
p roduct to fill it. A

h e a l t h y, growing company re s u l t s
f rom settling into a niche and
expanding your position from there .

One payment processor has found
that by blending the not-very-high-
tech concept of good old-fashioned
customer service, the highest-quali-
ty products, flexible programs and
knowledgeable people to re p re s e n t
the company, its niche not only fits
like a glove, it has allowed substan-
tial growth as well.

E l e c t ronic Exchange Systems (EXS)
found its niche in 1991 and used that
foundation to expand. By combining
flexible programs and state-of-the-
art technology with high-quality
service, the company offers busi-
nesses, both large and small, end-to-
end electronic payment solutions.

Since October 2001, EXS has been
operating as its own pro c e s s o r,
known as EXS Processing, thro u g h
Global Payments Inc.

Peter Scharnell, Vice President of
P roduct Marketing for EXS, says the
business is built on the company's
ability to be a comprehensive, one-
stop re s o u rce for merchants, off e r i n g
the most current and best equip-
ment and software available to
them, as well as establishing and
maintaining relationships with ISOs.

" We provide all aspects of transac-
t i o n - p rocessing solutions, from back
end and equipment to service and

support, including gateway services
for e-commerce," he said.  "The focus
has been on quality from the begin-
ning, and that's still the case. 

" We are truly an end-to-end solu-
tion. We hand-select all of the pro d-
ucts we off e r. We offer training for
our ISO agents, and we'll go out on
calls with them if necessary. We pro-
vide all the tools and training the
customer will need.

" We like to provide everything and
see that all the merchant's needs are
met. Mixing and matching pro d u c t s
is OK, but we'd rather pro v i d e
everything – our re p u t a t i o n
depends on service and support."

Scharnell said EXS has chosen
Lipman NURIT terminals as its pre-
f e r red line of POS solutions. "There
a re lots of cheaper products out
t h e re, and we sell them, too. But,
again, we prefer Lipman quality," he
said. "It's the best product out there ,
and we're really pushing it.

"EXS prides itself on exceptional
customer support – for ISOs and
m e rchants. We really stress values
and ethics and have an excellent
training program for our re p s . "

For businesses and organizations of
all sizes, EXS has been able to cus-
tom-design programs that best suit
the needs of specific clients.
T h rough a network of more than 100
a ffiliate offices, EXS has grown sub-
stantially over the years. Companies
that process with EXS include major
league and minor league sports sta-
diums, city governments and
nationwide chain outlets. 
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EXS has offices in
Newport Beach, Calif.;
Sarasota, Fla.; A b s e c o n ,
N.J., and Atlanta and has
28 employees, Scharnell
said. Three regional dire c-
tors oversee the aff i l i a t e
ISOs the company works
with across the country. 

EXS's ability to provide its
customers with superior
support and state-of-the-
art technology has been, and will continue to be, the cor-
nerstone for the company's expansion.

"EXS has always looked at the marketplace and tried to
determine the needs for the small and medium-size ISOs.
This is and always will be our focus," said Garry O'Neil,
CEO of EXS.

EXS is re c ruiting ISOs to accommodate the company's
ongoing expansion. In partnering with ISO agents,
Scharnell said, "Our main concern is quality. Through the
qualification process, which involves interviewing and
reviewing their organization, we're looking for people
with good business practices, ethics and morals."

Sales reps can expect a
number of advantages
to working with EXS,
Scharnell said. There is
one application pro c e s s ,
one transaction base
rate and no hidden fees
for the services.
Scharnell explained that
the transaction base fee
can be adjusted to give a
better rate for volume
and that credit and

high-risk issues are also factors in determining the per-
centage. 

EXS makes partnering advantageous with appro v a l s
within 24 hours; online reporting; turn-key solutions,
including state-of-the-art equipment and EXS' excellent
customer support; download services; and competitive
commissions and vested residuals. 

ISOs can pass these services on to any of its merc h a n t s ,
who also get easy-to-read statements and access to the 24-
hour help desk. Merchants deal with only one pro c e s s i n g
p rovider instead of several vendors for equipment and
various services, and they also get centralized support.

EXS offers the full range of transaction-processing pro d-
ucts, including ACH software and check guarantee; tem-
plated Web sites and e-commerce-enabling software; loy-
alty programs; gift card programs; wireless- and smart
c a rd-compatible terminals; and processing for all card
types, including credit, debit and EBT. 

When working with EXS, ISOs can accept almost any
m e rchant as a DDArelationship or merchant re l a t i o n s h i p .
M e rchant retention remains high, allowing ISOs more
time to cross-sell their services and increase revenue. EXS
will process for all types of operations, including small-
and large-size businesses, multi-terminal merc h a n t s ;
retail; restaurants; MO/TO; new businesses; government
agencies; utilities; non-profits; business-to-business; and
depending on the product, questionable credit merc h a n t s .

EXS provides a direct window into its system, meaning
that monthly fees to gateway services are eliminated. EXS
will assist in the application processes, provide re q u i re d
m e rchant numbers and enable access to all of the ISO's
m e rchant information and residuals data.

EXS Processing has combined the technology of tomor-
row with the service necessary for business today. Its
focus on doing the right thing for the customer and its full
range of payment-transaction programs available to busi-
nesses of all types means high merchant retention and
continuing revenue for ISOs. Not a bad little niche to find
yourself in.
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EXS provides a direct window into its system, 
meaning that monthly fees to gateway services 
are eliminated. EXS will assist in the application 

processes, provide required merchant numbers and
enable access to all of the ISO's 

merchant information and residuals data.







This just in: A new elec-
t ronic check verification
p roduct went live July 13,
2002. It's a whole new

a p p roach to accepting and pro c e s s-
ing checks. Craig Tims, President of
S y Tec, Inc. said it's the biggest thing
since electronic credit card pro c e s s-
ing. 

Simply put, the P.A.I.D system
(Payment Authorized Instantly
Debited) converts paper checks into
real-time debit transactions. The
m e rchant gets paid without a lot of
transaction fees, volume-perc e n t a g e
fees or fund-collection fees.

S y Tec's P.A.I.D program is a mer-
chant acquirer processor for
SafeCHECK, which is jointly owned
by 11 leading financial institutions,
t h ree EFT Networks and SVPCo.
Tims said that, as the first POS
p rocessor for SafeCHECK, P.A.I.D is
making it possible for a whole new
clientele to accept checks safely and
i n e x p e n s i v e l y.

Tims founded SyTec with his wife,
Te r r y, in 1994 as an ISO working
with pre f e r red merchants. They
changed the corporate stru c t u re in
2000 to become a fully independent
a c q u i rer pro c e s s o r.

Now they're an all-inclusive EBT
p rocessor and, together with partner
John Frank, they are creating market
opportunities and looking for quali-
fied independent agents to pre s e n t
P.A.I.D to merchants ranging fro m
g rocery stores to re s t a u r a n t s .

P.A.I.D works with an SVPCo-
patented processing methodology,
Tims explained. Merchants can
accept a check at the point-of-sale,
run it through the special reader and
within seconds know that the
account is valid and contains funds
s u fficient to cover the transaction
a m o u n t .

The amount of the check is instantly
debited, is guaranteed for 100 per-
cent of the face value and can never
be returned for non-sufficient funds. 

The system is based on an inter-
c h a n g e / revenue model, Tims said.
Data travels via the same EFT net-
works used by ATMs. Unlike check
verification, data files are never old
or inaccurate.

By accessing all available DDAs,
P.A.I.D enables retailers to verify
online and in real time from the
point-of-sale that checks are legiti-
m a t e .

P.A.I.D accesses 13 ATM networks,
including STAR, Interlink, Pulse and
NYCE. It also virtually eliminates all
risks normally associated with
accepting checks. NSF checks,
closed accounts, bank-return fees
and the high cost of check guarantee
p rograms are problems of the past.

Unlike other check verification sys-
tems, data files are never old or inac-
curate because the process happens
in real time. 

The process is fairly simple: The cus-
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SyTec, Inc.

ISO contact:
John B. Frank, Executive Vice President,

Sales/Marketing
Phone: 800-775-7551
E-mail: johnfrank@paidcheck.com

Company address:
1 Market Plaza
Spear Street Tower
Suite 3700
San Francisco, CA 94105
Phone: 800-775-7551
Fax: 715-262-8877
Web site: www.paidcheck.com

ISO benefits:
• All-inclusive EBT processor with unique system for

accepting and processing checks.
• P.A.I.D system converts paper checks into real-

time debit transactions.
• Enables whole new market of clientele to accept

checks safely and inexpensively.
• Looking for qualified ISOs to present P.A.I.D to

merchants, including restaurants and grocer y
stores.

Hot off the Press:
Merchants Getting P.A.I.D



tomer writes a check to pay for a
transaction, which the merc h a n t
runs through the reader that sends
the information to the merc h a n t
a c q u i re r, or P.A.I.D. It is then
p rocessed through SafeCHECK and
one of its issuer-bank members.

Verification is returned thro u g h
SafeCHECK and P.A.I.D, which then
settles the transaction with the mer-
chant's bank with a direct deposit.

Once a check is inserted into the
re a d e r, the merchant will receive an
authorization number. When
a p p roval has been ascertained, the
check is accepted and the funds are
immediately set aside, just like a
debit card/check card transaction. 

Settlement occurs within 24 to 48
hours, and funds are deposited
d i rectly into the merchant's check-
ing account.

The system features the P.A.I.D A l l -
in-One Terminal, which accepts pay-

ments for transactions made with
c redit, debit and smart cards, loyalty
and gift cards, and checks. The ter-
minal includes the check reader and
will process the checks and print
re c e i p t s .

Even though the program was just
rolled out in July, Tims said it
a l ready is drawing raves.

" M e rchants have always wanted
something like this," he said,
"because we're able to verify the
amounts in the accounts immediate-
l y. This is the first time we've physi-
cally gotten into accounts.

" We have merchants standing in
line. One major retail chain wants
400 units, and all they're asking is,
'When can you install?' "

The program gives merchants the
opportunity to accept checks.
"Businesses like restaurants, who in
the past wouldn't even have consid-
e red taking checks, are now able to.
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"Merchants have always 
wanted something like this

because we're able to verify
the amounts in the accounts
immediately. This is the first
time we've physically gotten

into accounts. We have 
merchants standing in line. 

One major retail chain wants
400 units, and all they're
asking is, 'When can you

install?' "

– Craig Tims
President, SyTec, Inc.



In fact, checks are often the pre-
f e r red method of payment – it costs
the merchants less than cre d i t
c a rds," Tims said. 

" G rocery stores are another excellent
market. Although most small store s
have their own systems in place, we
do have several large chains looking
at us because accepting out-of-state
checks is not an issue with P. A . I . D .
The program also works well with e-
c o m m e rce businesses and debt col-
l e c t i o n . "

Normal debit rules of dispute pre-
vail when transactions made
t h rough the P.A.I.D system are chal-
lenged. "You have to have a pre t t y
s t rong fraud case," he said.

The cost for running checks thro u g h
the P.A.I.D system is a flat 75 cents
per check with no percentage fees.
" T h e re is just no comparison to the
cost of check-guarantee services.
This is just a fraction of the cost,"
Tims said. 

The program is being marketed to
mid-volume merchants on up, or
those who take 100 checks a month
or more, he said. At some point in
the future, the pricing model might
be changed to a tiered model based
on average check size.

To keep pace with demand, Ti m s
said SyTec has instituted an ISO pro-
gram, and the emphasis is definitely
on working with quality people.

"Our concern is that we are the first
to offer the P.A.I.D program in the
general market," he said. "The 11
banks backing SafeCHECK want the
system presented to the market with
high standard s .

" We have a staff of 11 people right
now but no in-house sales forc e .
We ' re signing up 30 to 40 merc h a n t s
f rom all over the country a day,
though, despite that. We are not a
blood-and-guts, hip-shooting kind
of operation – we're firmly
e n t renched in the financial services

i n d u s t r y. We look at ISOs as part-
ners, not competition. As a pro c e s-
s o r / a c q u i re r, we're very sensitive to
ISO concerns, and in the case of a
conflict of interest, the tie goes to the
I S O . "

Still, the emphasis will be on looking
for dedicated, committed ISOs to
partner with, Tims said.

"I can't stress enough that we are
going to be selective in who we'll be
working with," he said. "We ' re not
looking for weekend warriors. We
want serious, career ISOs. 

" We've been around long enough
and know enough people in the
business, but there are lots of new
o rganizations out there we'd like to
get to know. We ' re going to be giv-
ing them something special.

" We think we're going to change the
face of the entire merchant check
acceptance industry. "
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EZCheck makes ev e rything about Check Conversion
and Check Guarantee services easy. In fact with a l l
we have to offer, even the decision to join is easy.
Partner with us now and you’ll enjoy some of the
best advantages in the industry.

• Lifetime residual income
• $50 bonus per sale
• Faxed applications accepted
• Merchant approvals and downloads 

within 24 hours
• Compatible with most equipment 

and platforms 
• No hidden fees
• No surprises (no kidding)

We’ve even made getting started easy. Just call 
1-800-797-5302 ext. 303 or 313. Or email
michaels@EZChk.com.





New Look for
Credit Cards

Bank of America Mini Card
BANK OF AMERICA

The latest trends in card-issuing competition are
taking shape (and size) with the latest cre d i t
c a rd offerings from Discover Bank, Bank of
America and Visa. Perhaps hoping to entice

customers into using a certain card more often than oth-
ers, rival companies are providing new looks for the plas-
tic. 

In March 2002, Discover introduced the Discover 2GO
C a rd, a compact, kidney-shaped (and kidney-colore d )
companion credit card that comes with a similar- s h a p e d
plastic protective case designed to attach to a key chain
( “ Will New Cards Bring Tears of Joy to Users and
Issuers?” The Green Sheet, issue 02:06:01).

Bank of America (BofA) recently announced plans to off e r
its own version of a companion credit card, the Bank of
America mini card, about half the size (1 1/2" X 2 1/2") of
a regular card. Like the Discover 2GO card, the Visa mini
c a rd also can be attached to a key chain, allowing card-
holders the convenience of carrying their card without
needing a wallet or a purse. 

To introduce the card, Bank of America partnered with
Visa, and for a year BofA will hold exclusive rights in
issuing the mini card. Following that year, Visa member
banks will be permitted to issue Visa-branded mini card s
under a license agreement from BofA, whereby BofA w i l l
receive royalty payments. 

Like a regular Visa credit card, the BofAmini cards can be
used at point-of-sale terminals with magnetic stripe re a d-
ers wherever a Visa is accepted – more than 24 million
locations worldwide. A debit card version is planned for
the future.  

Bank of America Corp.

8 0 0 - 7 3 2 - 9 1 9 4
w w w. b a n k o f a m e r i c a . c o m

POS Peripheral for Check
Conversion
CR 1000i
V E R I F O N E

VeriFone offers a practical and efficient solution
for converting paper checks to electronic docu-
ments at the point-of-sale with the VeriFone CR
1000i, a check-imaging peripheral that can inte-

grate with a merchant's existing payment terminal. 

When a customer pays with a check, the merchant slides
the check into the CR 1000i, and a contact-image sensor
c a p t u res a high-resolution black and white image of data
on the check such as the name, address, bank information
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and signature line. The CR 1000i reduces the size of check
data for storage and transmission purposes – the device
can store up to 400 check images in its memory before
transmitting data to a bank or clearing org a n i z a t i o n .

The CR 1000i's compact design houses an internal 56
kbps modem and is fully compatible with Ve r i F o n e ' s
Omni 3200, Omni 3300 and Omni 3750 terminals in a
dial-up enviro n m e n t .

Using advanced imaging technologies for electro n i c
check conversion such as the CR 1000i, merchants can
reduce costs related to handling, storing, processing and
collecting checks. ISOs are provided with an opportunity
to generate additional equipment sales as well as contin-
ual revenue from the check conversion services it sup-
p o r t s .

VeriFone, Inc.

2455 Augustine Drive
Santa Clara, CA 95054
1 - 8 0 0 - Ve r i F o n e
w w w. v e r i f o n e . c o m

Multifunctional POS
Terminal
LinkPoint 3000
FIRST DATA CORP., LINKPOINT INTERNATIONAL, INC.

First Data Corp. and LinkPoint International,
Inc., a wholly owned subsidiary of First Data,
recently introduced the LinkPoint 3000 point-
of-sale terminal for processing electronic pay-

m e n t s .

The multifunctional terminal is capable of pro c e s s i n g
c redit, debit, electronic benefits transfer (EBT), gift card
s e r v i c e s / Valuelink Gift Card, loyalty, pur-
chase card, TeleCheck guarantee and
TeleCheck electronic cre d i t
application (ECA).

Some of the
LinkPoint 3000 fea-
t u res include color-
coded scre e n - a d d re s s-
able keys, a two-line,
20-character backlit dis-
play and clearly labeled
dedicated function keys
and ATM-style pro m p t s .
The terminal's serial ports
consist of one printer port as
well as two ports for PIN pads,
check readers and bar-code wands. The terminal also
o ffers a built-in calculator function and password pro t e c-
tion from unauthorized downloads.

The LinkPoint 3000 terminal can be combined with
LinkPoint's PrintPoint 3000 thermal printer and
BackPoint PIN pad for the Low Cost Complete Sales
Solution offering, or the terminal can be combined with
other manufacturers' products for a full electro n i c - p a y-
ment solution. Add on Ingenico's eN-Check 2500 check
reader for split-dial ECA.

First Data is targeting small to medium retail, business-
to-business, mail order/telephone order and re s t a u r a n t
m e rchants with the LinkPoint 3000.
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First Data Corp.

6200 South Quebec Stre e t
G reenwood Village, CO 80111
8 0 0 - 7 3 5 - 3 3 6 2
w w w. f i r s t d a t a . c o m

L i n k P o i n t
I n t e rnational, Inc.

H a rd w a re Division 
PO Box 436 
Simi Va l l e y, CA 93062
w w w. l i n k p o i n t . c o m





Contact VP of Sales: 

MICAH HOBART

mhobart@neccorp.com 

972-409-9100

...for ACH Remittance Processing 
and Automatic Monthly Drafts.

• Process checks by mail via ACH.

• Eliminate deposit slips and bank trips.
• Checkwriter accounts are debited in 24 business 

hours; client accounts credited in 48 hours.
• Process checks quickly with simplified data entry.

• Process credit card payments with integrated 
credit card module.

• Set-up recurring billing schedule by check or credit    
card with the monthly EFT option

E-Chex leads the Way 
with Solutions...

222 W. Las Colinas Blvd. #111
Irving,TX 75039
w w w. e - c h e x . n e t

It ’s about Time Someone tol d
Bankcard Sales Reps      

Where to G o . . .
...to increase income 

and sales opportunities.

• Virtually all merchants immediately approved.

• Funds deposited within 48 hours.

• Merchants remain fully funded.

• Bundled rates and special quotes available.

• Multiple terminal options.

• 100% residuals paid.

• Superb customer service to thousands of satisfied 
merchants nationwide.

Contact VP of Sales: 

MICAH HOBART

mhobart@neccorp.com 

972-409-9100
222 W. Las Colinas Blvd. #111,

Irving,TX 75039
w w w. e - c h e x . n e t



Hypercom Lowers Q3 Revenue

Hypercom Corp. says it is lowering its
t h i rd-quarter 2002 revenue forecast by
$10.4 million and its operating profit by
$5.1 million because of a delay in the
release of its T7Plus POS terminal. The
company previously had projected re v-
enues for this quarter to be $80-82 million.
H y p e rcom says it expects a $2 million
t h i rd-quarter operating profit and a $36.9
million net loss, or 77 cents per share .

H y p e rcom announced plans to improve its profits by
re s t ructuring operation of its POS Terminals and
Network Systems Group, reducing its presence in Latin
America and eliminating any unprofitable operations.
The company expects these actions to result in charg e s
totaling $16.1 million in Q3 2002 but says the actions have
potential to increase annual operating profit by $6 mil-
l i o n .

Smart Card Shipments Doubled

The Smart Card Alliance, a not-for- p rofit, multi-industry
association working to further the acceptance of smart
c a rd technology, released the results of its study conduct-
ed by KPMG: Smart card shipments to the U.S. and
Canada for the first half of 2002 doubled from the same
period last year. Smart card shipments totaled 31.2 mil-
lion cards, a 111% increase from the first half of 2001.
Eighty-one percent of cards shipped were micro p ro c e s s o r
c a rds, and 19% were memory card shipments.

Visa Sales Grow 17 Percent

Visa International announced a 17 percent increase in its
global sales volume over last year, reporting more than
US$2.3 trillion for the fiscal year ending June 30, 2002.
Visa attributes its growth to increases in:

• The number of merchants accepting Visa for payment,
such as in quick service restaurants, which have grown 60
p e rc e n t .
• New co-branded cards, such as the Ta rget Visa card in
the U.S.
• New payroll programs in the U.S. and Euro p e .
• Promotions for using the Visa card such as Visa's spon-
sorship of the 2002 Winter Olympics.

Visa says retail payments with a Visa card account for 7%
of the global personal consumer expenditure (PCE),
which re p resents the market value of all goods and serv-
ices purchased (excluding homes) by households and
n o n - p rofits. Visa also said it hopes to achieve a 12% share
of the PCE by 2010. The current global PCE is US$19 tril-

lion and is driven by cash and check pay-
m e n t s .

Survey Finds Debit PIN Popular 

Results from a recent survey released by
P a y m e n t e c h polling 800 adults re p o r t e d
50 percent of Americans with debit card s
p refer using a PIN versus signing a sales
receipt. The survey respondents said the
main reason for this pre f e rence is that PIN
debit transactions are faster than signature

debit transactions; security was cited as the second most
popular reason for paying with a PIN. In addition, more
than a third of the respondents said they would be more
likely to shop at a store where PIN debit card payments
a re honored. 

Smart Cards in Demand

A U.S. government Homeland Security agency h a s
placed an order for 6,500 cryptographic smart cards with
Datakey Inc., developer of smart card solutions for secur-
ing e-business. The smart cards will be used to pro t e c t
sensitive data stored on employee laptops. To gain access
to the laptops and encrypted data on the hard drive,
employees of the agency will use a Datakey smart card
containing unique digital identification information and a
p a s s w o rd .

SPS Wins First Hawaiian's Business

First Hawaiian Bank, Hawaii's oldest financial institu-
tion, has selected Secure Payment Systems, Inc. (SPS) t o
p rovide all authorization, terminal management, A C H
settlement and risk-management services to its entire
portfolio of electronic check conversion merchant cus-
tomers as well as check and gift card processing solutions.
First Hawaiian Bank, founded in 1858, is a subsidiary of
B a n c West Corp.

Wireless Payment Service from Vital

Vital Processing Services and U.S. Wireless Data, Inc.
( U S W D ) have signed a reseller agreement whereby Vi t a l
will provide wireless coverage for processing transaction
services by offering USWD's Synapse Adaptor technolo-
g y, which converts a merchant's terminal into a wire l e s s
workstation. Vital's offering will support credit and
o ffline and online debit transactions over the Lipman
Nurit 3010 and the Thales Artema POS wireless termi-
nals. Vital's payment services are available across 90% of
the wireless coverage areas in the United States. With this
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partnership, Vital is positioned to penetrate the mobile
m e rchant market.

TSYS Renews Processing Contract

TSYS has renewed a 10-year service agreement with
5Star Bank to process its MasterCard and Visa cre d i t
c a rds. TSYS is a provider of electronic payment services.
Under the terms of the five-year agreement, TSYS will
continue to provide consumer and commercial card
account processing for 5Star's 200,000 cards. 5Star pro-
vides financial services to members of the U.S. armed
f o rces, including its parent company, the Armed Forc e s
Benefit Association (AFBA).

Terminal Leasing Made Easier

H y p e rcom Corp.'s Golden Eagle Leasing, Inc. a n d
C r e d i td i s c o v e r y have joined forces to simplify and expe-
dite the process for ISOs and merchant service pro v i d e r s
and acquirers to apply for merchant credit card pro c e s s-
ing and POS lease financing via the Internet. Golden
Eagle Leasing will integrate its microticket (less than
$5,000) leasing programs with Cre d i td i s c o v e r y' s
I S O E x p ress products to accept online credit applications
a round the clock, authenticate identity, obtain a cre d i t
report, approve or deny a application and obtain a legal-
ly binding electronic signature. 

Joining of Two at the POS

San Diego-based SalePoint, Inc. will be a reseller of
I n g e n i c o's eN-Touch 1000 touch-screen and signature -
c a p t u re terminal. The terminal will be integrated with
SalePoint's Trovato, a point-of-sale solution. SalePoint
and Ingenico have integrated the products to pro v i d e
e l e c t ronic signature capture and online debit PIN entry at
the point-of-sale.

Check Processing Comes to Sunoco

TeleCheck Services, Inc., a check-acceptance pro v i d e r
and subsidiary of First Data Corp., announced plans to
bring check transactions to 110 Sunoco, Inc. c o n v e n i e n c e
s t o res. TeleCheck will provide the stores with electro n i c
check acceptance (ECA) service and Eclipse payment ter-
minals. The ECA service converts a paper check to an
e l e c t ronic image at the point-of-sale and delivers funds to
a merchant's account in two business days. Eclipse termi-
nals are all-in-one payment terminals that provide mer-
chants with check, credit and debit authorization and
p rocessing. 

TeleCheck, VeriFone Integrate for Conversion

Te l e C h e c k announced plans to integrate its electro n i c
check acceptance (ECA) service with Ve r i F o n e's SoftPay
and Verix software solutions. Combining the solutions
will help merchants convert checks to electronic transac-
tions at the point-of-sale. With this agreement, First Data
channel partners will be able to extend the ECAservice to
their existing merchant base. By using Ve r i F o n e ' s
advanced Verix multi-application arc h i t e c t u re, terminals
can support ECA transactions, re g a rdless of the pro c e s s-
ing host or payment application. The companies expect
the integration to be completed in Q4 2002. 

U.S. Merchant Services Goes Digital

U.S. Merchant Services, provider of credit card pro c e s s-
ing, electronic checks, gift cards, prepaid gifts and payro l l
management services, announced it will provide F l o r i d a
Digital Network of Orlando (FDN) with the ability to
accept credit cards. As part of U.S. Merchant Services' "It
Pays to Switch" program, customers of FDN can re c e i v e
up to $500 to transfer their credit card merchant account
to U.S. Merchant Services and will be able to purc h a s e
p rocessing equipment at wholesale prices directly fro m
the company.

New Merchant Referral Program

Mechanics Savings Bank and Diversified Acquiring
Solutions (DAS) have entered into a merchant re f e r r a l
p rogram whereby Mechanics Savings Bank will refer both
new merchant business and non-traditional merc h a n t
business to DAS. DAS will manage the sale, set-up and
servicing of the bank's processing relationships; in re t u r n ,
Mechanics Savings Bank will receive a referral fee and
monthly income on all processed volume.

Page 6 0



Comstar, Concord Go Wireless

Comstar Interactive Corp. announced that Concord EFS,
Inc. has certified Comstar's CHARGE A N Y w h e re wire-
less credit card processing solution for merchants using
C o n c o rd's electronic transaction processing services.
C o n c o rd EFS also will distribute CHARGE A N Y w h e re to
mobile merchants through its direct and ISO sales chan-
nels. 

Prepaid Services for Sale in ATMs

Financial Technologies, Inc. (FTI), provider of ATMs and
financial services, and ATM manufacturers Ti d e l
Technologies, Inc. and Triton Systems, Inc. a n n o u n c e d
they have partnered to provide a suite of prepaid wire l e s s
services, prepaid long-distance calling plans, We s t e r n
Union money transfers and cash payroll services to con-
sumers for purchase from the Tidel 2000 and Triton 9100,
9600 and 9700 series AT M s .

Knutson Takes Over as TransFirst President

Tr a n s F i r s t has appointed Marla Knutson to President of
Agent Bank Services. Knutson, who has more than 20
years' experience in the banking and financial services
i n d u s t r y, joined TransFirst in 1999 as Vice President of
Agent Bank Services. Before TransFirst, Knutson served
as National Sales Manager and Vice President for A g e n t
Banks in the Merchant Services Division of Chicago-
based Harris Trust and Savings Bank. Her backgro u n d
also includes the position of Merchant Product Specialist
for Norwest Card Services.

Industry Veteran Is New CashWorks VP

C a s h Works Inc., p rovider of check-cashing technology
solutions, has appointed Dennis P. Kraft to Senior Vi c e
P resident of Sales and Marketing. Kraft is a veteran in
sales and marketing, with more than 20 years' experience
in payment pro c e s s i n g - related technology solutions for
retailers and financial institutions. Kraft pre v i o u s l y
served as Vice President of Sales and Business
Development for @POS, Inc., which recently was
a c q u i red by Symbol Technologies. Kraft also has held sen-
ior sales and marketing positions with InfoSpace, First
U S A Paymentech and Moneymaker EFT.

TransFirst Increases Market Share to 20% 

Dallas-based Tr a n s F i r s t, a transaction processing services
p ro v i d e r, has acquired B A Merchant Services, Inc.'s
agent bank merchant acquiring portfolio. The merger will

add 10 percent in market share – $3 billion in annual sales
volume – to TransFirst's Agent Bank Services division,
giving it a total market share of more than 20 perc e n t .
This is the latest of three acquisitions for TransFirst. The
TransFirst Agent Bank division will now service more
than 520 banks with $6 billion in annual sales volume. 

Cardtronics Adds to ATM Network 

C a r d t r o n i c s has acquired 1,200 ATMs and placement
a g reements from Diebold, Inc., including several new
corporate accounts such as Barnes & Noble College
B o o k s t o res, ExxonMobil, Rite Aid and Uni-Mart.
C a rd t ronics' ATM network now includes more than 9,000
owned and/or managed ATMs nationwide, including
1,100 ATMs from its acquisition of McLane Financial
Services Plus last October.

First American Picks Up ATM Contracts

First American Payment Systems, L.P., a merc h a n t
b a n k c a rd and ATM processing acquire r, has acquire d
FirstCard Financial Services, Inc. with 636 AT M - p ro c e s s-
ing contracts. FirstCard Financial Services now operates
as FirstCard ATM, Inc. and has signed a long-term agre e-
ment with First American to provide ATM, credit and
debit processing services.
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WHAT’S ALL THE BUZZ ABOUT?
We’re all buzzing about our NEW B-NET Internet Program...

The Industry’s Only TRUE ONLINE INTERNET Application
Auto Approval Program for “A” PAPER only $10,000 Monthly Volume

$250 Average Ticket (See full Details on our Web-site)

No Signature EVER Required • One Step Application Process • Free Gateway/Virtual Terminal
No App Fees • Free Mirror Web Site • No Liability • No App Quotas

Visit our website @ www.busy-as-a-bee.com
or c a l l 1- 877 - 7 0 0- S W I P E e x t . 24 2

I N T E R N E T/ BUY RAT E : 1.93% + $0.22
R e g i s t e red ISO/MSP of National City Bank of Kentucky BPS

Residual Streams
“Special”

LIMITED TIME 
INCENTIVE PROGRAM
500 Approved Accounts

= $20,000
cash bonus

B
NET





Giving Great Value

In an industry saturated with buzzwords, one
phrase that is used again and again is "value
added." New technology promises value-added
p roducts. New processors promise value-added

services. What is not heard as frequently on the business
b o u l e v a rd is anything about value-added relationships. 

While new products and services may set you apart fro m
the pack on the surface, creating, building and maintain-
ing strong sales relationships with partners and pro s p e c t s
is critical to sales success. 

Selling is a relationship-based profession. It's all about
consulting as opposed to just selling. If you're seeking
ways to add value to your portfolio, here are tips that
a ren't based on technology but rather on a true appre c i a-
tion of the human approach. 

• Tell the truth. First and foremost, don't be a know-it-all.
If you don't have the answer to a prospect's or customer's
question, readily admit it and then immediately pro m i s e
to re s e a rch and return. The value of appearing honest and
earnest greatly outweighs acting like an expert.
• Find where it hurts. Not every merchant feels the same
b u s i n e s s - related pain. Ask pertinent questions and pre-
p a re a specialized treatment to alleviate their particular
s t ress. If you can cure them, you'll keep them.
• Don't always look for a return. The truest friends help
one another without receiving a direct benefit. Whether it
be info or assistance, doing more than is basically
re q u i red or reimbursed ensures a greater return on serv-
ices re n d e red. Instant gratification has no value for pro-
fessionals in it for the long haul.
• Stay in touch. Past associates and old friends all are
valuable in maintaining relationships and creating new
ones. Everyone is a potential re c ruit for referrals. Even
m o re important, staying in touch also means re t u r n i n g
every call every day. Leave a message unanswered and
you'll run the risk of being left behind.
• Be aware of the action. It's not enough to know your
client. To d a y, you've got to know your client's competi-
tors as well. Your merchant will appreciate you keeping
them informed of what their rivals are doing. By watch-
ing your merchant's back, you'll cover your own.
• If you can't say anything nice ... A p rospect doesn't
want to hear you bashing your own competition, espe-

cially if that prospect had a favorable meeting the day
b e f o re with them. Instead, point out the valuable benefits
of your products that meet their special needs better than
anyone else's. That re q u i res you knowing the good things
about your competitors, not just the bad.
• Keep a little black book. Birthdays, anniversaries,
important events in the lives of your clients are invalu-
able to maintaining a strong bond. Acknowledgement can
be as simple as a congratulatory phone call or a quick
note. Sometimes, it's not the size of the service but the
s e n t i m e n t .
• Make an impression. Do it with humor, do it with style,
just do it. Always leave your prospect or customer feeling
good, but always leave them knowing that you are a pro-
fessional whose knowledge of their business model, their
special needs and their sales goals is solid.
• Share your wealth. P roviding value to your merc h a n t s
includes sharing ideas on how to sell more efficiently and
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COMDEX Fall 2002

Highlights: It's time again for COMDEX, an institution among
trade shows in its 23rd year in Las Vegas. The global IT indus-
try gathers at COMDEX every fall because this is where indus-
try leaders set the tone and agenda for the coming year; new
products are launched, and buyers and sellers can meet face-
to-face. An outstanding keynote program, world-class confer-
ence programs and a dynamic show floor featuring many new
products are all part of the event. To address specifics of the
challenging times and road to recovery for the IT industry,
Carlos Bonilla, Special Assistant to the President, National
Economic Council will participate in the keynote series on
Wednesday, Nov. 20, with reflections and comments on what
lies ahead for the global IT marketplace. This year's illustrious
roster of keynote speakers includes Scott McNealy of Sun
Microsystems, Carly Fiorina of Hewlett-Packard and Bill Gates
of Microsoft. 

When: Educational Programs – Nov. 16-21, 2002
Exhibition – Nov. 18-22, 2002

Where: Las Vegas Convention Center
Registration Fees: Vary by programs attended. Visit

www.comdex.com for complete schedule of events and fees.
How to Sign Up: Online at www.comdex.com. By phone at

888-568-7510.

National Retail Federation
Convention and Expo

Highlights: Opportunities to increase profits and grow in retail
are harder to identify than ever before, and the margin for
error is shrinking in this difficult economic climate. When the
upswing comes, only the smartest retailers will have positioned
themselves to take full advantage of it. The retail industry will
gather once again for three days of up-to-the-minute education-
al sessions, discussions of best practices and new technologies,
and tips to improve existing operations and grow profits. NRF
has assembled leading industry analysts, experts in all facets of
retail operations, innovative industry business partners, econo-
mists, investment analysts, suppliers and top retail executives to
provide their insights into the future of retailing. Informative ses-
sions will focus on the latest developments and strategies in
marketing, technology, merchandising, store operations,
finance, channel optimization, supply chain and more.

When: Jan. 12-15, 2003
Where:: Jacob Javitz Convention Center, New York 
Registration Fees: Vary by membership status, events attended

and registration date; early registration deadline is Nov. 15,
2002. Visit http://nrfannual03.expoexchange.com or phone
301-694-5243 for details. 

How to Sign Up: Online at
http://nrfannual03.expoexchange.com

e ffectively on a regular basis. While they may not incorpo-
rate your ideas every time, when they do have a situation
that re q u i res special attention, they'll contact the person
who presents solutions regularly – that's you. 

In the Right Place

Ben Franklin once said, "It is better to strike as
good a bargain as one's bargaining position
admits." Putting yourself in an optimum negoti-
ating position takes more than being in the right

place at the right time. It takes skill. It involves pre p a r a-
tion. It takes awareness and understanding of your
p rospect's needs as well as your own. But, most important,
it's about having the right attitude.

Successful sales professionals rely on a positive attitude in
all of their negotiations. They recognize conflict as a nor-
mal and constructive element of doing business. They
embrace conflict with skills they've learned and honed to
perfection through practice. They know those skills will
p rovide them with the self-confidence and courage neces-
sary to effectively tackle any situation. Their winning atti-
tude translates to a win-win negotiation. And that's what
successful negotiation is all about – both sides able to come
away with something of value.

Consider the following statements. If you find you dis-
a g ree with most of them, it may be time for an attitude
adjustment. If they reflect your attitude, you are already in
the right place!

• It doesn't bother me when my prices, products or servic-
es are questioned.

• Conflict is a fact of life, and we all have to work togeth-
er to resolve it.

• Conflict is a positive opportunity for me to re - e x a m i n e
my opinion, ideas and perc e p t i o n s .

• Conflict stimulates my thinking and sharpens my judg-
m e n t .

• I consider the needs of the other person when re s o l v i n g
c o n f l i c t .

• Conflict often can result in more productive solutions.

• Compromise is not a sign of weakness.

• Conflicts that end satisfactorily strengthen re l a t i o n s h i p s .

Good Selling!

Paul H. Green



With a…  

• $2,500 Sign-On Bonus

• 9.5¢ Transaction Fee 100% above

• 1.519% Discount Rate 100% above

• 3 Hour Live Merchant Numbers (MSI’s Insta-App)

• .0295 Leasing Factor (No first & Last Av a i l a b l e )

… MSI has your numbers!

Become an MSI Power Agent To d a y !
Call 1-800-CARDSWIPE ext. 7936 or visit www. g o t o m s i . c o m

Sign On. Cash In. Make More .Sign On. Cash In. Make More .

A bonus of

$2,5 0 0
makes us a smart call!

A bonus of

$2,5 0 0
makes us a smart call!

Once again, MSI tilts the scale in your favor with an unprecedented new off e r. Join our new

PowerAgent Program and earn more than ever before – starting with a $2,500 sign on bonus. 

M S I ’s PowerAgent Program is packed with powerful agent incentives. MSI provides a caliber 

of service and support, which is second to none!

So, partner with MSI today, the team that always excels in producing… bigger profits for you. 

Merchant Services, I n c .
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Amicus/XtraCash ATM
(888) 712-1600

ATM Merchant Systems
(888) 878-8166

Cash Resources, Inc.
(800) 214-1840

Data Capture Systems, Inc.
(800) 888-1431

Financial Technologies, Inc.
(800) 523-2104

NationalLink
(800) 363-9835

BANKS LOOKING 
FOR ISOs/MSPs

Bridgeview Payment Solutions
A Wholly Owned Subsidiary of
Bridgeview Bank and Tru s t

(888) DO APPLY
Chase Merchant Serv i c e s

(800) 622-2626 x86016
Comerica Merchant Serv i c e s

(800) 790-2670
First American Pymt Sys

(866) GO4 FA P S
Humboldt Bank Merchant Serv i c e s

(877) 635-3570
National Processing Co.

(800) 672-1964 x 7655
Professional Payment Consultants

(402) 496-6381
Redwood Merchant Serv i c e s

(800) 939-9942
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING SERV I C E S

C F IG ro u p
(888) FON-CHEX

Checks by Phone/By We b
(561) 998-9020

CHECK GUARANTEE/
V E R I F I C AT I O N

Abanco Intl., LLC
(866) 231-2030 x2347

C rossCheck, Inc.
(800) 654-2365

E Z C h e c k
(800) 797-5302 x303

Global eTelecom, Inc. (GETI)
(877) 454-3835

Global Payments   
(800) 638-4600 x888

S e c u r- C h e x
(888) 603-0978

COMPLIANCE/PIN 
E N C RY P T I O N

I N F O R M AT I O N EXCHANGE, INC.
(973) 734-0822

C O N S U LTING AND 
A D V I S O RY SERV I C E S

First Annapolis Consulting, Inc.
(410) 855-8500

Integrity Bankcard Consultants, Inc.
(800) 816-4224

Novida Consulting
(402) 895-5142

DEBIT TRANSACTION 
P R O C E S S I N G

C a s h L a n e
(800) 325-2862

Global Payments, Inc.
(800) 801-9552

E F T-ACH SETTLEMENT 
S E RV I C E S

C h e c k g a t e w a y. c o m
(480) 785-2262

Intercept Corporation
(800) 378-3328

E Q U I P M E N T

Abanco Intl., LLC
(866) 231-2030 x2347

Assoc. Te rminal Mgmt (ATM) Grp
(877) 286-4768

Automated Transaction Te c h .
(888) 454-1210

B A N C N E T
(713) 629-0906

BUDGET Te rminals & R e p a i r
(985) 649-2910

C a rd Wa re Intern a t i o n a l
(740) 522-2150

C D ES e rv i c e s
(800) 858-5016

General Credit Forms, Inc.
(800) 325-1158

Global Payments   
(800) 229-3698

The Horizon Gro u p
(888) 265-2220

I n g e n i c o
(800) 252-1140

Lipman USA, Inc.
(516) 484-9898 

M LT & Assoc., Inc. Plastic Refurb
(775) 358-2922

National Processing Company
(800) 672-1964 x 4383

P O SP o rtal, Inc.
(866) 276-7289

S c h l u m b e rger Sema
(800) 732-6868 x202

Te e rt ronics, Inc.
(800) 856-2030

TA S Q Te c h n o l o g y
(800) 827-8297

Thales e-Transactions, Inc.
(888) 726-3900

Vital Merchant Serv i c e s
(800) 348-1700

G I F T / L O YA LT Y
CARD PROGRAMS

C H I P L O G I C S
(866) 462-4477

P O S Payment Systems
(718) 548-4630 x18

S w i p e C a rd, Inc
(702) 307-3700

FUNDING SOURCES

R e s o u rce Finance Company, LLC
(866) 211-0114

I N S TANT MERCHANT
A P P R O VA L S

C re d i t d i s c o v e ry, LLC
(877) 789-4976 x8006

I S O R E L ATIONSHIPS 
AVA I L A B L E

Abanco Intl., LLC
(866) 231-2030 x2347

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric Pymt Svcs
(866) 324-6729

B rennes-Jones Gro u p
(800) 970-2592 x1003

C o C a rd Marketing Group, LLC
(800) 882-1352

E x p ress Merchant Proc. Sol.
(800) 999-5189 x 7966

First American Payment Systems
(866) GO4 FA P S

First Data Merchant Serv i c e s
(866) FDMS-ISO

Global eTelecom, Inc. (GETI)
(877) 454-3835

Global Payments
(800) 801-9552

M e rchant Data Systems, Inc.
(800) 249-6377

M S I - M e rc h a n tS e rvices, Inc.
(800) 288-8472 x912

P a rt n e r- A m e r i c a . c o m
(800) 366-1388

Total Merchant Serv i c e s
(888) 84-TOTAL x314

United Bank Card (UBC)
(800) 201-0461

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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ISOS/BANKS 
PURCHASING ATM 
P O RT F O L I O S

Midwest Bancard Corporation
(888) 272-4325

Momentum Cash Systems
(800) 939-0914

ISOs/BANKS PURCHASING
MERCHANT PORT F O L I O S

AmericaOne Payment Sys
(888) 502-6374

C a rdPoint, Inc.
(410) 592-8998

Chase Merchant Serv i c e s
(800) 622-2626 x84134

C o n c o rd EFS, Inc.
(800) 778-4804 x66382

M e rchant Data Systems, Inc.
(800) 249-6377

M e rchant Services Incorporated
(800) CARDSWIPE x7934 

Southwest Financial Services, Inc.
(800) 841-0090

Transfirst Holdings, Inc.
(972 249-0037

ISOs LOOKING 
FOR AGENTS

Abanco Intl., LLC
(866) 231-2030 x2347

Advanced Merchant Services (AMS)
(888) 355-VISA (8472)

AmericaOne Payment Sys
(888) 502-6374

American Credit Card Proc.Corp.
(800) 310-3812

A p p roval Payment Solutions, Inc.
(888) 311-7248

B a n k C a rd USA
(800)589-8200 x101

B rennes-Jones Gro u p
(800) 970-2592 x1003

C a rdPoint, Inc.
(410) 592-8998

C a rdReady International, Inc.
(877) PAY R E A D Y

Comerica Merchant Serv i c e s
(800) 790-2670

C o n c o rd EFS, Inc.
(800) 778-4804 x 66382

C o rnerstone Payment Systems
(866) 277-7589

CPS Group, inc.
(800) 933-0064

C y n e rgy Data
(800) 933-0064 x 5710

E - C o m m e rce Exchange
(800) 748-6318

E l e c t ronic Merchant Systems
(800) 726-2117

EXS Electronic Exchange Sys.
(888) 949-2021

Fifth Third Merchant Serv i c e s
(800) 669-7228

First American Payment Systems
(866) GO4 FA P S

F rontline Pro c e s s i n g
(866) 651-3068 x133

Imperial Processing Gro u p
(800) 790-2670

Innovative Merc h a n t
S o l u t i o n s

(800) 397-0707
I R N PAYMENT SYSTEMS

(800) 366-1388
Lynk Systems, Inc.

(866) 828-5965
M e rchant Data Systems, Inc.

(800) 249-6377
M e rchant Services, Inc.

(800) CARDSWIPE
Momentum Cash Systems

(800) 939-0914
M S P D i rect, LLC

(888) 490-5600 x112
National Processing Co.

(800) 672-1964 x7655
Nationwide Cre d i t c a rd Center

(800) 910-2265
Netcom Data Southern Corp.

(800) 875-6680
Online Data Corporation

(866) 222-2112
Retriever Payment Systems

(800) 376-3399
S i g n a t u re Card Serv i c e s

(888) 334-2284

Total Merchant Serv i c e s
( 8 8 8 ) - 8 4 - T O TAL x314

Transaction Payment Systems
(800) 999-8674 x309

United Merchant Serv i c e s
(800) 260-3388 x202

Worldwide Merchant Serv i c e s
(800) 847-2662

Xenex Merchant Serv i c e s
(888) 918-4409

L E A S I N G

A-1 Leasing
(888) 222-0348

Abanco Intl., LLC
(866) 231-2030 x2347

Allied Leasing Corp.
(877) 71-LEASE

American P.O.S. Leasing Corp.
(800) 349-6516

B A R C L AY SQUARE LEASING, INC
(866) 396-2754

First Leasing Corp.
(888) 748-7100

G l o b a l Te c h
(800) 414-7654 x 3002

Golden Eagle Leasing, Inc.
(800) WE LEASE 

LADCO Leasing
(800) 678-8666

Lease Finance Gro u p
A Division of CIT

(888) 588-6213
Leasecomm Corp.

(800) 515-5327
M e rchants Leasing Systems

(877) 642-7649
Merimac Capital

(888) 603-0978
N o rt h e rn Leasing Systems, Inc.

(800) 683-5433 x 8500
TA S Q Te c h n o l o g y

(800) 827-8297

U.S. MERCHANT
ACCOUNTS FOR 
C A N A D I A N S

PayNet Merchant Services, Inc.
(888) 855-8644

NON-U.S. MERCHANT
A C C O U N T S

PSiGate Payment Serv i c e s
(877) 374-9444

POS CHECK CONVERSION

Abanco Intl., LLC
(866) 231-2030 x2347

C rossCheck, Inc.
(800) 654-2365

E - C h e x
(877) 474-8924

E Z C h e c k
(800) 797-5302 x303

E l e c t ro C h e c k
(877) 509-9399

Global eTelecom, Inc. (GETI)
(877) 454-3835

Nationwide Check Serv i c e s
(800) 910-2265

POS SUPPLIES

C a rd Wa re Intern a t i o n a l
(740) 522-2150

General Credit Forms, Inc.
(800) 325-1158

TA S Q Te c h n o l o g y
(800) 827-8297

The Horizon Gro u p
(888) 265-2220

Valdez Paper Pro d u c t s
(970) 689-1655

Vital Merchant Serv i c e s
(800) 348-1700

PROCESSORS LOOKING 
FOR ISOs

First Data Merchant Serv i c e s
(866) FDMS-ISO

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

National Processing Company
(800) 672-1964 x7655

P O S Payment Systems
(708) 548-4630



PARTNERSHIP
PROGRAM

TO START YOUR OWN BUSINESS
CALL US

1-800-310-3812

A COMPANY OWNED AND OPERATED
BY SALES PEOPLE
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REAL-TIME CHECK/ 
CREDIT CARD PROCESSING

C h e c k g a t e w a y. c o m
(480) 785-2262

E - C o m m e rce Exchange
(800) 748-6318

e P ro c e s s i n g N e t w o r k . C o m
(800) 971-0997

Online Data Corporation
(866) 222-2112

P roPay USA-FaxPay
(888) 486-4701

SITE SURV E Y S

P ro p e rty Resource Network Inc.
(800) 676-1422

S O F T WARE ALT E R N AT I V E

G OS o f t w a re, Inc.
(800) 725-9264

S U P P O RT DESK FOR POS
TERMINALS & PC
S O F T WA R E

C a rd Wa re Intern a t i o n a l
(740) 522-2150

TA S Q Te c h n o l o g y
(800) 827-8297

The Horizon Gro u p
(888) 265-2220

Vital Merchant Serv i c e s
(800) 348-1700

VIDEO PRODUCTION

Roaring Mouse Pro d u c t i o n s
(707) 794-9699

WHOLESALE DISTRIBUTORS

Level2 Distribution
(866) 4LEVEL2

WIRELESS SERV I C E S

U S Wi reless Data
(800) 979-3282
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