
Heavyweight on Ropes:
Visa Could Get Black Eye

G
eez, payments is
a litigious busi-
ness. Visa –
ensnared in liti-

gation with retailers over
its accept-all-cards rule and
seeking an appeal of the
Justice Department’s victo-
ry in its antitrust case
against the card associa-
tions – is suing First Data
Corp. Visa argues that First
Data, the nation’s largest
processor of merchant card
transactions, threatens to
sully the Visa brand name
with a new service that
lowers costs by keeping
transactions in-house. Visa
rules stipulate that all trans-
actions initiated with Visa-
branded cards must pass
through the Vi s a N e t
authorization and settle-
ment network. 

Meanwhile, some of the
retailers that are suing Visa

(and its rival MasterCard) have threatened similar action against NACHA, the
bank-dominated ACH rules group, based in Herndon, Va. These retailers are
concerned that the banks that dominate NACHA’s board of directors are trying
to change the pricing model for ACH payments. They’re especially worried that
change would usher in interchange pricing for nascent ACH payment types, such
as POS check conversion.

The Food Marketing Institute (FMI), in
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" ... Keep in mind that all money is what is called ‘fiat
money.’ No, that doesn’t mean that it is made by an
Italian car company. (If so, it would probably rust!) It
means that the money we use has no intrinsic value.
It is valuable only because we all believe that it is!"

See Story on Page 10
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Why is Ingenico the world’s
premier supplier of secure financial

transaction terminals?

* Per the Nilson Report’s October 2001 issue, Ingenico shipped more terminals
worldwide than any other supplier

It’s by DESIGN

Ingenico is the world’s largest provider of secure financial transaction terminals*. The reason lies in our
design.

Ingenico has developed a unique, proven software development environment called UNICAPT. This universal
application development tool allows the user to leverage a UNICAPT developed payment application throughout
the entire line of Elite terminals. The benefits are; faster time-to-market, lower cost of support, better customer
service, and simplified sales and operator training. An added benefit of UNICAPT is that it enables secure
running of multiple applications on a single terminal.

The Elite 510, countertop transaction terminal is no exception. Running UNICAPT applications, the terminal
supports multi-applications for both magnetic-stripe and smart card initiated transactions. It is EMV approved,
has a large backlit graphic display, and a built-in thermal printer. All of this and Ingenico’s world famous 
reliability and functionality offered at an exceptional price.

Contact your local reseller or Ingenico today.
1-800-252-1140  -  www.ingenico-us.com

Elite 510
EFT DIAL TERMINAL
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Global  eTe le com Responds

Paul,

I am writing in response to a recent article in The Green Sheet,
"E-Check Electrified," which detailed Western Clearing Corp.'s
new electronic check conversion products and company
overview. The article was well written and informative. However,
I took exception to a false statement about NACHA compliance
attributed to Mitch Wiggins, President of Western Clearing Corp.

In the article you quoted Mr. Wiggins as saying, "While a hand-
ful of companies tout their e-check offerings, with the exception
of TeleCheck, they are all merchant-as-keeper and do not con-
form to existing NACHA rules. Ours does."

This is an outright falsehood and a smear on the integrity of not
only my company but others in the industry. The Green Sheet
recently has made very impressive strides in its content, material
and format. As a member of The Green Sheet Advisory Board
and an active advertiser, I am deeply dismayed that you would
publish this comment.

Global eTelecom has an excellent relationship and reputation
with NACHA, where it is openly known that we conform to all
NACHA rules, including consumer-as-keeper, and in addition
we are an active, longstanding member of the Electronic Check
Council. Several other electronic check conversion companies
have a great reputation for NACHA compliance as well.

While NACHA does not endorse any one company, it does keep
track of who is in compliance with NACHA regulations and who
is not. There is a national system of fines in place for companies

and entities that are not in compliance with NACHA regulations.

Mr. Wiggins obviously does not have his facts clear and perhaps
made the statement as a marketing ploy. Regardless of his inten-
tion or motive, he is wrong. NACHA compliance is a serious
issue, one that Global eTelecom takes seriously to protect our
ISOs, merchants, and business partners.

I would personally invite anyone who has any question about
Global eTelecom's reputation or its full compliance with NACHA
rules to contact NACHA directly and ask for yourself. Nancy
Grant is the Senior Director of NACHA's Electronic Check
Council, and Debbie Barr is head of Rules and Compliance and
the National System of Fines for NACHA. The number for
NACHA is 703-561-1100.

Sincerely,
John H. Beebe

Chairman & Chief Executive Officer, Global eTelecom
john@globaletelecom.com

Dear John,

Thank you for taking the time to respond to our recent article. I'm
surprised that you are "deeply dismayed" that we would publish
any statement.

Many of the topics covered in The Green Sheet are controversial,
and most debates have more than one side. While I am careful
to get the facts straight when making a statement, I do not cen-
sor or edit the opinions of others. Nor do I only publish state-
ments by those who agree with my point of view.

Our company profiles are based on interviews with executives
who, naturally, tout their company's virtues. I created this vehicle
specifically for that purpose, in order for our readership to
become more familiar with the multitude of opportunities in our
industry.

Paul Green
Editor in Chief



an April letter to
NACHA, accused
the group of inten-

tionally excluding retailers from the discussion and raised
the specter of the Sherman Antitrust Act. FMI is a
Washington-based trade association representing the inter-
ests of grocers.

"Rest assured, if NACHA persists in allowing [its
Interbank Compensation] Task Force to be used as a tool
for banks to develop and implement these fees, FMI will
take appropriate action to protect and compensate its
members, including cooperating with federal and state
antitrust enforcers and initiating litigation," wrote Timothy
Hammonds, FMI’s President and CEO.

NACHA’s President and CEO, Elliott McEntee, shot back
a terse reply, explaining that any
change in pricing formulas would
include public debate and ample
opportunity for retailer input. But the
explanation apparently wasn’t enough
for some retailers, such as Wal-Mart
Stores, Inc.

Wal-Mart is the largest retailer to date
to test POS check conversion.
Michael Cook, Wal-Mart’s Managing
Director of Financial Services, figures
the 12 million paper checks converted
to electronic checks last year repre-
sented about one-fifth of all POS
check conversions in the U.S.
(Converted checks were about 1% of Wal-Mart’s total
POS check volume.)

However, in a presentation during NACHA’s Payments
2002 conference, Cook hinted Wal-Mart would pull the
plug on its check conversion program (in place at about
200 stores today) if ACH pricing goes interchange. And he
read aloud from the FMI’s April letter to NACHA.

Putting Things into Perspective

NACHA, like lots of other organizations in this era of con-
solidation, is facing a revenue crunch. So NACHA’s board
of directors dispatched a task force to study new revenue
opportunities. 

Their first mistake seems to have been in the selection of
a name: the Interbank Compensation Task Force. It appar-
ently conjures images of interchange in many retailers
minds. NACHA’s second mistake may have been bringing
up the matter at a meeting of its Electronic Check Council.
Unlike the Compensation Task Force, the Check Council
includes as members retailers and other non-banks. Its
mission: to sell businesses and consumers on ACH check
conversion for POS and other checks.

The ACH is touted as an inexpensive, electronic alterna-
tive to checks. But in reality, checks are really cheap to
process. So any change that increases costs threatens to
diminish the business case for ACH payments.

Every U.S. financial institution has access to the ACH,
either through the Federal Reserve, or by contracting with
a private-sector payments processor, such as Visa. Typical
ACH payments include direct deposit of pay, automatic
debiting for loans or insurance premiums, and corporate-
to-corporate trade payments. Electronically converted
checks are just a small part (about 1%) of the ACH work-
load.

Last year, nearly eight billion payments were processed
through the ACH, according to NACHA. That’s about a
billion more ACH payments than were reported processed

in 2000 but far fewer than the nearly
50 billion check payments that were
processed through the banking sys-
tem in 2001.

ACH items are priced on a per-trans-
action basis. The fees charged by
most banks – upward of 10 cents an
item – are substantially less than
interchange fees for credit and check
card transactions, which are based
upon total value of the ticket. 

Interchange fees were conceived of
originally as a way to compensate
card issuers for the risk of extending

credit based upon authorization procedures performed by
the merchant and its bank. But in recent years, Visa and
MasterCard have moved to so-called "incentive" pricing,
and today interchange fees are based on an assortment of
factors, including retail sector (supermarket versus spe-
cialty shops) and transaction size.

Interchange fees differ from discount fees. Discount fees,
which are charged merchants by their banks or processors
for accessing the authorization and settlement structure,
are a marked-up version of interchange fees.

Visa Takes on First Data

The authorization and settlement structure for payment
card transactions is dominated by the card associations
(Visa and MasterCard), which are controlled by banks –
many of the same banks, in fact, that control the NACHA
board.

First Data provides processing services to both card-issu-
ing and transaction-acquiring banks, including some of the
very same banks that dominate Visa, MasterCard and
NACHA. Recently, the processing giant began testing a
service that keeps some transactions in-house – notably,
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transactions in which both the acquiring and issuing bank
are clients/partners.

First Data says this new in-house processing service will
cut costs and simplify dispute processing, among other
benefits. Visa says the service is a breach of contract.

Visa’s rules require that any payment initiated with a Visa
card pass through the VisaNet system at least twice: when
it is authorized and when it is settled between the card-
issuing and transaction-acquiring bank. Visa says it needs
to do this to ensure quality control of its brand.

First Data controls nearly two-thirds of merchant card pro-
cessing accounts in the U.S. The company handled more
than 15 billion POS transactions last year; better than half
of those were initiated with Visa cards. 

So, why are these two giants preparing for a courtroom
slugfest? Visa appears to be reacting out of fear. With 15

billion transactions potentially hanging in the balance, it’s
understandable. But suing First Data doesn’t seem like the
best use of Visa’s resources.

The payments business is changing. First Data, it seems, is
changing its business model to meet evolving market
needs. If that means head-on competition with Visa, then
Visa should brace for the competition instead of beefing
up its litigation budget.

Visa, of all organizations, should understand the ramifica-
tions of marketplace evolution. In 1984, the Federal
Reserve controlled the interbank ACH processing busi-
ness. Working in partnership with several California
banks, Visa helped topple the Fed’s ACH monopoly over
ACH processing and settlement. Today, banks can choose
from a list of accredited ACH processors, including Visa.

Maybe something similar is in the cards for payment card
processing and settlement.  
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I
f you asked an ISO,
"What business are you
in?" you would likely
hear, "I’m in the pay-

ment-processing business." But what does "payment pro-
cessing" mean? What do you think the world of payment
processing might look like 10 years from now? Do you
think it will be different from what it is now?

What if you were paid electronically and you bought
everything you needed via the Web, with the help of your
PDA, your cellular phone and your PC? You would not be
using "money" as we traditionally think of it: coins, paper

currency and checks drawn on a bank account. In fact, you
might not even need a traditional bank account.

Instead of getting bills in the mail and writing a check, you
might log onto your own personal Web site and review
bills that are presented electronically, approving them so
that an account somewhere would be automatically debit-
ed at a specific date. 

Coins and currency might disappear; you would pay with
a rechargeable card, or even with your fingerprint that is
linked to an account with value. (Actually, all of these
things are possible now!)

Now, how do you think the government would feel about
this? Why would it care? Well, keep in mind that all
money is what is called "fiat money." No, that doesn’t
mean that it is made by an Italian car company. (If so, it
would probably rust!) It means that the money we use has
no intrinsic value. It is valuable only because we all
believe that it is!

Money is created by banks. A bank creates money because
it is allowed to lend out a multiple of the money it has on
deposit. (This is called a "fractional reserve system.") If
the fraction is 10 percent, it means that the bank can have
one million dollars in capital and surplus and lend out
another nine million dollars.

This system works because 99% of the loans stay current
and pay interest. There is a multiplier effect. The federal
government tries to regulate the money supply to prevent
inflation or to stimulate the economy, depending on where
we are in the economic cycle. 

It also can change the discount rate or alter reserve
requirements, but keep in mind that it takes months or
even years to see the results of these moves, and some-
times it is impossible to see the real effect at all.

It was easier for the government to regulate the money
supply when all the money was in banks and could be
counted. But what if money became digital debits and
credits on the books of a non-bank? Not only would this
make it difficult to regulate the money supply, it might
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even make it difficult, if not impossible, to tax it! Now this
is serious! (I haven’t even brought up the subject of money
laundering, which after 9/11 is becoming not just a tax
issue but a national-security issue, too.)

There are three types of businesses that process payments
and are outside the scope of traditional banking: money
transmitters (companies that send money via wire, such as
Western Union), currency exchanges (companies that sell
money orders, travelers' checks and stored-value cards and
do foreign-currency exchanges), and check-cashing com-
panies.

There also are providers of new types of Internet currency,
which is referred to by a variety of names, such as digital
currency, micropayments, etc. For example, PayPal, which
can accept and hold deposits from customers to settle
future transactions to third-party recipients, is acting like a
bank and is covered by the new law. The government calls
these Money Service Businesses (MSB).

Here in the U.S., there are about 200,000 MSBs. You may
be doing business with one of them, or you may even be
one. How do they compare to a bank? Well, a commercial
bank is defined as an entity that takes deposits and makes
loans. But don’t some of these MSBs do that, too? For

example, if you get a payday advance, isn’t that a loan? If
you buy a prepaid card at a check-cashing company, aren’t
you making a deposit? 

Currently, these MSBs are governed by a patchwork quilt
of different regulations in about half the states. This is the
similar to what happened before the Uniform Commercial
Code was adopted: Merchants had no way of knowing
how their disputes would be handled in different states
because there was no uniform body of law.

In August 2000, the National Conference of
Commissioners on Uniform State Laws approved the
Uniform Money Services Act. It requires MSBs to register
with state regulators and adhere to safety and soundness
requirements (just like banks). 

It also places the new electronic and Internet forms of pay-
ment under one law. The MSBs have to obtain a state
license and be subject to annual examinations. 

The National Conference of Commissioners makes offi-
cial recommendations, and it is up to the states to adopt
what is designed to be a uniform code. Just last month the
U.S. Treasury clarified the responsibilities of money-
transfer firms (such as Western Union) because of impli-
cations for money laundering and even national security.

If you are in one of the three MSB categories or are just
working with a company that is, you might want to study
the recommendations to see how you might be impacted.
This is particularly true if you are working in a multi-state
environment. You can call the National Conference at 312-
915-0195 if you want more information. 

Today, an ISO processes money. Your definition of money
will expand to cover transactions that, while not directly
redeemable in money, serve as a medium of exchange and
place the customer at risk of the provider’s insolvency
while the medium is outstanding. You will need to keep
track of these changes so you can provide your customers
with the products that they want.

Vermont was the first state to adopt this act, and other
states will introduce legislation during this legislative
cycle. You can see the final version on the Web at:
w w w. l a w. u p e n n . e d u / b l l / u l c / m o n e y s e r v / U M S A 2 0 0 1 f i n a l . h t m

If you have any questions or comments about this or any
other cash-management subject, please write me at bran-
dese@cross-check.com. I am working on a project involv-
ing check cashing and would like to talk to processors in
that business.
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Executive Summary

O
n Dec. 17, 2001 – a little more than three
months after the 9/11 terrorist attack – Alan
Greenspan submitted to Congress a piece of
legislation that could turn out to be the single

most important change in payment systems in more than a
decade. That legislation has come to be known as the
Check Truncation Act. 

While CTA had been in development for almost two years,
9/11 and the days immediately following that tragedy pro-
vided the Federal Reserve with enough justification to
quickly finish the document and move it to the top of the
Federal Reserve’s Congressional initiatives. The link
above takes you to an FRB page containing Greenspan’s
cover letter to Congress, the proposed legislation and a
section-by-section analysis of the CTA.

As all of us remember, airports were closed across the
country for the next three days after 9/11. While this poli-
cy decision caused a great deal of inconvenience and cost,
no one paid a higher price than the Federal Reserve Bank.
It was forced to pump into the banking system TRIL-
LIONS of dollars of liquidity – funds needed to support
banks that were unable to clear checks sitting in trucks
near airports around the country.

While this financial crisis was going on, the Fed also
noticed that ATMs, ACH, credit card settlement and other
forms of EFT continued to move money as if nothing
unusual had happened. The conclusion drawn at the
Federal Reserve was that the paper check and its physical
transportation represented a structural monetary weakness
that our country could no longer afford to maintain. 

In simplest terms, what CTA represents is a set of com-
promises that enables the truncation of checks at the point
of first deposit into the banking system. The CTA author-
izes an image taken of the original check to act as a
replacement, thus enabling the digital transport for settle-
ment at the payee bank. 

Given that it will take years for most banks to upgrade
their check operations centers to create and accept images

for settlement, the CTA allows for the creation of an
"Image Replacement Draft" (IRD), which can be present-
ed and processed as if they were receiving the original
check.

What this legislation makes possible is for large banks
with image-processing capabilities to leverage those
investments to truncate the flow of checks, process them
electronically and create machine-readable substitute
checks for less sophisticated financial institutions. These
substitutes would be the legal equivalent of the original
checks.

Before CTA, the banking industry has been operating
under a set of Uniform Commercial Code (UCC) regula-
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tions that stipulate original checks
must be exchanged between banks
unless they have obtained agree-
ments to do so electronically.

Banks have found it difficult to
obtain and enforce such agreements
on a large scale – which has made
the justification for image technolo-
gy difficult for all but the largest
banks. CTA is designed to facilitate
check truncation without mandating
the receipt of checks in electronic
form.

At this stage in the description of
CTA, it is necessary to step back for
a moment and segregate the 50 bil-
lion or so checks cleared in the U.S.
each year into two categories: two-
party checks and three-party checks.

Two-party checks are those type of
payments in which the maker (con-
sumer) is presenting the check
directly to the payee (retailer).
Three-party checks are those in

which the payee (employee) is cash-
ing a check (payroll) made out to
him or her at a location (consumer’s
bank) other than the bank the check
was drawn upon. 

Two-party checks are now being
truncated under regulations that the
National Automated Clearinghouse
Association (NACHA) has mandat-
ed. These are referred to as
Electronic Check Conversion (ECC)
transactions, in which the original
check is scanned and authorized at
POS by a retailer and, if approved, a
receipt is generated that discloses the
conversion process and asks the con-
sumer for signed authorization.

When that signed receipt is obtained,
the check is canceled and immedi-
ately returned to the consumer, and
the funds are moved from the con-
sumer’s bank account to the mer-
chant’s bank account via ACH or
ATM debit card network.

Both parties in the two-party check
exchange must be present for ECC to
work. It is estimated that ECC could
create check truncation for approxi-
mately 10 billion of the 50 billion
checks in circulation today.

CTA was designed to allow trunca-
tion on the remaining 40 billion
three-party checks. The three-party
check (paycheck) cannot be returned
to the consumer (employee), because
he or she is not the maker (employ-
er).

These items have to be presented to
the bank upon which the check was
written. Under CTA, these three-
party checks will be able to be trun-
cated at the employee’s bank and the
image substituted for presentment at
the employer’s bank to allow for
funds transfer.

For smaller banks or credit unions
that can’t accept check images
because they lack the processing
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sophistication to do so,
the CTA allows for the
image to be sent to a
local large bank or
check processor that
will print and physical-
ly deliver the Image
Replacement Draft for
funds transfer.

The overnight check-
image exchange can be
performed nationally
without consideration
for traffic jams, flight

delays or weather disturbances – not to mention terrorist
attacks. 

In addition to transportation-cost savings, faster cash set-
tlement should occur along with substantial reduction in
fraud and NSF losses – the result of earlier notification.

Rather than take up your reading time discussing the mer-
its of CTA, you can read the Fed’s section-by-section sum-
mary to see why it thinks this is in the best interest of all
parties. 
Instead, I will be summarizing some of the "loose ends"

that will need to be tied off before this legislation can
make its way through Congress and become the law of the
land.

Problem #1

CTA makes it likely that consumers and businesses will no
longer be able to get back their original checks, yet the
CTA legislation is silent on the issue of minimum image-
legibility standards.

Problem #2

CTA effectively forces consumers and businesses to expe-
rience "involuntary truncation" but grants the check writer
the right to have the bank replace disputed funds within
one business day.

For consumers or businesses that agree to have their
checks truncated as a part of opening a checking account
with this language, CTA does not provide replacement of
disputed funds.

Problem #3

CTA does not require the replacement or substitute draft to
be full size. Therefore, the bank may elect to provide com-
pressed images on a single piece of paper showing front
and back of the original check.
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The CTA authorizes an
image taken 

of the original check to
act as a replacement,

thus enabling the 
digital transport for

settlement at 
the payee bank. 
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Problem #4

CTA is silent on fees banks can charge for supplying
images or substitute checks to consumers or businesses.

Problem #5

CTA does not impose any minimum time period on banks
to keep original checks. Under current UCC law, banks
can destroy original checks so long as they have the capac-
ity to provide a legible copy of the check for seven years.

Problem #6

While it is clear that funds availability will be accelerated
under CTA, there is no provision to assure that that cash-
flow advantage will accrue directly to the depositor.

Problem #7

Whenever there is choice on the settlement of checks in
their original format or as an image, the opportunity pres-
ents itself for multiple presentments of the same item.
CRT doesn’t stimulate a re-credit right, which would allow
consumers or businesses to have use of their money while
the bank is resolving disputes of this type.

For more discussion on these problems and others relating
to CTA, I refer you to the link below where the Consumers
Union objections are detailed.

In summary, the Federal Reserve’s total commitment to
CTA combined with the full support of the largest banks in
the country virtually assures passage of this legislation in
the near term. Most experts are predicting fall
Congressional approval and signing by President Bush.

Web Sites for More Information
on the Check Truncation Act

> www.consumersunion.org/finance/
checkwc102.htm
Consumers Union objections to CTA

> www.endpointe.com/
A large bank and processor consortium making major investments 
in the image exchange assuming passage of CTA

> www.kc.frb.org/frfs/educat/truncact/
CTA slide presentation made by the FRB of Kansas City

> www.americascommunitybankers.com/
government/scripts/
government_view_advocacy.asp?ID=669
Letter to Congress in support of CTA by the largest banks in the 
country as well as most of their major trade associations
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Hackers Hit
Experian
Credit Reports

M
ore than 13,000 credit
reports have been stolen
from Experian, one of
three major credit-

reporting agencies, by hackers acting
as employees of Ford Credit who
used an authorization code to access
the reports. Ford and Experian were
able to discern the fraudulent credit
inquiries because those responsible
used a different kind of software than
Ford uses to access Experian's files.

Consumers' credit files were
accessed and downloaded between
April 2001 and February 2002.
Victims received a certified letter
from Ford last month disclosing their
credit reports and personal informa-
tion had been compromised. T h e
only indication that anything might

be amiss was when the reports listed
unauthorized credit checks by Ford. 

Exactly how the thieves were able to
access the information is under FBI
investigation.

Richard Power, Editorial Director of
the Computer Security Institute,
said, "This is not just a credit card
number; this is the whole kazoo."
Donald Girard, Experian's Director
of Public Relations, said, "I've never
seen anything of this size before.
Privacy is the hallmark of our busi-
ness, [and Experian is] concerned
about ... the trust factor."

The type of complete information
contained in credit reports can be
used for many purposes, including
credit card fraud, which is probably
the most frequent type of identity
theft. An article in the New York
Times recently detailed the plights of
two elderly Detroit-area residents
who both had their identities stolen;
the two crooks stole their informa-

tion, arranged fraudulent sales or
loans and pocketed the proceeds.
The two seniors both lost their
homes.

Experts estimate that more than
500,000 Americans will be robbed of
their identities this year, accounting
for an expected $4 billion in stolen
funds. Identity theft was the most
common type of consumer fraud
complaint in 2001, according to U.S.
Federal Trade Commission statistics.
Hijacking of personal information
for fraud or theft generated 85,000
complaints filed with the Federal
Trade Commission last year, up
sharply from the previous year.

According to the Times, Attorney
General John Ashcroft calls identity
theft "one of the fastest growing
crimes in the United States." Beth
Givens, Project Director for the
Privacy Rights Clearinghouse, esti-
mates that 500,000 to 700,000 cases
are reported annually.
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Will New Cards Bring Tears of Joy
to Users and Issuers?

T
he competition is fierce in
credit card land. Attracting
new customers and mak-
ing sure they continue as

loyal and regular card users is the
challenge for issuers. Rewards
points, double airline miles, cash
dividends, low percentage rates and
other user benefits have become
commonplace.

But credit card companies are find-
ing that those efforts may not be suf-
ficient to keep their customers using
their cards. They are focusing on
redesigned shapes and new tech-
nologies to entice customers to
keep swiping, flashing and beeping
for purchases at stores, gas
stations and fast-
food restau-
rants. 

Wallets full of
plastic for one pur-
pose or another may not be
giving men a pain in the pocket or
weighing down women’s purses
much longer. Credit cards may be
getting smarter by the minute, but
w h a t ’s really catching consumers’
eyes are cards that attach to key
chains, belts, money clips or gym
bags. 

Card issuers and entrepreneurs are
hoping electronic keys that use wire-
less radio frequencies to charge pur-
chases to a specific card, watches
with built-in transponders to set off
transactions and cards with flashing
lights and beepers to call attention to
themselves will catch on.

Discover’s new 2GO Card, after test-
ing in select Midwestern markets,
will be available nationwide this
s u m m e r. With the same account
numbers, credit limits, expiration
dates and benefits as traditional rec-
tangular cards, it has a teardrop
shape and comes with a protective
case that attaches to briefcases – and

beach bags. The Discover 2GO
works like a regular credit card on all
magnetic stripe swipe terminals with
the exception of those where the card
gets fully inserted, such as at pay-at-
the-pump locations.

Discover said the response to the
2GO has been very positive. During
the yearlong pilot process, con-
sumers surveyed cited the conven-
ience of not having to carry a wallet
or sort through a lot of other cards
for the right one. Discover 2GO is

the first card
of its kind in
the credit
card indus-

t r y, and
Discover is bet-

ting it’s the right
card for its customers'
busy, on-the-go lifestyles.

" We’re bringing Discover
Card out of people’s wallets and

putting all of its benefits at their fin-
gertips,” said David W. Nelms,
President and COO of Discover
Financial Services, Inc. “When
Discover Card was launched, we
were the only major credit card com-
pany to offer a no-annual-fee product
and a cash-reward program.

“ N o w, with the launch of the
Discover 2GO Card, we are once
again changing the industry and at
the same time providing unprece-
dented convenience to our card
members." 

With so many payments-industry-
wide innovations on the horizon, for
card issuers and processors alike, the
true test for most of these products
will be whether they live up to
expectation and hype. Wi t h
Americans virtually drowning in
debt at previously unseen levels and
merchants skeptical of expensive
software and systems necessary to
support and operate the new gadgets,
this all remains to be seen.   





F
rom notes on a piece of
paper – make that a lot of
pieces of paper – comes a
company that sees biomet-

rics as the definitive answer to the
storm that threatens every mer-
chant’s calm business environment –
check fraud. Greg Cohen is the
author of those notes. In 1999, he
read an article on the Kroger biomet-
ric pilot. With his background in
checks, he surmised there was a
viable solution to combating bad
checks.

With Directors Harry Patel and
Sandip Patel, Cohen created
IDentecheck and, as its General
Manager, put together a biometric
application to do two things: create a
low-cost check guarantee product
and track customers’ s p e n d i n g
habits. His vision was to decrease
fraud while increasing productivity.
The challenge was in acceptance.

"Different people are trying to cap-
ture this data up front," says Cohen.
"The most difficult process is the
enrollment process. If you can pas-
sively enroll an individual, that is
where the rubber meets the road. ...
Not enough merchants are utilizing
biometrics yet to have it come to the
forefront to address privacy issues."

I D e n t e c h e c k ’s philosophy is cen-
tered around creating a low-cost
check guarantee product that the
market will embrace. IDentecheck’s
mission is to be a leader in generat-
ing other acquirer-based revenue

streams. The strategy consists of a
strong marketing and sales organiza-
tion that also architects a solid bio-
metric database with most other
functions outsourced.

"What sets us apart is the fact that we
are partner-open," says Cohen. "We
are looking to increase strategy by
partnering with anybody and every-
body. Other than our database and
biometrics, we look to partner with
companies that will drive our prod-
ucts. We support a sales channel. We
don’t have any internal sales force."

That’s good news for ISOs eager to
put biometric solutions into their
service package. IDentecheck does-
n ’t compete against its agents.
Rather, it competes against other bio-
metric solution providers such as
BioPay and Indivos. 

IDentecheck is focused on the small
to midsize merchant segment and is
continually developing and adding
specific features for that market seg-
ment. Its product implements cash
register functions, third-party author-
izations and third-party guarantee,
and a full check-cashing solution.

IDentecheck’s systems process up to
20,000 matches per second and
authenticate a check writer’s identity
in less than one second. The claim is
that merchants can move customers
through 30-50% faster using biomet-
ric technology than with traditional
check processing. 

IDentecheck is marketing its product
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IDentecheck

ISO contact:
Sandip Patel
Phone: 888-IDENTEX
E-mail: sandip@identecheck.com

Company address:
3511 Church Street, Suite L
Atlanta, GA 30021
Phone: 888-IDENTEX
Fax: 404-499-1090
Web site: www.identecheck.com

ISO benefits:
• Low-cost product that also can track customers'

spending habits.
• Aims to be a leader in acquirer-based revenue

streams.
• Implements cash register functions, third-party

authorizations and third-party guarantee, and
a full check-cashing solution.

• Can process up to 20,000 matches per second
and authenticate a check writer’s identity in
less than one second.

• Strong up-front income, residual income and a
non-commodity product that works from a
check standpoint in a retail marketplace all
translates to high-income potential and mer-
chant satisfaction.

Fingers Doing the Walking
and ISOs Doing the Talking



to merchants with less than $10 million in annual revenue,
including check-cashing outlets, convenience stores, gro-
cery stores and liquor stores. Since its initial rollout in
January 2002, IDentecheck already has signed up between
20 and 25 merchants. 

The cost of the biometric product is another obstacle to
overcome. "For similar apps, we are very competitive, but
all the products are too expensive now," says Cohen. "It’s
a barrier to entry and operations. I think right now you
have developers and manufacturers trying to recover their
costs while the merchants are comparing the cost to termi-
nals." 

IDentecheck’s product is a PC product. Even Cohen
admits that for this market to embrace biometric solutions,

a true POS terminal will have to be developed. He believes
it will happen within the next year.

"This is a sales-driven product," says Cohen. "Those who
can get it on the POS devices fast and get mass acceptance
will make it." 

The PC system incorporates a MagTek check reader, a fin-
gerprint terminal, a camera, jet printer, cash drawer and
IDentecheck software. The key to a quick turnaround time
and installation is credit approval. Another factor to con-
sider is the amount of time it takes to make the sale.

Cohen stresses that this product requires a two- to three-
call close. "It’s not a one-call close," says Cohen. "Once
all paperwork is complete, it will take about 10 days from
the time we get the green light to the time your merchant
is up and running."

IDentecheck suggests using its own PC equipment
because there have been occasional conflicts with periph-
erals with other PC systems. Wholesale prices for the
IDentecheck solution are less than $5,000, and end user
prices are around $7,000. ISOs, you do the math for poten-
tial revenue! 

As for the databases IDentecheck utilizes, there are two.
One database is proprietary, one is not.

The negative database IDentecheck accesses is used by
100,000 merchants with 19 million negative records. Its
biometric database is much smaller and proprietary.
"Being new, our biometric database has a little to be
desired," says Cohen. "It will grow as product usage
grows."

IDentecheck is banking on ISOs to motivate that growth.
Nearly a dozen ISOs are aboard with IDentecheck. "We
are really looking for key players as opposed to anyone
who can fog a mirror," says Cohen. "We’re looking for
people who will drive this product as opposed to just
thinking, 'Here’s another thing in my bag of tricks.' "

Cohen notes that his product does exceptionally well with
ATM distributors as opposed to traditional credit card sell-
ers, in part because of the sales cycle as well as the ticket
price. Multiple close calls, price and lease issues are com-
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mon challenges to ATM resellers.
Cohen sees it more as a price-point
issue than a biometric issue.

Nonetheless, the appeal is there for
savvy ISOs. Strong up-front income,
residual income and a non-commod-
ity product that works from a check
standpoint in a retail marketplace – it
all translates to high-income poten-
tial and merchant satisfaction. 

"Right now, small-tier check cashers
don’t have anything to use," says
Cohen. "Nobody guarantees their
checks. Now we have a product you
can take in and truly say, 'I’ve got
something that will decrease your
fraud.' Fraud is the lead-in."

IDentecheck is committed to helping
ISOs with that lead-in. It has a train-
ing manual, support desk and plans
for quarterly training seminars.
IDentecheck wants not only to teach
ISOs how to install the product but
also how to sell it. 

And IDentecheck W I L L sell it.
According to Cohen, biometrics will
be the fastest-growing authentication
tool in the payment business.

"Everyone agrees biometrics
decreases fraud," Cohen. "What will
take time is wide acceptance and
usage. We have just seen the start.
Every major player will be getting
into it, and as every major player
gets into it, IDentecheck will play
the role of the enabler. We enable the
processor or acquirer to easily get at
those businesses who are putting
biometrics in place."

Cohen continues, "We want to have
full-payment biometrics on a tradi-
tional POS device. We want lots of
happy merchants. We have a busi-
ness plan and a number in mind. We
want to grow slowly; we don’t want
to implode."

IDentecheck would like to bring
another couple of hundred merchants

online with biometrics within the
next year. IDentecheck’s staff of 12,
together with its development part-
ner, is working on the next phase of
its biometric solution with a predic-
tion that it will create a solution that
10,000 customers can get on. That
solution, like IDentecheck’s present
offering, will be promoted exclusive-
ly by ISOs. 

"The one thing I try to get across to
ISOs is that because of our back-
ground in the ISO community, we
have true support built around them,"
says Cohen.

"The ISO is our true customer. We
want to build a strong distribution
channel with them. We are not there
to take deals away. If they make
money, we make money. Together, if
we can eliminate some of the barri-
ers, it will become a true accepted
product."  
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W
ith that singular pur-
pose in mind, one com-
pany has restructured
its operations, changed

its name and is actively courting the
ISO community. The company is
SwipeCard, Inc., a Nevada-based S
Corporation that provides merchant
services, electronic and Internet pay-
ment solutions to clients nationwide.

SwipeCard was formed 1997 when a
small group of financial services pro-
fessionals joined forces to address
gift card marketplace needs under
the name Advanced Bancard. They
recognized there wasn’t anyone
addressing the smaller merchant
market. The large companies were
looking for high-end solutions and
Advanced Bancard saw a space for
additional types of payment other
than traditional Visa and
MasterCard.

Starting with two employees,
Advanced Bancard grew to a sales
force of 20. In 2001, A d v a n c e d
Bancard shifted gears, let go of its
sales force and focused on agents
and ISOs. To create a brand that bet-
ter represented the new venture,
Advanced Bancard became
SwipeCard and concentrated on a
core competency of gift card, loyalty
and stored-value programs. 

"SwipeCard simplifies ISO life
because they now can go to a mer-
chant and confidently say, ‘You can

sell gift cards now,’ " President/CEO
Jim Fisher says. "Credit card pro-
cessing is a commodity, and ISOs are
asking, 'How do I set myself apart
from 30,000 other agents out there
selling solutions?' The business
model has changed, and gift card
companies like ours have changed
that business model. We help ISOs
go in and say, 'We can replace your
paper program and add tracking.' "

In fact, the fastest-growing segment
in gift card solutions is tracking.
"ISOs are selling information, and
we can track all that buying info for
their merchants," Fisher says.
"Comptrollers and CFOs love it."

SwipeCard provides merchants with
the ability to activate, recharge and
track all cards electronically.
Incorporating the Bill Gates philoso-
phy of taking anything paper and
making it electronic, SwipeCard is
offering simplicity for the merchants
as well. Its "simplistic" product line
includes an electronic prepaid gift
card program (face-to-face transac-
tions) offering stored-value cards,
discount cards, corporate cards and
loyalty programs as well as a virtual
gift card program (Internet gift
cards) offering employee incentive
programs, member services, credit
card risk management, payment
gateway services and ACH services,
customer service and order fulfill-
ment.
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SwipeCard Inc.

ISO contact:
Glenn Lench
Phone: 888-311-3700, ext. 104
E-mail: Glenn@Swipegiftcard.com

Company address:
101 Convention Center Drive, Suite 1270
Las Vegas, NV 89109
Phone: 888-311-3700
Web site: www.swipegiftcard.com

ISO benefits:
• Provides gift card tracking but also simplicity for

merchants.
• Gift card solutions can be downloaded on existing

VeriFone terminals.
• Does mass mailings and e-mail blitzes to cus-

tomer databases.
• Merchants own demographic information and can

download it at anytime into a spreadsheet,
even if they cancel the program with
SwipeCard.

• Provides training manuals and also does on-site
training.

• Guaranteed income.
• 24/7 merchant support, Web site support and

PowerPoint presentation support.

With Just One Swipe

"Gift card was historically geared toward larger companies, and mom
and pop couldn’t take advantage of it. We want to offer it to them."



SwipeCard’s target market includes
everything from retail mom-and-pop
stores that have one location to mul-
tistore chains that require cus-
tomized solutions. In addition to tra-

ditional brick-and-mortar retail
outlets and restaurants,

SwipeCard offers products
for MOTO (mail order/tele-
phone order) merchants
and e-commerce, Internet-
based gift card solutions.

With all of these products
and services, is there one
in particular that sizzles?

"Our most in-demand serv-
ice is our gift card program,"

Fisher says. "You’ve got the
merchants who want the prod-

uct, and then there are the ISOs and
agents who want the products for
their merchants. Both want to devel-
op revenue streams [and] recurring
revenue and want to be able to dif-
ferentiate themselves from the guy

down the street who just has paper
gift certificates." 

SwipeCard differentiates itself with
its gift card capabilities, in particular
the capability to download on exist-
ing VeriFone terminals. Historically,
merchants have had to upgrade
equipment on Trans330 to accom-
modate gift card solutions.
SwipeCard claims to be the only
company that can download on 330
and 380 terminals, as long as there is
a free key on those terminals – and
80-85% of existing VeriFone termi-
nals do have free keys. SwipeCard’s
ease of downloading into existing
systems is also extended to
Hypercom through First Data and
has certified with Nurit. 

"We see the big players as providers
of other gift card programs," Fisher
says. "There are smart card equip-
ment providers, and the cards them-
selves are very expensive. We don’t
see the market for smart cards. We’re
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"Our most in-demand 
service is our gift card

program. You’ve got the 
merchants who want the 

product, and then there are the ISOs 
and agents who want the products 

for their merchants.”
– Jim Fisher

President/CEO SwipeCard Inc.





concentrated on mag stripe gift cards because it’s afford-
able for the merchants we focus on and it’s tried-and-true
technology we fully leverage right now. The new mer-
chants out there are those mom-and-pop and smaller
chains that haven’t been able to qualify for gift card pro-
grams."

SwipeCard’s criteria include minimum sales volume of
500 card orders annually. SwipeCard is working with sev-
eral hundred merchants. Those merchants each receive
individual registration forms. SwipeCard can customize
gift cards with merchant artwork or offer generic cards.

From the time SwipeCard receives merchant artwork, the
turnaround time is between 10 to 15 business days.
SwipeCard also does mass mailings and e-mail blitzes to
customer databases. Not many other providers can do this.

SwipeCard takes all merchant demographic information –

i.e., birthdays, anniversaries, whatever merchants obtain
from their customers – and hosts the info on its network.
A key factor is that merchants always own the information
and can download it at anytime into a spreadsheet. If they
cancel the program with SwipeCard for whatever reason,
they still retain ownership of their customer data.
SwipeCard’s contracts clearly state that all data reverts
back to the merchant. Contract terms are for 12 months,
and the merchant signs on the dotted line for free.

But it is the ISO that SwipeCard depends on to sign up
merchants. "We want the ISO involved with the merchant
as much as possible," Fisher says. "We want them to hold
their merchant's hand. We train the ISO so the ISO can
handle all downloads, artwork submission and sell pro-
grams."

SwipeCard provides ISOs with training manuals that walk
them through the process, explaining all the nuts and bolts
of the programs. Depending on the size of the ISO,
SwipeCard also will do on-site training. 

How long does it take for SwipeCard to feel comfortable
with an ISO selling its products and services? "It is so
individualized," Fisher says. "We find the average ISO
requires at least a day or two of training because of how
the program needs to be sold. It is different from a credit
card program. We are finding many credit card sites out
there. All these processors may have gift card capability,
but when you go to their Web sites, there’s no depth to the
product offering. The credit card industry is not quite
equipped to sell it. The merchant needs to be educated and
the ISOs need to be trained." 

Vital to ISOs selling these programs is SwipeCard’s edu-
cating them about two key factors that play a big part in
the gift card space: escheatment and breakage.

Escheatment loss is something SwipeCard firmly believes
every ISO and merchant needs to be aware of. In more
than 40 states, an unused gift certificate goes back to the
state after a period of time. SwipeCard details these laws
on its Web site and is quick to point out that active gift
cards do not fall under those escheatment laws

Electronic gift cards are kept active by maintaining an
account fee. With SwipeCard’s electronic gift card pro-
grams, unused gift cards can be depreciated over time with
an automatic deduction taken out monthly. The state then
cannot claim any monies since the account is kept active.
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"We want the ISO involved with the merchant as much as possible. We want them to hold their 
merchant's hand. We train the ISO so the ISO can handle all downloads, artwork submission and 
sell programs." – Jim Fisher



That monthly deduction keeps the
money in the merchant’s hand. What
makes SwipeCard so attractive in
this situation is that paper certificates
cannot be depreciated.

Breakage is a big selling factor when
it comes to SwipeCard. Unredeemed
or partially redeemed cards still rep-
resent income to merchants.
Statistics on gift cards show 5% to
15% of gift cards go unredeemed.

"Say a merchant issues 5,000 cards
at $50 per card," Fisher says. "If they
have 5% unredeemed, that’s $50,000
in found money." Electronic gift
cards programs are gaining market
appeal because of numbers like that. 

Reducing fraud is another appeal
that SwipeCard promotes. With an
electronic gift program as opposed to
paper, cards must be activated at the
point-of-sale with a clerk or store
identification number entered before
issue. Tracking those cards is

ensured as well. There’s yet another
appeal: Paper certificates can’t be
recharged, but electronic cards most
certainly can, ensuring repeat foot
traffic as well. These are issues mer-
chants are very interested in as they
try to track new customers, develop
revenue and reward loyal customers. 

Do these aspects translate to ISO
appeal? Consider a value add-on,
easy implementation for new and
existing merchants, guaranteed
income with card-production fees,
and residual income on transactions
with a high profit margin, and the
answer must be a resounding "yes."
Throw in 24/7 merchant support,
Web site support, PowerPoint pres-
entation support, and it would appear
that SwipeCard has made gift cards
programs oh so simple to sell and oh
so hard to resist.

SwipeCard recognizes its programs
are more conceptual. Merchants are
dealing with a piece of plastic with

artwork that not only is an advertis-
ing tool but a tool that develops
incremental revenue. Obviously, it
differs from credit cards, especially
in its marketing aspect.

That is why SwipeCard believes
marketing is crucial to the success of
its programs and provides merchants
with collateral to help sell them –
badges, window posters, logos,
stickers, etc. For its ISO partners,
S w i p e C a r d ’s marketing plan
includes advertising in major trade
publications and trade shows and
Web site promotion in search
engines and pay-for-click services. 

SwipeCard hopes that its intensive
marketing plan will result in solid
expansion of its reseller network, a
goal first and foremost in its opera-
tion. "Gift card selling is face to
face," Fisher says. "Geography is
what will work. Our goal is to stay
lean and mean and support resellers
on the street."  
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T
otal Merchant Services is a
stellar example of how
wide a window can open
when a door closes. Its

founder and President/CEO, Ed
Freedman, saw opportunity through
that window and plotted a course that
has enabled Total Merchant Services
to successfully sail through the pay-
ment-processing seas.

Founded in 1996, Colorado-based
Total Merchant Services is a credit
card merchant account acquirer that
puts ISO peace of mind at its helm.
Its captain started out in the bankcard
business working for other ISOs and
was told that the way to make money
was through selling and leasing ter-
minals. Through business seminars
and research, however, Freedman
determined the money was in pro-
cessing. 

"Would the ISOs share that revenue
with me? No way," says Freedman.
"That door was shut. So I decided to
start a company and get a direct rela-
tionship with a bank and a processor.
I started talking to other agents,
pooling other salespeople together
who also felt they were being cheat-
ed and wanted to share in the rev-
enue." 

With a business philosophy centered
on forming a consortium of inde-
pendent salespeople sharing in rev-
enue associated with merchant
acquiring, Total Merchant Services
was created.

"We offered a package of ownership
to the common sales guy," says
Freedman. "Being a salesman
myself, I knew someone had to
underwrite and deploy, do risk man-
agement while the agents sold. So I
set up the back office for support
services and let our sales guys focus
on selling. We helped other people
get out of selling equipment and get
into sharing in revenue."

That model has translated into a core
competency focused on a compre-
hensive sales and marketing training
program, a robust risk-management
system and an aggressive underwrit-
ing policy.

"We are able to approve accounts no
other company can," says Freedman.
"The key to success is writing mer-
chants and not take losses on them."

In addition to Total Merchant
S e r v i c e s ’ risk-management, sales
and marketing programs, Freedman
lists technology, online application
capabilities and its unique training
program as clear-cut differentiators.
"We offer a free three-day training
event that includes airfare, hotel and
food," says Freedman. "We want to
make it easy not only for them to get
to know us but for us to get to know
them."

TMS also offers a free Web site to its
agents that includes an affiliate mar-
keting software package, aff i l i a t e
tracing software and other goodies.
"No one else offers free copies of

Total Merchant
Services

ISO contact:
Ed Freedman, President/CEO
Phone: 1-888-84-TOTAL, ext. 314
E-mail: ed@totalmerchantservices.com

Company address:
255 Gold Rivers Road
Basalt, CO 81621
Phone: 1-888-84-TOTAL 
Web site: www.totalmerchantservices.com

ISO benefits:
• Business philosophy centers on forming a consor-

tium of independent salespeople sharing in
revenue associated with merchant acquiring.

• Offers free copies of Authorize.Net or VeriSign.
• CHOICE program allows agents to select, on a

merchant-by-merchant basis, either a revenue-
sharing program or a buy-rate program.

• Outstanding agent support.
• Free three-day training, manuals, marketing

materials, brochures, videos, letterhead, busi-
ness cards and the ability to customize Web
sites with the agent's name, address and
phone.

He Always Keeps the
Window of Opportunity Open
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Authorize.Net or VeriSign, the two leading gateways,"
says Freedman. "We do."

Freedman believes these offerings will attract the sales
professionals who want it all. "This is very competitive
market," Freedman says. "If you are an independent and
you investigate our programs, I think you’ll see ours
stands out from all the others from both a contract and a
financial standpoint." Already, more than 200 ISOs have
boarded Total Merchant Services.

TMS provides for a lucrative compensation plan. In fact,
Freedman boasts that his CHOICE program is the most
lucrative compensation plan in the country, though he’s
quick to emphasize that’s not the only reason to do busi-

ness with Total Merchant Services.

TMS’s CHOICE program allows agents to select, on a
merchant-by-merchant basis, either a revenue-sharing pro-
gram or a buy-rate program. The reason behind this dual
offering: TMS wants ISOs to maximize earnings without
having to work with more than one provider.

"I always explain that the key to success is getting an
agreement that protects you against losing your monthly
residual commissions," Freedman says. "Our sales part-
ners are protected from ever losing their residual commis-
sions. Our agreement has no liability for merchant losses
and has no exclusivity requirements. Smart sales profes-
sionals are figuring out, oftentimes the hard way, that their
agreement for residual income will be the determining fac-
tor as to whether they will be able to survive in this great
business."

According to Freedman, the target market for this great
business is across-the-board merchants, though TMS's
main success has been with small to midsize merchants. At
present, more than 15,000 merchants are aboard with
TMS.

Since Total Merchant Services sees two emerging markets
– wireless processing and government card processing –
its hottest products and services currently focus on them.
The demand is huge for its Internet commerce solution, a
solution that provides for automatic approval and online
application process.

"We offer a fast and easy enrollment," says Freedman. "It
takes 24 hours for completion from the time the ISO sub-
mits the app. If they don’t get it back in 24 hours, it’s their
fault, not ours."

Freedman continues, "Our wireless processing is flexible,
reliable – meaning it works. That’s key.A lot of companies
offer solutions that aren’t working. We also support it."

Partnerships and alliances are also key to Total Merchant
Services' success. Consider the companies TMS has inked
deals with:

It is a Member Service Provider (MSP) of HSBC Bank.
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Looking for a 
clearer future?

• Complete payroll support of your office with paid medical,
dental and vision insurance.

• National recruitment of sales personnel.

• Inbound lead generation programs.

• Employee stock options with equity ownership.

• Virtual office support with email, voice mail and a web
presence.

• Complete training curriculum with ongoing support.

Having spent ten years on the front
lines of the bankcard sales industr y,
it really does not take much to real-
ize how things have changed. Let’s
face it, profit margins are not what

they used to be.

At U.S. Merchant Systems we still
understand what your ISOneeds are

– we have been in your shoes. See
what a future with us has to offer :

U.S. Merchant Systems
Newark, CA
Toll-free: 8 77. 4 26.74 40 
www.usms.com

"Our sales partners are protected from ever losing their residual commissions. Our agreement has 
no liability for merchant losses and has no exclusivity requirements. Smart sales professionals are
figuring out, oftentimes the hard way, that their agreement for residual income will be the 
determining factor as to whether they will be able to survive in this great business."

– Ed Freedman
President/CEO, Total Merchant Services





For back-end settlement of mer-
chants' daily and monthly transac-
tions, and for chargeback and
retrieval processing, Total Merchant
Services works with Global
Payments. Total Merchant Services
also works with a number of front-
end authorization networks, includ-
ing NDC East, NDC Central, NDC
West, VisaNet and Paymentech.

As mentioned above, for Internet
merchant accounts TMS is hooked
up with several Internet gateway
providers, including Ve r i S i g n ,
Authorize.Net and Plug 'n Pay
Technologies Inc. For wireless mer-
chants, TMS works with the leading
wireless service providers, including
Cingular (RAM network) and U.S.
Wireless Data (CDPD and Motient
networks).

"We’ve been through a minefield of
vendors in the past," says Freedman.
"Our partners are the main differen-
tiator factor. We’ve pooled together

such a high level of service from the
vendors we now work with." 

Another high level of service that
TMS is proud of is its agent support.
Six months ago, the entire To t a l
Merchant Services staff of 40 moved
to a new 10,000-square-foot, state-
of-the-art office space to support its
sales partners. "In our corporate
offices in Colorado, that’s all we do,"
says Freedman. "For merchant sup-
port, we outsource to Global." 

Through TMS’s sales-partner portal,
its agents get real-time Internet
access to all of their account data.
They then can log onto a Web-based
portal and view anything T M S ’s
internal staff sees.

"Our agents can view not only the
status of their accounts but can look
at compensation, merchant notes,
etc.," Freedman says. "Here’s a huge
ability for them to review their
accounts at any time."
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"Our agents can view
not only the status of
their accounts but can
look at compensation,
merchant notes, etc.
Here’s a huge ability for
them to review their
accounts at any time."

– Ed Freedman



What does TMS look for in its
agents? "We look for people that are
honest not just with us but also with
the merchant," says Freedman. "Size
d o e s n ’t matter, but quality does.
How do you represent To t a l
Merchant Services, how do you serv-
ice your customers – that matters to
me. They are the front line of Total
Merchant Services. Our reputation
gets built by them." 

Which is probably the reason TMS
provides good pricing, good support,
solid communication, free three-day
training, manuals, marketing materi-
als, brochures, videos, letterhead,
business cards and the ability to cus-
tomize Web sites with the agent's
name, address and phone.

It would appear that Total Merchant
Services is shipshape, ready to face
any storm. So where is its biggest
challenge? According to Freedman,
it’s the commitment to continue to
grow the business, continue to devel-

op relationships with good ISOs and
continue to get its message out.

"From a challenge standpoint, we
need to do more of the same," says
Freedman. "The hardest thing is the
day-to-day grind, to be able to sit
down and do this every day ... to
scale up the model."

Freedman anticipates that To t a l
Merchant Services will triple in size
within the next two to three years,
especially in light of the strong infra-
structure that is already in place. "We
all know that if you build it, they will
come. Well, we’ve built it," says
Freedman. "We are a flagship com-
pany in the ISO world, not just for
offering the best compensation but
because we treat people fairly. That’s
been our mission – i.e., protecting
their rights and ownership in their
contracts."

Freedman also anticipates that the
industry will change as well within

the next few years. "Through a lot of
pressure, the industry is cleaning up
its act," he says. "Five years from
now, you won’t hear about bad ISOs.
We will be considered an industry
where there are only good ISOs. 

"Anybody who is not taking a proac-
tive approach in cleaning up this
business won’t be in this business.
We must be responsible not only for
services delivered to merchants but
what their reps are saying out on the
street. The ones who do it will be the
leaders in this business." To t a l
Merchant Services is banking on
being one of those leaders.

And toward that end, Freedman
extends a special message to the
industry: "I would like to encourage
anyone interested in developing a
long-term relationship to call me
personally. I want them to know me
personally. Not a lot of company
presidents’ phone lines are open –
mine always is."   
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The Image of To g e t h e r n e s s
Ingenico 2600 Check Reader and Imager/Image Archive System
I N G E N I C O

I
ngenico has introduced a cost-effective and innova-
tive all-inclusive system for check imaging, storage
and retrieval. Composed of the Ingenico 2600 Check
Reader and Imager and Image Archive System, the

total package provides a reliable and streamlined way to
handle checks.

The Ingenico 2600 is a cost-effective, flexible, robust
check reader and imager that sets a new standard through
superior ease of use and optimum connectivity. The 2600
uses advanced gray-scale imaging to ensure that the
imaged check retains and stores all pertinent information,
including anything handwritten, for clear referencing.

The imager is protected from exposure, reducing down-
time. The 2600 is available with an optional magnetic
stripe reader for merchants requiring a driver’s license or
credit card swipe. It’s designed to be compact for saving
space and incorporates Ingenico’s exclusive "hand-back,
hold-away" feature.

The reader/imager provides merchants with several con-
nectivity options, protecting their investment, especially
when combined with Ingenico’s Image Archive System.
The software images checks or documents and uploads the

images to the appropriate host server. Web-based searches
to retrieve data can be done easily in a secure, password-
protected environment. 

Retrievable information includes customer ID numbers;
unique merchant IDs; IRNs (transaction authorization
numbers); check numbers; consumer account numbers;
transaction amounts and dates; bank routing code; and
search-by criteria. 

The system has advanced reporting features built in,
allowing the ability to retrieve and print the entire check
and view audit logs, details and summary reports.

I n g e n i c o

800-252-1140 USA
w w w. i n g e n i c o . c o m
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Biometric Fraud Fighter
BioPay 5.0
B I O PAY

B
iometric identification solution provider BioPay
LLC has released its latest system for securing
financial transactions. BioPay 5.0 allows mer-
chants across the country to share negative cus-

tomer financial transactions in real time to let them access
fast and easy fraud-prevention measures.

BioPay 5.0 uses biometric technology to electronically
capture a customer’s fingerprint, store a template of the
fingerprint image and then record check transactions asso-
ciated with that person. The new system is easy for cus-
tomers to enroll in; the information is stored on BioPay’s
Indivio database, the largest commercial electronic finger-
print database in the nation. 

The entire system gives merchants a vast resource for ver-
ifying a customer’s check-transaction history.  BioPay 5.0
includes a feature for multiple-store processing and enroll-
ment, enabling two or more affiliated stores to retrieve a
customer's enrollment information from each other. This
limits customer enrollment to one time. Clerks also can

retrieve positive or negative customer check-cashing his-
tory from any affiliated store, including the last five trans-
actions, check-cashing limits and store manager 

When a check is presented, a return customer places the
index finger on the fingerprint reader. The BioPay system
searches for a print match, identifies the customer and
then delivers a history of transactions associated with that
person to the merchant.

If the person has any negative transactions, advanced alert
mechanisms warn the clerk, enabling the transaction to be
declined before it is processed, saving the store money it
otherwise might have lost. A customer with a history of
positive transactions allows the merchant to cash the
check with confidence.

New features also include setting velocity options to
reduce a "runner's" ability for cashing multiple bad checks
during a specified time period. BioPay 5.0 can alert mer-
chants if a person has visited a store more than once in a
given day or more than one store in the same day and
determine the number of checks and their amounts the per-
son has cashed in a number of days, weeks, months and
years. Warnings will alert merchants if the person exceeds
their store-set check-cashing limit at a single location or
across multiple affiliated locations.

Expanded customer information features allows mer-
chants to capture a customer's birth date and store it in the
system, helping merchants meet federal regulations for
determining the accurate age for customers purchasing
cigarettes and alcohol.

The customer-enrollment process is easy. On initial check
presentment, the customer shows a driver's license or
other ID for scanning or inputting into the BioPay data-
base. At the same time, the customer's two index fingers
are scanned and an electronic photo is taken of the cus-
tomer. The entire process takes about two minutes, and all
information is stored within the BioPay system. Repeat
customers need only use their registered fingerprint to
complete future transactions.

BioPay 5.0 will be available at the end of the second cal-
endar quarter. Current BioPay customers with a monthly
service plan can upgrade to BioPay 5.0 for no additional
cost.

BioPay LLC

580 Herndon Parkway, Suite 100
H e rndon, VA 20170
8 6 6 - 3 2 4 - 6 7 2 9
w w w. b i o p a y. c o m
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Heartland Is on Menu for 
Arizona Restaurants

Heartland Payment Systems will provide
payroll-processing services to the 8,000
members of the Arizona Restaurant and
Hospitality Association (ARHA). T h e
ARHA board of directors voted unani-
mously to expand the partnership to
include payroll processing along with the
credit and debit transactions processing
Heartland now provides to association
members. The service is specifically designed for the
restaurant industry. Heartland’s payroll division provides
complete processing, including check printing, direct
deposit, full tax services, tax liability, automated check
signing, tip allocation, time and attendance and employee
background screening.

A Vital Option 

Acquirers have a new payment-processing option to offer
their merchants and enter new merchant markets where
cash and checks are the main form of payment. Vital
Processing Services announced the availability of its new
POS Check Service for integrated end-to-end processing.
POS Check Service converts paper checks to electronic
checks at the point-of-sale in a process similar to credit
and debit card transactions. The solution covers authoriza-
tion, capture, clearing and settlement and includes the abil-
ity to fund, bill and statement merchants for the check
transactions.

The new service can be incorporated as one of three
options: conversion only, conversion with verification
services, and conversion with guaranteed funds. It can be
incorporated into one POS device that accepts multiple
forms of electronic payment types, including credit, debit,
EBT and check transactions. 

Smart Cards Are Good for Us

Smart cards were a strong theme at this year's
CardTech/SecurTech conference in New Orleans, with
American Express, in particular, pushing the idea of smart
credit cards. While conceding that EMV will cost "tens of
billions of billions of dollars" to implement, A l l e n
Gilstrap, a senior AmEx manager, pitched the migration as
"a good investment" in terms of reducing fraud and boost-
ing the uptake of chip cards. Merchants and consumers
need to get more involved, Gilstrap said, since "most busi-
ness models are overly card-issuer-centric."

E-Pay in the Long Run

A survey conducted by Visa and Deloitte
Consulting found U.S. firms are increasing-
ly automating their procure-to-pay process-
es and are "steadily" implementing new e-
payment systems as part of their long-term
planning. 

Results showed that businesses surveyed
see e-procurement as a means of controlling
the costs of conducting business, and that
companies are realizing the benefits of
using the Internet as the quickest means to
cut costs in their daily operations. 

At least 50 large and midsize companies said they are try-
ing to avoid "making isolated technology purchase and
implementation decisions" and are leaning toward
automation and integration. The companies surveyed said
that by improving their procure-to-pay operations, they
have saved from almost $2 million to more than $8 mil-
lion.

Smart Cards in Action

San Joaquin County (Calif.) has incorporated Netsmart
Technologies Inc.’s smart card system in its Office of
Substance Abuse rehabilitation programs. The system is
used by agencies in San Joaquin County to ensure that
people enrolled in Proposition 36 (state-mandated) rehab
programs adhere to the program requirements.

Netsmart’s card system simplifies management of the pro-
grams and allows public institutions, such as the probation
office and county drug rehab facilities, to work collabora-
tively within the program while protecting citizen confi-
dentiality. The smart card provides the platform for con-
sistent information exchange between the agencies, elimi-
nating reporting errors. 

Each program participant receives a smart card verifying
identity and attendance for mandatory treatments.
Program information is automatically updated by the sys-
tem and requires limited or no human input of data. A
security system permits access to the information by coun-
ty employees on a "need-to-know" basis only.

Can You Spell That for Me?

Bank holding company Eufaula BancCorp Inc. has
changed its name to CommerceSouth Inc. and will relo-
cate its corporate offices from Eufaula, Ala., to northwest
Florida. The changes in name and headquarters are meant
to help redefine the regional recognition of the company.
The name change pertains to the holding company only.
There are no plans to change ownership or management.
The holding company has two banks, First American in
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Florida and Southern Bank of Commerce in Alabama, and
its assets are worth $276 million.

Ingenico Terminal Gets Certified

Ingenico announced Class A stand-alone petroleum certi-
fication of its Elite 510 counter-top terminal by Concord
EFS Inc. The Elite 510 features an EMV level 1 and 2
approved smart card reader, standard one megabyte of
memory and bi-directional magnetic stripe reader. The
small, lightweight package has bright graphical display,
easy-to-use keyboard functions and a thermal printer.
Ingenico makes products for secure transactions and smart
card solutions. Concord EFS is an electronic commerce
services provider.

Prepaid MasterCard Reseller Program

Next Estate Communications has introduced a program to
offer its prepaid MasterCard cards through select retailer
channels, and Matt Kerper has been appointed as Director
of Reseller Distribution. Next Estate Communications
offers a variety of flexible turnkey solutions for distribu-
tors and their retail customers; the programs include pro-
motional materials, card packaging and fulfillment as well
as Web and telephone customer service. Prepaid
MasterCards from Next Estate are available at more than
6,500 retail locations nationwide.

Distinguished Clearing House Service

Richard M. Johnson, former Western Payments Alliance
( WesPay) board member, was honored recently by
NACHA-The Electronic Payments Association for his
contributions to the nation’s payments industry. He
received the Distinguished Service Award at NACHA’s
annual convention in Dallas. He was honored for his 10
years with WesPay and his advocacy for the automated
clearinghouse process. Johnson retired as president and
CEO of WesCorp Federal Credit Union and a member of
WesPay effective May 23, 2002.

Help Wanted: Vice President         
of Credit and Risk 

North American Bancard, one of the nation's leading mer-
chant services providers (MSP) in the credit card industry,
is looking for a Vice President of Credit and Risk. The
ideal candidate must have experience in the credit card
industry, in managing risk and credit departments, and
must demonstrate proven abilities to multi-task in a fast-
paced environment. Previous underwriting, risk-manage-
ment and fraud-investigation skills are required. Merchant
acquiring skills are a plus.
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This is a full-time position. Send resume and salary histo-
ry via e-mail to hr@nabancard.com (subject: Vi c e
President of Credit and Risk) or via fax to 443-587-2354.
For more information, visit www.nabancard.com.

Elbow Room

Tranax Technologies Inc. has moved its corporate head-
quarters for the third time in four years. The company’s
rapid growth necessitated the move to a larger facility in
Fremont, Calif. The increased space will enable Tranax to
expand production, R&D, logistics and office space.
Tranax was formerly known as Cross International and is
the fastest-growing provider of ATM technology, having
installed 25,000 ATMs since 1998.

Bank Deal Completed

South Alabama Bancorporation completed the acquisition
of Wewahitchka State Bank with the merger of Gulf Coast
Community Bancshares. The addition of the Florida bank,
located in Gulf County on the Florida Panhandle and with
assets of $40 million, brings South Alabama’s total assets

to approximately $645 million.

CrossCheck Checks In with 2 Big Deals

CrossCheck Inc. has announced an agreement to provide
check guarantee services to Pameco Corp. of Norcross,
Ga., and also to LanChile Cargo offices.

Pameco Corp. is one of the largest distributors of HVAC
(heating, ventilating, air conditioning) and refrigeration
systems in the U.S. and will implement CrossCheck’s pro-
gram at its 270 building-supply source locations nation-
wide. LanChile Cargo offers airport-to-airport, door-to-
door, courier and logistical services in 20 countries, pri-
marily in Latin America and South America.

CrossCheck is the country’s largest privately held check
guarantee company; its services let customers pay for pur-
chases by check and reduce the associated risks for mer-
chants. It provides its payment solutions to more than
73,000 merchant outlets and handled more than $9 billion
in guaranteed transactions in 2001.  
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If at First You Don’t
Succeed …

J
ust as there’s not one ballplayer who knocks it out
of the park each time up at bat, there’s not one sales
professional who closes each and every deal. No
matter how strong your products and services are,

no matter how well you’ve researched your prospect, no
matter how articulate your presentation is, you may face
failure ... and you have to be able to deal with it. Take a

few tips from the sports specialists.

Despite what’s going on in the
game, successful athletes
keep coming up to the plate
with enthusiasm and deter-
mination. Why? Because
they know it’s not person-
al. A break is bound to
come. Stick with what got
you into the game and stay

with what you’ve put into it. 

Sales slumps are legendary.
While everyone has them, the top

sales professionals are quick to get
out of them. How do they do it? They get moving, and fast.
Making more calls, refreshing skills and scripts, reading
motivational materials, communicating with colleagues –
it all translates into breaking that losing streak. Remember,
the law of averages is on your side.

World champs also rely on discipline. It drives the suc-
cessful athlete like nothing else. The greater the self-disci-
pline, the greater the reward.

Your sales career won’t take off without applying and re-
applying the basics, over and over, day after day.You can’t
shine for one sale and then slip into an easy chair for the
next week. The daily discipline of making calls, returning
calls, following up on pitches and promises, and ferreting
out new prospects will keep your sales physique in shape
and your batting average right up there with the all-stars.

Batter up!

Refresher Course 101

Y
ou’ve made hundreds of presentations. You’ve
pitched your product and services package so
many times that you can do it in your sleep. Do
you even need to refresh your selling skills? You

bet you do.

Life is an ongoing learning environment where the class-
room never closes. Successful sales professionals are
always open to learning new strategies, improving their
techniques and, most important, willing to do the home-
work. Here’s an assignment that will rejuvenate and re-
energize stale sales approaches. 
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The Payments  Ins t i t ute

Highlights: Presented in an intimate setting, The Payments Institute offers a time-
ly, comprehensive, and in-depth curriculum structured to help you achieve a
deeper understanding of the payments system and practical information to
enhance your organization's ability to realize the benefits of electronic pay-
ments. The Payments Institute is not just a conference. It is a unique "colle-
giate" learning experience that gives a broad overview of the entire electronic
payments system, including core topics like Automated Clearing House (ACH),
card systems, checks, international payments, and large-value payment sys-
tems. Building on this core payments system foundation, students may select
from a broad range of electives focusing on specific key applications, imple-
mentation approaches and experiences, best practices and case studies.
Students also can hone their payments knowledge and professional skill sets
through a team-building simulation and industry-focused group project
regime. The Payments Institute allows for invaluable networking opportunities
with other payments system professionals from a wide range of industries and
backgrounds.

When: Payments Institute West – June 23-27, 2002.
Payments Institute East – July 28-Aug. 1, 2002.

Where: Payments Institute West – DoubleTree Hotel Mission Valley, San Diego.
Payments Institute East – Emory Conference Center and Hotel, Atlanta.

Registration Fees: Meals are included in registration fees. Vary by NACHA mem-
bership status and hotel accommodations selected. Visit www.nacha.org for
details.

How to Sign Up: Online at www.nacha.org/conferences. Phone 800-487-9180.  

E TA 2002  Midyear  Meet ing  & Expo

Highlights: Save these dates for what is expected to be the biggest show and
largest crowd yet at this always popular event. This year’s Midyear Meeting &
Expo, "Thread the Needle of Success," will offer the same networking opportu-
nities, educational sessions and presentations as always, but this year the exhi-
bition hall will include 80,000 square feet and more than 300 booths to
explore. The Midyear Meeting is still in the planning stages now; check back
here or visit www.electran.org for updates and details. For information on the
trade show, contact Shawn Canfield at ETA at shawnc@robstan.com or phone
800-695-5509.

When: Sept. 17 – 19, 2002.

Where: Washington State Convention and Trade Center, Seattle.

Registration Information: Visit www.electran.org or phone 800-695-5509.

• Why not breathe new life into your presentation by encour-
aging questions instead of just asking them at the end of the
pitch? At the onset, tell your prospect to be sure to interrupt
you whenever a point of procedure needs clarification or
whenever a question pops into their head. This ensures an
interactive presentation. Class participation enlivens any
subject. 

• If you want to make an impact with your next prospect,
stress your major points ... over and over. The law of adver-
tising is that consumers need to see an ad many times before
being motivated to buy. You don’t have the luxury of multi-
ple exposure, so repeatedly recite your selling points
throughout the presentation. Don’t overload. Just pick the
two or three most impressive aspects of your package.

• Like so many of us who have had to stand up in front of
the class, we get nervous. Use that sweaty-palm energy to
your advantage. Re-channel the adrenaline into enthusiasm
for your products and services.

• Don’t forget your posture during a presentation. Standing
up straight or sitting tall in a chair facing your prospect
shows your pride in your presentation and products as well
as confidence in your selling skills. 

• A basic tenet that is sometimes forgotten but still remains
solid is that honesty is always your best policy. Telling a
prospective customer what he or she wants to hear rather
than the truth will only lead to a failing grade. Focus on hon-
est business practices and you’ll go to the head of the class
with more sales and happier, long-lasting business relation-
ships. And from this same lesson, if you don’t know the
answer to a question, admit it ... then offer to research and
get back to the prospect ASAP.

Good Selling!

Paul H. Green
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

ATM Merchant Systems
(888) 878-8166

ATM Systems, Corp.
(800) 417-3201

Cash Resources, Inc.
(800) 214-1840

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

Electronic Cash Systems, Inc.
(888) 327-2864

EPX
(302) 326-0700

Financial Technologies, Inc.
(800) 523-2104

NationalLink
(800) 363-9835

Phoenix Cardnet
(305) 338-9316

Samsar ATM Co.
(800) 811-3342

Universal ATM Network
(800) 274-5965

Amicus/XtraCash ATM
(888) 712-1600

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
C ross Country Bank

(302) 326-4200 x29112

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/VERI-
F I C AT I O N

C rossCheck, Inc.
(800) 654-2365

E l e c t ronic Payment Systems LLC
(800) 863-5995

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

Network 1 Financial, Inc.
(800) 261-0240

E Q U I P M E N T

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

E l e c t ronic Payment Systems LLC
(800) 863-5995

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

Global Payments   
(800) 229-3698

The Horizon Gro u p
(888) 265-2220

H y p e rc o m
(800) Hyperc o m

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

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

Universal AT MN e t w o r k
(800) 274-5965

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

F R E E E L E C T R O N I C
C H E C K R E C O V E RY

C H E X c o l l e c t . c o m
(631) 691-0666

GIFT CARD PROGRAMS

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

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

BioPay Biometric Pymt Svcs
(866) 324-6729

C e rtified Merchant Serv i c e s
(877) 309-1099

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

Global eTelecom, Inc.. (GETI)
(850) 650-8506

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

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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Network 1 Financial, Inc.
(800) 261-0240

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

Payment Resources Int’l.
(888) 835-1777

Te rmNet Merchant Serv i c e s
(800) 344-8472 x 108

Total Merchant Serv i c e s
(888) 84-TOTAL x14

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

ISOS/BANKS 
PURCHASING ATM 
P O RT F O L I O S

Midwest Bancard Corporation
(888) 272-4325

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

1st Merchants Bancard (FMBS)
(800) 477-0173

C e rtified Merchant Serv i c e s
(800) 732-1099 #0

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

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

C ross Country Bank
(302) 326-4200 x29112

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

M e rchant Services Incorporated
(800) CARDSWIPE x7934

Network 1 Financial
(800) 903-8819 

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

Transfirst Holdings, Inc.
(800) 249-0037

ISOs LOOKING 
FOR AGENTS

1st Merchants Bancard
( F M B S )

(800) 477-0173
Advanced Merchant Services (AMS)

(888) 355-VISA (8472)
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

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

C e rtified Merchant Serv i c e s
(877) 309-1099

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

E l e c t ronic Payment Systems LLC
(800) 863-5995

EPX 
(302) 326-0700

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

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
Money Tree Services, Inc.

(800) 582-2502 x100
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

P re f e rred Card S e rv i c e s
(800) 656-0077

Retriever Payment Systems
(800) 376-3399

S i g n a t u re Card Serv i c e s
(888) 334-2284

S m a rtOne Payment Systems
(888) 408-SOPS

Te rmNet Merchant Serv i c e s
(800) 344-8472 x 322

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

I S P / E - C O M M E R C E
P R O V I D E R S

e C o m m e rce Tools, Inc.
(800) 875-8275

Ta s q . c o m
( 8 0 0 ) 8 2 7 - 8 2 9 7

L E A D S G E N E R AT O R S

Alpine Group Inc.
(888) 223-4119

C a l i f o rnia List Management
(866) 4 LISTS 4 U

Te l s t a r
(800) 383-7853

L E A S I N G

Allied Leasing Corp.
(877) 71-LEASE

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

B a rclay Square Leasing, Inc.
(866) 396-2754

Bond Corporation
(888) 222-0348

E l e c t ronic Payment Systems LLC
(800) 863-5995

First Leasing Corp.
(888) 748-7100

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

Golden Eagle Leasing, Inc.
(800) WE LEASE 

Integrated Leasing Corp.
(800) 398-9701 

LADCO Leasing
(800) 678-8666

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

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

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)
(850) 650-8506

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



EVER WISH YOU COULD OFFER 

THE BEST TERMINALS A N D THE BEST SERV I C E ?

WISH GRANTED.

We just made your job a whole lot easier. 

T h a t ’s because GCF is now an authorized

reseller of Talento terminals. In fact, we’re

authorized to work on any warranty re p a i r s

for these terminals — at no cost to you or

your customer. 

So now, when you want to offer your customers

the best terminals, supplies a n d s e rvice, you only

have to call one place — GCF. 

It doesn’t get any easier than that. 

General Credit Form s

WHERE FORMS FOLLOW FUNCTION

The Independent Source For Al l  Your Merchant Needs.

For more in formation, cal l  Te resa or Sandy at 1(888)GCF-NEWS or visi t  w w w. g c f i n c . c o m
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General Credit Forms, Inc.
(800) 325-1158

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
(402) 222-8570

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

National Processing Company
(800) 672-1964 x7655

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

Netbilling Serv i c e s
(661) 252-2456

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 SOFT-
WA R E

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

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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