
As ISOs, in the course of a normal business day, you deal with mer-
chants, shopkeepers, bankers and various members of the business
c o m m u n i t y. Most likely, they're also members of the chamber of com-
m e rce. A re you?

Chambers of commerce re p resent all business needs in communities. Speaking as
one voice for diverse members, chambers offer a broader base and economic
framework than individual businesses or politicians could. They often are the
primary source for businesses and individuals seeking information on business
c l i m a t e s .

Chambers provide bottom-line programs for businesses large and small. They
fight for pro-business legislation and form public and private alliances.
Chambers address economic issues and provide leadership in civil and social
p rogramming, health care concerns, education and crime prevention – anything
that might have an impact on the overall business climate. 

S t o re owners, businesspeople and pro f e s-
sionals think it makes sense, so why
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It's a good bet that someone – most likely the sponsoring BIN
banks or a third-party auditor – soon will be charged with 
scrutinizing ISO business practices and ensuring they meet 
whatever federal standards eventually come down from
Washington. 

See Story on Page 22

Be a Civic Booster and Boost
Your Business Profile



Why are Ingenico transaction terminals
popping up like spring flowers... 

e v e r y w h e r e ?

It’s by DESIGN

I nge n ico tra ns a c t ion terminals are popping up all over the count r y s ide. Ease of use, secure tra ns a c t ion 
a u t ho r i z a t ion and investme nt pro t e c t ion are part of our de s ig n .

I nge n ico’s Elite line of tra ns a c t ion terminals share a patented and proven sof t w a re de v e l o p me nt enviro n me nt
called Un ic a p tT M. This universal applic a t ion de v e l o p me nt tool allows the sof t w a re developer to levera ge on Un ic a p t
p a y me nt applic a t ion thro u g hout the ent i re line of Elite termina l s. The benefits are: faster time - t o - ma r ket, lower
cost of support, better customer servic e, and simplified sales and operator tra i n i ng. An added benefit of Un icapt is
that it enables you to run several applic a t io ns on a single Elite termina l .

T he Elite 712 EFT terminal solves the me rc h a nt’s issues of customr PIN entry privacy and count e r - s p a c e.
I nstead of of f e r i ng a cumbersome swivel base, the Elite 712 is tethe red to its commu n ic a t io ns base for re l iable and
safe 
c u s t o mer activated tra ns a c t io ns. It is simple to use, secure, and perfo r ms credit, debit and EBT tra ns a c t io ns. The
Elite 712 is also EMVco Levels I & II approved for future smart card uses. All of these de s ign features combine to
give the me rc h a nt a re l ia b l e, easy to use and compact payme nt solution that is spring i ng up everywhe re.

C o ntact your local reseller or Inge n ico toda y.
U . S . 1-800-252-1140  -  www. i n g e n i c o - u s. c o m
C a n a d a 1-800-295-8491  -  www. i n g e n i c o - c a . c o m

Elite 712
EFT T E R M I N A L
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The ISO Quandar y

Could you send me a definition of an ISO?  Is it different than a mer-
chant acquirer? What are the roles and functions of each?  Can you
name any major players and provide examples of each? 

Tony Seto

Tony:

There are no short answers to your questions; however, several of
our previously published GSQs are specific reports on the ISO
Channel and bankcard acquiring market. These reports are avail-
able in PDF format at no charge.

Please visit our Web site and register to read GSQ Online:
http://www.greensheet.com/gsq/index.html

Specifically, check out these issues:
-- 2002: Vol. 5, No. 1 & Vol. 5, No. 3
-- 2001: Vol. 4, No. 4

Good Selling!
The Green Sheet Staf f

M e r chan t:  We Hard l y Knew Ye

Where would I find statistics concerning how long the typical mer-
chant stays with their processor? It seems nowadays that quite a few
processors are making more money on early termination fees than
on actually processing the transactions.

Thank you,
Steven Thorin

Steven:

We have found that merchant attrition rates are the most closely
guarded secret of our industry. We have not been able to quantify
any data on this.

(Anyone who has any information or perspective on this subject can
reach Steven at sthorin@orionps.com.)

Good Selling!
The Green Sheet Staf f

Ri sky Busi ness . . .  Un t i l  You  Use Search  Eng ine

I am a subscriber to The Green Sheet and appreciate the informa-
tive articles.  Are there past articles that address the details of risk
assessment and management for ISOs? 

Thanks in advance for your help. 

Larry Clifton
e-check resources, LLC

Larry:

Our recently improved search engine at Green Sheet Online is just
the tool you need.

http://www.greensheet.com/search.cgi?query=

A query using "risk management" returns 84 total matches in 3 sec-
onds within 66 pages. Numerous company profiles published in the
Green Sheet were identified. 

The search provides hyperlinks directly to the stories in our archive.
The articles are available in HTML text version (with the query terms
highlighted) and PDF version in addition to the link to the original
article.

Good Selling!
The Green Sheet Staf f



shouldn't independent salespeople consider becoming
members of their chamber of commerce, too?

The most obvious reason for joining is the networking
opportunities membership provides. At social events and
weekly or monthly meetings, you have the chance to talk
shop with the people you do business with and intro d u c e
yourself to those you'd like to be doing business with. 

Joining the chamber of commerce also gives members the
chance to make a diff e rence in how business gets done.
Along with benefits like training workshops, business
referrals and savings and discounts on insurance and
services, chambers lobby in local, state and national gov-
ernments on behalf of their members' intere s t s .

Chambers of commerce exist to promote area businesses
and organizations at the local metropolitan and re g i o n a l
levels. There are 50 state chambers and one national
chamber of commerce, promoting and advocating for
their members in state and federal governments. In
between all of these are various organizations formed to
focus on businesses for specific groups, international
chambers and even for e-businesses on the We b .

J . P. Moery is Vice President of Federation Relations for the
U.S. Chamber of Commerce in Washington, D.C. He
explained that his organization mainly serves a lobbying
function at the federal level.

"The National Chamber was founded in 1912 and is the
l a rgest business federation in the world. We work in the
national and international marketplaces. We are an advo-
cacy organization, dealing with regulatory issues like
lowering taxes, etc.," he said. 

U.S. Chamber- s p o n s o red programs cover topics to help
members educate themselves and their employees and do
business smarter. Resources include the National
Chamber Litigation Center (the Chamber's own law
firm), The Center for International Private Enterprise (to
train future business leaders in emerging countries), The
Center for Corporate Citizenship (develops policies and
showcases positive corporate achievements) and the
Institute for Organization Management.

The U.S. Chamber of Commerce has nine regional off i c e s
t h roughout the country to focus on political work in each
a rea. There are 300 people working at the U.S. Chamber,
including a field staff of reps who sell memberships to
businesses, Moery said.

Moery said ISOs – or any business, for that matter –
should consider joining their local chambers as well as
participating in the state and national chambers.
A c c o rding to Moery, the U.S. Chamber of Commerce has
100,000 members and reaches more than 3 million busi-
nesses and associations.

"Our members range from the largest Fortune 500 com-
panies to shops on Main Street, and include a number of
salespeople," he said. "Local and state chambers can join,
too. We serve as a lobbyist at the federal level for our
e n t i re membership ro s t e r.

"But at the local level, the networking opportunities are
really great. You'll meet people and come into contact
with organizations you'll do business with. That's why
chambers are formed.

"The free-enterprise system is based on this grass-ro o t s
level of involvement."

The Santa Rosa Chamber of Commerce in Northern
California, for example, has nearly 1,500 members (the
city's population is 150,000), covering the spectrum of
businesses and organizations in the area. At the re g i o n a l
level, publicity and marketing efforts are geared toward
people in the same community – referrals to other mem-
ber organizations are one of the best reasons for joining
the Chamber.

Janet Rogers, Director of Special Events, Communications
and Membership for the Santa Rosa Chamber, said that
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even though people usually associate networking oppor-
tunities with chamber membership, there also are addi-
tional perks to joining, including benefiting from their
involvement in local government. The Santa Rosa
C h a m b e r, like the U.S. Chamber, serves as a legislative
advocate, promoting the business interests of its members
on the state, national and (especially) local levels.

"Many people aren't aware of the work we do to pro m o t e
local business and of our involvement with the city coun-
cil and county government," Rogers said.

T h e re are 48 committees and task forces within the Santa
Rosa Chamber that let members become active and be
h e a rd in improving and promoting business in the re g i o n .
The Santa Rosa Chamber organizes 70 business and social
events a year, such as breakfast meetings and after- h o u r s
receptions; conducts employee-training workshops on
customer service, organizational skills, telephone skills
and marketing; and offers discounts on business insur-
ance, long-distance rates and health care .

For ISOs, joining a chamber of commerce at any level,
whether local, state or national, makes sense. Pro m o t e
yourself and the business services you can provide your
fellow members. Get involved and make a diff e rence in
your community.
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CEO Wimsett Resigns
from NPC

Thomas A. Wimsett has resigned as Chief
Executive Officer and President of
National Processing, Inc., which wholly
owns the merchant credit card pro c e s s o r,

National Processing Company (NPC). 

The announcement was made by National
P rocessing Inc.'s parent company, National City
Corp.; there were no details given for the re s i g n a t i o n .

Jon L. Gorney will step in to replace Wimsett as the
company's CEO. At the same time, Gorney also will
take over as Chairman, replacing Paul G. Clark, and
will continue to head National Processing, Inc.'s
overall technology and operations functions.
National Processing will name a new president in the
near future. 

Gorney has been with National City since 1973, serv-
ing in positions of increasing responsibility in infor-
mation systems. He was elected Executive Vi c e
P resident of National City in 1993 and has been
responsible for all banking operations and technolo-
gy functions. He has served on National Pro c e s s i n g ' s
B o a rd of Directors since 2000.

"Jon understands the needs of National Pro c e s s i n g ,
having served on its Board of Directors for the past
two years, and will be able to build on the company's
excellent results," Robert G. Siefers, National City
Vice Chairman, said in a company statement. 

"Jon has been instrumental in driving important
technology initiatives at National City, and we are
confident that National Processing will continue to
thrive and grow under his leadership. We expect this
change of leadership to be a seamless, transpare n t
management transition that should not aff e c t
employees, customers or stockholders."

National Processing, headquartered in Louisville,
K y., operates two business segments, merchant card
services and payment services. NPC supports more
than 645,000 merchant locations and processes one-
fifth of all Visa and MasterCard transactions in the
U.S. 

National City Corp. is publicly held, has financial
holdings worth $99 billion and owns 85 percent of
National Processing, Inc. 





What is Australian for
'Big-Time Clout?'

When the two largest credit card labels in the
world don't like a rule in a country where
they do business, they can really do some-
thing about it. MasterCard International,

Ltd. followed Visa International's lead in taking legal
action against The Reserve Bank of Australia. Both com-
panies are concerned that the Bank's plans for major
reforms in the Australian credit card industry will set a
d a n g e rous precedent in other countries. 

As reported in The Green Sheet ("Not Going To Be a
G'Day for Credit Cards Down Under," May 27, 2002, issue
02:05:02), the Reserve Bank of Australia has been pre p a r-
ing to make Visa and MasterCard both change their oper-
ating rules to be more consumer- f r i e n d l y. The Bank
believes the regulations established by the card compa-
nies, or "schemes" as they're called in Australia, as well as
misleading pricing were detrimental to the public's best
i n t e rests and needed re v a m p i n g .

The changes to those operating rules, designed to re d u c e

fees and increase competition, were unveiled by the
Reserve Bank of Australia in August. The new re g u l a t i o n s
constitute the biggest changes to the industry since cre d i t
c a rds first gained a foothold there 30 years ago. 

The major reforms were developed over a three-year peri-
od. They include a 40 percent reduction in interc h a n g e
fees for credit card transactions and increased competi-
tion within the payments system, and they would allow
m e rchants to pass on the costs of transactions to con-
s u m e r s .

Ian Macfarlane, Governor of the Reserve Bank, said in a
statement, "The reforms leave the basic stru c t u re of the
c redit card product intact and acknowledge the impor-
tance of maintaining the safety of credit card schemes in
Australia. 

The Payments System Board has endorsed a balanced set
of reforms which will ensure that normal market mecha-
nisms work in a more transparent and effective way in the
Australian payments system, to the benefit of the
Australian community as a whole."

The reforms, scheduled to become policy next year, will
cost 1.5 to two percent of the collective profits of
Australia's five largest banks, estimated to be A$13 billion
and A$14 billion.

Visa International was the first to announce its legal chal-
lenge in the Australian Federal Court, criticizing the
reforms as "poorly constructed and potentially damag-
ing." The following day, MasterCard International Ltd.
announced it also was seeking a review of the new re g u-
l a t i o n s .

The credit card companies assert that the Reserve Bank
has overstepped its authority and is not meeting its obli-
gations through the Payment Systems (Regulation) A c t .
M a s t e r C a rd also said the reforms do not meet the public-
i n t e rest test re q u i red under the act.

Visa claims its legal action is supported by A u s t r a l i a n
m e rchants and bankers, including the country's larg e s t
banks. However, none of those banks or the A u s t r a l i a n
Bankers Association, which originally argued against the
c redit card reforms, will join future litigation.

This is one of only a few times Australia's central bank
has been challenged in court. The Reserve Bank of
Australia operates in the same way as the Federal Reserve
Bank in the United States: It sets monetary policy, super-
vises and regulates banking institutions, protects the
c redit rights of consumers and maintains the stability of
the financial system. 

The Reserve Bank said it was "disappointed" that Vi s a
and MasterCard had chosen to take action and that it
"will vigorously defend the re f o r m s . "
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From POS equipment supplies and deployment to on-line order management, Vital 

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

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

Services, call 800-348-1700.

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

C A PABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

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

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

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

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTe k



RDM Corp., a Wa t e r l o o ,
Ontario, Canada-based
p rovider of imaging and
payment solutions,

announced on Sept. 18, 2002 that is
has filed a copyright-infringement
lawsuit against Roswell, Ga.-based
Ingenico Corp., manufacturer of
payment terminals and technolo-
g i e s .

The lawsuit, filed in U.S.
District Court in
Minnesota, alleges that
Ingenico is in violation
of RDM's copyrights as
well as an agreement between the
two companies re g a rding RDM's
intellectual properties. The lawsuit
seeks to prohibit Ingenico fro m
using copyrighted software re l a t e d
to RDM's check-scanning pro d u c t s ,
specifically with Ingenico's 2600

check re a d e r / i m a g e r. In addition to
the copyright charges, RDM also is
seeking monetary
d a m a g e s .

Ingenico responded to
the charges in a com-
pany press release by
stating the allegations by RDM are
false and that the Ingenico 2600
check reader/imager was devel-

oped to meet
m a r k e t p l a c e
needs using
e n g i n e e r i n g
e x p e r t i s e
earned fro m

developing and installing more than
500,00 check readers during the past
six years.

"The accusations look to be the
result of acceptance by major check
service companies of the Ingenico

2600 as a superior product with bet-
ter price/performance than any

competitive off e r i n g
on the market," said
Michael Hackney,
Vice President and
General Manager of
Ingenico's Financial

Systems organization. "RDM, in
making these accusations, is playing
the 'FUD' (fear, uncertainty and
doubt) game."

Ingenico also denies owing any con-
tractual or other obligations to RDM
that would prevent Ingenico fro m
making or selling the Ingenico 2600.

The Ingenico 2600 is a check re a d e r
and imaging product that capture s
images of checks and documents in
gray scale to ensure no handwritten
information is lost during the imag-
ing pro c e s s .
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Your Last Acquire r

w e e p

You did it again?

You chose the wrong acquirer. Again. It’s easy to do. We all look and sound the same. But then you
get to know us. And you see the things that really make a difference. And you cry.

It’s OK. Now you never have to make the wrong choice again.

Because there really is a diffe r e n c e. For instance: most acquirers offer some kind of on-line
management tools. But only Cynergy offers V I M A S, a complete back-office system that provides 
real-time power you won’t find anywhere else. Run residual reports for your reps. Have complete,
up-to-the-minute merchant information at your fingertips. View transactions sorted by volume, by sales
rep, by merchant—even disputed transactions.

In other words, have your own hi-tech, fully-automated back office. See the difference? Cynergy Data
does more than service your business. We make you part of our business. With all the tools and
support you need to succeed.

So stop crying. Stop choosing the wrong acquirer. Call Danielle Vaughn at 1-800-933-0064 Ext. 5710
and make your next acquirer your last acquirer.

Credit • Debit • EBT & Gift Card Processing • Check Conversion • E-Commerce • In-House Leasing

www.cynergydata.com



By Patti Murphy

He re's something I never expected to write, at
least not this many years before my re t i re-
ment: Check writing in America is on the
wane. Now don't get me wrong. I'm not sug-

gesting that banks should immediately divest themselves
of check-processing equipment, or that ISOs and pro c e s-
sors should eliminate check services from their menus of
o fferings. But long term (perhaps in another 20-30 years),
it now seems safe to predict, there will be fewer checks
used to pay for goods and services in America than card s
or other types of electronic payment transactions.

Last year, the Federal Reserve announced results of the
first significant counting of check payments in more than
20 years. The Fed's number crunchers had calculated that
Americans wrote nearly 50 billion checks in 2000 – sub-
stantially fewer than the 60 billion, or so, checks that I
and other observers had guesstimated based on here t o-

f o re available data, yet more than the roughly 32 billion
checks written in 1979, the last time the Fed counted. 

In August, the Fed restated its re s e a rch findings. Rather
than 49.5 billion checks, the Fed says upon further study
it now appears Americans wrote just 42.5 billion checks in
2000; the total was probably closer to 49.5 in 1995, the Fed
says. While the 2000 number still tops the 1979 total, the
d i ff e rence is not quite as great as it seemed at first. And if
the Fed's statisticians are correct, U.S. check usage pro b a-
bly peaked around 1995.

To be honest, when I first read the Fed's second take on its
2001 study, I was dubious. The new, revised data, contra-
dicted much of the anecdotal evidence that has been
bandied about the payment-processing and banking busi-
nesses in recent years. It also seemed to advance certain
agendas – such as the Fed's Check Truncation Act (CTA )
p roposal. 

P roviding grist for my mill of cynicism, members of
C o n g ress in September – while balancing heavy work-
loads, such as the debate over waging war against Iraq
and re-election campaigns – announced a hearing on the
Fed-drafted CTA. 

In check truncation, the physical movement of checks is
stopped (at the bank of first deposit, a lockbox collection
site, or the point-of-sale) and replaced with electro n i c
exchanges; these can be handled bank-to-bank, via the
Fed or through the A C H .

The Fed's CTA p roposal, however, rather than taking
paper out of the payments system, adds a new document
to the processing stream – an "image replacement docu-
ment" (IRD) that banks could use in lieu of tru n c a t e d
checks to run through sorting and processing equipment.
A p p a re n t l y, there are many banks that still want/need to
p rocess paper, and the CTA aims to accommodate this.
(See "Fed's Research Reveals Opportunities for E-
Payments, But Obstacles Lurk," Green Sheet, Jan. 28, 2002,
issue 02:01:02.)

While committee hearings this late in the Congre s s i o n a l
season aren't likely to result in quick action, pro p o n e n t s
says the attention that has been given the CTA by law-
makers bodes well for action in the next Congress, which
begins in January.   

Taking Another Look at the Data

N o w, to my change of mind: The more I look at the Fed's
report and the more I talk with folks who spend a lot
m o re time than I do poring over data like this, the more
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VALUEPAK™ – THE ALL-IN-ONE PAYMENT PROCESSING SOLUTION

It's a fact that consumers not only prefer to pay by check, but also spend more when they do. With 9 reliable

check processing services, including conversion guarantee, Nationwide gives merchants the ability 

to say "YES!" to the consumer's preferred form of payment. With a built-in Debit/Credit 

Card Reader, MICR reader, PIN-Pad and Thermal Printer – plus, a wireless option – 

our integrated, all-in-one ValuePak terminal promotes bigger sales for 

bigger profits... for you and your merchants.  Call to equip yourself today.
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inclined I am to concur with the
Fed's latest assertions that check
usage probably peaked in the mid-
1990s and that Americans pro b a b l y
w rote only 42-43 billion checks in
2 0 0 0 .

Jack Walton, a staffer in the division
of reserve bank operations and pay-
ment systems at the Federal Reserve
B o a rd in Washington, explained to
me in great detail how he and fellow
s t a ffers arrived at the revisions. 

It seems the initial report, issued late
last year, was just a "snapshot." It
basically compared data collected
f rom financial institutions in 2000 to
what had been collected in 1979.
What Walton and his colleagues did
subsequently was to paint a detailed
p i c t u re of check usage in A m e r i c a ,
plotting the data collected in 2000
against that from a survey of 600
banks conducted by the Fed in 1995
(on check fraud and related issues)
and the 1979 data. 

Comparing the data from these
t h ree surveys, Walton explains,
shows clearly that there was a
decline in checks between 1995 and
2000 – a decline that can't be
explained by economic contraction,
he insists, since both years were part
of a long economic expansion.

But the decline was not uniform,
a c ross regions or across diff e re n t
types of financial institutions. For
example, Walton's analysis indicates
that checks are more prevalent in the
Midwest than in the Northeast,
while the value of checks paid per
capita was 47% higher in the
Northeast than in the West in 2000.

Another interesting finding: Despite
the overall decline in the number of
checks paid between 1995 and 2000
a c ross all financial institutions, cre d-
it unions and savings institutions
actually experienced increases in
check volume. To g e t h e r, these insti-
tutions accounted for 14% of all paid

checks in 1995 and 20% in 2000.

But in a written report on the data
analysis (published in the A u g u s t
2002 Federal Reserve Bulletin),
Walton and Fed colleague Geoff re y
G e rdes note that the 1.8 billion
i n c rease in the number of checks
paid annually by credit unions and
savings institutions was more than
o ffset by an 8.7 billion drop in the
number of checks paid annually by
c o m m e rcial banks.

Still, the fact that more checks are
written on credit union (share draft)
accounts than on bank checking
accounts is noteworthy. Cre d i t
union membership has always had
appeal to newcomers to the work
f o rc e .

As a young professional, my first
"bank" account out of college was
with a credit union; many family
members and friends took a similar
path in establishing credit histories.
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I suspect that as consumers gro w
o l d e r, and more financially savvy,
many move on to commercial banks,
even investment banks with check-
ing-like accounts (Merrill Lynch, for
example). In other words, it's possi-
ble that the aging of the Baby
Boomers is contributing to the
d e c rease in check writing.

For many, debit cards came long
after we entered the workforce, and
many of us are not fast adopters. But
as more banks promote so-called
"check cards," the adoption curve is
accelerating. Lending credence to
this view, Visa announced re c e n t l y
that during the first six months of
2002, transactions initiated using
Visa Check cards actually exceeded
those initiated using Visa cre d i t
c a rds (3.04 billion versus 2.96 bil-
lion). This was a first, Visa said.

Understanding the Nuances

Another point: The Fed's data, as
analyzed by Walton and Gerd e s ,

focuses exclusively on the number
of checks paid by financial institu-
t i o n s .

For years, bankers and industry
observers have counted the number
of checks that pass through the sort-
ing equipment of banks, the Fed,
clearing houses and service bure a u s
to size up volume. These so-called
"prime passes," however, are often
double (even triple) counted.

For example: A check that I write on
Bank A is deposited by you at Bank
B, which runs the item through a
prime-pass cycle and then perh a p s
sends it to its local Fed or corre s p o n-
dent bank for interbank clearing,
w h e re again the check is ru n
t h rough prime passes.

" You can easily get to 100 billion
prime-pass items from a base of 42
billion checks," explains Steve
L e d f o rd, President of Global
Concepts, Inc., an A t l a n t a - b a s e d
re s e a rch and consulting firm that

assisted in the Fed's data collection
and analysis.

Using similar lines of logic also
helps to explain why check-image
a rchives are being populated so rap-
i d l y. Viewpointe A rchive Services,
for example, is adding images of
about 1 billion items a month,
a c c o rding to John Lettko,
Viewpointe's CEO.

Viewpointe stores images for some
of the largest banks in the country,
including Bank of America, JP
M o rgan Chase and First Te n n e s s e e
Bank, notes Lettko. He estimates
that Viewpointe sees 15-20% of all
checks written in the U.S.

During a recent interview, Lettko
said the Fed's revised check num-
bers perplex him. When he tries to
map Viewpointe's business against
the Fed's trend analysis, Lettko says
he doesn't come close to 42 billion;
49 billion checks is a more re a l i s t i c
tally of the number of checks written
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each year, he insists.

But it's noteworthy that two of the
t h ree banks that are now "live" with
Viewpointe (BofA and Chase) both
a re headquartered in states with
l a rge immigrant populations. It's
quite conceivable that immigrants
entering the workforce account for
some of the check usage. First
Tennessee, a Midwestern bank, also
is apt to see more check volume
because of its locale. (Remember, the
Fed reports that check usage is high-
er in the Midwest and the
N o r t h e a s t . )

Also, the one billion items
Viewpointe archives each month
include some non-check documents,
such as deposit receipts. To g e t h e r,
these factors could account for some
of Viewpointe's workload.

Long Live America's Checks

Any way you look at the numbers,
t h e re are still a lot of checks written

in the U.S. Whether it was 42 billion
or 49 billion, there still were more
checks issued for payment in 2000
than in any other industrialized
c o u n t r y.

In fact, in every industrialized coun-
try except the U.S., check volumes
d ropped dramatically during the
1 9 9 0 s .

Sweden, for example, almost elimi-
nated check writing during the
decade, with a 96.7% drop in check
payments. In the Netherlands, check
usage dropped by nearly 90% dur-
ing the 1990s; in Switzerland, it
d ropped 72.2%, according to data
f rom the Bank for International
Settlements (BIS), which coord i n a t e s
activities of central banks of the
G roup of Ten (G-10) countries.

To discourage check writing, banks
in these Scandinavian countries
i n c reased fees for handling checks,
vis-à-vis electronic payment alterna-
t i v e s .

In the U.S., banks are more likely to
impose new fees (or increase exist-
ing fees) on electronic payments
(such as debit cards) and to give
away check services.

U.S. banks have been subsidizing
check writers for years; some even
advertise free checking. And while
bounced-check fees are high, most
consumers seem to ignore these
c h a rges or accept them as a form of
a low-cost loan.

Banks, meanwhile, generate sub-
stantial income streams fro m
bounced-check charg e s .

And as long as these mindsets pre-
vail, Americans can be expected to
continue writing billions and bil-
lions of checks every year.

Patti Murphy is Contributing Editor of The
G reen Sheet and President of Ta k o m a
G roup. She can be reached at
pmurphy@takomagroup.com.
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ISO Governance
Reprinted from Transaction Trends, July 2002 issue

By Jay MacDonald

Another caffeine-fueled day gets under way on
the exhibition floor of the 2002 ETA A n n u a l
Meeting and Exposition in Orlando. Tr a ffic is
heavy and interest is high in all the latest tech-

n o l o g y.

But not everyone is shopping for payment solutions. 

Seen strolling through the sea of marketing banners and
ready handshakes is a woman relatively unfamiliar to
and with the payment processing industry. Elizabeth
Hone, attorney with the Division of Marketing Practices
in the Bureau of Consumer Protection at the Federal
Trade Commission is here to educate and learn. She is
h e re to ask questions. She is here to understand the some-
times-intricate interrelationships between pro c e s s o r s ,
m e rchant acquirers, sponsoring banks, card issuers – and
not least, the role that Independent Sales Org a n i z a t i o n s
(ISOs) play in the big scheme of things.

For the visiting attorney, the ETA show provides a singu-
lar opportunity to meet and greet members of an industry
that the FTC needs to understand.

Two months earlier, the FTC had placed Certified
M e rchant Services of Plano, Texas, into receivership for
alleged unfair and deceptive business practices in what
was widely viewed as a shot across the bow of the entire
i n d u s t r y. That trial is now scheduled for Marc h .

Two months before that, the federal Office of Comptro l l e r
of the Currency (OCC) had issued new examination
guidelines to banks working with Independent Sales
O rganizations (ISOs). The Federal Deposit Insurance
Corporation (FDIC) also has been priming its examiners
to take a closer look at the acquiring end of the business.

In light of the CMS action, and at the invitation of ETA ,
the FTC official agreed to come to the ETA annual meet-
ing to address receiverships and ways to avoid this worst-
case scenario.

Her message to ISOs was clear: Become more clear in
your business practices or you may have to deal with us.

Fear of the Broad Brush

For ISOs like Barry Welsch, who owns and operates
Welsch Financial Services in Butler, Pa., the FTC move
against CMS elicits mixed feelings. The aggressive sales
tactics of some of his competitors has long bothere d
Welsch, who came out of Mellon Bank to start his own
ISO 10 years ago.

" To me, I know it's out there all the time and you kind of
wonder in the back of your mind why somebody doesn't
c o n t rol them," Welsch says. "It really hurts us all; the
whole industry gets a black eye. So I'm concerned about
getting that black eye and I'm concerned about what fall-
out I will get, what will affect me as a result of them,
because any rules that come into play are going to put
m o re responsibility on me."

Welsch recalls the early ISO wild-west days when fre e-
wheeling sales practices ultimately forced the card associ-
ations to re q u i re members to register their ISO merc h a n t
a c q u i re r s .

" You had ISOs getting in the middle of funding to mer-
chants, in the middle of keeping funds of the merc h a n t s ,
deceptive things that banks would never do. They
[banks] didn't even have controls in place because that's
not how a bank thinks," he recalls. 

"As it ended up, we had to live with all this re g i s t r a t i o n
s t u ff, all this reporting and investigations into principals.
That's all now part of being an ISO. I'm guessing that
something like that will occur now from a government
a g e n c y, probably the same kind of stuff . "
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Fear of the broad brush, of having
their business practices put under
the microscope because of the
a g g ressive sales practices of a few
ISOs, leaves operators like We l s c h
f rustrated and angry.

"I operate a business that is very re p-
utable. I always knew that we just
would not do deceptive things, it's
absolutely fundamental. But if
y o u ' re not as deep into this business
and you haven't been around fore v-
e r, you look at it as, hey, this is a fre e -
f o r-all, just like every single busi-
ness segment has that segment of
people who will say anything and
do anything to get the paper
signed," he says.

"It seems to me there at least ought
to be somebody watching over it.
T h e re has to be a place you can go to
say these people look like they're
doing something wrong. Because
we see it all the time, there are oth-
ers around. There's a whole group of

them that disrupt good, solid re l a-
tionships of ISOs like ours."

The card associations charge their
members with an oversight re s p o n-
sibility for the ISOs they sponsor.
Welsch says the problem with that
model is two-fold: aggressive ISOs
can always find a bank willing to
look the other way, and banks often
don't share enough of a reality with
their acquirers to know where to
look for abusive practices.

"Banks traditionally are never
viewed as overly aggressive," he
says. "When was the last time you
went to a bank and they tried to
d o u b l e - c h a rge you for things just to
see if they could get away with it?

"It's absolutely not an issue that we
need to clean up and get rid of that
kind of thing, but it's a little bit of a
concern as to how it affects the good
g u y s . "

BIN Banks in the Crosshairs

I n c reased scrutiny of ISO practices
has heightened concern at BIN
banks, those financial institutions
that depend on ISOs to acquire mer-
chants for them. Recent high-pro f i l e
civil class action suits brought by
m e rchants against large acquire r s
have some banks taking a closer
look at their ISO relationships. 

P re v i o u s l y, federal bank re g u l a t o r s
w e re primarily concerned with the
c reditworthiness of an ISO to bear
the risk of chargebacks; it had not
c o n s i d e red the BIN bank's risk of
e x p o s u re to class action litigation
that might result from an ISO's busi-
ness practices.

Banks are not legally re q u i red – yet
– to oversee the business practices of
their ISOs or to hold funds in
reserve to cover damages that might
result from them. Similarly, card
association rules limit a member
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bank's responsibility to financial lia-
b i l i t y, ISO portfolio risk perimeters,
and brand and customer manage-
ment issues; no mention is made of
any obligation to oversee or corre c t
an ISO's business practices.

" Visa and MasterCard have to hate
this; they have to hate the fact that a
nonmember has been the subject of
an enforcement action," says Marc
A b b e y, industry analyst at First
Annapolis Consulting of Linthicum,
Md. "You've got to wonder what's
going on behind closed doors at
Visa and MasterCard to mitigate
this. If I were them, I would be
thinking to impose greater oversight
re q u i rements on BIN banks and to
make more explicit those kinds of
commitments. Which could upset
the apple cart in the ISO market a
little bit."

T h e re is growing concern, particu-
larly among bankers, that the ISO
industry's comparatively informal

a p p roach to merchant contracts may
well be inviting unwanted attention
f rom the feds; pages of contract add-
ons after the fact led in part to the
CMS action. Contract language, par-
ticularly in such crucial areas as
leasing and transaction fees, is
sometimes vague and difficult to
understand. Bankers in particular
p e rceive some ISOs' failure to fully
disclose as putting the entire indus-
try at risk unnecessarily.

Whose Job Is It Anyway?

The question of ISO governance
p resents an interesting conundru m
for the card associations. On one
hand, Visa and MasterCard take
g reat pains to point out that they
have no direct relationship with
(and there f o re no direct contro l
over) the ISOs with whom their
members choose to associate. 

In terms of overall card transaction
volume, the ISO-driven, nonbank
a c q u i rer portion is relatively small
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( roughly 30 percent) and shrinking,
hence the argument could be made
that the card associations have an
equally diminishing interest in the
fate of ISOs in general. 

On the other hand, Abbey points out
that because the ISO market has
been in decline since the mid-1990s,
"the card associations have a lot less
to lose by getting a little more
a g g ressive than they once did."

Except for those ISO merchant num-
b e r s .

" W h e re it is big is in terms of the
number of merchants (an ISO)
touches," says Gerritt Kerkstra, sen-
ior vice president for acquirer re l a-
tions, North America acceptance for
M a s t e r C a rd. "It is ISOs, at least in
the United States market, that have
added to the breadth and depth of
acceptance locations that do exist."

While the card companies would
rather not invite the problem, if left

unchecked, renegade ISOs have the
potential at least to undermine the
stability of their bank sponsors,
damage the card brands, and even
expose the card companies them-
selves to class action damages. 

At the ETA p resentation on re c e i v e r-
ship in April, it was suggested that
the card associations consider
requiring greater oversight of ISOs
by their member institutions and
even initiate a third-party audit pro-
gram to help stem abusive sales
p r a c t i c e s .

Kerkstra says MasterCard is alre a d y
doing its part by publishing two
new guides this summer, one dire c t-
ed at ISOs on how to better work
with acquirers, the other directed at
a c q u i rers on how to make nice with
their ISOs. MasterCard ro u t i n e l y
hosts acquire r-day conferences to
which it invites ISOs through its
members; last year, it held its first
ISO conference, to which it also
invited members through their

ISOs, and plans to host another one
in A u g u s t .

" We want the member and the ISO
to have an ongoing dialog," says
Kerkstra. "What we're concerned
with is that they're re p resenting the
rights and responsibility of mer-
chants that are accepting
M a s t e r C a rd and that they're doing
so corre c t l y. "

Beyond these educational eff o r t s ,
Kerkstra says ETA, not the card
associations, is the more appro p r i a t e
o rganization to head up any indus-
try-wide self-governance initiatives.

"In my opinion, the first org a n i z a-
tion that an ISO should look to is
E TA. The Electronic Tr a n s a c t i o n s
Association has essentially gro w n
up as an ISO association. Education
is certainly something that is a pri-
mary focus of ETA and something
that MasterCard has supported for
many years," he says.
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Kerkstra views the specter of gov-
ernment regulation in a positive
l i g h t .

"ISOs that are doing the job appro-
priately should not be worried
about increased regulation. I think it
would be a stamp of approval for
ISOs that are performing their job
well," he says. "If any ISOs are
engaged in practices that are hinder-
ing business development with mer-
chants, it would be good to bring
those to light, as well. ISOs that are
operating appropriately have noth-
ing to fear. "

Wild ISOs: An
Endangered Species

Analyst Marc Abbey says the feder-
al agencies are gearing up to bring
ISO practices more in line with bank
practices; it's no longer a question of
if, but how and when.

"Both of the examination entities,
the FDIC and the OCC, have gone

t h rough a multi-year effort upgrad-
ing their ability to examine card
business. In the last 12 to 18 months,
t h e re has been a lot of activity on the
issuing business and some issuers
have been seized. It's been very high
p rofile. There hasn't been a whole
lot of action on the acquiring side,
but we know that the OCC has pub-
lished new examination guidelines
and we know that the FDIC has
boned up its examination staff on
the details of the acquiring business.
It is clear that the banking re g u l a t o r s
a re more interested in the business
than they used to be; what isn't clear
is how much impact that will have
on the market."

To some degree, the impact of gov-
ernment regulation will depend on
just how widespread the problem is
in the ISO industry. 

"I'm not sure that CMS really did
anything all that diff e rently than
most ISOs. The other thing I watch

very carefully is did CMS' BIN
banks get dragged into the public
a rena and so far they haven't. The
FTC acted against Certified
M e rchant Services, they didn't act
against the banks that sponsor
Certified Merchant Services. If
y o u ' re that bank, you have to have
been very concerned with that.
Yo u ' re ultimately responsible for
this in the eyes of the card associa-
tion. You just wonder, in the re g u l a-
tor action or in any lawsuits that
result from this, whether the banks
who are really the deep pockets here
could be put under the spotlight,
because if that were to happen, I
think it would change the ISO mar-
ket fairly dramatically. "

Abbey expects the card associations
to continue to closely monitor the
various regulatory entities. He pre-
dicts that new announcements fro m
Visa and MasterCard will likely be
the first warning of what's in store
for ISOs.
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" Watch the card associations. What
a re their lobbying efforts? What
hearings, if any, do they attend at
the FTC? What new rules do they
p romulgate? Because the card asso-
ciations will have an interest in
heading off formal federal re g u l a-
tion. If they can self-regulate, they
would rather do that because feder-
al regulation is so much more inflex-
ible, it can get politicized, and you
can have some really bad outcomes.
Rather than watching the FTC itself,
the early warning sign would be the
activities of the card associations."

It's a good bet that someone – most
likely the sponsoring BIN banks or a
t h i rd-party auditor – will soon be
c h a rged with scrutinizing ISO busi-
ness practices and ensuring they
meet whatever federal standard s
eventually come down fro m
Washington. 

Of far greater concern long-term is
that recent civil suits could re k i n d l e
i n t e rest in requiring banks to hold
funds in reserve to pay the victims
of their ISO.

"The disaster scenario here, if you're
an ISO, is the regulatory agencies
head in the direction of imposing
capital allocation re q u i rements in
this business, meaning the banks
would have to have capital on
hand," Abbey says. "Right now, a
bank, if it chooses to, can account for
this as an off-balance-sheet activity
and allocate really no capital; if it
has $1 or $1 billion in cleared vol-
ume, it has no impact on its re g u l a-
tory capital ratio. If that were to
change, then all of a sudden these
BIN banks would have to make a
return-on-equity justification of the
clearing arrangement they have

with ISOs. It's not clear how that
would work out. That's been talked
about for at least 10 years and I
don't think we're any closer to hav-
ing that sort of re q u i rement now
than ever. That is a very low pro b a-
bility but very dangerous banking
regulatory action."

Such a move would have dire conse-
quences for the ISO industry, he
s a y s .

"It would impose a cost that's not
c u r rently present on all non-bank
a c q u i rers. It depends on how it was
implemented," Abbey says. "In
e x t reme scenarios, it would trigger
repricing of all these clearing
arrangements, and most clearing
arrangements do not envision that.
You can guarantee that at some
point it becomes the ISO's pro b l e m . "

What chance, if any, does the indus-
try have to stave off federal re g u l a-
tion by policing itself? A b b e y
admits that First Annapolis has
w restled at length with that ques-
tion, and even looked at developing
a "Good Housekeeping Seal of
A p p roval" for the ISO industry itself
b e f o re abandoning the idea.

"Is it something ETA could do?
Maybe. ETAis a little disadvantaged
in the way that it's governed; it's not
governed as an aggressive third
p a r t y, it's governed as a captive tool
of the industry, so it may have a
p roblem implementing that sort of
p rogram. But it would be worth-
w h i l e . "

Jay MacDonald is an intern a t i o n a l
a w a rd-winning writer and consultant.
He is based in Naples, Fla.
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If the new millennium has any
overriding themes so far,
fraud would have to be right
up there in the top 10. How

will we remember the first few years
of the 21st century? Probably that
they were marked by all kinds of
evil shenanigans, from corporate
accounting schemes to credit card
skimming and identity theft.

The Green Sheet reported on the
b u rgeoning problem of false mer-
chant applications in the May 13,
2002 issue ("Epidemic of False A p p s
Infects Industry," 02:05:01). Tr i e d -
a n d - t rue tools of the trade, such as
c redit and background checks, that
p reviously have weeded out bad
ISOs filing bad merchant applica-
tions with processors don't always
work these days as fraudsters out-
wit standard pro c e d u res time and
again. Businesses hungry for new
accounts are getting stung more and
m o re often.

A G a rden Grove, Calif., company is
fighting the battle against fraud one
m e rchant account application at a
time. Cre d i td i s c o v e r y i n t roduced its
I S O e x p ress system at ETA 2002 in
April in Orlando. It's a solution that
will virtually eliminate fraudulent
m e rchant applications in the pay-
m e n t - p rocessing industry, accord i n g
to Cre d i td i s c o v e r y. For larg e
ISOs/MSPs, acquirers and pro c e s-
sors, ISOexpress reduces fraud by
9 9 . 9 9 9 9 % .

Shannon Rogan, Cre d i td i s c o v e r y Vi c e
P resident, Sales and Marketing, said

the release of ISOexpress has attract-
ed considerable interest because it is
unique. What makes it unique, she
said, is the way all the combined ele-
ments are put into use to accurately
and rapidly process merc h a n t
a c c o u n t s .

"The various components that go
into the ISOexpress program are
available through other companies'
p roducts," she said. "Until now,
though, they have not been cus-
tomizable for this specific industry.
Ours is the only comprehensive pro-
gram out there . "

C re d i td i s c o v e r y is a Web and cre d i t
technology-integration company,
o ffering credit-decisioning and
authentication services. Cre d i td i s -
c o v e r y p roducts provide its cus-
tomers with the tools to make cre d i t
decisions rapidly and accurately.
I S O e x p ress is specifically designed
to serve the needs of ISOs, MSPs and
a c q u i rers for processing merc h a n t
account applications. 

Several other products are more
generic versions, designed for uses
such as employee background veri-
fications, tenant reports or utilities
e n rollment. The principles behind
these Cre d i td i s c o v e r y p rograms are
the same as with ISOexpress – they
all expedite the often tedious
p rocess of verifying and collecting
personal or business information to
evaluate risk levels.

I S O e x p ress is a fully automated
online enrollment solution designed
to expedite the entire merc h a n t
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Creditdiscovery, LLC

ISO contact:
Shannon Rogan, Vice President, Sales and

Marketing
Phone: 877-789-4976, ext. 8036
E-mail: Shannon@creditdiscovery.com

Company address:
12881 Knott Street, Suite 237
Garden Grove, CA  92841
Phone: 877-789-4976
Fax: 562-684-4119
Web site: www.creditdiscovery.com

ISO benefits:
• ISOexpress system effectively reduces fraudulent

merchant applications by 99.9999%.
• Streamlines the entire application process

whether done online, on a PDA or through an
internal telesales rep.

• Clients become fully deployed and operational
within weeks, not months.

• Offers a full line of paperless solutions including
secure electronic and digital signature capture,
once-only data entry and real-time integration
with back-end systems, issuers, processors and
gateway software vendors.

Immediate Closure
for Instant ISO Gratification



application process from start to finish within seconds.
This includes providing credit decisions, authentication
and legally binding electronically signed documents. Risk
associated with agent fraud goes down, sales and re v e n u e
go up.

I S O e x p ress works in three ways and is designed for:

• Merchants applying directly online through the mer-
chant's bank or ISO Web site.
• Participation with internal staff processing manual or
faxed applications.
• Field agents via the Web or a PDA. With basic informa-
tion for qualification and risk, ISOexpress can make deci-
sions for the agent quickly. 

The system also utilizes artificial intelligence to analyze
content of Web sites; when a merchant's URL is submit-
ted, pages are scanned for material that determines risk
factors involved in opening an account for this particular
b u s i n e s s .

The need to eliminate the risks from fraud aside, speed is
of the essence in the current marketplace. "We ' re finding
the world today navigating toward the instant-gratifica-
tion type results,” said Randall Sargent, Chief Te c h n o l o g y
O fficer for Cre d i td i s c o v e r y. "We ' re able to do in literally

minutes what used to take up to three days. Businesses of
all sorts and sizes are approved or disqualified very
q u i c k l y. We are helping agents close business deals.”

The online application process consists of following a
series of easily navigable screens and filling in the
re q u i red information. Curious ISOs can run through an
online demo to see for themselves how the process works.
The forms are displayed using DHTML. Sargent said the
idea was to make the forms as "non-threatening to the
c o n s u m e r, not too heavy for merchants” as possible.

When ISOs enroll their merchant accounts with
C re d i td i s c o v e r y, these screens and fields can be configure d
and customized.

The most interesting part of the demo is the electronic sig-
n a t u re page. By holding down the cursor and dragging
the mouse around, a surprisingly readable version of the
applicant's name shows up on the screen. It might look as
if it were created on an Etch A Sketch, but the e-signature
page is actually a legally binding document; the signature
quality comes up to standards set by both the federal E-
Sign Act and individual state UETA l a w s .

S a rgent said that, out of 10 million transactions, there are
an average of 7,600 occurrences of signature or ID fraud.
"The digital signature cannot be altered or modified. We
become the third-party observer. The quality of the e-sig-
n a t u re is not an issue, it's the intent to sign that becomes
important when combined with a commercially re a s o n-
able authentication method. Our program is 7,600 times
m o re effective, with much less occurrence of fraud than
with standard paper application processes,” he said. 

When combined with the other verification features in
I S O e x p ress, the opportunity for submitting fraudulent
applications is reduced to almost zero. Sargent explained
that the information entered in the online applications is
c o m p a red against five databases for verification. "This is
regulated data, non-wallet information, like DMV
re c o rds, Postal Service address and zip code, phone com-
pany re c o rds, social security re c o rds,” he said.

Rogan stressed, though, that Cre d i td i s c o v e r y's target mar-
ket is typically acquiring banks and large ISOs who carry
their own risk. She said the company is looking to work
with acquirers and ISOs/MSPs who take their own risk or
who process more than 200 applications a month.

C re d i td i s c o v e r y o ffers its services for new account board-
ing; it doesn't do transaction processing. The banking is
handled where the ISO, MSP or acquirer will be deposit-
ing the money or by whoever will be moving merc h a n t
transaction funds. It takes only 15 seconds for the appli-
cation to be approved or declined; the processor issues a
m e rchant ID after that. "If ISOs have their own risk, we
can process right away, or we can refer to several banks,”
S a rgent said.
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C re d i td i s c o v e r y's pricing model
works like a subscription, Rogan
explained. "Clients are charged a
'set-up' fee to cover all Web site inte-
grations, integration of the clients'
underwriting criteria, documents,
etc., into the system," she said. "Wi t h
a minimum monthly fee, the clients
a re then charged a per- a p p l i c a t i o n
fee based on usage."

ISOs don't need a special system on
which to run the programs –
I S O e x p ress is Web-based and with
optional XML gateway hard w a re
clients can integrate data into their
back-end systems in real time.
C re d i td i s c o v e r y o ffers 24/7/365
help-desk services. 

C re d i td i s c o v e r y, founded four years
ago and with a staff of 12, seems to
be onto something in the effort to
eliminate one element in the ongo-
ing battle of good versus evil. Its line
of products gives merchants and
business owners of all shapes and
forms the tools to keep fraud in
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Q2 Economic Growth
Stronger than Expected

Ac c o rding to revised figures released by the Commerce Department
at the end of September 2002, the economy in the second quarter
g rew more than expected, although still at a slower pace than the
first quarter.

Second-quarter gross domestic product grew at a revised 1.3% annual rate,
changed from a previous estimate of 1.1% growth. The economy grew at a
5% pace in the first quarter. The revision was mainly the result of new data
in services exports. New data showed more real exports of services than pre-
viously thought, nudging overall economic growth higher. 

In other news, a consensus forecast released at the annual convention of the
National Association of Business Economics (NABE) in Washington D.C.,
stated that 32 economists surveyed "overwhelmingly believe" the curre n t
economic recovery will continue into next year as business investment picks
up. 

Eighty percent of the economists polled said Congress and the Federal
Reserve should stop attempts to stimulate economic growth, and they expect
a "solid" growth rate of 3.2 percent in 2003. 







Know any merchants, busi-
nesspeople or org a n i z a-
tions with a great idea
that would translate well

to the Web and Internet sales? Know
any services you would re c o m m e n d
to them for accepting and transact-
ing credit cards and checks and
managing the entire e-commerc e
p rocess? 

Setting up merchant accounts,
whether on or offline, is just so
much easier when there's one
re s o u rce to look to for everything
f rom submitting the applications to
setting up the shopping carts, man-
aging member Web sites, risk man-
agement, fraud protection and
round-the-clock help desk services. 

Netbilling provides all of this and
then some, with flexible programs to
suit a variety of business needs,
security and low rates. A u t o m a t e d
recurring billing and password
management for membership and
subscription-based sites are also
among the features setting
Netbilling apart from other gateway
s e r v i c e s .

For ISOs, this means being able to
o ffer options many of their cus-
tomers might not have considere d ,
which results in additional re v e n u e .
Netbilling also has a lucrative re f e r-
ring-partner program in place,
which means even more re v e n u e .

As merchants take their businesses
to the Web, they often find that they
need a combination of any or all of
the options Netbilling has to off e r.
Mitch Farber, President of
Netbilling, said since starting the

company in 1998, he has worked
with people who started out doing
$1,000 worth of transactions with
Netbilling a month; some of these
businesses are now generating
$10,000 in transactions every day. 

" We are a premium processing serv-
ice for Web sites," Farber said.
" T h e re are lots of gateways aro u n d .
We used a lot of merchant feedback
in setting up our system." He cre d i t s
his company's unique position with
the variety and flexibility of the
options built into their system,
which allow merchants of all kinds
to accept online payments.

Netbilling's complete pro c e s s i n g
solution includes real-time cre d i t
and debit card transactions, A C H
p rocessing, online check authoriza-
tions and fund transfers. Netbilling
will help set up the merc h a n t s
online, getting the applications
a p p roved quickly, opening the
accounts, setting up a free We b -
based application for shopping carts
with links to a secure server and
designing custom e-mail and pay-
ment forms. 

Advanced fraud-scrubbing tools
that merchants can configure to their
specific needs also are an integral
part of the secure environment. The
risk-management option pre v e n t s
user errors such as duplicate trans-
actions, allowing only a certain
number of transactions in the sys-
tem. Netbilling also has a large pro-
prietary negative credit card data-
base, to which its subscribers have
a c c e s s .

Netbilling's system is completely
compatible with other platforms,
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Netbilling

ISO contact:
Karen Campbell, Director of Sales
Phone: 888-357-8166
E-mail: partners@netbilling.com

Company address:
27225 Camp Plenty Rd. Suite 8
Canyon Country, CA 91350
Phone:

U.S.: 888-357-8166
Outside U.S.: 661-252-2456

Fax: 661-252-5461
Web site: www.netbilling.com

ISO benefits:
• Comprehensive processing solution for credit card

and check e-commerce transactions for all
types of merchants, home businesses, non-
profits, membership or subscription sites.

• Lucrative referring-partner program. 
• Netbilling manages your customers' accounts for

you, including billing and customer support.
• Merchants call Netbilling's 24-hour call center for

live customer support, not ISOs.

Through the Gateway Smoothly



including Unix and Windows NT.

Beyond the technical aspects and variety of services
Netbilling offers, Farber said, "We ' re really proud of the
customer service we're able to offer merchants. We go in
and educate them when we set them up. We really pride
ourselves on the fact that we handle merchants from start
to finish, helping them online and selling their pro d u c t s
and services."

Farber also said Netbilling's 24/7 call center "has been a
huge hit. The call center is staffed round-the-clock for live
calls or e-mails, meaning that Netbilling takes care of the
c u s t o m e r-billing inquiries, telephone, product ord e r s ,
Web site cancellations and e-mails. This allows the mer-
chant to focus on marketing while Netbilling manages the
call center and e-mail communications on their behalf."

While most of Netbilling's merchants are based in the
United States, Farber said it has customers all over the
world and is able to process for international accounts.
Netbilling has offices in Santa Clarita, Calif., and
Scottsdale, Ariz., staffed by 30 to 50 employees.

A o n e - s o u rce access to all the various components neces-
sary for merchants to conduct e-commerce is definitely a
bonus for busy ISOs. Netbilling has implemented a re f e r-

ring-partners program to take a lot of the headache out of
account management.   

K a ren Campbell, Director of Sales for the company,
explained, "There's a lot of frustration among ISOs with
other gateway services. There have been several ways
that businesses get re f e r red to a gateway, where the ISO is
reselling the service and provides customer support to
the merc h a n t s . "

Farber said, "Other gateways sell services to ISOs, which
they can then in turn mark up, add fees to, etc., when they
bill their merchants. Our system works better. And the
ISOs are not involved in any billing – we'll do it for them."  

Netbilling only processes transactions but will pro c e s s
any type, Campbell said, whether for products, services,
memberships or subscriptions. The merchants who
p rocess with Netbilling, though, must have a domain
name in place and a site hosted by a hosting company.

" We've developed a new way to partner with ISOs, with
lots of flexibility built in," she said. "They are not re s e l l e r s .
T h e y ' re not taking our service and marking it up. There ' s
no ISO time spent on customer support – they're able to
spend time selling."

Farber said, "The ISOs don't have to support merc h a n t s .
T h e re is no set-up fee – it's waived for our referring part-
ners. With the flexible pricing we off e r, ISOs can make
money referring small- to medium-size merchants with
monthly re s i d u a l s . "

Netbilling pays its referring partners 10 percent in re s i d-
uals per month based on what they bill the merchant. "It
gets people in the door cheap," Farber said.

Campbell said, "We have an in-house merchant account
specialist who works with several banks to pre - q u a l i f y
and process merchant applications. Or we can send the
applications to several outside providers we've devel-
oped relationships with. Netbilling gets a good buy rate
for both kinds of accounts – pre-qualified and those we
send out – and we're able to pass those on to the mer-
chants." 

Campbell said the programs are flexible – 1.5 percent and
15 cents per transaction or, for merchants selling higher
ticket items, a flat rate of 45 cents when the average trans-
action is more than $20. The company will offer volume
discount pricing as well. 

Netbilling's secure processing and rebilling features help
set it apart from other gateway providers. Credit card and
ACH check processing for all online transactions, simple
p e r-transaction fee schedule, fraud prevention, totally
compatible shopping cart and membership site manage-
ment and 24/7 service center for merchants are designed
with reliability and security in mind.
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What if your business
has a terrific opportu-
nity – but you need
working capital to

make it happen? Let's say you have
a chance to open a new sales off i c e
but need "up-front" money to set it
up. Or you have a chance to buy out
an investor or a partner. Or you
want to open a telemarketing gro u p
that will generate significant busi-
ness. Where do you find the money?

Tr a d i t i o n a l l y, an ISO would sell off
part or all of a portfolio of re s i d u a l s
to generate the necessary funds. A n
ISO owns a valuable asset – the con-
tinuing future cash flow of re s i d u a l s .
H o w e v e r, it has always been diff i-
cult to convert this value into cash
that can be used to fuel growth. A n d
selling off and shrinking the busi-
ness in order to grow the business
seems counter- p roductive. This has
been an ongoing dilemma for ISOs.

It was this dilemma that pro v i d e d
the genesis for Resource Finance Co. 
" We figured if we could quantify the
value of the future stream of re s i d u-
als and find a way to collateralize it,
then we could lend against that
f u t u re revenue stream," says
P resident David Putnam. 

" We spent a lot of time working on
the business model and testing it
over a three-year pilot pro g r a m ,
during which we made a bunch of
s m a l l e r, risk-limited loans to ISOs.
The ISO/borrowers loved our loans
because they could get working cap-
ital without having either to sell off
part of their portfolio or dilute their
ownership by selling equity or tak-
ing in a partner.

"The acquire r s / p rocessors are posi-
tive because growing ISOs mean
m o re 'clicks' – more transactions and
t h e re f o re more revenue – for them.
Also, the processors are able to use
s c a rce corporate funds for their own
g rowth. Furthermore, the pro c e s s o r s
avoid the conflict of being a vendor
and a lender – sometimes re f e r red to
as "lender liability," under which
theory a borrower can avoid re p a y-
ment and even obtain damages if the
lender has certain elements of 'con-
t rol' over the borro w e r. (A W h i t e
Paper on this subject is posted on
R e s o u rce Finance's Web site.)

"Once the pilot was completed,
based on the positive comments by
ISOs and processors," Putnam says,
"we knew we had a winner. Our
loans help the ISO gro w. They also
help the processor by enabling
g rowth, by freeing up corporate
re s o u rces and by eliminating poten-
tial liability. "

The source of the concept behind
R e s o u rce Finance was industry vet-
eran Chip Nichols. He was one of
the original members at Ve r i F o n e
and of Transaction Network
Services, Inc., the largest network
p rovider for POS transactions in the
United States. He built, directed for
15 years and recently sold Resourc e
Leasing Corp., a leasing company
and supplier of POS equipment. He
also has served on the board of a
major ISO and there f o re can identify
with ISO issues.

Putnam has run Resource Finance
since its inception. His backgro u n d
is in law, business and technology.
"Now that we've tested our business
model and located the necessary
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Resource Finance Co.

ISO contact:
David E. Putnam, President
Phone: 866-211-0114
E-mail: davidp@res-finance.com

Company address:
7209 Pomander Lane, Suite B
Chevy Chase, MD  20815-3134
Phone and fax: 866-211-0114
Web site: www.res-finance.com

ISO benefits:
• Provides working capital loans based on, secured

by and repaid from residuals.
• No need to sell off all or a part of a portfolio.

Grow Your Business without
Shrinking Your Portfolio



financial sources, we look forward to rolling our pro d u c t s
out to the nationwide community of ISOs. Our lending
capability answers a clear need that has not pre v i o u s l y
been met," Putnam says.

R e s o u rce Finance has intentionally made the loan pro c e s s
simple and fast. "Ty p i c a l l y, we can turn around a loan
application in less than 30 days. Thirty days is much
quicker than selling to an investor or selling off a portfo-
lio," says Putnam. "Our debt financing is easier, faster,
m o re convenient and, most important, demonstrably
c h e a p e r. If you compare the after-tax cost of debt financ-
ing versus equity or selling off part of your business, debt
financing is clearly pre f e r a b l e . "

R e s o u rce Finance's process is intentionally stre a m l i n e d :
R e s o u rce Finance e-mails an application to the ISO/bor-
ro w e r. Upon its return, Resource Finance telephones to
discus the loan, raise any questions, clarify any issues,
complete the re q u i red credit and due-diligence checks,
etc. Resource Finance then e-mails ready-to-sign, stan-
d a rd-form loan docs. Again, these are pretty straightfor-
w a rd. They re q u i re :

1. An assignment of the ISO/acquirer contract to
R e s o u rce Finance for the duration of the loan.
2. Subordination or payoff of outstanding debt. 

3. A minimum of 1 "point" (maximum 2 points). 
4. Personal guaranties by the ISO/borrower's principals. 
5. A simple form letter (provided by Resource Finance) to
the processor authorizing the processor to send copies of
the ISO's monthly residual reports to Resource Finance
and to pay electronically to Resource Finance via A C H
the amount of the monthly debt service from the ISO's
monthly residuals. The rest of the ISO's monthly re s i d u a l s
go to the ISO in their usual fashion.

"That's it. We don't dictate that the ISO process with a cer-
tain processor or that he send his lease deals to a certain
leasing company. With Resource Finance, the ISO re t a i n s
his operational independence," Putnam says. 

It's even easier to borrow additional funds. All the ISO
has to do is update the loan documentation and sign a
new note – the rest of the documentation is already in
place from the original loan. Thanks to its automated
p rocesses, Resource Finance can lend as little as $25,000
and as much as  $1 million.

The processor ACH's to Resource Finance the monthly
payments until the loan is paid off. Once the loan is
repaid, 100% of the residuals revert to the ISO, who has
not had to diminish a portfolio or dilute ownership. There
is continuing compounding from merchant referrals. A t
the end of the day, the ISO owns 100% of the growth that
the loan has pro d u c e d .

R e s o u rce Finance lends based on a multiple of the ISO's
monthly residuals. Ty p i c a l l y, the multiple is 6x (some-
times as high as 10x) the ISO's monthly residuals. So, if
the borrower is receiving residuals of $50,000/month, the
maximum loan amount would be $300,000 (or possibly as
high as $500,000). The term is usually 36 months, but this
also can be extended under certain circumstances. So, for
a monthly payment of roughly $10,000, the borrower gets
$300,000 to build the business. 

"Debt financing produces useful leverage. But it can cause
p roblems if it is overused," Putnam says. "We try to make
s u re there is a positive diff e rential between the financing
costs and the ISO's ROI (return on investment). Part of
our loan-modeling stress test is to make sure the borro w-
er has sufficient re s o u rces to avoid being choked by the
debt service. We always caution borrowers to borro w
what they need, not what they can get.

" We have worked with most of the major
a c q u i re r s / p rocessors, and they like our product because
it brings them more transactional 'clicks,' which equates
to more revenue, and it is a 'value-added' service that
they can offer their ISOs. We are not yet well known
because we have been quietly testing and refining the
business during our pilot phase. Now that we are nation-
wide, and the response has been so positive, we hope to
become the proverbial 'household' name – at least in ISO
h o u s e h o l d s ! "
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Do the Wash
with the Web

Cash-strapped, dorm-inhabiting college
students will have something to smile
about next year. As part of a new pro-
gram called eSuds, IBM and USA

Technologies will connect 9,000 washing machines
and dryers to the Web at colleges and universities
in Indiana, Kentucky, Michigan and Ohio.

For many students, this could mean no more dig-
ging for quarters while outfitted in their last pair of
clean underwear. The new Internet-enabled
machines will replace traditional coin-operated
machines by allowing students to charge the cost of
each cycle to a credit card, deduct the cost from an
account by swiping their student ID card, or even
use their wireless phone to punch in an account
authorization code.

L a u n d romat owners will like it, too. Using the We b ,
owners can check machines for usage and maintenance,
and they no longer have to worry about cash being

stolen out of machines or machines being vandalized.

The program recently was tested successfully at Boston
College and Massachusetts Institute of Technology and
received an “overwhelmingly positive response” fro m
students, according to USA Te c h n o l o g i e s .

(Photo: AP/HO) 
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A Snappy, Colorful
Sell for ISOs
Snap-on faceplates for Omni 3750
V E R I F O N E

In terms of branding products, VeriFone says it's
time to move away from the gray. Apple Computer
has done it with the iMAC and Nokia has done it
with cellular phones. Even staplers are getting

m o re colorful: A bright red Swingline stapler manufac-
t u red by ACCO Brands, Inc. and featured in the movie
" O ffice Space," has revitalized the company's brand and is
fast becoming a coveted item among office workers.

VeriFone introduces its own colorful approach to pro d u c t
branding with snap-on faceplates for the Omni 3750 pay-
ment terminal. The faceplates, available in a variety of
colors, add a splash to this payment device and offer a
unique selling point for ISOs. VeriFone also can cus-
tomize faceplates to include a company logo, pro v i d i n g
an opportunity for acquirers or retailers to display their
name, logo and colors on a merchant's countertop.

VeriFone's Omni 3750 is an all-in-one terminal with an
internal PIN pad, a magnetic stripe re a d e r, and an inte-
grated smart card reader and thermal printer. The termi-
nal supports VeriFone's Verix multi-application arc h i t e c-
t u re for processing secure payments and value-added
applications. The Omni 3750 has received EMV Level 1
and Level 2 Type A p p roval for smart card acceptance.

VeriFone's faceplates fit over and around the terminal's
keys, display and paper cover. They are made of sturd y
acrylic, so they won't peel off like stick-on overlays,
which have been used in the past.

S t a n d a rd faceplate sets are available for $10, and custom-
designed faceplates with logos can be special-ord e re d
t h rough VeriFone; pricing for these depends on color and
quantity ord e re d .

VeriFone, Inc.

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

Credit Card Processing
from a Desktop 
Virtual Terminal Payment Solution
C O M S TAR INTERACTIVE CORP.

Comstar Interactive Corp. has intro d u c e d
Virtual Terminal (VT) Payment Solution, a new
service that allows businesses to secure l y
p rocess credit cards and manage their transac-

tions on the Internet using their existing desktop comput-
er (Windows or Macintosh), printer and Internet connec-
tion. Since the service is bro w s e r-based, no additional
p rocessing equipment, software or telephone line is
re q u i re d .

In addition to handling traditional credit card payments,
users of VT Payment Solution can set up recurring pay-
ments, auto charges and batch processing for retail and e-
c o m m e rce orders; the service also allows users to conduct
p re-sale authorizations. 

C redit card information can be captured in two diff e re n t
ways: by typing in the customer's card number and expi-
ration date, then clicking Submit; or by swiping the cre d-
it card using an optional card-swipe device that can be
attached to the computer's keyboard. After re c e i v i n g
a p p roval from the credit card processor on the Internet,
users can print a receipt for a customer using the com-
puter's printer.

Transaction data is processed over the Internet using 128-
bit Secure Socket Layer (SSL) technology, so data is pro-
tected and secure. Transaction data is also automatically
s t o red in an encrypted archival system where it can be
retrieved and re v i e w e d .

VT Transaction Manager, a component of the VT Payment
Solution service, provides users with a real-time view of
their credit card sales. Users can query the database to
c reate and print custom reports and import or export data
to software such as Microsoft Excel to integrate with their
legacy systems.

VT Payment Solution is targeted to businesses accepting
payments on-site where personal computers with
Internet access are used, such as doctors' offices, hospi-
tals, vehicle sales or repair establishments, retail store s
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and re s t a u r a n t s .

VT Payment Solution also can be used in conjunction
with Comstar Interactive's wireless credit card pro c e s s i n g
solution, called CHARGE A N Y w h e re (“Wi reless POS
Mighty Mite” Green Sheet, March 25, 2002, issue
02:03:02). 

Comstar Interactive Corp.

19 West 34th Street, 9th floor
New York, NY 10001
800-211-1256, ext. 150
w w w. c o m s t a r i n t e r a c t i v e . c o m

I t ’s All in the Wrist (Band)
Smart Band
PRECISION DYNAMICS CORP.

Precision Dynamics Corp. provides a new twist
on a method for identification or payment. The
system, called the Smart Band, combines Radio
F requency Identification (RFID) technology

with a durable, non-transferable, tamper- resistant wrist-

band. Smart Bands can be used for both tracking and
point-of-sale purc h a s e s .

Using the Smart Band system, one can re c o rd and trans-
fer serial numbers, personal re c o rds and account infor-
mation from a wristband to a computer system, or vice
v e r s a .

The Smart Band uses a microchip and antenna sealed
inside a wristband, allowing information to be written to
and received from the Smart Band via RFID scanners.
When the wristband passes within the range of the scan-
n e r, information is transmitted. The Smart Band system is
compatible with management information systems and
w i reless local area networks (LANS).

Smart Bands use a frequency of 13.56 megahertz, which
allows readings and transmissions through clothing, the
body and glass windows and provides a long shelf life –
the Smart Band does not re q u i re a battery.  

Magic Waters amusement park in Rockford, Ill., is using
the Smart Band system for cashless and cardless point-of-
sale purchases. The park calls the wristband system
Splash Cash.

H e re’s how it is used: Acustomer purchases an account at
the time of admission for a certain dollar amount and
then "wears" the money on a wrist in the form of a Smart
Band. 

When it's time to buy food, drinks or souvenirs, the cus-
tomer places his or her wristband near an RFID scanner,
and the computer calculates the cost, reads how much is
available in the account on the wristband, subtracts the
dollar amount and then sends the new total back to the
computer chip inside the wristband.

The wristband works like an electronic wallet. The main
benefit for users of the Smart Band system at the point-of-
sale is convenient spending; there is no need to carry
cash. Some of the benefits for companies implementing
the technology include printing promotional messages on
the wristband and obtaining valued demographic infor-
mation from their customers.

Smart Bands also are targeted to the health care, security
and law enforcement industries.

P recision Dynamics Corporation

13880 Del Sur St.
San Fernando, CA 91340-3490
800-847-0670 x.1549
w w w. s m a rt b a n d . c o m
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Positives of Debit Cards            

Visa USA announced that in the first two
quarters of 2002, more Visa customers
used their debit cards than their charg e
c a rds. Visa processed 3.04 billion check
c a rd transactions compared to 2.96 billion
Visa credit card transactions. Visa also
released results from a recent study con-
ducted on why consumers are choosing
debit cards over credit cards. People sur-
veyed cited reasons such as not wanting
to carry a checkbook, getting through checkout lines more
q u i c k l y, carrying less cash and having a better idea of
w h e re they spend their money.  

Humboldt Deal with iPayment Delayed

Humboldt Bancorp says the sale of its proprietary mer-
chant processing division to iPayment Holdings, Inc. h a s
stalled. Humboldt expected the deal to close at the end of
August 2002. Although iPayment Holdings declined to
sign an amendment extending the Aug. 30 termination of
the agreement, the companies are still  negotiating. 

Certegy Earnings Guidance Lowered

Certegy Inc. announced it expects to report third quarter
2002 diluted earnings per share of $0.40, before re s t ru c-
turing charges and has revised previous revenue and
earnings guidance for full year 2002 and 2003. Revenue in
2002 is expected to increase by 8 to 9 percent over 2001.
Full year 2002 diluted earnings per share are expected to
be between $1.39 and $1.40, before re s t ructuring charg e s .
Certegy lowered its revenue estimates for 2002 and 2003
by $77.7 million.

The company cited several reasons for the change: a delay
of the planned Q4 2002 rollout of a check-cashing pro-
gram for a major discount retail customer, a decrease in
the number of machines to be deployed by the end of
2002 in conjunction with the company's kiosk-based
check-cashing program, the de-conversion of Brazil-
based Banco Real’s card portfolio in February 2003 and
the weakening of that country’s currency because of an
unstable economy, and the loss of a large merchant pro-
cessing customer.

Safeway's New Payment Method 

Safeway Inc. has introduced a new way for customers to
pay for groceries in its stores. The PIN-activated Safeway

Smart Check card combines into one card a
c u s t o m e r’s Safeway Club card and access
to the customer's personal checking
account. Customers   using the Smart
Check card also can benefit from in-store
p romotions such as Safeway Club card dis-
counts and receiving cash back. Safeway is
o ffering a 10% savings award for customers
who sign up for the card by October 31,
2 0 0 2 .

Tranax Makes Film Debut

The Tranax Mini-Bank 2100, an ATM man-
u f a c t u red by Tranax Technologies, Inc., is
f e a t u red in the recently released MGM

movie, "Barber Shop," starring Ice Cube. In the opening
scene of the movie, two amateur thieves steal the Mini-
Bank 2100 from a convenience store. The strength of
Tranax’s ATM is depicted as one thief unsuccessfully tries
to break into the machine. The thieves and the stolen
ATM are highlighted in comical scenes throughout the
m o v i e .

e-Checks Gain Popularity 

A c c o rding to N A C H A statistics, more than 200 million e-
check payments were made during the first half of 2002,
an increase of more than 300 percent from the same peri-
od in 2001. NACHA defines an e-check as “an electro n i c
debit to a checking account that is initiated at the point-
of-sale, on the Internet, over the telephone, or via a bill
remittance sent though the mail, and is processed using
the automated clearing house network (ACH). 

Concord Buying Lipman Terminals

Concord EFS signed an agreement with Lipman USA t o
p u rchase 20,000 point-of-sale terminals. This contract will
allow Concord to provide its customers with NURIT
w i red and wireless POS solutions, including the Class A -
certified NURIT 3020 countertop payment terminal.

Skylight Financial Gets $12M from GTCR 

GTCR Golder Rauner, LLC, a Chicago-based private
equity investment firm with investments in payments
industry companies such as VeriFone, Tr a n s a c t i o n
Network Services, Genpass, TransFirst and Risk
Management Alternatives, has announced a $12.8 million
investment in Atlanta-based Skylight Financial, Inc.

Skylight Financial provides FDIC-insured checkless
account-based ATM and debit services at the point-of-sale
to employers and underserved members of the popula-
tion. Skylight has customers in 46 states, and more than
60% of Fortune 100 companies have employees with a
Skylight account. 

Walnut Investment Partners, an existing investor in
Skylight, also participated in the financing.
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PayPal Lauded for Fraud-Busting

PayPal has been dealt its share of headaches this year: an
inquiry from the New York State Attorney General into
the use of PayPal’s service for online gambling, and law-
suits filed by shareholders seeking to block the merg e r
with eBay and by Bank One Corp. saying PayPal violates
Bank One’s patents on a "cardless payment system."
(Bank One’s eMoneyMail is a competitor to PayPal.)

So it’s no wonder PayPal wanted to spread some good
news. The company’s anti-fraud team received several
recognition awards from the U.S. Postal Service in appre-
ciation of its aid in the investigation of a man accused of
Internet auction fraud. Jay Nelson, 34, of Gilsum, N.H.,
recently pleaded guilty to charges of mail fraud, wire
fraud and money laundering for failing to deliver thou-
sands of items he off e red for sale on Internet auction sites.

BNA Certified by Major Processors

B N A Smart Payment Systems announced that its pay-
ment application is certified to process credit and debit
transactions through P a y m e n t e c h and has received Class
B Certification by Vital Processing Services to pro c e s s
retail transactions for credit, debit and EBT card pay-
m e n t s .

The BNAapplication runs on a Banksys C-ZAM/SMASH
terminal and has been developed in the standard Java
p rogramming language. The Banksys terminal reads both
s t a n d a rd magnetic stripe and smart cards and features a
configurable Ethernet communications card, an integrat-
ed pin pad, EMV level 1 and 2 compliance and standalone
and multi-unit configurations. BNA is also the North
American distributor of Banksys' terminals.

Alogent’s CEO Ranks in Atlanta Top 50

Alogent Corp., a developer of transaction pro c e s s i n g
solutions for banks, announced CEO Brian Geisel h a s
been named one of "Atlanta's Top 50 Entre p reneurs” by
Catalyst Magazine. The top 50 entre p reneurs were chosen
by Catalyst Magazine based on a number of criteria
including annual revenues, contributions to the business
community and philanthropic eff o r t s .

Wireless and Prepaid Partnership

Radiant Te l e c o m and Comstar Interactive Corp. h a v e
p a r t n e red to bring a new prepaid wireless solution to
market. Radiant has integrated its Radiant Prepaid point-
of-sale application with Comstar Interactive Corp.'s
CHARGE A N Y w h e re wireless credit card pro c e s s i n g
solution (“Wi reless POS Mighty Mite,” Green Sheet,
M a rch 25, 2002, issue 02:03:02). 

The joining of these two products offers merchants the
ability to activate and re c h a rge prepaid products from a
w i reless device. Merchants such as delivery drivers, flea
market attendants and taxi cab operators will be able to
p rovide customers with prepaid, re c h a rgeable long dis-
tance, wireless, Internet, dial tone and bankcard products. 
The products have no value until they are swiped
t h rough the CHARGE A N Y w h e re device and assigned a
dollar amount. Radiant plans to offer the integrated solu-
tion to the marketplace through its sales network.

VeriFone, TNS Making it Better

VeriFone, Inc . and Transaction Network Services h a v e
joined forces to improve terminal performance and net-
work connectivity in various communications enviro n-
ments in order to benefit processors and merchant cus-
tomers. Using TNS' data-communication services,
VeriFone terminals can now interface with networks
q u i c k l y, consistently and secure l y. TNS is a provider of
data communications for transaction-oriented applica-
tions. TNS says its network transported appro x i m a t e l y
6.7 billion point-of-sale and ATM transactions in 2001.
VeriFone says it has shipped more than 10 million pay-
ment terminals worldwide, with more than five million
installed in the U.S.

Time.com Selects New Payment Solution

Yaga, Inc. a n d i B i l l announced Time Inc. has selected
their e-commerce payment technology. Time.com will use
Yaga’s and iBill’s solution to charge its customers for
a rchived Web content and offer readers a wider variety of
payment and services options such as micro - p a y m e n t s ,
subscriptions, time-based passes and gift subscriptions.

NPC Renews with Target

National Processing Company (NPC), a provider of mer-
chant credit card processing and a wholly owned sub-
sidiary of National Processing, Inc., renewed a multiyear
E B T, credit and debit card processing agreement with
Target Corp. NPC has served as Ta rget's merchant pro c e s-
sor for more than 14 years. NPC also announced it has
signed a new multiyear merc h a n t - p rocessor agre e m e n t
with natural and organic foods retailer Wild Oats
Markets, Inc. and with ShopKo Stores, Inc., a discount
retailer with 365 ShopKo and Pamida store locations in 23
s t a t e s .

SPS Makes Whale of a Deal  

Secure Payment Systems, Inc. (SPS), provider of both
e l e c t ronic check conversion and gift card services, has
p a r t n e red with Wyland Galleries to introduce and
p rocess a series of stored value gift cards. Wyland, a
p a i n t e r, sculptor and muralist, is the world's pre m i e r
ocean artist and has completed 89 "Whaling Wall" murals
t h roughout the United States, Canada, Japan, A u s t r a l i a ,
Mexico, France and New Zealand. The designs of the
Wyland Galleries gift cards will be based on Wyland orig-
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inals. In addition to gift cards, the Wyland Galleries also
will implement SPS' point-of-purchase electronic check
imaging systems.

MerchantWired Acquired

First National Merchant Solutions, a payment pro c e s s o r
and wholly owned subsidiary of First National Bank of
Omaha, announced it has acquired payment pro c e s s i n g
assets and business relationships of M e r c h a n t Wi r e d
Financial Services, a subsidiary of the Simon Pro p e r t y
G ro u p .

NCR President to be COO, TOO

NCR Corp. has named Mark Hurd Chief Operating
O fficer of the company. Hurd most recently served as
P resident of NCR and Chief Operating Officer of its
Teradata division. Hurd, a 22-year veteran of NCR, will
remain NCR’s President and will continue to report to
NCR Chairman and Chief Executive Officer Lars Nyberg .
H u rd started his career at NCR in 1980. He was chosen to
lead the Teradata division in October 1999 after advanc-
ing through a number of sales and marketing leadership
positions. In July 2000, Hurd was appointed COO of the
division, and the following year he was elected Pre s i d e n t
of NCR. 

Pegasus Adds First Data Corp Exec to Board

Pamela H. Patsley, Senior Executive Vice President of
First Data Corp. and President of First Data International,
has joined Pegasus Solutions, Inc.’s Board of Dire c t o r s .
Pegasus is a provider of transaction processing and elec-
t ronic commerce solutions to the hotel industry. Patsley
p reviously has served as President of First Data’s mer-
chant transaction-processing business unit.

EXS Appoints VP for Product Marketing 

Electronic Exchange Systems (EXS), supplier of mer-
chant transaction processing services, has appointed
Peter Scharnell as Vice President, Product Marketing.
Scharnell has more than 15 years’ experience in the soft-
w a re development industry. Before joining EXS, Scharnell
served as Senior Product Manager at Day Software, Inc. 

eFunds Fills CEO Position

e F u n d s announced Paul F. Wa l s h has been appointed to
the offices of Chairman of the Board and Chief Executive
O ff i c e r, succeeding J.A.“Gus” Blanchard. Blanchard will
serve as Transition Advisor until his re t i rement Dec. 31,

2002. Walsh served most recently as Chairman and CEO
of Clareon Corp., an electronic payments pro v i d e r. 

F rom 1999 to 2000, Walsh was Chairman of iDeal
Partners, a private equity firm. From 1995 to 1998, Wa l s h
was President and CEO of Wright Express Corp. Wa l s h ' s
experience also includes a CEO role for the Investor
Services and Diversified Services divisions of BankOne
(1990-95); head of Institutional Trust at Norwest Capital
Management (1987-90); and multiple positions, including
CEO of Diner's Club-Germany for Citigroup (1975-87). 

Concord EFS Appoints Executive VP

Bond R. Isaacson has joined Concord EFS as Executive
Vice President, reporting to Edward A. Labry III,
P resident. Isaacson previously served as Payments
Executive for Bank of America Corp. He also has held
various positions at Visa USA, including Executive Vi c e
P resident of the member and merchant sales org a n i z a t i o n
and President of Visa’s Internet division. Before VISA,
Isaacson worked nearly two decades at IBM Corp, hold-
ing numerous positions in technology, finance, marketing
and sales with a primary focus on consulting with the
financial services industry. 
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Data Capture Systems, Inc.

YOU
to sell our SCRIP

Cashless ATM
– Bonus
– Commissions
– Residuals

FREE
Equipment Placements

CALL DEB

800-888-1431



Wholly-Owned Subsidiary of Woodforest Bancshares, Inc.  © 2002 Merchants’ Choice Card Services, Inc. All Rights Reserved.

▲

▼

TRIAD

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

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

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

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

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

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

Then watch good things begin to happen.

S M

INTRODUCING TRIAD.SM

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

SM



Leading the Way

The payment processing industry is at its most
dynamic, teeming with new opportunities for
a c q u i rers, processing and independent sales-
people. 

The success or failure of the sales professionals who serv-
ice this industry depends not only on their re c o g n i z i n g
those opportunities but taking full advantage of them. 

Isn't it about time you broke out of your routine and
began seeking new lead sources? Here are a few hints to
help you bust thro u g h :

• Check the fine print. Read daily newspapers, both local
and national. Flip through magazines every chance you
get. Watch the news. Pay closer attention to re t a i l e r s '
advertising during your favorite television pro g r a m s .
Don't forget billboards. Merchants investing in marketing
a re prime candidates for specialized services. 

• Chat with clients. Every sales professional has at least
a couple of customers who are in tune with their re t a i l
space. When you meet with them next, discuss what's
happening not only with their account but the business
community in general. Their observations can point you
in the right dire c t i o n .

• Be host to a party. Every Rotary Club breakfast or Lions
Club luncheon welcomes members or even guests willing
to sponsor the get-together. Not only will you get expo-
s u re, you'll also be exposed to a captive audience who
will happily drop their business card into the bowl on
your sponsor table, especially if there's a prize drawing
involved. 

• Hang out at the mall. Tour your retail area on a week-
end. Get in some shopping while jotting down new busi-
nesses that fit your profile but aren't part of your portfo-
lio. Add them to your prospect list and start the contact
p ro c e s s .

• Let your fingers do the walking. Get out that new
phonebook and run your fingers through the pages. See
who's new in town. See whose ad has gone from thre e
lines to three columns.

• Call personnel. Studies show that positions change at
the rate of 50% every six months in most companies. The
person you spoke with last year might have moved on or
moved up. The replacement might be more receptive to
your product information. 

• Step outside the sphere. W h e re is it written that you
have to color within the lines all the time? Create a list of
business in your area that you normally don't service,
whether they be non-advertisers in your town or re t a i l e r s
who sell products you don't buy. Then go visit them.

• Ask the question. Be sure to end every pitch with, "Do
you know any other merchant who needs our services?"
It's all about networking.
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Payments Symposium 2002

Highlights: The Payments Symposium, sponsored by the Western
Payments Alliance, is the West Coast resource for information
exchange and discussion of electronic payments, payments
convergence, fraud, risk management and other issues at the
forefront of our industr y. This innovative forum blends two
events into one: a high-level summit that brings together key
industry players for a lively exchange of views and ideas, and
an educational conference where you can fine-tune your plans
and exchange information on technology, direction and chal-
lenges in the payments industry. Symposium topics and courses
include: View from the Fed: The Payments Landscape;
Corporate Trends in Payments, Cash Management, Payables
and Receivables; Spotlight on the Future of Payments
Technologies. Senior executives from WesPay member organi -
zations; payments, cash managers and industry executives from
financial services; corporate and public sector cash managers;
and technology and services providers to the payments industry
should plan to attend. A cocktail reception and gala dinner
also are planned.

When: Nov. 3-5, 2002
Where: Sheraton Palace Hotel, San Francisco
Registration Fees: $695 for symposium; $125 for additional

reception/dinner guests.
How to Sign Up: Visit www.wespay.org. Phone 415-433-1230.

29th Annual Computer Security Conference
and Exhibition

Highlights: If you have responsibility for or involvement with
information security, this is the conference for you. The
Computer Security Institute's 29th annual Computer Security
Conference and Exhibition is the security event of the year. The
conference is designed for everyone in security, from newcom-
ers to seasoned professionals, and will educate you about the
latest strategies and technologies and show you ways to protect
their information systems. This event boasts the largest and most
comprehensive conference program in the industry, featuring
more than 130 sessions, case studies, panels and discussions
and 120 leading security vendors exhibiting their products and
services. More than 3,000 security professionals from over 70
countries will attend. Get the knowledge and develop the con-
tacts to enrich your job and your career, and ensure that you
return to your office a better practitioner. Two days of pre-con-
ference seminars add to the learning opportunities. 

When: Nov. 11-13, 2002
Where: Hilton Chicago Towers, Chicago
Registration Fees: Vary by membership status. Attend the exhi-

bition free. Visit www.gocsi.com for complete details.
How to Sign Up: Online at www.gocsi.com.

How to Conquer
Commitment Phobia

How many times have you heard this state-
ment when calling a prospect to set up a pre s-
entation? "Your services sound interesting. I'll
call you back." Do you accept that re s p o n s e ,

hang up the phone and sit waiting for it to ring later? If
you do, you're waiting for something that will never hap-
pen. 

That call won't come because you didn't get an agre e-
ment from the outset. You didn't get a commitment of a
yes or a no. You got a maybe. Maybes are a major pro b-
lem for the sales professional. While a "yes" is the desir-
able response, a "no" is an opportunity for discovery. It's
an opportunity for you to ask what it would take for that
p rospect to commit to meet you. A"maybe" is just a polite
way of saying "no."

In order to get that prospect to commit to a meeting,
you'll have to make an offer the prospect can't re f u s e .
You'll have to present a plan. An effective plan incorpo-
rates the following components:

• A clear purpose of the meeting. It's all about the
p rospect – his or her needs, wants and bottom line. The
meeting is all for the prospect. Make that clear.

• A convenient date and time for the prospect. M a k i n g
it easy for the prospect to take the meeting makes it hard-
er for the prospect to re f u s e .

• A reasonable expectation. P rospects will be more open
to a presentation if they know they won't have to make a
decision to buy at that time if they don't want to. Rome
wasn't built in a day. Your portfolio won't be advanced
with just one pitch, either. 

• A clear format. The prospect will feel more inclined to
meet with you if you make it clear that you won't be
doing all the talking. Let them know you will anticipate
questions, and then welcome them.

• A defined timeline. Acknowledge the prospect's time
is valuable. A s s u re the prospect your presentation will be
brief but informative.

• A mutual agreement. The final issue to be stated before
the meeting is to agree on an end result at the meeting.
Let the prospect know you will accept a yea or nay at that
time ... but don't accept either response beforehand. 

Good Selling!

Paul H. Green



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 information, cal l Te resa or Sandy at 1(888)GCF-NEWS or vis it w w w. g c f i n c . c o m
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Amicus/XtraCash ATM
(888) 712-1600

ATM Merchant Systems
(888) 878-8166

Cash Resources, Inc.
(800) 214-1840

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

Financial Technologies, Inc.
(800) 523-2104

NationalLink
(800) 363-9835

BANKS LOOKING 
FOR ISOs/MSPs

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

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

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

(800) 790-2670
First American Pymt Sys

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

(877) 635-3570
National Processing Co.

(800) 672-1964 x 7655
Professional Payment Consultants

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

(800) 939-9942
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING SERV I C E S

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

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

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

Abanco Intl., LLC
(866) 231-2030

C rossCheck, Inc.
(800) 654-2365

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

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

Global Payments   
(800) 638-4600 x888

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

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

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

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

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

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

Novida Consulting
(402) 895-5142

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

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

Global Payments, Inc.
(800) 801-9552

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

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

Intercept Corporation
(800) 378-3328

E Q U I P M E N T

Abanco Intl., LLC
(866) 231-2030

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

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

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

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

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

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

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

Global Payments   
(800) 229-3698

The Horizon Gro u p
(888) 265-2220

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

Lipman USA, Inc.
(516) 484-9898 

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

National Processing Company
(800) 672-1964 x 4383

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

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

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

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

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

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

GIFT CARD PROGRAMS

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

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

FUNDING SOURCES

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

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

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

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

Abanco Intl., LLC
(866) 231-2030

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric Pymt Svcs
(866) 324-6729

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

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

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

First American Payment Systems
(866) GO4 FA P S

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

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

Global Payments
(800) 801-9552

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

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

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

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

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

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.



With a…  

• $2,500 Sign-On Bonus

• 9.5¢ Transaction Fee 100% above

• 1.519% Discount Rate 100% above

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

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

… MSI has your numbers!

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

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

A bonus of

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

A bonus of

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

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

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

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

of service and support, which is second to none!

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

Merchant Services, I n c .
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ISOS/BANKS 
PURCHASING ATM 
P O RT F O L I O S

Midwest Bancard Corporation
(888) 272-4325

Momentum Cash Systems
(800) 939-0914

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

AmericaOne Payment Sys
(888) 502-6374

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

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

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

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

M e rchant Services Incorporated
(800) CARDSWIPE x7934 

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

Transfirst Holdings, Inc.
(972 249-0037

ISOs LOOKING 
FOR AGENTS

Abanco Intl., LLC
(866) 231-2030

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

AmericaOne Payment Sys
(888) 502-6374

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

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

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

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

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

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

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

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

C o rnerstone Payment Systems
(866) 277-7589

CPS Group, inc.
(800) 933-0064

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

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

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

EXS Electronic Exchange Sys.
(888) 949-2021

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

First American Payment Systems
(866) GO4 FA P S

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

Imperial Processing Gro u p
(800) 790-2670

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

(800) 397-0707
I R N PAYMENT SYSTEMS

(800) 366-1388
Lynk Systems, Inc.

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

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

(800) CARDSWIPE
Momentum Cash Systems

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

(888) 490-5600 x112
National Processing Co.

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

(800) 910-2265
Netcom Data Southern Corp.

(800) 875-6680
Online Data Corporation

(866) 222-2112
Retriever Payment Systems

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

(888) 334-2284

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

Transaction Payment Systems
(800) 999-8674 x309

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

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

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

L E A S I N G

A-1 Leasing
(888) 222-0348

Abanco Intl., LLC
(866) 231-2030

Allied Leasing Corp.
(877) 71-LEASE

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

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

First Leasing Corp.
(888) 748-7100

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

Golden Eagle Leasing, Inc.
(800) WE LEASE 

LADCO Leasing
(800) 678-8666

Lease Finance Gro u p
A Division of CIT

(888) 588-6213
Leasecomm Corp.

(800) 515-5327
M e rchants Leasing Systems

(877) 642-7649
Merimac Capital

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

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

(800) 827-8297

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

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

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

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

POS CHECK CONVERSION

Abanco Intl., LLC
(866) 231-2030

C rossCheck, Inc.
(800) 654-2365

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

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

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

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

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

POS SUPPLIES

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

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

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

The Horizon Gro u p
(888) 265-2220

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

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

PROCESSORS LOOKING 
FOR ISOs

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

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

National Processing Company
(800) 672-1964 x7655

P O S Payment Systems
(708) 548-4630
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The Resource Guide is paid classified advertising. The Green Sheet is not responsible for and does not recommend or endorse any product or service. Advertisers and advertising agencies agree to indemnify
and hold the publisher harmless from any claims, damage, or expense resulting from printing or publishing of any advertisement.

REAL-TIME CHECK/ 
CREDIT CARD PROCESSING

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

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

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

Online Data Corporation
(866) 222-2112

P roPay USA-FaxPay
(888) 486-4701

SITE SURV E Y S

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

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

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

S U P P O RT DESK FOR POS
TERMINALS & PC SOFT-
WA R E

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

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

The Horizon Gro u p
(888) 265-2220

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

VIDEO PRODUCTION

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

WHOLESALE DISTRIBUTORS

Level2 Distribution
(866) 4LEVEL2

WIRELESS SERV I C E S

U S Wi reless Data
(800) 979-3282
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