
May I have the envelope
please ... and the winner is
... First Data, voted Best
P rocessor of the year;

TASQ Te c h n o l o g y, voted Best Va l u e -
added Equipment Reseller; CIT Lease

Finance Group, voted Best Leasing
P rovider; and Lipman USA, voted

Best POS Terminal, the Nurit
2085. 

In the ISO category, the win-
ner is ... Bridgeview Payment
Solutions, voted best ISO
O rganization of the year, and
United Bank Card, voted Best
Customer Service by an ISO.

Voting was conducted via
p o s t c a rd ballots and online

over a two-month period, and the
results were sorted to eliminate duplicate voting by any individual reader of
The Green Sheet. The ballot for the first annual "Best Payment Pro c e s s i n g
Players" was included with the March 10, 2003 issue of GS and also was avail-
able online from March through A p r i l .

The Green Sheet Advisory Board submitted nominations in nine categories,
and write-ins were both allowed and encouraged. Voting was open to all sub-
scribers of The Green Sheet print and online versions. We were both surprised
and pleased that so many readers took the time to vote and even to give us a
g reat deal of information about why they voted as they did. We want to thank
all of you who took the time to vote.

Paul Green, Chairman

"Best Payment Processing Players" results, Page 43
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Visa and MasterCard settled the lawsuit and agreed to charge
lower fees. The problem is that Visa and MasterCard's fees are
paid by the acquiring banks, who often offload pricing to ISOs
large and small. It is the acquirers who pay the interchange and
establish merchant pricing – not Visa or MasterCard.

See Story on Page 32
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Branch ing  Out

Dear Sir,
I enjoyed reading your Green Sheet publication. I am considering a
new career working for an ISO as an independent (1099) Merchant
Level Salesperson. However, I am not familiar with your industry and
have some additional questions. I would appreciate a short conver-
sation to answer some basic questions about this type of position,
such as:
• Is a two-day training program enough time to learn the MLS busi-
ness?
• The ISO says it will set up two to five appointments a day for me.
Is this realistic?
• Do I need to register and pay fees to Visa/MasterCard or face
fines?

Sincerely,
David Bongo

David,
We are happy that you are enjoying our publication.  For more infor-
mation on this industr y, we offer the following suggestions: 

Register as an Merchant Level Sale at our Web site, www.green-
sheet.com. Then read through the sections, Industry FAQs and
Knowledge is Power. You also should browse through some of the
past Forum topics – your questions are discussed in some length
there.

A two-day training course will introduce you to some of the basics,
but the learning process continues for years. This is a dynamic indus-
try, and things are in a constant state of change.

We suggest you do research on the ISO with whom you will be work-

ing. Make sure you thoroughly read your contract and fully under-
stand its terms.  

Our Industry FAQs offer you advice on registering with Visa and
Mastercard. We wish you the best in your new career choice!

Editor

M o re  about Reg is te r i ng wi th  V i s a / M C

I am evaluating whether to register with Visa/MasterCard as an
ISO/MSP with an acquiring bank.

I am an agent for a registered ISO, but I want to register as an ISO
myself to accomplish the following:
• Protect my residual portfolio if the ISO I am sending accounts to
happens to go away for some reason (bankrupcty, etc.).
• Develop a competitive buy rate program so that I can bring on
existing sales agent groups within our organization.

Ultimately, I am ready to grow my business and want to seek existing
sales agent groups to come on board with my ISO program.

Where can I get detailed information that I can review to evaluate the
pros and cons of registering as an ISO/MSP with Visa/MC as well
as the requirements needed to become an ISO/MSP?

Your help would be greatly appreciated!

Eric Douglass

Eric,
Please check out our recently revised Industry FAQs online
(www.greensheet.com/industryfaq.html). We have posted a great
deal of information there to enable you to make informed decisions
about this industry.

Additionally, we suggest that you subscribe to participate with the
MLS Forum online (www. g re e n s h e e t . c o m / f o ru m / b b _
register.php?mode=agreement). This is a networking space for sales
professionals in the payment processing industry. As with all of the
tools that we provide for professionals like yourself, the MLS Forum is
free. 

Editor



N E W S

Settlement Cost MasterCard $721 Million

MasterCard International posted a $425.4 million loss
in the first quarter of 2003 compared with income of
$78.3 million in the same period last year, according to a
recent filing with the Securities and Exchange
Commission. 

The credit card association attributes the loss to its A p r i l
settlement with retailers in the class-action antitru s t
lawsuit over debit card fees. MasterCard said the settle-
ment cost it $721 million. Under the proposed settle-
ment terms, MasterCard will make payments of $125
million in 2003 and $100 million from 2004 thro u g h
2012. 

H o w e v e r, some good news for the organization: To t a l
revenue was $512.2 million, up from nearly $393 million
the previous year.

Online Retail Sales Fell 13% in Q1 2003 

The U.S. Department of Commerce reported in its U.S.
Census Bureau quarterly estimate of e-commerce statis-
tics that Q1 2003 retail e-commerce sales (not adjusted
for seasonal, holiday and trading-day diff e re n c e s )
totaled $11.921 billion, an increase of 25.9% from the
same period last year but a decrease of 13.4% from the
p revious quarter. 

Online retail sales accounted for 1.5% of total retail sales
in Q1 2003. Total retail sales were $772.2 billion, down
f rom $864.7 in the previous quarter but up from $740

billion in Q1 2002. The department began tracking e-
c o m m e rce sales in 1999.

Consumers Thinking Small with Debit

M o re consumers are using their debit cards to make
p u rchases of less than $25, according to a recent study
by Concord EFS, Inc. 's payment network STA R
Systems. The most popular "small-value" purchases are
movie tickets (24%), fast food (20%), pay phone calls
(19%), public transit (18%), parking meters (16%), vend-
ing machines (13%) and laundromats (13%). 

S TAR surveyed more than 11,000 consumers between
September 24, 2002 and December 1, 2002. The survey
also found:

• 82% of U.S. account holders have an ATM/debit card

• 86% of them used the card to make a purchase in the
previous 30 days 

• 51% prefer to validate their debit card purchase with a
PIN

• 28% prefer to validate their debit card purchase with their
signature

NACHA Sees Spike in Q1 Online Bills Paid

A c c o rding to NACHA-The Electronic Payments
A s s o c i a t i o n, consumers sharply increased paying their
bills online during the first three months of 2003.
N A C H A estimates that during Q1 2003, consumers
made more than $48 billion online bill payments
t h rough the Automated Clearing House (ACH)
Network. 

➤ The Conference Board’s U.S. Consumer Confidence Index rose almost three points in May 2003, from 81.0
the previous month to 83.8.

➤ Walt Disney Co. is closing at least 87 of its North American chain stores, which have been losing money.
➤ Federated Department Stores Inc. is adding "Macy’s" to its Bon Marche, Burdines, Lazarus and Goldsmith's

department stores on Aug. 1. The stores will then be known as The Bon-Macy's, Lazarus-Macy's and
Goldsmith's-Macy's. All regional credit cards will be reissued at that time.

➤ Mothercare PLC , a mother and baby product retailer, will close 15 of 173 town-center stores (8%) during the
next year.

➤ Staples, Inc. has agreed to pay an $850,000 fine in a settlement with the FTC concerning rules for communi-
cating with customers about delayed shipments.
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ANNOUNCING ISO INSURANCE BENEFITS FROM NAB.

We Don’t Just Care About Profits.

WE CARE ABOUT YOUR HEALTH.

At North American Bancard we lis-
ten to our ISO’s and we work hard
to provide every possible benefit
to ensure their success.

That’s why when you become part
of the NAB family - we offer you
the opportunity to receive com-
prehensive healthcare for you and
your family.

It’s time to get what you deserve.
Comprehensive medical coverage
from the processing company that
cares, North American Bancard.

Call today to find out more 1 - 8 0 0 - BA N CA R D
E XT.1 0 1 5 2 2 6 2 2 7 3

N o rth American Ba n ca rd
is looking for top notc h
ISO’s to join our innovative
commission rich pro g ra m .
Sign up to d ay and re ce i ve a
$30 0 0 signing bonus.

GET A$3000
SIGNING BONUS!

It’s Easy! 
30 Deals in 

90 Days = $3000

*  Call for details     Agent of HSBC Bank USA, Buffalo, NY 

✓ Medical Insurance

✓ Dental Insurance

✓ Vision Insurance

✓ Life Insurance

✓ Long Term Care
Insurance



That figure is half of the amount of $96 billion for all of
2002. NACHA estimates that the dollar amount of
online bill payments may exceed $200 billion in 2003.
A c c o rding to Gartner, Inc., the most popular use of
online bill payment is viewing and paying credit card
b i l l s .

Sears To Get Opening Bids for
Credit Card Program

P reliminary offers for Sears, Roebuck & Co.'s cre d i t
c a rd portfolio are expected to come in from Citigro u p
Inc., General Electric Co., HSBC Holdings Plc, J.P
M o rgan Chase & Co. and Royal Bank of Scotland Gro u p
P l c .

Sears announced in March 2003 that it was putting its
c redit card business up for sale to focus efforts solely on
retail (“Come Buy the Costly Side of Sears,” The Gre e n
Sheet, April 28, 2003, issue 03:04:02). 

Sears' credit card portfolio, the eighth largest in the U.S.,
is valued at nearly $31 billion and includes nearly 25
million credit card accounts consisting of both co-brand-
ed Gold MasterCard cards and Sears' own store card .

Analysts expect Sears to get as much as $6 or 7 billion

for the portfolio. Any buyer of the division will become
a partner of Sears, based in Hoffman Estates, Ill. A d e a l
is expected to close in the third quarter 2003.

A N N O U N C E M E N T S

Hypercom Gets Class A Certified
by Datamark

Datamark Technologies, Inc. Class A certified its gift
and loyalty application on Hypercom Corp.'s standard
0 7 A c a rd payment terminal software. Datamark is plan-
ning to offer Hypercom's T7Plus terminals to its U.S.
retail customers through various partnerships with dis-
t r i b u t o r s .

Global Payments One of Best in Atlanta

The Atlanta Journal-Constitution recently honore d
Global Payments Inc. as one of Georgia's 100 best per-
forming companies. The newspaper ranked Global
Payments number 30 in its 10th annual “Best of
Business” rankings. 

Global Payments was listed among companies such as
Coca-Cola, Home Depot and UPS. The criteria that
helped determine the rankings were return on equity,
return on investment, change in profit margin, change
in revenue over previous year and revenue from contin-
uing operations.

Smart Card/PIN Pad Device Certified

SCM Microsystems, Inc.'s SPRx32, a smart card device
combined with a PIN pad, has received EMV 2000 certi-
fication. In addition to EMV level one certification, the
SPRx32 is also PC/SC (personal computer/smart card )
compliant and Microsoft Windows Hard w a re Quality
Labs (WHQL) certified.

Free White Paper on RF
Contactless Payments

Vi V O t e c h is offering a free white paper called "RF-
based Contactless Payment: a More Convenient Way to
P a y."  The white paper describes how RF-based contact-
less payment systems work, which retail applications
can be implemented as RF-based contactless transac-
tions, how retailers can benefit from using this system,
and opportunities available for acquirers and ISOs to
take advantage of this new technology. To download the
white paper, visit www.vivotech.com/white_paper or
phone 408-248-7001, ext. 107.

LML Awarded Patent

L M L Payment Systems Inc. subsidiary LML P a t e n t
C o r p . was awarded Patent No. 6,547,129 for electro n i c
check processing. The new patent is related to LML's
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patents 5,484,988, 6,164,528, 6,283,366 and 6,354,491,
which are related to electronic check processing meth-
ods and systems.

PA RT N E R S H I P S

Amex and Hypercom Partner at Drive-Thru

American Express Co. and Hypercom Corp. h a v e
joined forces to test their payment technology at
M c D o n a l d ' s d r i v e - t h ru lanes in three New York re s t a u-
rants (North Babylon, North Lyndhurst and West Islip). 

H y p e rcom is using its HFT 500 outdoor card payment
terminal and ICE 5500 payment terminals with a
HyperSafe operating system to provide McDonald's
customers the option to pay with their credit or debit
c a rd s .

CrossCheck Signs 3 New Retailers

CrossCheck, Inc. announced several new customers: 17
Master Ti l e s t o res in Texas, Oklahoma and Florida; a
chain of 11 Sleep America s t o res; and seven A s h l e y
Furniture Industries, Inc. locations are using
C rossCheck's check guarantee services. In addition,
Merchant Direct Processing is marketing Cro s s C h e c k ' s
services as part of its private-label merchant off e r i n g s .

Wild Oats Picks CheckAGAIN

Wild Oats Markets, Inc. selected C h e c k A G A I N' s
Centralized Returns check management services for
handling returned checks at all of its U.S. store loca-
tions. CheckAGAIN's service allows Wild Oats to con-
solidate returned checks at one bank re g a rdless of the
fact that the checks have multiple depository banks.

CardWorks To Mange Spiegel Cards

C a r d Works' Cardholder Management Services (CMS)
will service Spiegel, Inc.'s private-label credit card port-
folio, which contains four million accounts, valued at
a p p roximately $2 billion. The portfolio includes Spiegel,
Eddie Bauer, and Newport News private-label card s .
CMS will take over servicing of the accounts from First
Consumers National Bank.

Fifth Third Helps Online
Customers Fight Fraud

CardinalCommerce Corp. will provide Fifth Third
B a n k's online merchant customers with
C a rd i n a l C o m m e rce's payment authentication software ,
called Cardinal Centinel. The software is designed to
reduce fraudulent transactions and guarantee payment
to online merchants while protecting card h o l d e r
account information.

CashWorks Adds 2 Distributors

C a s h Works, Inc. added two new distributors: Billings,
Mont.-based ATM Express, Inc. and Los A n g e l e s - b a s e d
National Link, Inc. These two companies will off e r
C a s h Works' check-cashing solution to their merc h a n t s .

Who Loves Chocolate?

Global Payments Inc. will provide all of Swiss choco-
late retailer Lindt & Sprüngli Inc.'s U.S. stores with
c a rd processing services.  In addition, United Merchant
Services, Inc. extended its contract with Global
Payments for front- and back-end payment pro c e s s i n g
services and BIN sponsorship. United Merc h a n t
Services specializes in serving minority-owned busi-
nesses and retailers and provides bankcard, gift and
loyalty and check processing services and support for
m e rchants and re s e l l e r s .

Global eTelecom for ECC

Global eTelecom, Inc. was selected as the back-end
p rocessor for Merchant Services Network's Electro n i c
Check Conversion (ECC) Program, Convert-A-Check,
which allows merchants to accept and process paper
checks electro n i c a l l y.

Ingenico under U.K.'s Golden Arches

McDonald's Restaurants Ltd selected I n g e n i c o to sup-
ply all software and hard w a re for a new chip and PIN
c a rd payment system for its restaurants in the United
Kingdom. Scotland will be a test market. Ingenico says
the deal is valued at a potential seven-figure sum over
the next three years. 

MIST's NBS and Bell ID Integrate Products

MIST Inc. subsidiary NBS Card Technology has part-
n e red with Bell ID B.V., a subsidiary of London-based
Bell Group plc to jointly market Bell ID's ANDiS smart
c a rd management products and NBS Card Te c h n o l o g y ' s
c a rd-issuance products as a combined solution.

PayPass in Mobile Phones

N o k i a and MasterCard International a re testing
phones in a pilot program in Irving, Texas, with snap-on
covers containing an embedded Radio Fre q u e n c y
(RFID) chip technology in conjunction with
M a s t e r C a rd's PayPass technology. The RF chip has a
c a rdholder's MasterCard account information in it. This
new product allows consumers to pay for food, gas and
other items by tapping or waving their mobile phones.

Pitney Bowes Extends Moneris Offering

Pitney Bowes will offer M o n e r i s' credit and debit card
payment processing services to its small business cus-
tomers. In addition, Moneris will equip those business-
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es with hard w a re, software and customer service.

SPS Signs U.S. Merchant Services

U.S. Merchant Services will offer Secure Payment
Systems, Inc.'s check guarantee processing services –
including SPS' "PayDay" program, which offers a "90
days same as cash" payment option – to all re t a i l e r s
t h rough its independent sales offices and agents. 

Wildcard Wins Major Order for Terminals

Wildcard Wireless Solutions, Inc. announced it
received an order from Card Ready International, Inc.
to purchase its TransAKT cellular telephone-based
point-of-sale terminals. The order is valued at CDN
$184,745. TransAKT terminals are targeted toward
mobile businesses such as pizza franchisees, re s t a u r a n t s
with home-delivery capabilities, taxi and limousine
drivers, and home-repair services.

A C Q U I S I T I O N S

ADS to Acquire Stage Stores' Portfolio

Houston-based retailer Stage Stores, Inc. plans to out-
s o u rce the operations of its private-label credit card
business to Alliance Data Systems Corp. (ADS) for at
least 10 years. As part of the deal, ADS will acquire
Stage Stores' portfolio of 2.2 million private-label cre d i t
c a rd accounts and will assume the outstanding balances
of those accounts during this time. 

In addition, Alliance Data will employ the 220 employ-
ees of Stage Stores' Credit Support Center in
Jacksonville, Texas. The transaction is subject to re g u l a-
tory appro v a l s .

CyberStarts Buying Billserv

Atlanta-based CyberStarts, Inc. announced plans to
a c q u i re certain assets of B i l l s e r v, Inc. for $4.8 million,
including the Australian joint venture between S a l m a t
and Billserv. CyberStarts is a financial services technol-
ogy holding company. Billserv provides outsourc e d
e l e c t ronic bill presentment and payment (EBPP) servic-
es. CyberStarts said it plans to keep using the Billserv
name because it is a recognized brand in the market-
place. Billserv shareholders must approve the deal; it is
expected to go through in late June 2003. 

Diebold Expands Presence in India

Diebold, Inc. will acquire from H M A Data Systems
Private Ltd. the remaining 50% in equity of its joint ven-
t u re Diebold HMA Private Ltd. This deal expands
Diebold's presence in India, adding multiple sales
o ffices and service locations. Diebold HMAwill become
a subsidiary of Diebold, headquartered in Chennai.

A P P O I N T M E N T S

MasterCard Canada Picks 2 for Board

MasterCard Canada selected Tom W. Jones as Chair
and Kathy P. Silmser as Vice Chair of the MasterCard
Canada Board of Directors. Jones is President of Citi
C a rds Canada and a 19-year veteran of Citibank's cre d-
it card business. His previous positions with Citibank
include President of Citibank South Dakota and General
Manager at Citibank Canada. Silmser is Senior Vi c e
P resident, Cardholder Services, Personal & Commerc i a l
Client Group, BMO Bank of Montreal. She has 20 years'
experience with BMO Bank of Montreal; most re c e n t l y
she served as Vice President, Cardholder Services, and
Vice President, Deposit Services.

Judd Promoted at NYCE

NYCE Corp. p romoted James S. Judd to Executive Vi c e
P resident. Judd's previous title at NYCE was Senior Vi c e
P resident. He also serves as NYCE's Chief Legal Off i c e r,
overseeing legal affairs, and will continue to hold that
position along with his new one. Judd joined NYCE in
1995. Before joining the company, he served at the law
firm Hinkley, Allen & Synder.

Knutson Elected to ETA Board

Marla Knutson, President of Tr a n s F i r s t's Agent Bank
Services, was elected to serve on the 2003-04 E l e c t r o n i c
Transactions Association Board of Directors. Knutson
has more than 20 years' experience in banking and
financial services. She has worked in all aspects of the
business, from sales and marketing to product re s e a rc h
and executive management.

Sterling Hires Credit Card Veteran

Sterling Payment Technologies, LLC appointed D a v i d
M e y e r to the position of Senior Vice President and
M e rchant Acquiring Partnerships Off i c e r. Meyer has
m o re than 30 years' experience in the banking and mer-
chant credit card industries. He was President for 12
years of APEX Merchant Services, an ISO recently sold
to Paymentech. He also served as Executive Vi c e
P resident and Credit Card Manager for Landmark Bank
and C&S Bank. Meyer most recently was President and
founding principal of PSCU Service Centers, Inc.  

White Promoted at Bank One

Randy White is Bank One Corp.'s new Tre a s u re r. White
joined Bank One six years ago as A s s e t / L i a b i l i t y
Manager and has been the Head of Treasury A n a l y t i c s
since late 2000. Before joining Bank One, White led
Balance Sheet Management at Huntington Bancshare s
in Columbus, Ohio, and served in a range of Tre a s u r y
and corporate finance functions at First RepublicBank
Corp. in Dallas. 
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The Key to Success

As a merchant level salesperson, how do you
m e a s u re success? Do you see it as obtaining the
highest advertised commission or locking in to
the best buy rate program? Judging from the

many calls I receive from honest, hard-working sales pro-
fessionals, it appears that what is promised and what is
actually paid out are worlds apart. 

On a regular basis, I hear horror stories about how com-
panies just stop paying monthly residual commissions to
their agents. I've also seen similar postings on The Gre e n
Sheet's MLS Forum that indicate how serious this pro b-
lem is.

For example, the MLS Forum recently posted this query:
"How can we help each other protect our residuals?" Here
a re some of the responses: 

"Let's have some constructive ideas on diff e rent ways to
help each other through our experiences with diff e re n t
companies paying or not paying residuals. My acting like
a pit bull may not have been the right appro a c h . …
Anyone have some ideas that won't land us in court or
j a i l ? "

"The first step is to make sure you understand your ISO
contract. Your residual payments should be clearly
spelled out.…Take the time to visit the ISO office you are
seeking to contract with and ask others about their re l a-
tionship with that ISO. Due diligence on your part is
important, so take the extra time to make sure you are
contracting with an honest and reputable ISO."

"The first and only rule is to get your contract right before
you sign…" 

"I appreciate all suggestions on signing better contracts
and dealing with more honest ISOs. The problem is they
don't come with warning signs – only wonderful pro m i s-
es. I'd rather hear from the reps themselves on whether
they were paid or what reason the ISO used not to pay. I
want to hear the rep tell me how long it takes to get the
MID and download. The ISO can blow smoke all day
long. The rep experience is what is real. ...We can pro t e c t

each other more this way or at least as well as the contract
we sign. It costs nothing to hear of real experiences fro m
other reps and will make the ISOs think twice if they
know everyone knows what they are doing. We are each
other's best protection. What is the best way to do it?"

Whenever I hear these stories or read these postings, my
immediate reaction is
similar to the advice
reflected in some of the
MLS Forum postings. I
s a y, "Go back to the
beginning. It all starts
with the contract." 

The key to success in
our business is to get
an agreement that pro-
tects you from losing
your monthly re s i d u a l
commissions. 

S u re, every MLS needs
to receive a substantial
piece of the net re v-
enue generated from his or her accounts but, more impor-
tant, every MLS needs to make sure the contract pro t e c t s
him or her from losing that piece.

H e re are several common ways that honest salespeople
can avoid losing their re s i d u a l s :

First, you must ensure your agreement provides you with
no liability for merchant losses. For instance, one mer-
chant's losses could easily wipe out a monthly re s i d u a l
income of $2,000 to $5,000. Never set up an agre e m e n t
w h e re you are liable for, or where you share liability for,
m e rchant credit losses. 

As a salesperson, merchant losses have no part in what
you bring to the table. Being responsible for that is never
a good idea. Liability can be a residual killer.

Another common mistake is entering into a contract with
an exclusivity clause or minimum monthly pro d u c t i o n
re q u i rements. With re g a rd to exclusivity re q u i re m e n t s ,
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look out for any provision in the
a g reement that re q u i res you to send
any or all of your business to this
specific merchant account pro v i d e r. 

Make sure you can send business
a n y w h e re you choose, and make
s u re you do not need to continue to
send a minimum amount of busi-
ness on a regular basis to the ISO
y o u ' re signing with.

The only provision that I think is
acceptable would be a re q u i re m e n t
that your monthly residual commis-
sion be at least a minimum amount
after one year (e.g., $250 to $500 per
month) in order to continue to
receive your monthly commission. 

Another item to look out for is lan-
guage that re q u i res you to sell your
residual portfolio for a specific mul-
tiple or "fair market value" at the
timing or choosing of the ISO. This
is another hidden "bomb." 

It is nice to have the option to sell
your portfolio. It is another thing to
be re q u i red to sell your portfolio.
You need to be very careful. It's a
"buyer beware" or in this case "sales-
person beware" enviro n m e n t .

In the past, Merchant Level
Salespersons could make a living
f rom the upfront revenue earned
when selling or leasing terminal
equipment or software. The month-
ly residual commissions were con-
s i d e red extra income and not critical
to their livelihood and ultimate suc-
c e s s .

To d a y, as a result of diminishing
opportunity to earn upfront fees
f rom setting up merchants, many
smart salespeople are figuring out,
often the hard way, that their agre e-
ment for residual income will be the
determining factor as to whether
they will be able to survive in this
g reat business.

This leads us to another important
issue: Do you really know the peo-
ple you're doing business with?

Remember this: The contract is only
as good as the people and the com-
pany behind it. 

Take a close look at whom you are
signing with as well as what the
contract does or does not say. The
contract often is only as good as the
people behind that piece of paper.
Simply getting a good contract is not
good enough. 

What do you know about this ISO?
What are your chances of being paid
p roperly? You need to do your
homework and determine if you
will receive your commissions in a
c o r rect and timely manner – and we
a re not just talking short-term. Does
the company you're working with
have a long-term track re c o rd for
paying sales agents properly? 

Then there's the risk factor. Does the
ISO you're signing with have a firm
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grip on the risk-management part of their business? If
not, the company could get tossed right out of the mar-
ketplace, and your residuals will go down the drain when
that happens. 

So, please, take my advice as well as the good advice fro m
the postings on the MLS Forum on this subject. READ the
big print and the fine print. Make sure you UNDER-
S TAND all the terms and conditions of your agre e m e n t
for residual commissions. 

B e f o re you go out and write another deal, examine your
contract. If you don't, you might end up getting burned –
t h rough no one's fault but your own.

Even if you've been doing business with someone for a
while, pull out the contract. Call the company if you have
any questions about certain issues. If there's something
that needs to be clarified or rewritten, get them to pre p a re
a newly signed agreement that fixes any of the pro b l e m s
you've uncovere d .

Spend a little money to contact an attorney if necessary. It
does not cost that much money to make sure you're pro-
tected. This is my "spring cleaning" advice. So let's get to
work and clean up this important issue.

Now that we have the key to building our portfolios on a
solid foundation – i.e., the contract – let's talk compensa-
tion. In my next column, we will discuss not only the lat-
est trends in compensation but also talk about the much-
debated issue of buy rate versus revenue share. 

"When you want what you've never had, you
must do what you've never done." 

– Anonymous

I'll see you next time where the rubber meets the road.  

Ed Freedman is founder and President/CEO of Total Merchant
Services, one of the fastest-growing credit card merchant account
acquirers in the nation. Ed is the driving force behind all business
development activity as well as the execution of Total Merchant
Services' marketing plan, including recruiting and training inde-
pendent sales offices and establishing strategic alliance partnerships
with leading vendors so that Total Merchant Services can provide its
customers with the highest quality and most reliable services avail-
able. To learn more about Total Merchant Services, visit
www.totalmerchantservices.com.  To learn more about partnering
with Total Merchant Services, visit www.upfrontandresiduals.com or
contact Ed directly at ed@totalmerchantservices.com
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By Jared Isaacman
United Bank Card, Inc.

Avid followers of The Green Sheet's online MLS
F o rum no doubt read multiple postings about
the ongoing horror stories of residuals being
terminated and the deceptive practices of

MSPs, processors and even banks. Although this does
happen – and if you read through the postings enough
you would think it is standard practice – the reality is that
t h e re are two sides to every story.

The agents' perspective is that they just got burned on
their hard-earned residual income; MSPs/pro c e s s o r s /
banks see a contract that was broken and believe ongoing
residuals have satisfied the breach. It all comes down to
the integrity of the relationship and the two signatures on
a contract. 

Most contracts, in general terms, result from two parties
sitting down at a table and reaching a "meeting of the
minds," with lawyers negotiating mutually agre e a b l e
w o rding. But that is rarely how contracts in the bankcard
industry get worked out and executed.

Ty p i c a l l y, the MSP, processor or bank already has a stan-
d a rd drafted "agreement." The new agent or Merc h a n t
Level Salesperson gets sold on the concept or benefits of
the program and to get in action must sign this standard
a g reement. Is it likely that this standard agreement is
equally balanced with mutual protection for both parties?
No, it's not likely, but why?

The reason most ISO agreements are not balanced is
because the formula of how typical contract language is
a g reed upon never takes place. Instead, here's the typical
s c e n a r i o :

An ISO/MLS finds an advertisement in The Green Sheet
and calls about the program. If the agent likes what he or
she hears, a package with a contract arrives in the mail.
R a rely are commitments re q u i red. Without a history,
commitment or any real protection, the MSP, processor or
bank is forced to balance the standard contract language
in its own favor. 

This could be for its own protection against a fraudulent
ISO/agent, non-performance, etc. Or it could be used for
less than ethical purposes – to be released from any obli-
gation to pay residuals. 

So does this mean all hope is lost for a fair, reasonable and

balanced contract between MSPs, processors and banks
and their ISOs/agents? No. The typical arrangement for
a g reeing on contract language still can be achieved, and
the standard agreement can be balanced and pro v i d e
mutual pro t e c t i o n .

If you are looking to negotiate the contract word i n g
beyond what a simple addendum could provide, it is a
good idea to bring something to the table. I imagine any
M S P, processor or bank hungry for your business would
be happy to negotiate a contract if you are pre p a red to
make commitments. 

This doesn't always have to be big-application counts, but
volume, transactions, business types, etc. Get cre a t i v e ,
look for the "hot button" and push it.

If you are bringing something to the table and you have a
receptive party, there is no reason you can't negotiate a
mutually balanced and customized contract. Or if you are
not pre p a red to make commitments, there still is a selec-
tion of good MSPs, processors and banks that have re a-
sonable and balanced contracts. 

What to Look for in a Standard ISO/
Agent Agreement

Question: Are there any minimums, vesting points or
production requirements in this contract?

Answer: This is important to look for because if you
sign and fail to meet your obligations you have poten-
tially opened the door for failure to perform under the
term of the contract, leading to another horror story. 

Q: If my contract does have these minimums, vesting
points or production requirements, is this a bad thing?

A: No, this might not necessarily be a bad thing.
Ty p i c a l l y, as with most things, the more you commit, the
better the re w a rds or pricing might be. The question
you need to ask yourself: A re the contract re q u i re m e n t s
reasonable in light of the program you are receiving, or
a re they unreasonable with possible negative future
r a m i f i c a t i o n s ?

Q: Does the term of the contract matter? Is a three-
year contract better than a one-year because I will get
paid longer? 

A: Ty p i c a l l y, the term of the contract has very little to do
with your ongoing residual compensation. Most of the
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rights for "vested" and ongoing residuals are listed
under "Post-termination" rights – meaning that re g a rd-
less of how long the contract is, your residuals are
s e c u red even after the contract terminates. 

H o w e v e r, the term of the contract is important because
you are bounded by the obligations and re s p o n s i b i l i t i e s
of that contract during the designated term. 

Q: What about exclusivity? Should that be in my con-
tract?

A: This is a decision that the ISO or MLS needs to make.
If it were my advice, I would say not to enter into an
exclusive contract without doing your homework on
the other party and testing the waters. 

If you sign pre m a t u rely and it turns out you are not
happy in the relationship, signing with another compa-
ny would put you in violation of your exclusive contract
and could lead to the termination of your residuals. 

Q: Does that mean exclusive contracts are always a
bad thing?

A: Certainly not. Like the question about "commit-
ments" above, the more of a commitment you make, the

g reater the re w a rd. This could mean that guaranteeing
all of your business is going to one MSP, processor or
bank could have monetary re w a rds as far as re s i d u a l s
and other compensation is concerned. 

Again, entering into this type of agreement without
having an established comfort factor could work out
quite poorly if both parties don't live up to each other's
e x p e c t a t i o n s .

Q: What is a "cure period," and should I have this in my
contract?

A: With the exception of fraud and a willful or gro s s
b reach of contract, you should always have the pro t e c-
tion of a cure period. What this guarantees you is that
your MSP, processor or bank cannot arbitrarily termi-
nate your contract or residual stream without making
you aware of their reason and giving you at least 30
days to correct the problem. 

This concept is called a cure period. You never want to
give the other party an arbitrary, single-sided power to
terminate the contract and your residuals without
showing cause and giving you the opportunity to cor-
re c t / c u re the pro b l e m .

T h e re are certainly a thousand more questions about
contract negotiations, interpretations and strategies,
most of which should be answered by an experienced
l a w y e r. The above areas should be used for re f e re n c e
when reviewing your current or next contract.

If you have already entered into a contract that you
believe is unbalanced, once you have a history in your
business relationship you probably have the ability to
negotiate a more favorable and balanced agreement or
addendum. 

If this is your first time or you are about to enter in a
contract, you probably should take note of a few of the
m o re important variables above and see if they are
included in what you are about to sign.

Entering into a relationship with a company because of
its assumed integrity, reputation or sales pre s e n t a t i o n
has a big value, but things can change and having a
reassuring and balanced contract will help you sleep
better at night. 

With more educated ISOs and Merchant Level
Salespersons, I am confident the horror stories of lost
residuals will be pushed aside with tales of success.   

Jared Isaacman is Director of Operations for United Bank Card, Inc.
He may be reached directly at Jared@unitedbankcard.com or 908-
638-5326, ext. 120.
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It’s Time to Start Using Verified by Visa

To use Verified by Visa, merc h a n t s
must purchase a simple plug-in soft-
w a re module that determines card-
holder participation in the service
and establishes an Internet connec-
tion, enabling Visa Issuers to
authenticate their card h o l d e r s .
P rocessors have begun to include
Verified by Visa solutions in their
p roduct mix. The implementation
p rocess for the merchant is some-
what complex, but the various ven-
dors have developed solutions that
make implementation easier.

The vendor software selected
should include Card h o l d e r
Information Security Program pro-
tection, a Verified by Visa re q u i re-
ment. For a list of vendors who have
been certified by Visa as pro v i d e r s
of the Verified by Visa service, visit
w w w. v i s a . c o m / v e r i f i e d / v e n d o r s

Online merchants and acquire r s
have been slow in beginning to use
Verified by Visa, but since April 5,
2003 the savings in charg e b a c k s ,
c h a rgeback fees and lost pro d u c t
makes sense for the merchant to pay
the up-front expense and extra cost
for the service.

For the acquire r, it can mean addi-
tional income from the merc h a n t ,
d e c reased exposure to fines from the

A c q u i rer Monitoring Program, the
ability to continue to receive income
f rom a merchant who might other-
wise have to be terminated for
"excessive chargebacks," and the
opportunity to reduce its overall
risk exposure because of the better
quality of the transactions. 

Verified by Visa, marketed to
i n c rease the confidence of Visa card-
holders in making more online pur-
chases, really does nothing for the
c a rd h o l d e r. Visa's Zero Liability pol-
i c y, which took effect April 4, 2000,
a l ready has virtually eliminated
consumer liability in cases of card
fraud for all Visa transactions
p rocessed through the Visa network,
including online purchases. The
new policy removed both the $50
c a rdholder liability and the 48-hour
reporting re q u i rement in cases of
fraudulently used Visa credit or
debit cards. 

What Verified by Visa does do today
is a lot for the online merc h a n t .
When properly used, Verified by
Visa now takes away charg e b a c k s
for fraudulent transactions. The risk
of loss now remains with the issuer
for these types of cardholder com-
plaints. This can be a huge benefit to
a c q u i rers and online merchants that
have been plagued with charg e-

backs, the most common of which
has been Reason Code 61
(Fraudulent Mail/Phone Ord e r
Tr a n s a c t i o n ) .

By using Verified by Visa, the most
common chargeback and the other
new "I didn’t do it" charg e b a c k ,
Reason Code 75 (Cardholder Does
Not Recognize Transaction), are
eliminated, which can dramatically
reduce an online merchant’s charg e-
back totals.1 A c q u i rers for merc h a n t s
using Verified by Visa will be able to
re p resent any Reason Code 61 and
Reason Code 75 charg e b a c k s .

The best news is that the merchant is
simply re q u i red to submit the trans-
action for enrollment verification,
and it does not matter whether the
c a rdholder is enrolled in Verified by
Visa and uses it or not. Issuers
appear to be responding to the lia-
bility shift in various ways. Some
fearing steeper losses are mandating
that the cardholders sign up for
Verified by Visa. Others, fearing the
loss of customers, are not even both-
ering to offer it to their card h o l d e r s
and are establishing reserves to
cover the higher anticipated fraud
losses. 

Verified by Visa Program
Requirements

Issuer chargeback rights will not
apply if a merchant authenticates or
attempts to authenticate a card h o l d-
er using Verified by Visa during an
online purchase. Both the U.S. and
International Operating Regulations
w e re revised effective April 5, 2003,
to further support Verified by Vi s a .
The program, designed to boost con-
sumer confidence and promote a
s e c u re electronic commerce enviro n-
ment, protects acquirers, when cer-

By David H. Press
Integri ty Bankcard Consultants,  Inc.

S ince its introduction in 2001, Verified by Visa has not caught on with
either cardholders or merchants. Depicted in television commerc i a l s
featuring NFL star Emmitt Smith and others, the service was
designed to increase both cardholder and merchant confidence in

Internet purchases as well as reduce disputes and fraudulent activity related to
the use of Visa payment cards.  On April 5, 2003, it got real value for the mer-
chant when a liability shift from acquirers to issuers for the fraudulent use of
a card became effective. 

1 Reason Code 23 (T&E-Invalid Transaction) and International Reason Code 83 (Non-Possession of Card) also are included in the liability shift from the acquirer to the issuer.
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tain online transaction conditions are met, from the fol-
lowing chargeback reason codes:

23 – T&E – Invalid Transaction 
61 – Fraudulent Mail/Phone Order Transaction 
75 – Cardholder Does Not Recognize Transaction 
83 – Non-Possession of Card (International)

E ffective April 5, 2003, the issuer is re q u i red to:

• Acknowledge a Verified by Visa Authentication Request
with an Authentication Confirmation or an A t t e m p t
Response and a Cardholder Authentication Ve r i f i c a t i o n
Value (CAVV), re g a rdless of whether the cardholder is
participating in the Verified by Visa pro g r a m .
• Validate the CAVV during pro c e s s i n g .
• Provide Visa with CAVV keys for stand-in pro c e s s i n g .

E ffective April 5, 2003, an acquirer is protected fro m
c h a rgeback liability for the reason codes listed above if it
meets the Verified by Visa authentication pro c e s s i n g
re q u i rements, which include:

• Use of a valid CAVV in the authorization request –
when supplied by the Issuer or by Visa – as a condition of
using a "5" (Secure Electronic Commerce Transaction) or
"6" (Merchant attempted Verified by Visa), in the

E l e c t ronic Commerce Indicator (ECI) field of the authori-
zation and clearing re c o rd s .
• Ensuring that its participating merchants and third -
party processors comply with the terms of the Verified by
Visa (a/k/a 3-D Secure) operating re q u i rements and the
C a rdholder Information Security Pro g r a m .

For more information about acquirer re q u i rements, re f e r
to the "3-D Secure A c q u i rer Implementation Guide" avail-
able from Vi s a .

M a s t e r C a rd has begun to roll out its own pro g r a m ,
S e c u reCode, which enables online merchants to receive a
"global payment guarantee." SecureCode also shifts the
l i a b i l i t y, but only for transactions where an actual card-
holder authorization has occurre d .

Unlike Verified by Visa, simply offering card h o l d e r
authorization does not shift liability to the issuer. Most
vendors offering Verified by Visa also offer Secure C o d e ,
and it usually can be added without requiring extensive
integration.   

David H. Press is Principal and President of Integrity Bankcard
Consultants, Inc. (www.integritybankcard.net). He can be reached
by e-mail at dhp@integritybankcard.net or by phone at 630-637-
4010.





It would be best to first clarify the scale of
I n t e rchange as it relates to the conditions sur-
rounding the sale transaction and also to the

c a rd product presented at the point-of-sale.
Retail merchants, as a general rule, are priced by

an acquirer to assume that they will qualify for the best
I n t e rchange rate, generally given to the lowest risk trans-
action. The parameters that dictate Interchange, at a very
high-level view, are consumer card product, face-to-face
sale, card present with mag stripe read and batch trans-
mission by the merchant the same day as the transaction.

If a transaction deviates from these conditions in any way,
the transaction is considered to "downgrade" from the
lowest Interchange rate available. Where the transaction
ultimately falls is determined by which of those condi-
tions has varied; i.e., key-entered, corporate card, batch
timeliness, etc.

The base of any discount rate is always calculated by the
I n t e rchange category in which a transaction falls based on
the "condition" of the card product presented and the
"behavior" consummating the transaction.

In commercial card products, there is a separate scale that
also takes into account the level of data (i.e., I, II, or III)
that has been entered along with the transaction. Level III
re q u i res the highest amount of data, including line-item
detail. This is, in essence, a pro d u c t - b y - p roduct listing of
the purchased items. If any of the re q u i red data is miss-
ing, the transaction is downgraded to II or I, depending

on the specific data included
with the transaction.

The processor and the acquire r
determine how Interchange is
e x p ressed to a merchant and
t h e re f o re "billed." The most
explicit form of pricing, which
is frequently used in pro c e s s i n g
very large merchants, is called
" I n t e rchange plus."

In this scenario, the merc h a n t
actually sees the pricing by the
various Interchange categories
of the merchant's transactions,
as Visa and MasterCard define
them. When the terms mid- or
non-qualified transactions are

used, they are referring to how a processor or acquirer has
a g g regated categories of Interchange into fewer gro u p-
ings to make it easier to manage.

The most basic of these simplified "pricing options" is
called "tiered" pricing. However, what one company
includes in qualified vs. mid or non is highly individual-
ized and is not mandated by any definition by the
Associations. The acquirer or ISO, depending on the
options off e red by their pro c e s s o r, sets these up. These
I n t e rchange groupings are created when the parameters
a re set up on the processing system.

For example, some companies price in two tiers, qualified
and non-qualified. Qualified is generally referring to the
best available rate for both Visa and MasterCard .
Anything other than that is billed at a higher rate termed
to be non-qualified.

What the service provider has done in this case is devel-
op a rate based on its general experiences of the cate-
gories where its transactions clear; thus, this "non-quali-
fied" rate covers the service provider's cost and pro f i t
m a rgin for all other transactions. 

T h ree-tier pricing similarly aggregates Interchange cate-
gories but provides a median category so that certain
I n t e rchange rates that are between the highest and the
lowest can be billed at a median combined rate. This sys-
tem gives the merchant and the acquirer protection fro m
any significantly diff e rent portfolio of transactions, out-
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This is the first in a series of articles written in response to numerous reader requests for
definitions of the various interchange levels. We are working on a series of articles with the
help of several industry experts to explain the interchange "buckets" and how transactions
are assigned to the processing levels. If you have a specific question regarding payment
processing, please send your inquiry to julie@greensheet.com or post it online on the MLS
Forum in "Ask The Green Sheet."

I would like to know what the different downgrades are, what causes
them, and maybe even what they mean per MID- and NON-qualified
category. Let me re-word that. What subcategories are within MID- and
NON-qualified transactions? Also, what is the fee directly billed from
Visa/MC (pass thru) for these downgraded transactions? 

Interchange Untangled – Part 1





side of the norm, from causing an over- or underbilling
f rom the general expectation.

Another form of "pricing option" is a rate billback. In this
scenario, an expected rate is determined on the front end
for certain Interchange categories. Anything that deviates
f rom that mix is "billed back" to the merchant at the end
of the month. Another important factor to remember in
pricing is whether the Interchange is taken from the
deposit daily (i.e., net daily) in some combination of cate-
gories or whether all of the "variations" in clearing are
handled once a month at settlement.

To the degree it is possible, merchants should be coun-
seled to understand how conditions that they may cre a t e
at the point-of-sale (failing to clean the magnetic card
reader heads in their terminal, clerks punching in num-
bers rather than using the mag stripe, the merchant not
batching out every day, not putting data into the com-
m e rcial card data prompts, etc.) can create a higher rate
for them.

While some variations of price cannot be controlled (a
customer purchasing items for business using a corporate
c a rd rather than a personal card, for example) others are
within the merchant's control and can be easily managed.

One of the most important questions that Merchant Level
Salespersons need to ask their sponsoring org a n i z a t i o n s
is how their pricing is determined.

If the sponsor prices in tiers, what rates has it defined in
its tiers? If it nets Interchange daily from the deposits
d a i l y, does it assume that everything is qualified on the
f ront end and, if so, when and how does it determine the
amount of a billback and when is that charged to the mer-
c h a n t ?

Does the provider charge net or gross; i.e., is the discount
priced on the net amount deposited, sales less credits (the
issuing bank returns Interchange to the acquirer on a
c redit, but many acquirers do not give that back to the
m e rchant), or is there another fee charged on top of what
was previously paid on the sale to process a cre d i t ?

The nuances of pricing are so varied, you should closely
study both Interchange and the sponsoring pro v i d e r s '
pricing setup to adequately and completely disclose pric-
ing terms and conditions so that they are understandable
to the merchant.   
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merchants what they need, when they need it. To find out more about Vital Merc h a n t

S e rvices, call 800-348-1700.

CAPABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry
via VitalSync

• Just-in-Time Inventory
Management

QUALITY EQUIPMENT FROM:

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTek



First of three parts

F irst it was the $800+ million judg-
ment against Visa and
M a s t e r C a rd for hidden curre n c y -
conversion fees. Next came the

announcement of the First Data Corp.
acquisition of Concord EFS, Inc. Then it was
the capitulation of Visa and MasterCard to
Wal-Mart, Sears and the class action of virtually
all U.S. merchants. This three-part series will exam-
ine these events and discuss their potential implications
for the U.S. payment industry.

Lower Interchange Rates
for Signature Debit

First, let's examine four likely ramifications of the settle-
ment of the Wal-Mart suit. Lower offline (signature) debit
i n t e rchange rates are set to go into effect on August 1,
2003. Visa has agreed to lower interchange for the Vi s a
Check Card by 48 basis points, and MasterCard has
a g reed to establish a new interchange category for the
Master Money Card that is 1/3 less than the MERIT III
rate (a reduction of about 46.7 bps). 

Sounds pretty straightforward, right? But, as usual, the
devil is in the details.

1. Implementation Frustrations –
Antiquated Back-End System Designs

Systems engineers are going to have to scramble to estab-
lish the new MasterCard interchange category and classi-
fy and rate all MasterMoney transactions properly to this
new category. No separate debit category existed for
M a s t e r C a rd until a few weeks ago, and certainly these
millions of offline debit transactions never have had to be
classified and rated separately before .

The pathetic "card plan" systems arc h i t e c t u re, together
with the Billing Element Tables (BETs) designed in the
1970s but still in use in the 21st century, also are going to
cause lots of grief. Yet another "card plan" is going to be
f o rced into the database systems for every merchant, and
yet another set of BET tables will have to be established
for every merc h a n t .

The bulk of our industry's back-end systems were n ' t
designed to link to discount rates and transaction fees
d i rectly from inexpensive SAN-based databases. Instead,
technology used today was designed back when the Y 2 K
p roblem was a concern, and for the same reason – to save
expensive direct-access storage space. Most of these sys-

tem designs still form the merchant billing
s u p e r s t ru c t u re of the mainframe, "gre e n -
s c reen" systems of the ancient past.

2. Archaic Database Structures,
Too

It's not just the software design. The data-
bases must be fixed, too. Y2K problems were

re p a i red several years ago, but the equally anti-
quated and inefficient "card plan" and "BET" table

s t ru c t u res continue to provide pricing trees for back-end
systems from Omaha to Columbus to Louisville to
Cleveland to To ronto. 

These systems look to see what BET was established for
each merchant for each "card plan" and that BET defines
the discount rate. To illustrate this approach, imagine
having your weight and height coded as random four-
digit numbers on your driver's license. For example, the
number 1183 might re p resent 5-foot-10, and the number
3752 could re p resent 175 pounds.

Why would anybody use the code 1183 instead of just
using 5-foot-10 or use 3752 instead of just using 175
pounds? If a police officer picked you up for a traffic vio-
lation, he would have to look into a thick manual (or a
computer) to see the actual height and weight that should
have been printed on the driver's license in the first place!
Seems downright stupid, doesn't it?

The strange and inefficient thing about this type of sys-
tem is that if you gained a pound, your BET would have
to be reclassified to the BET for 176 pounds! With today's
back-end BET stru c t u res in the payment industry, every
m e rchant pricing change re q u i res a change of BET tables
unless the acquirer decides to change the actual BET
value for all merchants assigned to that BET.

And therein lies the problem! With today's technology,
changing rates for 5 million merchant numbers isn't easy.
This difficulty will cause major fits in implementing this
significant rate decrease. Many errors will be made
because a lot of manual work will have to be done in a
very short time frame.

With storage space so inexpensive these days, this data-
base stru c t u re design has long since outlived its useful-
ness. However, it still dominates the back-end systems
that cost millions of dollars each month to operate and
m a i n t a i n .

Look for more clunky patches or work-arounds to these
antiquated back-end systems and databases to somehow
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why build a Cadillac® ?

Quality Solutions. Predictable Results.

Member Bank: KeyBank National Association, Cleveland Ohio  •  Cadillac® is a registered trademark of General Motors Corporation  •  Photo courtesy of General Motors

t’s about value.  An identity and pride that comes from being
associated with the best.

That’s the feeling you’ll receive through your association with
First American Payment Systems.  The confidence that comes
from being part of an organization driven to provide more than
just an ordinary experience for our merchants, ISO’s and sales
agents.

Since 1990, First American has risen above our competitors by
delivering on our promise of providing quality solutions and
predictable results to those who count on us.  We live up to our
commitments, and provide service that is exemplary and
unique.

Isn’t it time you joined a team of professionals dedicated to
providing more than a low price?  Give us a call today and start
building your own value story.

I

1-866-GO4-FAPS
(1-866-464-3277)

Call Steve Robins, Sr. VP of Sales & Marketing

e-mail: SteveR@first-american.net

If it’s only transportation...



allow for this new category to be
established for 5 million mer-
chants in world-re c o rd time.
Maybe we can get a new genera-
tion of back-end systems before
the next century!

3. Oops – Additional Margin
Improvement

And then there is that pesky issue of unintended conse-
quences – unintended by the merchants, that is. Sure ,
Wal-Mart and Sears have "cost plus" arrangements with
their acquirers, and so do most of the big merchants. Vi s a
and MasterCard settled the lawsuit and agreed to charg e
lower fees. The problem is that Visa and MasterCard ' s
fees are paid by the acquiring banks, who often off l o a d
pricing to ISOs large and small. It is the acquirers who
pay the interchange and establish merchant pricing –
not Visa or MasterCard.

To date, the acquirers have not been asked about their
intentions to pass these rate decreases directly to their
m e rchants. And the settlement does not appear to re q u i re
them to do so!

Some acquirers are saying informally that they do not

intend to pass on all of this rate decrease to all of their
m e rchants. Clearly, it was the intention of the class-action
g roup of merchants led by Wal-Mart and Sears to have all
of this rate reduction passed directly to the merc h a n t s .
Visa and MasterCard probably intended for this to be the
outcome as well.

But some acquirers are contemplating how much of this
rate decrease they can keep for themselves and just how
much they will pass on to their merchants. Surely some
will say they can not get the rate decrease "pro g r a m m e d '
into their antiquated systems by August 1.

Still others are currently surc h a rging (by as much as 50 or
even 150 basis points) the already lower rate for Vi s a
Check Cards as "non-qualifed" transactions. Will these
a c q u i rers continue to charge the merchant these extra fees
for transactions that cost them even less? A re the mer-
chants going to get the benefit of this rate decrease, or is
this yet another way that the price-discounting sales
o rganizations can "fix" their "margin compression" pro b-
lem caused by their "teaser-rate" sales appro a c h ?

4. Current Visa Check Card Qualification
Rules to Continue?

As of this writing, I can find nothing about any changed
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rules that will qualify a transaction
as a Visa Check transaction come
August 1. At this time, for exam-
ple, if a Visa Check card is used at
a restaurant, hotel or beauty salon,
the tip-adjustment process disqual-

ifies the transaction for the lower
Visa Check interchange rate and caus-

es the transaction to settle at a higher
i n t e rchange level. Is this going to continue?

And what about transactions that must be key entered or
that are not settled within 48 hours? Will these qualify at
the new interchange levels? I can't find out.

A re all Visa Check Card transactions going to qualify for
the lower rate or just those that meet the current qualifi-
cation rules? If the rules are going to change, then there is
a lot more systems-development work to be done for our
f ront-end as well as back-end systems. If the rules are n ' t
going to change, we all need to plan on thousands of extra
phone calls explaining why all of the offline debit trans-
actions don't always qualify for the new, lower rate that
m e rchants learned about on TV and in newspapers.

In summary, the manner in which the lower interc h a n g e

rates are going to be implemented on merchant state-
ments beginning in August is going to be worth watch-
ing. My guess is that we will see a mother lode of billing
e r rors. In addition, margin is going to improve signifi-
cantly for many acquirers beginning August 1, and many,
many merchants are going to be disappointed that they
did not get the benefits that were contemplated by the set-
tlement of this litigation.

First Data-Concord Merger

Second, let's discuss the First Data-Concord merg e r. The
dearth of opposition to this merger speaks volumes about
our industry. I am told that First Data's lobbyists have
been busy for many weeks in Washington trying to con-
vince the power brokers at and behind the A n t i t ru s t
Division of the U.S. Department of Justice (DOJ) that
t h e re will be no negative anticompetitive impact on the
payment industry as a result of this merg e r. 

We all had better hope that the DOJ doesn't swallow this
specious argument without forcing FDC to sell off NYCE
and more .

If First Data is going to get away with forming this new
monopoly for online (PIN-based) debit processing, all sig-
nificant acquirers and ISOs are going to pay a heavy,
heavy price. The class-action litigation discussed above
accused Vi s a / M a s t e r C a rd of using their power with cre d-
it to force high prices upon merchants for offline debit. 

But the First Data-Concord merger creates a brand new
monopoly that will allow the new FDC to leverage its
online debit monopoly to acquire the credit card pro c e s s-
ing of merchants and eliminate all other competitors for
l a rge merchants with small and medium-size tickets.

What is shocking is that they may actually get away with
it because the non-FDC factions of our industry are much
weaker than the behemoth, and, worse, we are unorg a n-
ized except for nifty social and highly effective educa-
tional and networking events. 

We don't have to look back too far in our history to see
what is about to happen in the future .

1. Is the McDonald's Contract the Precursor
to FDC's Hegemony over Large Merchants?

Remember awhile back when Concord announced that it
had won the bidding war for the thousands of
McDonald's hamburger restaurants? The coup de grace
for the competitors in these bidding wars was Concord ' s
willingness to set a lower interchange rate on STAR trans-
actions in exchange for all of the payment business of
M c D o n a l d ' s .
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Funny thing: Only Concord had the
ability to lower STAR interc h a n g e
because it is the only competitor
that owns the entire STAR net-
work. It used its monopoly to win
the contract for all of the payment

p rocessing of McDonald's. Get the
p i c t u re ?

The last time I checked, First Data was the only other sig-
nificant acquirer that could pull off the same type of deal.
It could lower interchange on its NYCE platform (which
dominates the Northeast sector of the U.S., where STAR is
not so strong). 

With Concord and First Data combined, FDC will be the
only player with the ability to link a lower price for PIN-
debit interchange to get the acquiring business for cre d i t
and signature-debit transactions. Does this bother you?

It should most certainly bother anyone who thinks a level
playing field with respect to interchange is important for
the competitors in the payment industry. (See my pre v i-
ous articles on this subject in The Green Sheet – December
1, 1997, issue 97:12:01, and December 23, 2002, issue
02:12:02.) Of course, not all merchants can benefit much

f rom a lower interchange rate on PIN debit, but is FDC
going to own the business for all that can?

If the DOJ understood the long-term impact on merc h a n t s
and acquirers of this new monopoly for FDC, it sure l y
would force FDC to spin off NYCE (likely something FDC
would do) and possibly STAR (which would kill the
m e rger). Instead of addressing this issue, FDC is working
h a rd to convince the regulators that its true competitor is
cash and checks. Does anybody in this industry re a l l y
think that FDC's payment competitor is cash and checks?

2. Visa Forced to Relinquish
PIN-Debit Platform to FDC

The most crushing news for non-FDC players in the Wa l -
Mart settlement was Visa's agreement to not aggre s s i v e l y
compete for the PIN-debit contracts of the big banks.
S TAR is likely to win this battle because Visa was forc e d
to agree that Interlink would tie its hands behind its back
by not offering signing bonuses for the new contracts.

That, of course, means that FDC is going to be the behe-
moth of PIN debit and will be using it to gain competitive
advantages in ways that we cannot yet contemplate. For
Interlink – the only viable potential competitor to FDC, in
this writer's view – to be neutered in this way for the fore-
seeable future is a disaster for acquirers who will now be
at the mercy of FDC's willingness to play nice.

The fox not only has snuck into the hen house, he is about
to become the head ro o s t e r. How do you think it will feel
to be a chicken in this new paradigm – aka, new monop-
o l y. If you had been targeting conventional merc h a n t s
with average tickets of less than $40 and annual volume
of a million dollars or so, how are you going to compete
when First Data can offer lower online debit interc h a n g e
than you can offer? It might be time for us to call our U.S.
re p resentatives and senators.

In Parts 2 and 3 of this series, we will discuss our indus-
try's problems with hidden fees and how the First Data-
C o n c o rd merger will continue to mask the otherwise
declining market share of First Data's merchant acquiring
business.  

Bob Carr is the Founder, CEO and Chairman of Heartland Payment
Systems, the nation's largest privately owned merchant acquirer and
ninth largest overall, with annual revenues exceeding
$300,000,000.  

Heartland was recognized by INC Magazine as the 57th fastest-
growing private company in America and is one of the 10 largest
INC 500 companies. Bob was a Founder and Vice President from
1988 to '90 of the Bankcard Services Association, which has since
become the ETA. 
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Confused?
Choosing the right processing relationship is
often confusing and a hassle. It is important
that bankcard professionals focus on the val-
ues that will help them succeed. Real values
like “care” and “financial growth.”

Yeah sure, we offer an “interchange plus”
pricing structure, revenue share in all fee
categories and online reporting. But without
care, and a plan for personal growth, it’s
tough in this industry to develop the “kitten”
into the “lion.” We can help you grow.

We understand that there are many
agent/ISO programs out there. Choosing
one is not exactly easy — we have been in
your shoes, we built this company from
scratch ten years ago. Contact us and we’ll
give you a clear overview of our programs.

• Free POS equipment upgrade program.
• Lead generation program.
• Revenue-share in all fee categories.
• Virtual office support (email, voice mail, 

web presence and online reporting).
• Stock options.
• Training for your representatives.
• Residual advance buyout — up to 24X.
• Agent bank program.
• And more goodies of what you expect

from a good processing partner.

For details, contact Tannon McCaleb:
800.655.8767 Ext. 262
or by email at: tannonm@usms.com

Newark, CA
www.usms.com



Get ready.



Your upfront bonus and 
r e s i d ual income are about to take of f.

Total Merchant Services has launched the most lucrative pay plan in the industry.

UPFRONT BONUS
We've set aside more than $1 million to pay you upfront
money for simply writing an account on our program. Our
production bonus program has no limits. It’s NOT a signing
bonus. You earn $100 per deal, every single month. Writing
only 10 deals a month makes you $1,000 more each month.
And the sky’s the limit!

You can make even more with our conversion bonuses. For
each merchant currently processing over $10,000/month,
we pay you $150 to $250. We’ll also pay you an extra $1,000
bonus on your first 10 leases. [Leasing program funded by
Lease Finance Group (LFG), a division of CIT.]

RESIDUAL INCOME
Take advantage of our “choice” program to maximize your
earnings. You get to choose, on a merchant-by-merchant
basis, either our lucrative revenue-sharing program, or 
our aggressive buy-rate program. On average, our sales
partners earn $30 to $40 per month on each account!

FREE SERVICES
Count down our list of free services. Marketing materials;
color brochures; business cards; customizable website;
conversion assistance and merchant training; pin pad
swap-out and encryption; dedicated sales partner terminal
support team; wireless activation fees; Internet payment
gateway software from Authorize.net and Plug ‘N Pay 
a web-based transaction information management tool 
for your merchants; sales training events including 
payment for your airf a re, hotel and meals; and many 
other FREE services you can find out about by calling or 
visiting our website.

WANT YOUR UPFRONT AND RESIDUAL INCOME TO TAKE OFF?

CONTACT TOTAL MERCHANT SERVICES TODAY.

1-888-84TOTAL, ext. 411
www.upfrontandresiduals.com

255 Gold Rivers Road | Third Floor | Basalt, Colorado 81621 





Best Processor: 
First Data

Voting was very close in this top voting category. The
five Advisory Board nominees split 83% of the votes,
with a diff e rence of only 1 or 2 percentage points sepa-
rating each ranking 2 through 5. Write-in nominations
included 18 additional companies.

The processors were ranked as:

#1 First Data ..........................................................20%
#2 Paymentech ........................................................17%
#3 NPC ..................................................................16%
#4 United Bank Card ..............................................15%
#5 Vital Merchant Services ......................................14%

Best Value-added (Equipment) Reseller: 
TASQ

Equipment deployment can be the lynchpin of the re v-
enue stream for Merchant Level Salespersons. There
w e re two nominations in this category, and they gar-
n e red a total of 80% of the respondents between them.
The other 20% voted "Other" and listed 11 additional
c o m p a n i e s .

The Top 2 VARs voted to the "Best" were:

#1 TASQ ................................................................61%
#2 JR's P.O.S. Depot................................................19%

Best Leasing Provider: 
CIT Lease Finance Group

In this category we had three nominations; however,
"Other" came in as the No. 2 provider with 25% of the
votes. Thirteen separate companies were listed by the
respondents as their favorite leasing company, which
tells us all that there are a lot of sources for leasing.

The Top 3 Leasing Providers were:
#1 CIT Lease Finance Group ....................................41%
#2 Other ................................................................25%
#3 Integrated Leasing ..............................................23%

Best POS Terminal: 
Nurit 2085

It's often said that the "best terminal" is the one the
salesperson has in the trunk.  However, through your

votes, Green Sheet readers have shown a strong pre f e r-
ence for certain equipment. With six nominations in this
c a t e g o r y, it is interesting to note that 8% of re s p o n d e n t s
voted "Other," listing a total of nine additional termi-
nals. 

The Top 2 terminals voted to be
the "Best" were:

#1 Nurit 2085 ........................................................49%
#2 Omni 3200 or 3750 ..........................................21%

Best ISO Organization: 
Bridgeview Payment Solutions

Bridgeview Payment Solutions received a strong lead
over any other ISO organization in the balloting pro c e s s .
H o w e v e r, the field included a great many more compa-
nies. 

The organizations ranked two through five shared 46%
of the votes cast, and the remaining 29% was share d
among 44 additional companies, none of which gar-
n e red more than 2% of the votes cast.

The Top 5 ISO Organizations were:
#1 Bridgeview Payment Solutions ............................25%
#2 CPS/Concord ....................................................17%
#3 United Bank Card ..............................................16%
#4 Lynk Systems ......................................................10%
#5 Barons Financial Group ........................................2%

In alphabetical order, the Top 5 write-in
nominees were:

#6 Chase Merchant Services
#7 Heartland Payment Systems
#8 Retriever
#9 Total Merchant Services
#10 TransPay Processing

If you are a Merchant Level Salesperson and are trying
to get a handle on ISOs, you may want to take a look at
the MLS Forum on www. g reensheet.com.  

Readers have been asking for and receiving an applause
meter on a number of industry players, including
Bridgeview Payment Solutions, North A m e r i c a n
B a n c a rd, 1st National Processing, ABANCO and
Vequity Financial Group, to name just a few.  

In terms of the notes that readers sent us about their
favorite ISO, they tended to mirror the comments on the
F o ru m .
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Best Customer Service by an ISO:
United Bank Card

Tabulating the ballots in this category was even more
p roblematic than the one above. Of the votes cast, the
four companies nominated by the Advisory Board
s h a red 53% of the vote; 47% voted "Other." 

Of the 47% who voted "Other," 9% did not indicate a
c o m p a n y. The remaining votes were shared among 46
c o m p a n i e s .

The named nominees were ranked as
follows:

#1 United Bank Card ..............................................24%
#2 TransPay Processing............................................12%
#3 Innovative Merchant Solutions ............................11%
#4 Barons Financial Group ........................................6%

In alphabetical order, the Top 5 write-in
nominees were:

#5 Bridgeview Payment Solutions
#6 Cynergy Data
#7 First Data Merchant Services
#8 Heartland Payment Systems
#9 Lynk Systems

In addition to the six “Best of” categories, we asked two
additional questions on our balloting: What was the
most Influential Technological Advance over the last
y e a r, and who is the Most Influential Industry Leader?

Most Influential Technological Advance: 
Wireless

G reen Sheet readers were quite decisive when it came to
naming the most influential technological advance in
payment processing. More than 42% stated that wire l e s s
payment systems won this honor. 

Check truncation came in second place with 29% of the
votes cast, followed by Hypercom's ICE technology
with 15%. 

Most Influential Industry Leader: 
Larry Stone

The named nominees in this category
shared 78% of the votes cast. 

#1 Larry Stone ........................................................28%
#2 The courts (We guess for resolving the CMS issue.) ............24%  
#3 Joe Kaplan ........................................................15%
#4 Mary Dees ........................................................11%
Other......................................................................22%

We thank all of our readers who took the time to participate in the
survey. We have received numerous requests over the years to con-
duct this type of balloting. Please let us know if you would like to see
this repeated next year. Send your comments to
paul@greensheet.com.
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GS Fast Finder
Version 4.0
Released 

The Green Sheet Online
s e a rch engine "Fast
Finder" has been signifi-
cantly upgraded with

the release of its newest version,
4.0. This proprietary product was
developed exclusively to re s e a rc h
The Green Sheet's robust Web site.

Kyle Rankin, Web Master and
Network A d m i n i s t r a t o r, has signif-
icantly improved the capabilities of
Fast Finder. Now all readers will be
able to search the entire backlist of

publications for product or compa-
ny information. In addition to
s e a rching previously published
issues of GS and GSQ, the engine's
database now includes all text pub-
lished on the site.

Visitors will now be able to specify
k e y w o rd or phrase searches for:
• Green Sheet
• GSQ
• Newswire
• Breaking News
• Company Pro f i l e s
• Industry Leaders
• Tr a d e s h o w s
• Resource Guide
• Media Kit

S e a rch criteria will default to "All,"

enabling our readers to obtain a
complete listing of every occur-
rence of the search item within our
Web site.

The improved Fast Finder will
enable our readers to obtain list-
ings of Tradeshows by month,
y e a r, sponsor or subject; search for
information on companies or pro d-
ucts; or re s e a rch how many times
their name has appeared in our
p u b l i c a t i o n .

Please see for yourself and  try Fast
Finder at www. g re e n s h e e t . c o m /
s e a rch.cgi?query= 

The Green Sheet delivers the right
s t u ff to the right people, right now.



Be in Full Compliance with Visa/Mastercard Requirements
and Regulations thru ABANCO's Agent/ISO program. 

O ’ H a re International Center / 10255 West Higgins Road / Rosemont, IL 60018 / Toll free: 866.231.2030  / Tel: 847.227.2301
Fax: 8 4 7 . 2 9 6 . 5 5 4 7 / www.abanco.com  

ABANCOLLC

I N T E R N A T I O N A L

EFS National Bank Memphis, TN. Fleet National Bank Providence, RI 

Tomorrow's Payment Solutions Today

gives ISOs a "single source" platform of five fully loaded services plus progressive customer support. 
This one piece, one solution cuts merchant attrition by 75% while increasing residual income by 125%.

■ Interchange plus 4bps, 100% above

■ 12 cent transaction fee

■ Check Conversion/Guarantee at 1% Buy Rate

■ Faxed Applications

■ Same day full deployment

■ Full merchant training and on-going support

■ Net lease funding, no out-of-pocket

■ One Terminal-5 services, Fully Loaded Residuals

■ VISA/MASTERCARD Credit Card processing

■ Non-Bank card processing (Amex, Discover, Diners, etc)

■ Debit Card processing

■ Electronic Check Conversion/Guarantee 

■ Gift and Loyalty programs, 100 card minimum

■ ELECTRONIC SIGNATURE CAPTURE

Only ABANCO

ABANCO's robust package delivers a real powerhouse of services:

Lease rates starting at just .0299. Whether you need individual services or the entire package, ABANCO offers
competitive rates, superior service and a knowledgeable team to help make it work for you.

PL E A S E C O N TA C T : BO B CO C H R A N 8 6 6 . 2 31.2030 ext 2334 / DA N LEW I S 8 6 6 . 2 31.2030 ext 2347 / TO N Y AS H E 8 6 6 . 2 31.2030 ext 2345
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By Julie O'Ryan-Dempsey
General Manager

The associations' events are listed in the Tr a d e
Show directory available on The Green Sheet
Online (www. g reensheet.com). A d d i t i o n a l
information on the meetings – such as agendas

and direct links for registration and hotels, when avail-
able – also are on our Web site. If you know of an associ-
ation that is not listed or if you have a question you
would like posted to the associations, please write to me
at julie@greensheet.com. 

NATIONAL AND
MULTINATIONAL ASSOCIATIONS

Electronic Transactions Association
1101 16th Street NW, 4th floor
Washington, DC 20005
Phone: 800-695-5509
Fax: 202-828-2639 
www.electran.org

Call for Committee Volunteers

E TA P resident-Elect Mary Dees will work with her
Committee Chairs to appoint volunteers to the various
committees for fiscal year 2003-04. If you would like to
volunteer to work on one or more of the ETA c o m m i t-
tees, go to the Web site, Members Only area, and click
on "Join a Committee." 
Mission Statement of ETA Committees

The overall Mission Statement of all ETA committees is
to brainstorm and exchange ideas relevant to their com-
mittee, create and execute action plans to address those
ideas, and provide ideas of member interest or timeli-
ness to the Program Planning Chair (for break-out top-
ics at ETA conventions), to the Editorial Chair (for
Transaction Trend article ideas), and to the Education
Chair (for ETA University curriculum subject matter).

List of ETA committees

Awards & Recognition

The Aw a rds & Recognition Committee shall be re s p o n-
sible for the identification, recommendation and imple-

mentation of special awards and recognition pro g r a m s
as warranted for outstanding member service or per-
formance. Members shall be responsible for defining
criteria for award category, selection and re c o g n i t i o n .

Editorial Advisory Committee

The Editorial Advisory Committee shall have input to
the editor on policies and pro c e d u res to include time-
lines for publication, guidelines for advertising and
advertising policy, and recommended advertising
prices. The committee shall identify re s o u rces, deter-
mine and solicit articles, identify industry experts and
may review content of ETA publications and the ETA
Web site. In addition, the committee may advise on
marketing, public relations and communications mat-
t e r s .

Education Committee

The Education Committee shall be responsible for iden-
tifying, developing and reviewing program content for
seminars, training sessions, workshops and ETA
University curriculum. The committee shall also devel-
op and review all certification programs off e red by the
E TA U n i v e r s i t y. In addition, the committee shall re c o m-
mend locations and access methods for all educational
f o rums, to include the University.

Emerging Markets Committee

The Emerging Markets Committee shall be re s p o n s i b l e
for identifying key emerging markets and their poten-
tial opportunity or risk for the association and re c o m-
mending information forums to disseminate these new
markets. This committee shall serve as liaison to the
technology committee in identifying key trends and
technical impact to the association.

Exhibitor Advisory Committee

The Exhibitor Advisory Committee shall serve as a liai-
son and communications conduit between the
exhibitors and the ETA b o a rd and staff. The committee
shall be responsible for identifying and promoting suc-
cessful exhibits and programs relating to the policies
and standards for exhibiting at an ETA event. The com-
mittee shall also perform evaluations from both the
exhibitors and the ETA B o a rd at each ETA event and
make recommendations for improvement or change of
p o l i c y.



ETA UNIVERSITY IS DEVELOPING FIVE CERTIFICATIONS FOR THE ACQUIRING INDUSTRY

L PROCESSING: Certified Electronic Transactions Processing Professional (CETPP)
L SALES: Certified Electronic Transactions Sales Professional (CETSP)
L OPERATIONS: Certified Electronic Transactions Operations Professional (CETOP)
L TECHNOLOGY: Certified Electronic Transactions Technology Professional (CETTP)
L EXECUTIVE: Certified Electronic Transactions Executive Professional (CETEP) 

The first level of certification for the CETPP will be available in the Fall 2003

Coming Soon . . .

Five New Certifications
for the Acquiring Industry

ETA University®

1.800.695.5509 • www.electran.org



Government Relations Committee

The Government Relations Committee shall be re s p o n-
sible for identifying, communicating and re c o m m e n d-
ing to the board ETA's position statement to govern-
m e n t - related issues concerning the electronic payment
i n d u s t r y. The committee shall monitor state and nation-
al regulatory and legislative bodies re g a rding rules, re g-
ulations and changes to legislation that may impact the
industry and to disseminate such information to the
members. 

Industry Relations Committee

The Industry Relations Committee shall be re s p o n s i b l e
for identifying, communicating and recommending to
the board ETA's position statement to industry-re l a t e d
issues concerning the electronic payment industry. It
shall also be responsible for developing an annual plan
designed to maximize the communication, influence
and advocacy of ETA to the card companies. The annu-
al plan shall include meetings with each of the card
companies and a listing of promotional events and other
a p p ropriate activities that should gain media attention
and intere s t .

Membership Committee

The Membership Committee shall be responsible for
identifying and soliciting potential ETA m e m b e r s ,
actively promoting ETA's value to its members, and
E TA's objectives, and for developing policies and pro-
motional campaigns that encourage and sustain mem-
bership in the Association. The committee shall also
re s e a rch and recommend value-added member services
to the board .

Presidential Advisory Council

The Presidential Advisory Council is appointed by the
c u r rent President and is responsible for participating in
the President's request for advice with re g a rd to matters
in front of the board of dire c t o r s .

Program Planning Committee

The Program Planning Committee shall be re s p o n s i b l e
for evaluating and providing program content and
speakers for the annual and midyear A s s o c i a t i o n
Meetings. This committee shall also re s e a rch, evaluate
and recommend keynote speakers and any re l a t e d
entertainment or content for general sessions. This com-
mittee shall develop and maintain a speakers pro f i l e
and summary guide for re f e rence in future planning
m e e t i n g s .

Technology Committee

The Technology Committee shall have responsibility for
identifying and communicating technology-re l a t e d
issues to the membership. The committee shall position

the ETA as an incubator of new technology addre s s i n g
the need for comprehensive, concise and clear informa-
tion related to new products and services. In addition,
the committee shall develop the appropriate foru m
w h e reby ideas can be exchanged among members.

Ad Hoc Committees

The following ad hoc committees will be continued
t h rough the 2003-2004 fiscal year:

Best Practices

The Ad Hoc Committee on Best Practices shall develop
industry best practices communications and white
papers on applicable subjects. The committee may
e x p l o re the development of a Code of Ethics that mem-
bers would sign off on and adhere to as well as a clear-
inghouse to monitor merchant complaints.

Bylaws Review

The Ad Hoc Committee on Bylaws shall have the
responsibility of reviewing the current bylaws and mak-
ing recommended revisions in conjunction with staff
and legal counsel.

Internet

The Ad Hoc Committee on Internet shall have the
responsibility for embracing this fastest-growing seg-
ment of our industry and tracking, re s e a rching and
communicating Internet-related issues as well as tre n d s
for products and services. In addition, this committee
shall evaluate and make the membership aware of any
impact and programs concerning the international
usage of the Internet.

ISO Advisory 

The Ad Hoc Committee for ISO Advisory shall be
responsible for identifying and communicating issues
that reflect the smaller ISOs and recommending pro-
grams that benefit these ISOs. 

The committee shall keep ETA focused on the needs of
the small ISOs and provide input and directions on
ideas and subject matter that needs to be addre s s e d
t h rough re s e a rch, articles or education.

Nominating Procedures Review Committee

The Ad Hoc Committee on Nominating Pro c e d u re s
Review shall be responsible for reviewing the curre n t
Nominating Committee pro c e d u res, identifying any
issues with re g a rd to these pro c e d u res so that they are
fair to all individuals seeking a position on the ETA
B o a rd, and communicating their recommendations for a
new set of Nominating Committee guidelines to the
E TA B o a rd of Dire c t o r s .
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Financial Women International, Inc.
200 North Glebe Rd., Suite 820
Arlington, VA 22203-3728
Phone: 703-807-2007
Fax: 703-807-0111
www.fwi.org

Next Event

FWI's 81st Annual Confere n c e
September 6-9, 2003
H o n o l u l u
B ro c h u re and registration available online:
w w w. f w i f o u n d a t i o n . o rg / 8 1 s t c o n f e re n c e . h t m

Regional meetings and chapter
organizations:

w w w. f w i . o rg / n e w e v e n t s / c a l e n d a r. h t m

Independent Community Bankers of
America (ICBA)

One Thomas Circle NW, Suite 400
Washington, DC 20005
Phone: 202-659-8111
E-mail: info@icba.org
www.icba.org

I C B A (formerly the Independent Bankers Association of
America) is the trade association for community banks
in the U.S. The following information was available on
the association's Web site as of May 20, 2003.

Mission Statement

"The ICBA is dedicated exclusively to enhancing the
franchise value of the nation's community banks for the
benefit of consumers, small business and family farms
n a t i o n w i d e .

"The ICBA i m p roves the profitability of community
banks and other community financial institutions by
p roviding improved access to high-quality pro d u c t s
and services."

Membership information and a list of affiliated state
associations are available online at the Web site noted
a b o v e .

ICRDA/SDA-The Association for POS
Systems Dealers

(Independent Cash Register Dealers Association/Systems Dealers
Association)
1900 Cross Beam Dr.
Charlotte, NC 28217
Phone: 704-357-3124
Fax: 704-357-3127
E-mail: info@icrda.org
www.icrda.org

This association has several membership levels avail-
able. Membership information, future events, publica-
tions and directories are available on the Web site.

EVENT CANCELED

Focus Advantage 2003, scheduled for July 27-30, 2003
at To r o n t o , has been canceled because of the SARS
v i r u s .

NACHA–The Electronic Payments
Association

13665 Dulles Technology Dr., Suite 300
Herndon, VA 20171
Phone: 703-561-1100
www.nacha.org

The association has several membership pro g r a m s ,
which are explained in detail on the Web site.
Membership is available to the Electronic Check
Council, Council for Electronic Billing and Payment,
EBS Council, Global Payments Forum and Internet
Council. An A ffiliate Membership program is also avail-
able; this appears to be most appropriate for Merc h a n t
Level Salespersons to consider.
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N A C H A has a robust program of educational seminars
and meetings throughout the year. Information and re g-
istration is available online at the Web site noted above.

Western Payments Alliance (WesPay)
100 Bush Street, Suite 400
San Francisco, CA 94104
Phone: 415-433-1230
Fax: 415-433-1370
www.wespay.org

Next Event

Payments Symposium 2003 
September 28-30 
The Palace Hotel, San Francisco
Registration available online at Web site listed above

R E G I O N A L A S S O C I AT I O N S

Midwest Acquirers Association
c/o Jim McCormick, 
General Credit Forms, Inc.
3595 Rider Trail South
Earth City, MO, 63045
E-mail: jimmccormick@gcfinc.com
Fax: 815-577-1402
www.midwestacquirers.com (under construction)

Next Event

1st Annual Meeting
July 30-August 1, 2003
Hotel A l l e g ro
171 West Randolph St., Chicago 
Registration information: Jim McCormick 

Northeast Acquirers Association
11 Westman Street
Somersworth, NH 03878
Phone: 603-692-2408
Fax: 603-692-2384
www.northeastacquirers.com

Next Event

Summer Seminar & Golf Outing
June 11 & 12, 2003 
Tropicana Casino & Resort
Atlantic City, NJ
Registration & Information available online at the We b
site noted above.
Walk-in registration available
$150 attendee fee for entire seminar

Southeast Acquirers Association
c/o John McCormick, 
General Credit Forms, Inc.
3595 Rider Trail South
Earth City, MO 63045
E-mail: jmccormick@gcfinc.com
Fax: 815-577-1402

Next Event

3 rd Annual Meeting
October 8-9, 2003
The Rosen Centre Hotel
9840 International Drive
Orlando, FL 3 2 8 1 9
Phone: 407-996-9840
Fax: 407-996-2659
Registration information: John McCormick, 800-325-
1158 

For more details on future trade association events, see GS issue
03:05:01 or go to www.greensheet.com/tradeshows.htm
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By Michelle Graff
Ve r i F o n e

Consumers are demanding the convenience of
plastic everywhere they go – supermarkets,
gas stations, drug stores, video stores and
restaurants. And now debit and credit card

acceptance is emerging into a space that historically
accepted only cash – the quick service restaurant (QSR)
market – where the average ticket may be less than $12
and speed is king. 

Take a look at the market. The top 50 chains operate more
than 100,000 stores. Franchisees operate the majority of
the QSR units, so while they all share a single brand, they
make many individual decisions re g a rding store opera-
tions, equipment purchases and even card acceptance. 

The Opportunity Is Now 
A wave of card acceptance is occurring in the QSR space.
The market is opening up because of several factors:

• Competition: Today's pace finds families on the ru n .
Dual incomes, school, soccer practice – it all adds up to a
busy lifestyle. Families are turning to supermarkets,
restaurants and take-out as sources of home meal re p l a c e-
ment (HMR), a growing percentage of disposable income.

And savvy QSR operators understand that a
family of five easily can spend more than $20
on a meal. To earn their share of HMR dollars,
they need to offer the same convenience found
at businesses competing for a family's wallet.
That means extending the convenience of plas-
tic to their customers. And once the chain
" a c ross the street" accepts debit and credit, the
domino effect will take hold, and competition
between the QSR chains will drive widespre a d
a d o p t i o n .

• Aggressive Pricing Models: As the card
associations and acquirers vie for this space,
they are brokering deals with QSR chain head-
quarters to extend "best in class" pricing to all
participating franchisees. In many cases, this
allows an owner of one or two stores to re c e i v e
the same terminal and transaction rates as
those operating 200 stores. 

• Faster Transactions: H i s t o r i c a l l y, one of the
barriers to entry in this market was the fact
that transactions needed to be fast. To d a y, a
combination of quick-pay programs from the
c a rd associations, combined with advances in
I P communications that result in transaction
times of 2-4 seconds, means transaction times
don't slow down the checkout pro c e s s .

Keep it Simple
As this market opens up, it's important that everyone in
the payment industry – from terminal manufacturers, to
a c q u i rers and processors, to ISOs and Merchant Level
Salespersons – understands the unique challenges facing
QSR operators and the solutions that will result in suc-
cess. So put yourself in the shoes of the franchise operator
and design a total solution to win their business. Here are
some tips that might prove successful:

• Easy to Use: High clerk turnover means QSR operators
a re constantly hiring and training new employees.
T h e re f o re, systems must be easy to use. Today's intuitive
ATM-style payment terminals speed training time and
g reatly reduce clerk errors. The software application must
be simple to customize by activating parameters.
P roviders must offer a variety of configurations – fro m
stand-alone dial, to LAN, to integrated POS – to fit into
the widely varied POS environment of QSR operators.

• Drive-thru Operations: Nearly 65% of all QSR transac-
tions take place at the drive-thru window. There f o re, it is
essential to capture payment information at the "point of
o rder" so consumers can simply swipe, order and drive
a round to the pick-up window. Point-of-order devices
must be durable enough to withstand the elements of

Hungry for More Business?
Quick Service Restaurant

Industry Dishes Up Opportunity
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heat, humidity, cold and frost, yet must be designed for
easy access and ease of use.

• Value-added Applications: In our industry, merc h a n t
retention is one of the keys to a profitable business. Before
a p p roaching a QSR account, ask yourself what other serv-
ices can be off e red that add value to the merchant coun-
tertop, making it more difficult for the operator to
"unplug." Certainly, an application such as gift card s
comes to mind. In order to securely run multiple applica-
tions in the same device, make sure the solution supports
t rue application separation at the hard w a re and software
levels. 

A Menu of Solutions
The QSR market is diverse and fragmented, requiring a
menu of solutions to serve the needs of individual store s
operating a variety of POS equipment. Your choices
include stand-alone payment, integrated POS payment
and even unique payment solutions that can withstand
the abuse of the drive-thru lane. 

Quick service re q u i res quick payment; the payment sys-
tem can be an important aspect of consumer satisfaction
if it fulfills certain re q u i re m e n t s :

• Must fit easily into the environment. Fast service for

high consumer volumes is essential. Consumers can't be
kept waiting while transactions are pro c e s s e d .

• Must be easy to learn. High clerk turnover re q u i res ter-
minals that are simple to learn and operate.

• Must be reliable. Terminals must resist the hard knocks
of the quick service enviro n m e n t .

• Must be fast. If terminals support advanced communi-
cations such as DSL, you can expect transaction times to
be 2-4 seconds – just the fast time needed for fast food.
Terminals also should take advantage of special quick
service options, such as disabling receipt printing, to
speed consumers through the payment pro c e s s .
C u s t o m e r-activated terminals such as those used at
supermarkets and drug stores can further speed thro u g h-
put by eliminating the need for consumers to pass card s
a c ross the counter.

So if you're looking for the last bastion of new opportuni-
ty for first-time card acceptance, look no further than
your next meal. Drive up and supersize your business!

Michelle Graff is Director of Global Marketing for VeriFone.



The Small Office/Home Office (SOHO) market
is huge (9 million businesses), according to this
white paper. It is growing faster than the rest of
the economy (5-10% annual compounded

rates), accounts for virtually all of the new employment,
and for commercial banks it is TEN times more pro f i t a b l e
than the consumer or large-corporation market segments.

While the document does an excellent job of describing a
series of new financial services for the SOHO market,
what it missed was how these products will be sold. The
assumption is that commercial bankers will simply start
taking orders once the products are made available. It is
my belief that Merchant Level Salespersons are going to
p rovide the "feet on the street" that will explain these new
services, sign the contracts and educate the users about
how to transition their paper/clerical/erro r- p ro n e
accounting practices over to the new emerging electro n i c
p a y m e n t s .

For sales agents interested in generating new sources of
revenues from their existing clients while also expanding
their prospect base, this document is worth a download
and careful re a d i n g .

Executive Summary 
C h e c k F ree, for those of you unfamiliar with the name, is
the country's largest electronic bill payment pro c e s s o r. Its
Web site details CheckFree's bill payment services in two
d i m e n s i o n s :

• As an online bill presenter for 260 large national billers
(utilities, credit card issures, insurance companies, etc.)

• Enabling more than 6 million consumers to receive and
pay all of their bills online

This "Pay-All" capability means that when a consumer
decides to pay the local veterinarian or dry cleaner
though the CheckFree Web site, a paper check is going to
be generated and stuffed in an envelope to make pay-
ments to low-volume billers. In fact, today CheckFree is
the nation's largest laser check printer in the country in
addition to being the largest electronic bill payment
p ro c e s s o r.

This year, for the first time, CheckFree was able to re p o r t
that it was able to settle more than 50% of its bill pay-
ments electro n i c a l l y. Until then, there were more paper
checks printed than EFT transfers used in performing
E l e c t ronic Bill Presentment and Payment (EBPP). 

The focus of this white paper is that the same technology
platform that CheckFree has built out for consumer EBPP
can be deployed by bankers serving the SOHO market.
The enabling technology that is creating the opportunity
to automate both revenue collection and disbursements is
the dramatic rise in PC's with Internet access.

The white paper cites re s e a rch that shows that the per-
centage of Internet-active home offices swelled to 81% at
the end of 1999, up from 26% at year-end 1996. The num-
ber is expected to further increase to 92% by 2004.

Of course, the Internet allows small businesses to expand
into global markets, and the rise in broadband connectiv-
ity also enables these companies to streamline their
accounting functions – thus leaving more time for selling
and growing their businesses.

M e rchant Level Salespersons who are starting to pre s e n t
their retailers with payroll cards can quickly appre c i a t e
the opportunities that CheckFree is describing in this
white paper. These cards re p resent the first acquirer off e r-
ing for sales agents to generate new revenues fro m
automating accounting functions.

P a y roll cards deliver to employers substantial savings in
the form of printing and distribution of checks, their re c-
onciliation and duplicate check fraud. For re t a i l e r
employees, many of whom are unbanked, these card s

Author: CheckFree
Date: July 10, 2001
Size: 10 Pages
Relevance Rating: Medium to High
Web Address: www.checkfreecorp.com/level2.jsp?layoutId=
122&contentId=201 

The Small Business Opportunity
for Financial Service Providers
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How can I stay ahead of both the
check industry and my competitors?

EZ.

© 2003 EZCheck Check Services. All rights reserved.

www.ezchk.com

I team with E ZCheck.® EZCheck is an industry leader 
with the knowledge and experience to deliver the most
dependable Check Conversion and Check Guarantee
products available today. EZCheck helps me stay ahead
of my competitors with services that not only benefit
my merchants, but drive more business into my port f o l i o .
When you join forces with EZCheck, you’ll enjoy some
of the best advantages the industry has to offer.

• Lifetime residual income
• Extremely competitive rates
• Faxed applications accepted
• Merchant approvals and downloads within 

24 hours
• Flexible equipment and platform requirements
• No hidden fees
• No surprises (no kidding)

They’ve even made getting started easy.
Just call 1-800-797-5302 ext. 313.
Or email ezsales@ezchk.com.



mean that they get their cash
f rom the nearest ATM as
opposed to paying steep fees
to check cashiers.

If the cards have the Visa or
M a s t e r C a rd logos on them,
they give employees the con-
venience of making POS PIN
debit purchases along with
cash back in most supermar-
kets and government agen-
cies, such as the post off i c e .

C h e c k F ree is proposing the Internet connectivity in the
SOHO sector soon will enable these businesses to further
s t reamline their accounting practices. They simply will
click a mouse to approve their bills for payment, they will
be able to look up payment history online and they can
download this payment history directly into their
accounting packages. As the white paper states, electro n-
ic billing and receipts collection delivers better and more
convenient overall financial management of their opera-
t i o n s .

The hard dollar savings projected in this report suggest

that the average small busi-
nessperson could aff o rd to
spend $11,000 to generate the
type of ROI that can be re a l-
ized from signing up for elec-
t ronic bill presentment. This
kind of sales opportunity,
together with providing sales
agents with many more
p rospects (insurance/re a l
estate agents) to call upon in
their markets, makes EBP a

service that CheckFree needs to package and make avail-
able to the processor and MLS channel.

Excerpts from this White Paper
• "Small business may be the fastest-growing segment of
the U.S. economy. "

• "The SOHO category re p resents nearly 99% of all U.S.
employers as well as 75% of new jobs – according to the
U.S. Small Business A d m i n i s t r a t i o n . "

• "Another important characteristic of today's small busi-
ness sector is the fact that half of the market is found in
the service and retail industries."
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"For those prepared to develop a deeper
understanding of the vertical industries 
that make up these different sectors, 
they will eventually develop industry-
specific financial products and services 

for these small businesses."
– Excerpt from "Small Business Opportunity for Financial Services"



• "For those pre p a red to develop a deeper understanding
of the vertical industries that make up these diff e rent sec-
tors, they will eventually develop industry-specific finan-
cial products and services for these small businesses."

• "To d a y, women account for nearly half of the ownership
of small business, rising from just 40% a year ago –
a c c o rding to statistics from the U.S. Department of
L a b o r. "

• "Minority owners of small businesses have seen their
ranks rise significantly. There has been a 232% surge in
Hispanic-owned businesses and a 180% increase in A s i a n -
American businesses and a 108 % rise in A f r i c a n -
American-owned businesses in the past 10 years."

• " ... Small businesses leveraging an EBP solution can
save an estimated $356 per month according to the fol-
lowing analysis provided by a 2000 study conducted for
C h e c k F ree:" 

Average Monthly Paper Electronic

Activity  Payment Payment

# of payments made ..........................44 ................44
Typical cost per payment ..............$1.50............$0.35
Payment cost per month ..............$66.00..........$15.40
Payment savings per month ..............................$50.60
Hours of labor per month ..............27.67..............4.25
Time savings per month ......................................23.42
Hourly wage ..............................$13.06..........$13.06
Cost of labor per month ............$361.00..........$55.51
Payment cost per month ..............$66.00..........$15.40
Total cost per month ..................$427.00..........$70.91
Total savings per month ..................................$356.00
Total overall cost per transaction ....$9.70............$1.61

Web Sites for More Information on Electronic
Services for the SOHO Market

www.checkfree.com/
The home page for the author of this white paper.

www.oracle.com/appsnet/products/smallbiz/docs/
integration_technologies.html
Oracle has a targeted offering for the SOHO market, and this is it.

www.greatplains.com/
Microsoft recently purchased this small business software firm to
compete in the SOHO market.

http://developer.intuit.com/default.asp?2001betadevelopers
Intuit has the most to gain or lose in how the SOHO market adopts
electronic funds transfer with its installed base of Quicken and

QuickBooks users. This site demonstrates Intuit's willingness to part-
ner with third-party developers who can create value-added plug-
ins.

www.intuit.com/company/investors/corporate_releases/
2001/09-24a.html 
This press release describes Intuit's "Best for My Business" strategy
to protect SOHO clients who outgrow Quicken and QuickBooks.

www.quickbooks.com/products/pointofsale/
A few months ago, Intuit released its first targeted offering to the
growing retailer with its QuickBooks Point-of-Sale system.

www.americanexpress.com/homepage/smallbusiness.shtml 
American Express's Web page targeted for the SOHO market.

http://usa.visa.com/business/small_business/
Visa's recognition that the SOHO market is a growth opportunity
for its members.

Eric Thomson is Executive Vice President of Profit Source Advisors.
He can be reached at etprosc@attbi.com.

Page 5 7

500 Bees = Mini Cooper, VW B ug,or Toyota Camry or $20,000 CASH
400 Bees = 10 Day Vacation to the Carribean or Europe for 2 or $12,000 CASH
250 Bees = In-Home Theatre or 5 day trip to Disney World for 4 or $5,000 CASH
100 Bees = Laptop or Desktop Computer with flat screen  or $1500 CASH
50 Bees = N i k o n Digital Camera or Sony 15” Flat Screen TV or $500 CASH

1 - 8 7 7 - 2 7 2 - 3 5 0 0

Retail Buy Rate Moto/Internet Buy Rate

BPS

1.47% + $ 0.16      1.93% + $0.22

V I S I T  O U R  W E B S I T E @ W W W . B U S Y - A S - A - B E E . C O M

WHAT ELSE IS BUZZING AT BPS?
BEE CheX Electronic Check Conversion Guarantee Program, Buy Rate 1.12% + $0.16. 

Internet: 100% online application, no wet signatures ever needed • High RiskDepartment 
• Guaranteed Sure LeaseProgram • ATM’s • ACHProgram • BEE CARDGift & Loyalty Program

Bonus Program in addition to residuals. Each approved account 
processing with BPS receives 1 Bee Credit.

*B I - L I N G U A L
S E RVICE/TECH SUPPORT
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In what appears to be a final
decision on the matter, the
U.S. Supreme Court re f u s e d
on May 27, 2003 to hear one

m o re plea from two California cities
that want the fees banks charge non-
customers on ATM transactions to
be outlawed. 

In 1999, voters in San Francisco and
Santa Monica passed local laws that
would prevent banks from adding
s u rc h a rges to ATM transactions for
customers who were not customers
of those banks. 

These people have been hit particu-
larly hard with ATM fees banks
started charging in the 1990s. AT M
s u rc h a rges range from $1.50 to $2
per transaction per bank. If you use

an ATM that is not owned by your
bank, not only do you get hit with a
fee from that bank, your own bank
often will charge you a fee as well.

Wells Fargo & Co. and Bank of
America Corp., two of California's
l a rgest banks, did not take the local
o rdinances lightly. 

The banks threatened to allow only
their own customers to use their
vast network of ATMs; they also
teamed with the California Bankers
Association to fight the issue in
court and got a federal judge to
block the laws from going into
e ffect. 

In October 2002, the 9th U.S. Circ u i t
Court of Appeals ruled in favor of
the banks – stating that the cities'

laws were in violation of federal
laws because only the federal gov-
ernment could place those types of
limits on the federally re g u l a t e d
banking industry. 

Federal laws currently allow banks
to charge access fees to non-cus-
t o m e r s .

San Francisco and Santa Monica
appealed to the Supreme Court, but
the court chose not to hear the case,
without comment. Both the banks
and the cities said they expected the
decision. 

The only option left for the cities is
to lobby for federal legislation and
to better educate citizens on how to
avoid these fees.   

Supreme Court Rules ATM Fees OK

Electronic Check
Payments by
Banks Getting
Closer to Law

The House Committee on Financial Services
a p p roved by voice vote on May 20, 2003 the
Check Clearing for the 21st Century Act (H.R.
1474) – legislation that would allow banks to

exchange checks electro n i c a l l y.

The purpose of H.R. 1474 is "to facilitate check tru n c a t i o n
by authorizing substitute checks, to foster innovation in
the check collection system without mandating receipt of
checks in electronic form, and to improve the overall eff i-
ciency of the nation's payments system."

Check truncation removes an original paper check fro m
the check collection or return process and sends to a
recipient a substitute check, which could include data
taken from the MICR line of the original check or an elec-
t ronic image of that check. 

If banks lack existing agreements with each other for
accepting electronic payments, current law re q u i res them
to physically present and return original checks. Many
have complained this is a slow and outdated process that

also increases opportunities for fraud. 

When airplanes were grounded on September 11, 2001
and the days following, paper check payments were
delayed, and banks had to take drastic steps to ensure the
shipment of checks from bank to bank. 

Think about it: Trillions of dollars in U.S. payments are
moving across the country via airplane and U.S. highway.
Isn't this the 21st century?

Rep. Melissa Hart (R-Pa.) introduced legislation re s u l t i n g
f rom these issues in order to prevent similar future pro b-
lems with check payments. The bill updates bank laws to
give electronic checks the same legal authority as tradi-
tional paper checks.

Banks stand to benefit from improved efficiencies and
reduced processing costs. Customers of banks would ben-
efit from faster check clearance and more control over
their funds. 

For the payment industry, it's an opportunity like no
other – banks will have to update their back-office func-
tions, branches, check imaging/archiving systems, AT M s
and POS systems, the Bank Administration Institute sug-
g e s t s .

The bill is expected to proceed to the full House before
July 4, 2003.   
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Empower your merchants to do business under more accept-able terms.

Like accepting checks. Accepting credit. Accepting debit, EBT and 

more. With the ValuePak,™ Nationwide’s all-in-one payment processing 

solution, merchants build revenue – and you build profits! – without any 

hassles or exceptions. With up to 9 reliable check processing services, 

including c o n v e r s i on / g u a r a n t e e, Nationwide gives merchants the 

confidence to say “YES!” to the consumer’s preferred choice of payment.

Call to equip your merchants with the VA LU E PAK t o d a y!

You can’t afford to turn business away any more than your merchants can.

Turn to Nationwide Check Services
and turn up your profit potential.

CONVERTING OPPORTUNITY INTO REVENUE™

Anew class-action lawsuit against credit card
companies has surfaced, and this time fraud is
the main issue. Three online retailers are suing
Visa USA, MasterCard International, A m e r i c a n

E x p ress and Discover Financial Services, claiming that
the credit card companies profit from Internet fraud and
don't do enough to help prevent it.

Attorney Mark Ishman, a member of North Caro l i n a -
based The Triangle Law Center, filed the lawsuit on
behalf of eGeneral Medical Inc., Howell Automotive and
D i rect Foreign Exchange PLC, which all operate e-com-
m e rce sites. All Internet, telephone and mail order mer-
chants that accept credit cards have been invited to join
the class-action suit.

The basic issue in the lawsuit is this: Ty p i c a l l y, when a
c a rd is swiped through a point-of-sale terminal at a brick-
and-mortar retail location, the account number gets com-
p a red to fraud-related account numbers in a credit card
company's database; if there is a match, the card is
denied. This group of Internet retailers wants credit card

companies also to be re q u i red to notify them in a similar
manner of possible fraudulent transactions.

The lawsuit also objects to the chargeback fees e-com-
m e rce merchants are re q u i red to pay the card companies
for reversing a fraudulent transaction, which the mer-
chants say is costly to them since they also lose the sale
price of the item, the shipping cost and the merc h a n d i s e
itself on a fraudulent transaction.

The action is pending in the U.S. District Court for the
Eastern District of North Carolina. Judge Te r rence W.
Boyle is presiding. The online merchants seek actual and
punitive damages, but no dollar amount has been speci-
f i e d .

In May 2003, Paycom Billing Services, Inc., a processor of
c redit cards for Internet merchants, filed a multimillion
dollar lawsuit against MasterCard International for what
Paycom called excessive fees charged to Internet mer-
chants (“Card Associations Face New Actions,” The
G reen Sheet, May 26, 2003, issue 03:05:02).  

Internet Retailers Sue Card Associations
over Chargeback Fees



U .S. financial services com-
panies plan to move more
than 500,000 jobs (about
8% of their workforce) to

f o reign countries over the next five
years, according to a study by
E l e c t ronic Data Systems Corp. sub-
sidiary A . T. Kearney. 

The jobs targeted for re l o c a t i o n
include those in financial analysis,
re s e a rch, regulatory re p o r t i n g ,
accounting, human re s o u rces and
graphic design. Ty p i c a l l y, most jobs
t r a n s f e r red overseas have been
focused more on back-office func-
tions such as data entry, transaction
p rocessing, account re c o n c i l i a t i o n
and call centers. 

The main reason for the migration is
lowering costs in a weak economy.

The study found that off-
s h o re relocations are
expected to reduce annu-
al operating costs for U.S.
companies by more than

$30 billion – mostly attributed to
d e c reased costs in labor.

American Express Co., Citigro u p
Inc., General Electric Co.'s GE
Capital Corp., J.P. Morgan Chase &
Company and eFunds Corp. are
some of the financial companies
a l ready making the move.

One of the top relocation targets is
India, which has a large population
of English speakers and college
graduates and pays much lower
wages. For instance, a call center
employee in the U.S. earns about
eight times more per year compare d
to a call center employee in India. 

American Express is setting up a
p rocessing center in India. GE
Capital already has 15,000 employ-

ees there and plans to add another
5,000 by the end of 2003, the Wa l l
S t reet Journal reported. J.P. Morg a n
plans to establish an equity re s e a rc h
department in Bombay and hire 40
junior analysts in addition to adding
h u n d reds of new employees for
b a c k - o ffice work there, according to
the New York Times. eFunds is
a l ready set up in Bombay, pro v i d i n g
customer service for EBT re c i p i e n t s
in nearly 20 U.S. states.

Other locations cited in the study as
possibilities include China, Brazil,
Mexico, Philippines, Hungary,
I reland, Czech Republic, A u s t r a l i a ,
Russia and Canada.

A . T. Kearney's study involved 100
financial services companies and
reflects the answers of senior execu-
tives, such as CEOs, CFOs and
CAOs, as well as A . T. Kearney's
analysis. For more information, visit
w w w. a t k e a r n e y. c o m / m a i n . t a f ?
p=1,5,1,130  
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More U.S. Financial
Jobs To Move Offshore







The Phoenix Group, an
independent point-of-
sale equipment distribu-
tor based in St. Charles,

Mo., opened for business in
November 2001 with a vision of pro-
viding high quality products and
services to ISOs, along with cre a t i n g
s t rong relationships with its cus-
tomers. The company has not fal-
t e red from this vision and a year and
a half later, amid a highly competi-
tive market, The Phoenix Group is
going stro n g .

"Business is wonderful," said Scott
Rutledge, the company's founder
and President. "I think it's the fact
that all we've done is exactly what
we said we'd do: 'We ' re going to
t reat people with respect and hon-
e s t y, give them fair pricing and keep
our overhead low so we can keep
our prices low.' And it's just taken
o ff like gangbusters over here . "

The Phoenix Group sells both new
and refurbished equipment dire c t l y
to ISOs and provides them with
services such as equipment deploy-
ment and re p a i r, overnight re p l a c e-
ment of that equipment and equip-
ment buy-back programs. Rutledge
said the company sells thousands of
pieces of equipment a month now
and signs new customers every day.
Customers range from larg e
Independent Sales Organizations to
individual agents. The company
attributes most of its growth to
advertising and word of mouth fro m
having a good re p u t a t i o n .

"When we advertise in publications
like The Green Sheet, that drives the
calls," he said. "When the calls come
in, then it's simply just getting to
know the customers. If you have a
good business and you have good
morals and the customers have a
decent business, then it clicks."

The Phoenix Group's business
model is to n o t do what its competi-
tors do – an everything-under- o n e -
roof approach. The company still
o ffers an all-and-everything menu of
services and products, but it has
formed partnerships with tru s t e d
p roviders to supply many of these
services rather than try to do it all
alone. 

" We'll sell the equipment, and we'll
stand behind it – probably better
than anybody," he said. "But when it
comes to the services, we'll either do
it ourselves or we sub it out to some
of our strategic partners. And by
doing that, we can maintain a very,
very reasonable overhead, which
means our equipment pricing is
e x t remely competitive."

What also sets the company apart
f rom the competition is its ability to
c reate and maintain personal re l a-
tionships with its customers. After a
sales organization or agent makes
initial contact with The Phoenix
G roup and receives the company's
information packet, Rutledge tries to
call every new customer himself. 

He calls to get a better understand-
ing of the customer's business and
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The Phoenix Group

MLS contact: 
Scott Rutledge
Phone: 866-559-7627
E-mail: scott@phoenixgrouppos.com

Company address: 
79 Hubble Road
Suite 102
St. Charles, MO 63304
Phone: 866-559-7627
Fax: 636-329-1710
Web site: www.phoenixgrouppos.com

MLS benefits: 
• Emphasis on supporting ISOs with quality service

and inventory
• Independent company 
• Direct relationship with Lipman and channels with

VeriFone and Hypercom
• Same-day shipment
• Immediate repairs and equipment replacement

Missouri Company Promises To
Show You Quality and Service



its needs. He'll ask questions such as "How many sales do
you do a month?" and "Who is your processor?" and
"Why are you currently looking for a new distributor?"
Rutledge believes that if the customer is looking for a new
d i s t r i b u t o r, then he or she obviously is not satisfied with
some aspect of that relationship. He'll try to find out the
reason why and then earn the business with The Phoenix
G roup's policies.

Some of these policies include not charging handling fees,
not bumping up freight charges, not adding on miscella-
neous charges or restocking fees. "All those nickel-dime
fees," Rutledge said. "We enjoy the people we choose to
do business with and we enjoy the relationships that we
have with them. We'll bend over backward to get things
done for them if need be, and if they're not the type that
a p p reciate that or want to do business like that, it's fine.
We shake hands, we part ways and that's that."

The Phoenix Group also uses a database to track each cus-
tomer's pre f e rences and attempts to meet those pre f e r-
ences when providing equipment and services.

"Some guys like their equipment shipped with a custom
label on it, some guys like their equipment shipped where
it says 'please deliver at the site door,' " he said. "There

just are so many diff e rent variations in terms of how peo-
ple like their stuff. We try to accommodate all the little
idiosyncrasies of every order and, for the most part, we're
p retty successful at that because we keep good re c o rd s . "

As an independent distributor, The Phoenix Group sells
equipment mainly from Hypercom, Ingenico, Lipman,
M a g Tek, Thales and VeriFone. Small manufacturers often
a p p roach Rutledge and ask him to sell their equipment,
but just as The Phoenix Group won't do business with
every customer, it won't sell just any piece of hard w a re ,
either – only quality pieces that are certified and being
used. 

"If it's a viable product, we're all over it," he said. "If it's
not, we'll say, 'Give it a few months.' Let it get certified. If
they have some of the big certifications, then we'll sup-
port it."

Rutledge believes part of the benefit of being an inde-
pendent distributor is that he sells what sales agents want
and what their customers demand. "There's no pro c e s s o r
behind me looking for transactions or looking for specific
banks or specific ISOs," he said. "There's no hard w a re
m a n u f a c t u rer behind me where I go out and tell every-
body that calls that this certain piece of equipment is the
best thing out there when it very well may not be the best
thing out there .

"If you want a Lipman, you get a Lipman. If you want a
VeriFone, you get a VeriFone. If you want to know about
any one of them, I'll tell you everything there is to know
about every single piece of equipment that you want to
ask about."

If asked, The Phoenix Group provides sales agents with
recommendations on equipment based on their individ-
ual needs and directs them to processors and other com-
panies with experience using that equipment. 

"If they have a long history of using Lipman devices or
using VeriFone devices and they say their pre f e rences are
t o w a rd that, we'll try to tailor a solution on the platform
that they are used to," Rutledge said. "If that platform is
not a viable platform for where they want to go, we'll sug-
gest other things to them."

Rutledge said The Phoenix Group will try to help its cus-
tomers in any way it can – and sales agents are shocked
when they do this: "They call back and say, 'I can't believe
that you helped me with this.' If I can't get to know the
people, or if someone here can't get to know the people
and know what they need, then we've lost the battle.
Then you may as well label us the same as everybody
else."  
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TRIAD

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

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

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

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

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

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

Then watch good things begin to happen.

S M

INTRODUCING TRIAD.SM

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

SM





No Print, No Signature,
No Transaction
Product: ID verification system at the point-of-sale
Company: First  aSuretee, LLC and Hypercom Corp.

Two payment industry leaders, First Data Corp.
subsidiary First aSuretee, LLC and Hyperc o m
Corp., have joined forces in the fight against
fraud at the point-of-sale. The result is a pay-

ment and identification solution for the U.S. government
and U.S. corporations that provides a "double" authenti-
cation, both biometric and signature, of individuals
authorized to conduct transactions.

The technologies integrated by the companies include
H y p e rcom's BioPin, which converts a fingerprint into an
algorithmic re f e rence, Hypercom's ICE terminal and
HyperSafe application along with First aSuretee's "chip"
for creating digital signatures. 

A unique digital signature coupled with a biometric re f-
e rence will validate a person conducting a transaction at
the point-of-sale. The signature gets transmitted from the
POS terminal every time a transaction is initiated.

First Data formed First aSuretee in November 2002 to
focus on providing products and services to the financial

services industry and government entities that leverage
digital signatures. FDC also uses the First aSuretee tech-
nology in services such as online banking, gift card ord e r s
and payroll administration and commercial card services.

First aSuretee, LLC

8 0 0 - 6 4 6 - 0 6 9 4
w w w. a S u re t e e . c o m

H y p e rcom Corp.

2851 W. Kathleen Road
Phoenix, AZ 85053
1 - 8 7 7 - H Y P E R C O M
w w w. h y p e rc o m . c o m
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Product: Side Swipe II
Company: Semtek Innovat ive Solut ions Corp.

Semtek's third release in a
series of mobile-commerc e
swipe readers is the Side
Swipe II, a thre e - t r a c k

magnetic stripe card reader that
turns mobile phones into point-of-
sale terminals.

Semtek says the Side Swipe II can be
used with virtually any mobile
phone. It connects to the phone via a
serial port and has a printer port if a
m e rchant needs to attach a printer to
print receipts. The product does not
re q u i re additional batteries.

The Side Swipe II was designed for
m e rchants that work in "on-the-go"

industries and need to accept cre d i t
c a rds for payment when out in the
field, such as taxi and limousine
drivers, delivery service drivers,
c o n s t ruction companies, door- t o -
door services and merchants at fairs. 

The product has two features that
will be especially appealing to
mobile merchants – a belt clip and a
car mount kit. 

Semtek also offers magnetic stripe
c a rd reader solutions for PDAs and
hand-held PCs.   

Semtek Innovative
Solutions Corp.

4217-A Ponderosa Av e n u e
San Diego, CA 92123
8 5 8 - 2 7 8 - 6 0 0 3
w w w. s e m t e k . c o m

A Mobile Swipe for Merchants
on the Go
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First of two articles

You work from dawn to dusk and many times far
into the night. You make phone calls to not-so-
willing prospects; you visit merchants who
reluctantly have agreed to listen to you try to

sell your wares. Most of the day you deal with rejection or
just downright ru d e n e s s .

Such is the life of the sales professional. Te l e m a r k e t e r s
have not made your job any easier. Most prospects re c e i v e
so many phone calls each day that the minute you try to

tell them how you can help them, they turn surly and
u n responsive. How many times last week were you hung
up on? How many times did you hear "No"?

Sales professionals have one of the most difficult jobs
a round. Even the most seasoned pro gets tired of being
turned down. So how do you battle this? How do you
take care of your most important asset ... Y O U ?

That's right, you actually have to think about and put
some effort into taking care of yourself. To most of us this
just sounds self-indulgent. Or possibly it sounds obvious.
But the simple truth is that most of us just keep pushing
until we reach the edge. Perhaps it is time to start a pro-
gram of self-care so that you don't get so close to that
edge. 

The first part of taking care of yourself is taking care of
your physical body. During our busy days, we forget to
stop and take breaks. While you are on the phone, make
s u re you get up and walk around for five minutes every
h o u r. While you are up, drink some water. Keeping
hydrated will help you maintain peak performance.
Remember that coffee will only dehydrate you more, so if

you are a coffee drinker, drink
w a t e r, too. 

Don't forget to eat. You need
to refuel your body, especially
in the morning. Sure, it sounds
like a cliche, but breakfast is
the most important meal of
the day. Your body has just
gone for a long period of time
without food, and it needs to
re c h a rge so you can attack
your day with the energy it
deserves. Abalanced meal will
p rovide you with this energ y.

Make sure to include pro t e i n
in your breakfast. The energ y
you receive from protein is
longer lasting than the energ y
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Eat breakfast like a king, lunch like a
prince, and dinner like a pauper.
-- Adelle Davis, author, "Let's Eat Right to Keep Fit"

Take Care of Business by Taking Care of Yourself
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NACHA Electronic Child Support Payments
Teleseminar 

Highlights: Employers are turning to banks to help transmit child
support payments to federally mandated State Disbursement
Units (SDUs). The Federal Government is pushing electronic
funds transfer (EFT) to expedite payments to custodial parents,
and states are relying heavily on direct deposit. If you need to
know more about electronic child support payments, take part
in this informative teleseminar. Hear details of a case study
from the state of Iowa that will give examples and statistics of
the state's experiences in the implementation of a successful
electronic payments program. Registration provides you with
access to the teleseminar on a single telephone line; there is no
limit to the number of people who may listen in and participate
on that line. One site per fee paid. Each registered site will
receive one set of handout materials supplied by the speakers
via a special Web site. Presented by NACHA-The Electronic
Payments Association and the Regional Payments Associations.

When: June 18, 2003, 1:30 p.m. to 3 p.m. EDT 

Where: Your location via Internet/telephone connection 

How to Sign Up: Visit www.nacha.org. Phone 703-561-1100.

Midwest Acquirers Association Conference

Highlights: This is a newly formed regional association, and the
first meeting will offer an opportunity for training, education
and networking for the Midwest acquiring community. Like the
events organized by its sister organizations in the Northeast
and Southeast, the MWAA will put vendors, acquirers and
sales organizations in touch with each other in a relaxed envi-
ronment. The MWAA conference is targeting acquiring profes-
sionals from Ohio to Colorado and Minnesota to Texas and
anticipates up to 200 attendees at this first meeting. Workshops
and panel discussions include Vision of Payments in 2004 &
Beyond, Prepaid Cards, Check Conversion and Imaging, and
Gift Cards. ETA will present Introduction to Electronic
Processing on July 30 at a reduced fee. Receptions and meals
will allow plenty of time for networking.

When: July 30-August 1, 2003

Where: Hotel Allegro, Chicago

How to Sign Up: E-mail Caroline Marino at
cmarino@ingenico-us.com. Registration fee is $75 before July
23, $125 after that. 

CANCELED:
ICRDA-SDA Focus Advantage 2003

The event scheduled for July 27-30 in Toronto has been canceled
because of the SARS virus. 

you receive from carbohydrates although both are
important to your health.

While you are on the phone and computer, it is impor-
tant to move around. Many of the aches and pains you
may be starting to notice can be avoided by making sure
that your workstation is properly set up and that you
a re taking breaks to move around. Sustained periods of
sitting are very hard on your back. Even just standing
and doing a simple series of stretches throughout the
day will prove beneficial.

Of all the things you can invest time and money into, the
item that will provide you with the biggest benefit is
your chair. Make sure that the chair you pick for your
workstation is fully adjustable. You should be able to
adjust the height of the seat pan, the tilt of the back and
the seat pan and, ideally, the length of the seat pan itself. 

When you adjust your chair, your feet should be placed
flat on the floor with a slightly open 90-degree angle on
your knees. Your elbows should be at approximately a
9 0 - d e g ree angle, and your arms should be parallel to the
f l o o r. For computer work, you should be able to place
your arms at the keyboard, keeping your wrists in a
neutral position. It is also important to keep your wrist
in a neutral position while using your mouse.

The monitor should be at a height that allows you to
look straight ahead instead of bending your neck up or
down to allow comfortable viewing. You should also
make sure that your monitor is 18-30 inches away. If you
find that you have to hunch forward or squint at this
distance, perhaps you need to go to your eye care pro-
fessional for a VDT vision test. 

One last thing to remember is to get enough sleep. In
addition to fuel, our bodies need time to rest and
re s t o re. By getting at least seven hours of sleep a night,
you give your body the chance to perform when you
need it to. 

Following these simple steps will help you keep up with
the physical demands of your chosen profession and
maintain a positive attitude.

Next: taking care of your mental needs

Good Selling!

Paul H. Green
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AT M L E A S I N G
L e a s e P ro c e s s

(303) 808-0448

ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Access to Money
(888) 501-5246

Amicus/XtraCash ATM
(888) 712-1600

ATM Merchant Systems
(888) 878-8166

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

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
C e n t r a l B a n c a rd

(866) 797-2317
Comerica Merchant Serv i c e s

(800) 790-2670
First American Pymt Sys

(866) GO4 FA P S
National Processing Co.

(800) 672-1964 x 7655
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING 
S E RV I C E S

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

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

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

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

C rossCheck, Inc.
(800) 654-2365

ElectCheck Plus
(800) 863-5995

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

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

Global Payments   
(800) 638-4600 x888

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

Red Check Investments
(877) 238-0415

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.
(888) GO-INFOX

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

Adam Atlas–Attorney at Law
(514) 842-0886

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

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

Service Dimensions, Inc.
(800) 578-3800

Strategic Management Partners,
LLC

(800) 886-4465

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

Intercept Corporation
(800) 378-3328

E Q U I P M E N T
Abanco Intl., LLC

(866) 231-2030 x2347
Automated Transaction Te c h .

(888) 454-1210
B A N C N E T

(713) 629-0906
C a rd Wa re Intern a t i o n a l

(740) 522-2150
C D ES e rv i c e s

(800) 858-5016
E l e c t ronic Payment Systems, LLC

(800) 863-5995
General Credit Forms, Inc.

(800) 325-1158
Global Payments   

(800) 801-9552
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 I S T

(866) 955-6478
M LT & Assoc., Inc. Plastic Refurb

(775) 358-2922
National Processing Company

(800) 672-1964 x 4383
Nationwide Check Serv i c e s

(800) 910-2265
P O SP o rtal, Inc.

(866) 276-7289
S c h l u m b e rger Sema

(800) 732-6868 x202
TA S Q Te c h n o l o g y

(800) 827-8297
Te e rt ronics, Inc.

(800) 856-2030
Thales e-Transactions, Inc.

(888) 726-3900
Vital Merchant Serv i c e s

(800) 348-1700

FREE ELECTRONIC CHECK
R E C O V E RY

C h e x c o l l e c t . c o m
(866) 691-0666

Gulf Management Systems, Inc.
(800) 947-3156

FUNDING SOURCES
R e s o u rce Finance Company, LLC

(866) 211-0114

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

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

P O S Payment Systems
(718) 548-4630

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

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

AmericaOne Payment Sys
(888) 502-6374

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

Business Payment Systems
(877) 700-7947 x242

C e n t r a l B a n c a rd
(866) 797-2317

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

C y n e rgy Data
(800) 933-0064 x5710

First American Payment Systems
(866) GO4 FA P S

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

F M B S
(800) 966-5641

Global Payments, Inc.
(800) 801-9552

Lynk Systems, Inc.
(866) MSP-LY N K

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

M S I - M e rc h a n tS e rvices, Inc.
(800) 351-2591 x9-23

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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Nationwide Check Serv i c e s
(800) 910-2265

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

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

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) 592-7485

C e n t r a l B a n c a rd
(866) 797-2317

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

Global Payments Inc.
(416) 847-4477

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

M e rchant Services Incorporated
(800) CARDSWIPE x7934

PaySystems Corporation
(514) 227-6894 x407 

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

ISOs LOOKING 
FOR AGENTS

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

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 c a rd Payment Systems
(866) 783-7200

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

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

Business Payment Systems
(877) 700-7947 x242

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

C e n t r a l B a n c a rd
(866) 797-2317

C e rtified Merchant Serv i c e s
(800) 732-7099

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

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

C o rnerstone Payment Systems
(866) 277-7589

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 Payment Sys., LLC
(800) 863-5995

EXS Electronic Exchange Sys.
(800) 949-2021

First American Payment Systems
(866) GO4 FA P S

First Card Merchant Serv i c e s
(800) 404-9118

F M B S
(800) 966-5641

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

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
M e rchant Data Systems, Inc.

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

(800) CARDSWIPE
Momentum Cash Systems

(800) 939-0914
Money Tree Serv i c e s

(800) 582-2502 x100
M S I - M e rc h a n tS e rvices, Inc.

(800) 537-8741 x9-12
M S P D i rect, LLC

(888) 490-5600 x112
National Processing Co.

(800) 672-1964 x7655
Nationwide Check Serv i c e s

(800) 910-2265

Netcom Data Southern Corp.
(800) 875-6680

Online Data Corporation
(866) 222-2112

Orion Payment Systems
(877) 941-6500

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 x236

Vequity Financial Gro u p
(800) 442-8380

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

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

L E A D S G E N E R AT O R S
Hot Leads Xpre s s

(866) 244-2593

L E A S I N G
Abanco Intl., LLC

(866) 231-2030 x2347
A B CL e a s i n g

(877) 222-9929
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
E l e c t ronic Payment Systems, LLC

(800) 863-5995
G l o b a l Tech Leasing, Inc.

(800) 414-7654 x 3002
Golden Eagle Leasing, Inc.

(800) WE LEASE 
Integrated Leasing Corp.

(800) 398-9701
LADCO Leasing

(800) 678-8666
Lease Finance Gro u p
A Division of CIT

(888) 588-6213

Leasecomm Corp.
(800) 515-5327

MERCHANTS LEASING SYSTEMS
(877) 642-7649

Merimac Capital
(888) 603-0978

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

N o rt h e rn Leasing Systems, Inc.
(800) 683-5433 x 8500

S i g n a t u re Leasing, LLC
(877) 642-7649

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

L O YA LT Y C A R D S
F L E X G I F T / U M S I

(800) 260-3388 x236

POS CHECK CONVERSION

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

B - C H e X
(877) 700-7947 x242

C rossCheck, Inc.
(800) 654-2365

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

ElectCheck Plus
(800) 863-5995

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

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

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

The Horizon Gro u p
(888) 265-2220

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

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

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.
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INDEX TO ADVERT I S E R S :
PROCESSORS LOOKING 
FOR ISOs

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

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) MSP-LY N K

National Processing Company
(800) 672-1964 x7655

P a y m e n t e c h
(888) 849-8980

REAL-TIME CHECK/ 
CREDIT CARD 
P R O C E S S I N G

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

U S A e P a y. c o m
(866) USAePay (872-3729)

R E A L - T I M E C H E C K / D E B I T
P R O C E S S I N G

Payment Option Solutions,
L L C

(888) 767-7674

SITE SURV E Y S
P ro p e rty Resource Network Inc.

(800) 676-1422

S U P P O RT DESK FOR
P O S TERMINALS &
PC SOFTWA R E

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

The Horizon Gro u p
(888) 265-2220

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

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

1st National Processing........................................................51
A-1 Leasing ........................................................................22
ABANCO International ......................................................45
Advanced Payment $ervices ................................................53
AmericaOne Payment Systems ..............................................9
Barclay Square Leasing..........................................................8
Bridgeview Payment Solutions ............................................21
BUDGET Terminals & Repair ................................................36
Business Payment Systems ..................................................57
CoCard Marketing Group ....................................................60
Concord EFS ......................................................................73
CrossCheck ........................................................................35
Cynergy Data ....................................................................77
Discount Credit Card Machine..............................................67
E-Chex ..............................................................................69
Electronic Payment Systems ..................................................29
Electronic Transactions Association ......................................47
EVS Development ..............................................................62
Electronic Exchange Systems ................................................34
EZCheck ............................................................................55
FTI ....................................................................................38
First American Payment Systems ..........................................33
First Data Merchant Services-MD..........................................23
Frontline Processing ............................................................66
GO Software ....................................................................18
Golden Eagle Leasing ..........................................................15
Horizon Group....................................................................80
Hypercom ..........................................................................27
Infinite Peripherals ..............................................................30
Ingenico................................................................................2
IRN/PartnerAmerica............................................................25
Lipman USA........................................................................61
Merchant Services Inc. ........................................................19
Merchants' Choice Card Services ........................................65
Money Tree ........................................................................13
MSI-NJ ..............................................................................75
MSI-NJ 1-800-Bancard........................................................42
Nationwide Check Services ..................................................59
North American Bancard ......................................................7
NOVA Information Systems..................................................26
NPC ..................................................................................11
Payment Option Solutions ....................................................70
POS Payment Systems..........................................................50
POS Portal ........................................................................56
Retriever Payment Systems ..................................................37
TASQ Technology ................................................................79
TASQ Technology II ............................................................49
Teertronics ..........................................................................64
Total Merchant Services ..................................................40-41
U.S. Merchant Systems ........................................................39
United Bank Card ..........................................................16-17
United Merchant Services ....................................................68
Vital Merchant Services ........................................................31

Visit www. g reensheet.com and 
complete the convenient form .
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