
She Knows How
to Manage

Starting any new job is a journey
full of emotions, unknowns and
questions that only the passing of
time will answer: optimism about

a new undertaking, meeting coworkers for
the first time, perhaps a little tre p i d a t i o n
about how successful you will be in your
new position. 

Imagine, though, if that new job is head of
a trade organization in a new location
halfway across the country, and your job
duties right off the bat include hiring a staff
and setting up the offices – all within 60
d a y s .

E n e rg y, previous experience, confidence tempered with enough awareness to
acknowledge you have a lot to learn, flexibility and a sense of humor are all helpful
qualities in situations like this. Carla Balakgie will use each one of them as she takes
the reins as the first full-time Executive Director of the newly re o rganized Electro n i c
Transactions A s s o c i a t i o n .

In conversation, Balakgie (pronounced "buh-LAH-chee") comes across as both capa-
ble and approachable. The enthusiasm she feels for her new position is conveyed loud
and clear – she knows she has her work cut out for her, improving on the association's
existing base and learning all about the industry ETA serves. There is no doubt she's
up for the challenge.

Balakgie has an extensive background in association management and what she
describes as a "passion for mission-based organizations." Her experience includes 20
years serving in various capacities for professional and trade associations, including
the National Association of College and University Business Officers, where her
duties included serving as Senior Vice President, and at the American Society of
Association Executives Foundation ("an
association for people who work for asso-
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Many Merchant Level Salespeople are scrambling for an
added-value item they can put on their menus for retailers,
and loyalty is a good and logical choice. The problem is that
few sales reps know what they are getting into.

See Story on Page 54 
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Expans ion  Advoca te  . . .

How about a Bank Management Forum, Processor Management
Forum and Registered ISO Owners Forum? Right now the Forum on
www.greensheet.com is dominated by Merchant Level Salespeople. 

Jeffrey Katz 
President

Mercury Payment Systems 

Dear Jeffrey:
Over the years, GS has been as much a mission as it has been a
publication. GS has existed historically to serve both the ISO and the
MLS; however, the ISO line has become very blurred. While First
Data clearly is an ISO, as are Lynk and many others who do not
wish to be placed in this category, the GS mission remains focused
on those who produce sales in the "Payment" marketplace, rather
than "non-banks" who provide back-office or acquiring services.

While our mission statement says we offer "Motivation, Inspiration,
and Actionable Advice" to the MLS in the market, we certainly
include the registered ISO. In serving these sales professionals, GS
not only strives to provide information on a wide range of income
opportunities, but we also work to provide a voice and a forum – a
voice that, for lack of a forum, may otherwise go unheard.

You make an interesting point about the domination of Merchant
Level Salespeople in the GS online forum, and interestingly there is
a more subtle point: that, in many cases, the sales reps see the reg-
istered ISO as the "problem" against which they need to speak.

We like your idea about a Registered ISO Forum, and we will seek
to implement it ASAP. While we believe that bank managers and
processors are already served by other publications within the

industry, we will vet this idea and see if it too has any legs. Look for
our announcement shortly.

Editor

. . .  But  Not  a Survey  Advocate

Paul,
I have held The Green Sheet in high regard and have considered
your publication a trusted source of information – until now. I am
very concerned about how your recent survey was conducted.

I strongly question the integrity of the survey since I have personally
used one of the processors listed and have had nothing but NIGHT-
MARES with EVERY contract submitted. I withdrew my business
months ago only to be contacted with apologies and promises.

I tried the processor's services again only to find that the NIGHT-
MARE was still in full force, changes were not in action, and it was
worse than before. I have spoken with multiple agents and have
found that my issues are not isolated. Everyone I've talked to has the
same problems.

Annette Gardner
Capitol eCommerce Systems

Annette:
For years our readership has requested that we attempt this type of
"ranking." This was not a scientific survey, and we believe that we
made the methodology quite clear in our reporting. The rankings
were the opinion of those who chose to respond.

Editor

C o r re c t i o n

The amount of money that commercial banks lost because of
check fraud in 2001, according to the American Bankers
Association, was reported incorrectly in the June 23, 2003 issue
(03:06:02) of The Green Sheet. The amount was $700 million.



N E W S

Judge Rejects TFC's Motion in Visa,
MasterCard Settlement

U.S. District Court Judge John Gleeson re j e c t e d
Minneapolis-based TFC Financial Corp.'s "motion to
intervene" with Vi s a and M a s t e r C a r d's April 2003 set-
tlement with Wal-Mart and nearly 4 million other re t a i l-
ers. TFC had complained that the settlement hurts
banks that issue debit cards, such as TFC ("Card
Associations Face New Actions" The Green Sheet, May
26, 2003, issue 03:05:02). The judge also issued a pre l i m-
inary approval of the settlement. The plaintiffs' attor-
neys now will start to notify retailers included in the
class-action suit.

NextCard Plans Liquidation

B a n k rupt Internet credit card company NextCard, Inc.
submitted plans with U.S. Bankruptcy Court in
Wilmington, Del., on June 16, 2003 to liquidate its assets.
As part of liquidation plans, the company would pay
out between $2.5 million and $17 million to cre d i t o r s .
Total claims against NextCard are listed at $464 million,
but the company objects to a $397 million claim that's
part of a shareholder lawsuit. 

The lawsuit alleges that NextCard was dishonest

re g a rding the finances of its subsidiary, NextBank. In
November 2002, NextCard filed for bankruptcy pro t e c-
tion, citing total assets of $18 million and total debts of
$5 million.

Visa President/CEO Will Not Renew Term

Visa International P resident and CEO M a l c o l m
Wi l l i a m s o n announced he will not seek another term
when his current five-year term ends in March 2004. 

"While I have found the opportunities as well as the
challenges of this role immensely stimulating, I am at a
point in my professional career where I am looking for-
w a rd to pursuing both a diff e rent career course and my
other interests in the United Kingdom," Williamson said
in a statement. "I also relish the chance to spend more
time with my wife, Hang, and to be more deeply
involved in the lives of our two teen-age childre n . "

As a member of the Executive Committee of the Vi s a
International Board, Williamson will be involved in the
s e a rch for and appointment of his successor.

Study Predicts Prepaid Debit Cards to Soar  

Over the last 15 years the prepaid industry has focused
on telecommunication services, but now it is on the
v e rge of expanding into every sector of the economy,
a c c o rding to a new report from The PELORUS Group
titled "Stored Value: 21st Century Curre n c y. "

➤ Bed Bath & Beyond, Inc. purchased Christmas Tree Shops (all 23 stores) 
for approximately $200 million in cash.

➤ The Kroger Co. bought 13 Food Town stores in the Toledo, Ohio, area and 
231 stores in Ohio, Michigan and West Virginia.

➤ The National Association of Convenience Stores released its 2003 State of the Industry,
a report on the convenience store and petroleum-marketing industry's 2002 performance. 
To order the report, phone 800-966-6227.

➤ Stores, the National Retail Federation's magazine, published its ranking of the largest U.S. retailers. 
The top five: 
1. Wal-Mart Stores
2. The Home Depot, Inc.
3. The Kroger Co.
4. Target Corp.
5. Sears, Roebuck & Co.
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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



S t o red value cards, aka prepaid debit cards, affect how
consumers use cash, checks and traditional credit card s .
The PELORUS Group projects that the number of pre-
paid debit cards will surge from 6.2 million in 2002 to 40
million by 2007. The report lists several factors that will
contribute to the dramatic growth of prepaid debit
c a rds, such as the millions of U.S. adults without cre d i t
c a rds or bank accounts who want access to e-commerc e ;
people who do have credit cards but whose cards are
maxed out; and the recent settlement by Visa and
M a s t e r C a rd with retailers over debit card transactions.

"[It] could encourage retailers to promote debit cards at
the expense of credit cards, thereby eroding the number
of credit cards issued annually," said Tom Miezejeski,
Vice President of Research for The PELORUS Gro u p .

For more information, visit the Reports section of The
PELORUS Group's Web site at www. p e l o ru s -
g ro u p . c o m / p e l re p r t . h t m .

First Data's Western Union in Iraq?

First Data Corp. is in talks over regulatory issues with
the U.S. Treasury Department about the possibility of
opening locations of its Western Union subsidiary in
Iraq. First Data believes there are individuals and org a n-

izations in Iraq that would benefit from the ability to
send and receive funds, Reuters reported. We s t e r n
Union has 159,000 locations in 195 countries.

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

Amex Named in Top 3 for Women of Color

Working Mother Magazine named American Express
C o . one of the top three companies in its survey of "To p
Companies for Women of Color," which tracks corpo-
rate pro g ress on advancement and workplace culture
for women of color, including work/family practices.

Robins Resigns from Catuity Board

Rob Robins, a member of C a t u i t y, Inc.'s Board of
D i rectors, resigned from his position on the Board eff e c-
tive June 10, 2003. Robins recently was named Executive
Vice President of Business Development at National
P rocessing Corp. (NPC) and attributes incre a s e d
responsibilities at NPC to his resignation. Catuity said
t h e re are no plans at this time to replace him, and the
B o a rd now will number four members: one executive
d i rector and three non-executive dire c t o r s .

ECHO Relocates

Electronic Clearing House, Inc. (ECHO) is re l o c a t i n g
its Los A n g e l e s - a rea headquarters. ECHO signed a five-
year lease on 20,030 square feet of a 40,000-square - f o o t
o ffice building in the Camarillo Business Center in
Camarillo, Calif. Nearly 65% of ECHO's employees will
be relocated from the company's current headquarters
in Agoura Hills, a distance of 20 miles. The move is
scheduled for August 2003.

Paymentech Recognized for Low Rates

Visa USA a w a rded payment processor P a y m e n t e c h ,
L . P. the 2003 Service Quality Performance award for its
"lowest duplicate transaction rate." Paymentech also
announced it will offer the National Independent
Automobile Dealers Association's (NIADA) 1 7 , 0 0 0
members payment-processing services for re c u r r i n g
payments and fleet and prepaid card acceptance.

NAB Offers MLS a Mirror Image

North American Bancard announced a new addition to
its offerings specifically for Merchant Level Salespeople
called the "Mirror Image Website," a free hosted site
intended to help sales reps support their merchants. A n
MLS can customize the site to fit the specific needs of his
or her merchants with such features as hard w a re, soft-
w a re, choice of leasing, pricing and discount rates.

Patent Issued for Multi-Account Smart Card

Quest Products Corp. was awarded U.S. Patent No. RE
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38,137 for its multiple-account smart card system, which
allows a credit, debit, frequent flyer or hotel, telephone
calling card and other types of consumer accounts as
well as personal information of the account holder to be
maintained on a single card .

The card stores a re c o rd of every transaction for which
the card was used. It also can take the form of a plastic
c a rd or as an embedded chip installed in a cell phone,
P D A or other wireless or wired device. The entire con-
tents of the card can be accessed with a single "PIN"
number or biometric access code such as a fingerprint.

SLIM CD Checks Security

SLIM CD, Inc. announced it has successfully passed an
audit by S e c u r i t y M e t r i c s, a vendor recommended by
American Express for security monitoring services.
SecurityMetrics also will provide weekly monitoring of
SLIM CD's processing systems.

Wildcard No Longer a Wildcard

Wildcard Wireless Solutions, Inc. has changed its name
to TransAKT Corp. Wi l d c a rd said it wanted to align the
company's corporate identity with its product line of
w i reless point-of-sale terminals, called Tr a n s A K T.

PA RT N E R S H I P S

CrossCheck Fights Loss from Stop Payments

United Bank Card, Inc. will use CrossCheck, Inc.' s
check authorization systems for its private-label check
guarantee program. UBC's merchant customers will use
check authorization services to help prevent against loss
caused by stop payments. CrossCheck also announced
that Global Electronic Te c h n o l o g y, Inc. is marketing
C rossCheck's check guarantee services.

First Data Extends Contract with GE

First Data Corp. signed a five-year extension of its
a g reement to provide payment-processing services for
GE Consumer Finance-Americas, a division of General
Electric Company. First Data is converting GE
Consumer Finance-Americas portfolios to the First Data
system, which processes bankcard and private-label
c redit card transactions. FDC expects the conversions to
be complete by the end of 2004. 

Moneris Has Two New Partners

Moneris Solutions will offer I n g e n i c o's latest point-of-
sale products to its customers throughout North
America. Moneris also will be included on Ingenico's
p roduct advisory board, providing input from its cus-
tomers on product development and pricing.  T h e
Association Forum of Chicagoland selected Moneris to
be its exclusive provider of credit card pro c e s s i n g .

Association Forum's membership base consists of more
than 1,600 nonprofit organizations in the U.S. As a
member of the Association Forum's Member A d v a n t a g e
P rogram, Moneris will provide payment pro c e s s i n g
t h rough point-of-sale hard w a re, software, e-commerc e
solutions and Web-based financial reporting, and gift
and loyalty card pro g r a m s .

Four Casinos Pick Global Payments 

Four more casinos will use Global Payments Inc.'s VIP
P re f e r red suite of products for check-cashing and cash-
o ffering: Riviera Hotel and Casino, Imperial Palace
Hotel and Casino, Cannery Hotel and Casino and the
Tuscany Casino.

Heartland Offers Ingenico Product

Heartland Payment Systems, Inc. (HPS), is offering its
customers I n g e n i c o's Elite 510 point-of-sale terminal.
Heartland plans to develop applications to be used on
the terminal for targeted industries such as re s t a u r a n t ,
hospitality and financial services. Heartland will equip
the Elite 510 with up to five applications, including
c redit card processing and gift/loyalty card pro g r a m s ,
and will offer a five-year warranty with the terminal.

Hypercom Wins Big Contracts

Hypercom Corp. will provide ISO POS Payment
S y s t e m s with up to 5,000 of its T7Plus point-of-sale ter-
minals. In addition, Staples, Inc. will purchase and
install 6,500 Hypercom EMV- a p p roved ICE 6000Plus
terminals with HyperSafe operating system security.
The terminals will be installed at Staples' checkout
counters throughout the U.S.

MD On-Line Picks NPC 

MD On-Line, Inc. signed a multiyear agreement with
National Processing Co., LLC. NPC will provide MD
On-Line with payment-processing services such as
ACH payment capabilities, payment consolidation and
e l e c t ronic remittance advice reporting to their payers
and providers through NPC's payment platform,
HealthePay for their LINK and WEBLINK solutions.

Verus Chooses Merlin for Chargebacks

Verus Financial Management picked Frederick, Md.-
based Merlin Solutions to process chargeback disputes
for its customers, including its subsidiaries and ISOs
and their merc h a n t s .

Metavante Signs Key Customers

Marshall & Ilsley Corp. subsidiary Metavante Corp. i s
extending its agreement with Global Payments Inc.
w h e reby Global Payments will continue to pro v i d e
Metavante's merchant portfolio with point-of-sale card
p rocessing services. Metavante also will pro v i d e
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Whitaker Bank Corp. of Kentucky with electro n i c
funds transfer (EFT) and card - p rocessing solutions,
such as ATM driving and monitoring, gateway transac-
tion processing and PIN-based card transaction pro c e s s-
ing, beginning in August 2003.

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

NPC Sells Sales Offices to 3 ISOs

Looking to expand its partnerships with ISOs and gro w
its U.S. regional merchant business, N a t i o n a l
Processing Co. sold 14 non-bank aligned regional sales
o ffices to three ISO partners – DiamondCard
International of Rancho Cucamonga, Calif.; Security
Check, LLC of Oxford, Miss.; and Universal Debit &
C redit Corp. of Annandale, Va. – in June 2003. NPC's
g rowth strategy is to manage multiple-distribution
channels while strengthening relationships with ISOs.

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

VeriFone's Fitzpatrick Joins Tellermate

Tellermate, Inc. h i red Linda Fitzpatrick to serve as Vi c e

P resident of Sales for Eastern North America. Before
joining Tellermate, Fitzpatrick worked at VeriFone, Inc.
w h e re she held various sales-management and busi-
ness-development positions. Fitzpatrick has more than
20 years of sales, management and business-develop-
ment experience. She previously served as Director of
Sales at POS Systems Inc.

Advanced Payment Services Hires Two

Advanced Payment Services appointed Karen A.
J o h n s o n Vice President of Risk Management. Johnson is
the former Senior Vice President of Risk Management
for Concord Payment Systems. Johnson has 24 years of
industry experience on both the issuing and acquiring
sides of the business – from account acquisition and
implementation to risk management, loss pre v e n t i o n
and customer service. She will work at the company's
new corporate headquarters in Plainview, N.Y.

Myrvin Garnett was appointed Vice President of
Business Development for Advanced Payment Services.
Garnett is the former Relationship Manager for Concord
Payment Systems. He has 15 years of experience in
c h a rgebacks/compliance, customer service and techni-
cal support.  

Cardtronics Appoints VP of Marketing

Lloyd Nobles will serve as C a r d t r o n i c s' new Vi c e
P resident of Marketing. Nobles has more than 20 years
of experience in field operations and marketing in the
convenience store industry, ranging from supply chain
management, category management, customer service
training, RFP development/analysis and sales. He
joined Card t ronics in 2003 after previously serving as
Category Manager for SSP Partners, a convenience store
and petroleum chain.

TenderCard Hires Industry Veteran

Bob Robinson has been appointed Executive Vi c e
P resident at Te n d e r C a r d. Robinson has nearly 30 years
of experience in the merchant acquiring business,
including management positions with PNC Bank,
M a s t e r C a rd's Automated Point-of-Sale Pro g r a m
(MAPP), ENVOY Corp. and Lynk Systems, Inc.

ECHO Hires TeleCheck Exec

Electronic Clearing House, Inc. (ECHO) a p p o i n t e d
Sharat Shankar Vice President of Risk Management and
Business Intelligence, a new executive committee posi-
tion. Shankar has nearly 10 years' experience and pre v i-
ously served as Vice President at First Data Corp.'s
TeleCheck International Inc. At TeleCheck, he oversaw
business analytics, operations support and risk manage-
ment on a multibillion-dollar transaction portfolio.  
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NEAA Meeting Report

The 2003 summer meeting of the Northeast A c q u i re r s
Association took place June 11-12 in Atlantic City, N.J.
This was a very successful meeting, with more than 325
attendees. The vendor comments were unanimously
positive, and the consensus was that this show was
highly focused on the Merchant Level Salesperson
( M L S ) .

As I met with each of the vendors in the expo area, sev-
eral factors for this meeting's success became appare n t :

• The expo organization created a level playing field for all
of the vendors represented. Each vendor was allocated
an identical skirted table and the same amount of floor
space, and signage was limited.

• The "low-hype" expo atmosphere was very conducive to
conversation and networking. All of the vendors report-
ed "closing more deals" than at other industry events. 

• Organizers purposely limited the number of vendors,
enabling attendees to focus on each of the business
offerings instead of becoming overwhelmed by the expo
floor.

• Networking opportunities included substantial vendor-to-
vendor partnership building.

The NEAAseminar presentations were focused on busi-
ness opportunities for the MLS. Each presentation was a
concise 45-minute discussion. Presenters included
American Express, STAR Network, MasterCard and
Visa International. We will have detailed articles on

each of the presentations in future issues of The Gre e n
S h e e t .

Alan Forgione, Nancy Austin, Jacques Breton and the
rest of the NEAA b o a rd deserve a substantial round of
applause for their successful efforts in organizing this
meeting. I had the opportunity to speak with many
attendees who shared their enthusiasm for the event
with me. Universally, the sales professionals I spoke
with said:

• The meeting was affordable and easy to attend.

• It presented a high level of business opportunity.

• They would recommend the meeting for peers in the
Northeast.

The GS staff will attend each of the regional acquire r s
association meetings in the coming months. We look
f o r w a rd to the opportunity to support these events and
would encourage our readers to attend the event in
your area. The future meetings will be highlighted in
this column and are listed online in the Tr a d e s h o w
D i re c t o r y. 

NATIONAL AND
MULTINATIONAL ASSOCIATIONS

Electronic Transactions Association
1101 16th Street NW, 4th floor
Washington, DC 20005

By Julie O'Ryan-Dempsey
General Manager

The associations' events are listed in the Trade Show directory available on
the Green Sheet Online. Additional information on the meetings, such as
agendas and direct links for registration and hotels, are on our Web site
when available. If you know of an association that is not listed or if you

have a question you would like posted to the associations, please write to me at
j u l i e @ g re e n s h e e t . c o m .





Phone: 800-695-5509
Fax: 202-828-2639 
www.electran.org

The ETA committees for the 2003-04 year are being
formed and will be announced following the July 18
b o a rd meeting. The new office in Washington, D.C.,
opened July 1, 2003.

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 Conference
September 6-9, 2003
Honolulu
Brochure and registration available online:
www.fwifoundation.org/81stconference.htm

Regional Meetings and Chapter Organizations

www.fwi.org/newevents/calendar.htm

National Association
of Payment Professionals

Web site: www.naopp.net

The temporary Board of Directors for the National
Association of Payment Professionals (NAOPP) met for
the second time to ratify the by-laws and map out the
short-term assignments for the board members and
committees. Following the meeting in Atlanta, the inter-
im board announced the re o rganization of the associa-
t i o n .

This organization is being designed to assist the
M e rchant Level Salesperson (MLS). NAOPP's Mission
Statement states: "This organization shall exist for all
those selling in the Payment Processing industry, by
p roviding Education, Benefits, Liaison/Repre s e n t a t i o n
and Certification."

A g reat number of positive events occurred at the meet-
ing. The overall feeling was that this organization has a
fighting chance to succeed.

Interim Officers:

• Executive Director, President, Steve Norell, 
steven@us-merchantservices.com
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• Vice President, Bill Paul, MerchTPS@bellsouth.net

• Secretary, Carmen Carrero, cufsmgmtgroup@bellsouth.net

• Treasurer, Keri Golden, cout@austintexas.net

• Director, Andy Pitts, Alphaprocessing@aol.com

• Director, Neil Mink, damnam52@hotmail.com

• Director, Chuck Saden, csaden@poscardprocessing.com

Interim Non-MLS Directors:

• Director, Henry Helgeson,
henry@merchantwarehouse.com

• Director, David Daily, david.daily@ipaymentinc.com

• Director, Raymond Leonardi, 
raymondl@bridgeviewbank.com

• Director, Jared Isaacman, Jared@unitedbankcard.com

Next Event

The first open meeting for all members and potential
members is tentatively scheduled to take place in
Orlando in conjunction with the SEAA meeting in
O c t o b e r. For more info on this organization and how to
join, please refer to the Web site at www. n a o p p . n e t .

The National Clearing House
1999 Bryan Street, Suite 1500
Dallas, TX 75201
Phone: 214-953-4708
Contact: Barbara Lozzi, Director of Sales and Marketing
E-mail: Barbara.lozzi@thencha.com
Web site: www.thencha.com

The National Clearing House is a not-for- p rofit, nation-
wide payment transactions clearing house whose mis-
sion is to continually enhance the efficiency of the pay-
ment system of the United States for all financial insti-
tutions.   

Member services presently include local, regional and
national check clearing and settlement (for checks and
check images), joint transportation programs and risk-
management initiatives. Settlement services are also
extended to other clearing houses across the country.

Members are divided into two classes: Regional
Members and National Members.

Regional Membership is comprised of depository insti-
tutions that exchange and settle checks drawn on other
Regional Members within a local or regional geograph-
ical are a .
National Membership is comprised of depository insti-
tutions located throughout the United States that
exchange and settle checks and check images drawn on
one another and one another's local check clearing
house members under an operational and cost stru c t u re
that ensures a common benefit to all participants.

The NCHA's goals and objectives are in step with the
industry's goals of national standardized rules and a
national settlement platform. 

Recent accomplishments related to these goals
and objectives include:

• Developed and implemented the first Web-based,
Internet-accessed, real-time National Settlement Platform
(implementation date: February 28, 2003).

• Added five new clearing house associations to the settle-
ment platform. This added 45 financial institution pro-
cessing sites to the existing group of NCHA members
and settlement customers, bringing the total number to
338 processing sites of 213 National and Regional
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Members of NCHA and members of customer clearing
houses.

• Entered into an agreement with Endpoint Exchange to
provide settlement services for its national check image
exchange service.

• Supported national efforts of drafting Uniform Rules for
Paper Check Exchange.

Current initiatives include:

• Continue expanding the use of the National Settlement
Platform through services or alliances with other clear-
ing houses across the country and with financial servic-
es companies.

• National Transportation initiatives to improve the efficien-
cy of the payment system.

• Supporting the industry's transition from paper check
exchange to image exchange.

Next Event

Annual membership meeting
September 18-19, 2003
Philadelphia

The purpose of the membership meeting is to commu-
nicate association goals and accomplishments, solicit
members' thoughts and ideas and provide information
on the latest industry issues.

Obtain the hotel event rate by registering before A u g u s t
15, 2003. Contact Karroll Searc y, 214-953-4723, for re g i s-
tration information. 

Officers:

• Chairman of Board: Bob Bean, Bank of America

• Senior Vice Chairman of the Board: James Lansing, Wells
Fargo Bank

• Vice Chairman of the Board: Walt Boyer, Southwest Bank
of Texas

• Secretary and Treasurer: Ron Ciechanowski, JP Morgan
Chase

• President: Fred Redeker, NCHA

For additional information, contact Barbara Lozzi,
D i rector of Sales and Marketing, at the address listed
a b o v e .

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
Please see GS issue 03:05:01 for complete details
Registration available online at Web site listed above

REGIONAL ASSOCIATIONS

Bankcard Association of Southern
California (BASC)

P.O. Box 301772
Escondido, CA 92030-1772

What is the BASC? It was founded in 1977 by a group of
c redit card and ATM managers, ISOs and service
firms/vendors. The purpose of the BASC is to further
the interests and use of electro n i c - c o m m e rce including
c redit cards, debit cards, e-commerce, ATM cards and
all other products off e red by the card industry.

BASC's goal is "to help educate our attendees on indus-
try trends, including regulation updates, hard w a re ,
s o f t w a re applications, online banking services and
overall the 'hot' topics related to the [payment pro c e s s-
ing] industry." Like the other regional associations,
BASC is a non-profit group. However, it differs in that it
is a membership-based organization. Members and
non-members may attend the quarterly meetings. 

Unlike the NEAA, SEAA and MWAA, this org a n i z a t i o n
is not focused on the MLS/ISO but rather on pro v i d i n g
banks and credit unions with information and access to
the card associations. Nevertheless, the one-day quar-
terly meetings will be of interest to MLS/ISOs in the
Southern California are a .

Annual Membership Fees:

• Financial institutions:
New Membership = $100
Renewal = $75

• Service providers (vendors, ISOs, processors, etc.): 
New Membership = $250
Renewal = $200
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Next Events

August 28, 2003: Gift and Loyalty Card Programs

November 6, 2003: BASC Annual Vendor Expo

Location for All Meetings

The Holiday Inn Monrovia
924 W. Huntington Drive
Monrovia, CA
Phone: 626-357-1900

BASC Officers and Board Members

• President: Susie Ryan, Prism Processing Services
Susie.Ryan@Paymentech.com

• Vice President: Jeanne Edwards, City National Bank
jeanne.edwards@cnb.com

• Secretary: Bruce Ferguson, United Merchant Services
BFerguson@umsbanking.com

• Treasurer: Barbara Petras, U.S. Bank
BarbaraPetras@msn.com

• Past President and Board Member: Sherry Friedrichsen,
General Credit Forms, Inc., sfriedrichsen@gcfinc.com

• Board Member: Betty Dick, Western States Bankcard
Association, betty.dick@westernstatesbankcard.com

• Board Member: Bryan Lane, Merchant e-Solutions
blane@merchante-solutions.com

• Board Member: Deana Rich, Jettis.Com
drich@jettis.com

Anyone interested in finding out more about BASC may
contact Sherry Friedrichsen at 760-243-7990 or
s f r i e d r i c h s e n @ g c f i n c . c o m

Midwest Acquirers Association
c/o Jim McCormick
General Credit Forms, Inc.
3595 Rider Trail South
Earth City, MO, 63045
Web site: www.midwestacquirers.com

The MWA A Web site is now live and is a terrific gate-
way to this newly formed regional association. The
recently completed site includes:



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

s e rvices, 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 VALUEPAK today! 

CONVERTING
OPPORTUNITY
INTO REVENUE™

w w w. n a t i o n w i d e c h e c k s e rv i c e s . c o m • 1.800.910.2265 x413 6 • Fax 410 .701.2001

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

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

You can’t afford to turn business away 
any more than your merchants can.
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M o b i l i t y
The PP-50MS Portable Thermal Printer
Use the PP-50MS to turn your PDA into a complete
portable POS terminal solution offering the 
following features:

• Magnetic Card Reader (MCR)

• Internal rechargeable battery

• Compatible with popular PDA’s

• Easy paper loading 

• Uses standard width paper (58mm)

• Intergration software support available

The PP-50MS is an economical & flexible 
alternative to traditional POS terminals.

*  PDAnot included

888.624.9574     www.ipcprint.com     sales@ipcprint.com

• Registration information for vendors and attendees

• Meeting agenda

• The association's mission statement and contact link

Please visit the Web site for complete meeting details:
w w w. m i d w e s t a c q u i rers.com/index.html 

First Meeting

July 30-August 1, 2003
Hotel Allegro
171 West Randolph St.
Chicago, IL 

Registration information: Jim McCormick 
E-mail: info@midwestacquirers.com 
Fax: 815-577-1402

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

Next Event

Winter 2004 Gathering
February 4-5, 2004
Grand Summit, Mt. Snow, Vermont

Southeast Acquirers Association
c/o John McCormick
General Credit Forms, Inc.
3595 Rider Trail South
Earth City, MO, 63045

Next Event

3rd Annual Meeting
October 8-9, 2003
The Rosen Centre Hotel
9840 International Drive
Orlando, FL 32819
Phone: 407-996-9840
Fax: 407-996-2659

Please see GS issue 03:05:01 for complete details. For
registration information, please e-mail John McCormick
at jmccormick@gcfinc.com of phone him at 800-325-
1158.   





Wow! That is my reaction to the
two rounds of incre d i b l e
changes announced by Vi s a
on June 19 and on June 25,

2003. There is a lot of "rearranging" going
on as we speak, and I will cover as much
of it as possible in the second part of this
article. But first, let's examine (as pro m i s e d
in Parts I and II) the shrinking market share
of our industry's number one company (in
terms of size), First Data, as well as a couple of the
other very large players in the acquiring industry plus the
m a r k e t - s h a re gains in recent years of some smaller play-
e r s .

The Shrinking Market Share
of the Industry Leader

All of the data I am using in this review is from the Nilson
Report, Issue 639 of March 1997 and Issue 783 of Marc h
2003 (along with facts about portfolio ownership changes

during the past five years). These two Nilson
issues rank the reporting merchant acquire r s
by "owned volume" for 12/31/97 and
12/31/02, re s p e c t i v e l y. So what has hap-
pened in the last five years?

A c t u a l l y, quite a bit has happened. The
acquiring business was owned 100% by

member banks from its formation in the 1960s
until Nabanco was formed in the mid-'70s and

began gaining traction (revenues growing beyond
eight figures) in the very early '80s. From the early '80s
t h rough the early '90s, the industry consolidated rapidly,
and this consolidation continued until it abruptly slowed
when NOVA a c q u i red PMT in 1998. Let's see what has
happened since then.

On 12/31/97, First Data was still singing its "bank-cen-
tric" song in a big way, having purchased both CES (the
spinout of Citibank's portfolio combined with the busi-
ness of the infamous Peachtree, aka Harbridge) and
Nabanco in 1995. 

First Data's story back then was that it did not intend to
compete with its hundreds of bank clients in the acquir-
ing business and there f o re would "distribute" the CES
and Nabanco contracts to its newly formed "alliance part-
n e r s h i p s . "

The "alliances" at the end of '97 were (in order of size)
Chase, Bank One, Wells Fargo, Unified Merchant Services
(NationsBank plus others), PNC Bank, Card s e r v i c e
International, Wachovia, Norwest, Barnett, Boatman's,
Bank of Hawaii, Huntington, BankBoston and Old Kent
Bank. These "alliances" plus the FDC portfolio itself
p rocessed $232 billion of the nation's $602 billion transac-
tions, re p resenting 38.5% of the market. (Nilson's total of
$580.89 billion does not "foot" to the detail.)

By the end of 2002, many of the "alliance" banks had been
m e rged with other banks, some of which also were
"alliance" banks. When the surviving bank was not an
"alliance" bank, such as Fleet's acquisition of BankBoston
and Bank of America's merger into NationsBank, the
"alliance portfolio" remained with First Data. Also during
this five-year period, FDC continued its acquisition pro-
gram by increasing its ownership and control of the few
remaining "alliances" and making outright acquisitions
such as BP P e t roleum's (formerly ARCO's) payment plat-
f o r m .
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Do Six of 1,400 Client Banks
Really Constitute a "Bank-
centric" Model?

By 12/31/02, only four of the origi-
nal "alliance" banks remained and

two new banks, SunTrust and
S o v e reign, were added. Also, First

Chicago NBD had been taken over by Bank
One. The market share in 1997 of all of these entities com-
bined was $238 billion, re p resenting a market share of
39.5%. Five years later, the First Data-controlled business
claimed ownership of $381 billion of the nation's re p o r t e d
$1.2 trillion of volume, or just 31.4%. This is a drop in
market share of 20.5% (39.5% to 31.4%) in just five years.

F u r t h e r m o re, four of the six "alliance banks" (SunTru s t ,
PNC, Bank of Hawaii and Sovereign) are partnered with
FDC on less than 10% of this $381 billion. All of the rest is
owned directly by First Data or in "alliance" with either
Chase and Wells, both huge non-acquiring clients of First
Data who have larger fish to fry with their outsourc e d
partner than the relatively small marketplace of merc h a n t
acquiring (compared to card issuing, etc).

If First Data and two of its largest non-acquiring clients

c o n t rol more than 90% of the First Data business, I won-
der how First Data's other 1,394 bank clients (see
w w w.firstdata.com/news_factsheet.jsp for FDC's claim
to have 1,400 bank clients in total) feel about First Data's
so-called "bank-centric" acquiring model?

Is First Data hiding behind the skirts of Chase and We l l s
so it can still claim that is has a "bank-centric" model that
spurs competition across the land?  The numbers speak
for themselves. The new business coming directly fro m
the bank channel is hardly a growth engine for First Data.
Eight years of results have proved that First Data's
a p p roach to an  "alliance" strategy is simply not viable as
a growth engine.

So How Can First Data Meet
Its Strategic Objective?

So how is First Data going to accomplish its much pro-
moted Strategic Objective: "To process every electro n i c
payment transaction worldwide from the point of occur -
rence to the point of settlement."? It may appear to some
that FDC has embarked on a new strategy to replace the
"alliance" model. One approach may be to work to gain a
monopolistic advantage over the competition, which on
12/31/02 controlled the remaining 68.6% of the U.S. mar-
k e t .

With the effort to establish the monopoly called FDCNet,
First Data would be able to increase its acquiring market
s h a re by eliminating dues and assessments and other fees
(for itself only?), thereby gaining a monopolistic advan-
tage over the rest of the industry in raw pricing power.
Remember John D. Rockefeller controlling the railro a d s
and there f o re being able to establish the Standard Oil
Trust? FDCNet could provide the railroad tracks FDC
needs to control the U.S. acquiring market.

A l t e r n a t i v e l y, FDC's approach might be to purc h a s e
C o n c o rd and thereby gain a 70% market share of the PIN-
debit networks. This would permit FDC to lay down a
d i ff e rent set of railroad tracks and use them to gain
acquiring volume by cutting debit interchange or net-
work fees (for itself only?), as Concord has already done
in the marketplace to win McDonald's business as well as
the business of many other large merc h a n t s .

Yet a diff e rent route to hegemony for FDC-Concord is to
deny access to their newly combined networks (aka rail-
road tracks) to eliminate their competitors' ability to off e r
a full-service payment service altogether. Anyone who
understands merchant re q u i rements realizes this is fatal
medicine to the monopoly's competitors.

Let's hope the recently announced delay of the FDC-
C o n c o rd merger approval will give the A n t i t rust Division
of the Department of Justice enough time to examine
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From POS equipment supplies and deployment to on-line order management, Vital 

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

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



these issues more closely. First Data's
a rgument that it is competing
against cash and checks and not
the rest of those with a 68.6% mar-
ket share is hard to take seriously.

Its other argument – that there is
m o re competition because of its

"bank-centric model" – does not hold
w a t e r.

In summary, some believe that First Data has lost confi-
dence that it can compete effectively in an openly com-
petitive marketplace for the merchant acquiring business.
Is FDC working to create an advantage for itself that the
rest of the competition cannot have? Is FDC attempting to
use its power to lay any one of three sets of railro a d
tracks? Namely: (1) a monopoly to gain a price advantage
with FDCNet; (2) a monopoly to gain a price advantage
with debit interchange or network fees; or (3) a monopoly
on access to the so-called "regional networks," which it
will control if the Concord merger is appro v e d .

Top Five Acquirers Losing
Aggregate Market Share

But First Data isn't the only extremely large player with

m a r k e t - s h a re problems. NOVA was a Top Five player in
both rankings. During the last five years, NOVA p u r-
chased PMT and the portfolios of CoreStates and
StarBank and then merged with USBank after its market
cap plunged from its $2.4+ billion high to $1.5 billion. The
a g g regate market share of these consolidated entities has
d ropped from 11.7% in 1997 to 8.4% in 2002. So much for
that roll-up strategy!

During this same period, NPC, also a Top Five player
t h roughout this period, acquired the portfolios of
Michigan National Bank as well as First of America but
lost market share, dropping from 13.7% to 12.7% over the
last five years. 

The other top players in 1997, Paymentech and Bank of
America, both have increased market share, but overall
the Top Five players have dropped from 78.7% of the
market in 1997 to only 68.7% of the market in 2002, a huge
d rop of 10%.

New and Growing Competitors
So is this primarily a consolidating industry, or is it pri-
marily an industry with new players doing dramatic new
things? There are three technology-leading players on the
2002 charts that were not ranked or even in existence in
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Where Old-Fashioned Customer Service Meets Leading-Edge Payment Te c h n o l o gy

Please call today to learn more, toll free 877-887-7784
Joyce Leiser Ext. 132
Rusty Martz Ext. 131
Ellen Hudec Ext. 103

I t ’s Ti m e . . .
Our Competitors Are Nervous – 
And It’s Making You Money!

You Have Something To Offer Merchants That The
Competition Is Only Dreaming About!

Health Insurance For You and Your Merchants!

For Health Insurance

IT’S TIME for Sterling Advantage, a program that offers group insurance rates for your family,
employees – and now your Merc h a n t s ! T h rough Sterling Advantage, coverage can be obtained for:

■ Health Insurance ■ Disability Insurance
■ Life Insurance ■ Discount Pharmacy Plan
■ Fixed Rate Vision Plan ■ Fixed Rate Dental Plan

Sterling Advantage is a powerful sales tool that will open doors and land accounts.  Sales part n e r s
a l ready with Sterling are raving about the re s u l t s .

We want to be your payment processing partner and offer many benefits in addition to 
Sterling Advantage. 

Call Today To Learn More :
OUR PEOPLE make the diff e rence!  Every employee of Sterling is hired for their leadership
skills and serv a n t ’s heart.  We have one of the most experienced teams in payment technology.  
We truly care and want to earn your re s p e c t .

OUR TECHNOLOGY makes selling a snap!  And makes merchant retention a bre e z e !

OUR PHILOSOPHY that YOU are the customer.  After all, you dictate where a merc h a n t
account is placed.  And part of taking care of you means we must take excellent care of your merc h a n t s .

Act Now!

VA L U E  t e c h n o l o g y  S E R V I C E
w w w . S t e r l i n g P a y m e n t . c o m



1997 – Heartland Payment Systems,
Lynk and Merchant E-solutions
together owned almost $30 billion
of volume by the end of 2002 and
continue to outpace the growth of

the industry by wide marg i n s .

Additional new sales organizations and
roll-up companies also have risen fro m

n o w h e re – Merchant Services, Inc, iPayments and Ve ru s
combine to have almost $15 billion of volume. In addi-
tion, a large number of new, small organizations are
showing up in the rankings. A study of all of the compa-
nies reporting to Nilson will show a plethora of stagnant
payment providers along with a couple of big, gro w i n g
companies such as Paymentech and FifthThird Bank. 

But most interesting is the number of companies in the
half-billion to several-billion-dollar volume category. The
10% market share that has been lost by the Top Five has
been picked up mostly by a collection of these new
e n t r a n t s .

Visa Announcements
On June 19, Visa released its "August 2003 Vi s a N e t
Business Enhancements Technical Letter" to all certified

transaction processors. This letter is confidential and can-
not be released. Six days later, Visa released its new rates,
e ffective August 1, 2003. On June 4, 2003, MasterCard
released its new rate stru c t u res. 

Without getting into a lot of the specifics, a number of
new constructs were introduced to the industry. Here are
some of the high points of the announcements. You might
want to sit down before you read this!

1. Visa Check rates will be 1.23% plus 0 cents. That's right.
Visa implemented the required 48-basis-point decrease
by eliminating the 10-cent discount per transaction fee
and lowering the interchange rate from 1.25% to 1.23%
for all but the supermarket category (which was low-
ered, as discussed previously). Just imagine what this is
going to do for PIN-debit and small-ticket merchants!

2. MasterCard lowered its MasterMoney card rate to 0.97%
plus 10 cents per transaction, from 1.40% plus 10
cents.

3. The new Visa Check card rates and the new
MasterMoney card rates all apply to all categories of
qualification. This means that beginning August 1, there
will be no downgrade or unqualified transactions for
card-not-present or tip-adjusted Visa Check or
MasterMoney transactions. Many small merchants will
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be celebrating when they see huge
"non-qual" surcharge fees drop of f
their statements. Many ISOs will won-
der what has happened to their
residual income.

4. Visa announced that it will increase
assessments from 8.4 basis points to

9.25 basis points for all transactions effec-
tive October 1, 2003.

5. Visa announced increases to credit card rates of 4 basis
points for card-present consumer cards and 5 basis
points for card-not-present.

6. Acquirers for the merchants who dropped out of the
class-action litigation ("opt-out merchants") will not
receive the new rates for offline debit interchange. In
fact, each such merchant must be identified with a new
code – MVV (Merchant Verification Value) by the
processor submitting the transaction to interchange
beginning August 1.

7. Visa has introduced a New Visa Partner Program in
which Visa will make special debit-pricing arrange-
ments with individual merchants and pass the negotiat-
ed interchange fees to the acquirer for these merchants.
Processors will be required to submit another new code
for these transactions called a VPP (Visa Partner

Program). This program is for PIN-based Interlink trans-
actions as well as offline Visa Check transactions.

8. New interchange rates have been established for credit
vouchers.

9. New fees will be assessed for chargebacks and draft
retrievals.

10. Visa Check Cards issued by non-U.S. banks will not
qualify for the new Visa Check rate but instead will be
assessed credit card interchange rates.

11. Visa has created an entirely new set of rates for very
large merchants and supermarkets. This new tier (Tier I)
applies only to merchants processing more than 45 mil-
lion CPS/Retail Credit tickets and $1.5 billion of volume
or supermarkets who process more than 24 million tick-
ets and $1 billion of volume. These rates are 4 basis
points lower than CPS/Retail Credit (Tier II) of 1.43 plus
10 cents, the new base rate and 1.2% plus 0 cents for
Tier 1 supermarkets vs. 1.2% plus 5 cents for the smaller
(Tier II) supermarkets.

12. For credit transactions, new Verified by Visa rates
(CPS/e-Commerce Preferred) will be 1.80% plus 10
cents vs. the CPS/e-Commerce Basic rate of 1.85% plus
10 cents when Verified by Visa is not available.

13. A new Visa "Variable Access Fee" of 0.5 cents will
replace the current variable rate fee for all processors
(this levels the playing field even more for the smaller
guys).

In addition to all of this, rumor has it that Bank One is
about to go to Interlink-bugged Visa Check cards only.
Without a MAC or STAR bug on the card, the new FDC-
C o n c o rd monopoly would not be able to participate in the
PIN-debit revenue from these cards. 

Wo rd is that this may be the big banks' way of re m o v i n g
themselves from the threats of FDC's monopolistic eff o r t s .
This ultimately could be the salvation of the little acquir-
e r s .

Alot is happening these days. It feels as if the last 90 days
have brought more turmoil to our industry than the last
10 years combined. More later.  

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. 

To learn more about Heartland, visit www.hpsteammates.com or
www.heartlandpaymentsystems.com, or e-mail Bob at Bob.Carr@e-
hps.com.
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The California State Legislature can't seem to
make up its mind when it comes to pro t e c t i n g
consumers' personal financial information. 

On one hand, new legislation was passed recently to help
stem the rapidly increasing incidences of computer net-
work hacks and identity thefts by holding businesses
responsible for maintaining security on their systems. 

On the other hand, legislation to control the sharing and
selling of consumers' financial information between com-
panies like banks, brokerages or insurance companies has
been defeated for the fourth time. The bill would have
re q u i red these companies to obtain their customers' per-
mission to share their information and given consumers
the right to opt out.

Anew state law went into effect July 1, 2003 requiring any
company that stores data electronically and does business
in California to notify customers if "unencrypted person-
al information was, or is reasonably believed to have
been, acquired by an unauthorized person." Companies
must warn any California residents in their databases of

security breaches to their corporate networks "in the most
expedient time possible," with an e-mail or letter. 

For example, according to an Associated Press story,
when a retailer discovers its credit card numbers have
been stolen, it must e-mail customers alerting them to the
b reak-in and the possibility that the hackers might have
their account information.

The new law is the first of its kind in the country and is
being looked at as a model for legislation in other states.
While the California law contrasts with current Bush
administration policies on e-commerce and technology
issues, federal legislators also are studying it. The law is
intended to increase consumers' awareness when their
financial information may have been accessed. It will
hold executives accountable for computer fraud and
make companies with less than adequate systems more
open to lawsuits.

The law goes into effect as identity thefts and network
b reak-ins are on the rise. A poll conducted by the FBI and
San Francisco-based Computer Security Institute showed
that in the past year, out of 530 companies and agencies
surveyed, almost half said their systems had been
accessed by an unauthorized, internal hacker and that
unauthorized outsiders had broken into more than one
t h i rd of the networks.

A c c o rding to the Associated Press story, The U.S. Postal
Service reports that 50,000 people are victims of fraud or
identity theft every year and that the number is incre a s-
ing. The U.S. Treasury Department says fraudsters gener-
ated between $2 billion and $3 billion in losses with stolen
c redit cards alone.

Not as successful was the fourth attempt in as many years
by state Senator Jackie Speier to get the California
Financial Privacy Information Act, or SB1, passed into
l a w. The defeated bill would have re q u i red financial com-
panies to obtain their customers' permission before they
sold or shared information about them to other compa-
nies and given consumers the right to opt out of having
their data swapped. 

P roponents of SB1 faced strong, well-funded opposition
f rom financial services organizations, including We l l s
F a rgo, Bank of America, Citigroup, JPMorgan Chase,
Capital One and the California State A s s e m b l y
Committee on Banking and Finance. Speier cited pre v i-
ous state Senate committee estimates that the trading and
sale of personal information is a $900 million-a-year
i n d u s t r y, generating profits of $500 million, in California
alone. 

California Legislature Fights Fraud But Pulls Punches 
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By Michelle Graff
VeriFone, Inc.

Chances are you can walk into
any retail shop or re s t a u r a n t
and within minutes hear the
familiar "rat-a-tat-tat" of a

VeriFone P250 printer. You can pre t t y
much bet that the merchant has an old
POS payment terminal that has been
designed to do nothing but perform cre d-
it card authorizations. 

While some merchant sales reps may
smell only the coffee, savvy salespeople
will smell an opportunity. An opportunity
for what, you ask? To make new commis-
sions and to generate ongoing re v e n u e
s t reams. Opportunities abound and
t h e re's plenty of money to be made.

Step 1: Upgrade, Upgrade,
Upgrade

Let's face it. Terminals built 10 years ago,
though often still very reliable, were not
designed for the new era in payment
acceptance. Security standards, new com-
munication alternatives and the advent of
value-added applications are driving an
opportunity to replace aging POS equip-
ment with powerful, fast, all-in-one solu-
tions that can create a value pro p o s i t i o n
for you and the merchants you serve.

So instead of simply re p rogramming the
old terminal, replace it with a new one
designed for today and the future .

Educate the merchant on how a new solu-
tion can improve pro d u c t i v i t y, lower
transaction costs, help implement loyalty-
building customer programs, and even
s h a re in some revenue-generating appli-
cations. It also can put hard commission
dollars in your pocket from the new ter-
minal sale.

Step 2: Peripherals Generate
Even More Commission

Now that you've upgraded a merchant to
the latest in technology, look no further
than applications such as debit or elec-
t ronic check acceptance to create an
opportunity to sell a PIN pad and/or a
check imaging device. 

Both solutions deliver a fast ROI by low-
ering a merchant's transaction fees and
operating costs. And that translates to
m o re revenue per merchant for you on the
initial sale or upgrade.

Step 3: The Dollar Value of
Value-add

A powerful terminal that has plenty of
memory and supports true application
separation becomes a re v e n u e - g e n e r a t i n g
i n s t rument for the point-of-sale. Solutions
such as gift cards and prepaid telco serv-
ices can become lucrative profit centers
for merchants and for merchant sales re p s .

Most value-added application delivery
companies are eager to share in the re v-

The New Opportunity Equation
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enue generated by these services.
And providers of age verification,
loyalty and time-and-attendance
solutions often will re w a rd mer-
chant sales reps with signing bonus-
es for each application deployed.
Not only do you improve the opera-
tions within a merchant's location,
you line your pockets with new
dough from the deal.

Value-added applications also can
be used to open new market oppor-
tunities beyond payment. Use age
verification services to get your foot
in the door at liquor stores, conven-
ience stores and age-restricted ven-
ues such as bars, nightclubs and
casinos. Use electronic check appli-
cations to sell to check-accepting
service providers, including doctors'
o ffices and hair salons. 

Once you have established a re l a-
tionship with the merchant, you
have an ongoing opportunity to
"upsell" more services in the future .
And the more services you off e r, the
better your retention rates and the
better your re s i d u a l s .

Step 4: New
Communications
Speed New Market Entry

Advanced Internet Protocol (IP) ter-
minals can become true moneymak-
ers for merchant sales reps who stay
ahead of the technology curve. The
ability to offer a solution that deliv-
ers a secure SSL transaction in 2-4
seconds creates an unbelievable
value proposition for you and your
m e rchant customers. Not only does
the merchant eliminate the cost of
the phone line by connecting all

Internet-enabled devices through a
single DSL or cable router – televi-
sions, computers, phone, payment
terminal – but transaction perform-
ance is optimized, increasing cus-
tomer satisfaction.

Use IP-enabled countertop termi-
nals to enter new markets where
speed rules, including quick service
restaurants, grocery and conven-
ience stores, parking lots, movie the-
aters and concert venues. Use wire-
less terminals to open doors for
mobile merchants, including deliv-
ery services, traveling vendors,
theme parks and hotel/motel opera-
tors. 

Step 5: Keep Moving
Forward. Keep Making
Money

What's next? No one can accurately
p redict the next wave of innovation
at the point-of-sale. But one thing
you can count on: Savvy merc h a n t
sales reps will be armed with solu-
tions that aren't limited to today's
s t a n d a rd s .

Terminals that offer advanced mod-
ular design provide you with a bet-
ter opportunity to add feature s ,
services and applications as they
come to market. This allows you to
stay one step ahead of the competi-
tion and to future - p roof your solu-
tions as well as your income.

Don't limit yourself – listen for the
rat-a-tat-tat of a moneymaking
p roposition and apply the new
opportunity equation!    

Michelle Graff is Director of Global
Marketing for VeriFone.

Once you have established a relationship with 
the merchant, you have an ongoing opportunity to 
"upsell" more services in the future. And the more
services you offer, the better your retention rates 

and the better your residuals.





ciations," she laughs), where she has
served on the boards of the associa-
tion and its Foundation, is finishing
a term as Fellows Chairman and will
continue as one of 200 lifelong
F e l l o w s .

While the combination of her fre s h
perspective and experience will def-
initely contribute to steering ETA i n
a new direction, Balakgie is quick to
s t ress that she is not leading the
o rganization on her own. "I have a
very visible role, but this is not
about me. My role is to guide the
o rganization, to help it develop and
reach its potential," she says.

" T h e re is a big trust factor for people
related to the transition. They want
to know what this change is going to
m e a n .

" E TA had grown and evolved in its
developmental cycle to where the
[leadership] wanted to do things dif-
f e rently – to bring in a new level of
re s o u rces, including the manage-
ment approach and the move to
Washington with increased access to
government and other agencies.
They were ready to move to the next
level. I was hired to build on the
superb foundation that was alre a d y
in place. I will be enabling this
o rganization to succeed."

Balakgie knows her role will evolve,
too, as the immediate operational
re q u i rements –  such as orc h e s t r a t-
ing the transition, ordering comput-
ers and interviewing potential
employees – are met and the new
association gets off the ground and
up and running. Then she can work
on getting to know all about ETA, its
members and what they all do for a
l i v i n g .
The doors to the new ETA o ff i c e
opened officially July 1, 2003, but
Balakgie was hard at work for two
months before that making sure the
move from Kansas City, Mo., where
the association had been based,
went as planned. "We ' re at the cor-

ner of 16th and L, three blocks and a
park away from the White House,"
she says.

She'll be working with a staff of five,
once they're all hired, who will han-
dle membership, marketing, educa-
tion, communications and opera-
tional duties. Production of ETA ' s
magazine, Transaction Trends, and
two annual conferences will be out-
s o u rced, but Balakgie says ETA w i l l
retain control of content and style of
the publication and events.

T h e re are no major changes in store
for ETA as Balakgie gets acquainted
with the members and gets a feel for
the payment industry, she says. "My
first priority will be to ensure that
the level of products and services
remains steady and the things that
members value will not only re m a i n
but improve. 

"One of the things ETA does well as
a trade association is to pro v i d e
opportunities for networking. When
I was hired, it was stressed to me
that we need to continue to enable
people to come together to meet and
do business. What we do best is put
on a good business-to-business
trade show. That's essential in an
industry that is changing continual-
l y. The trade shows are the heart and
soul of what we do."

On Balakgie's immediate agenda is a
strategic planning meeting of the
E TA b o a rd in July. Her learning
curve includes familiarizing herself
with various issues in the industry
and concerns among members. One
issue she already has heard about is
the opinion of some that not enough
independent agents can participate
in ETA. She says she will be looking
further into how to reach out to
m o re people in the industry and cre-
ate an association that more accu-
rately reflects the people working in
it. 

"I have heard discussions and talked
with people about this at ETA in Las
Vegas and at the Northeast

A c q u i rers Association meeting in
Atlantic City. It's an important
strategic issue to be able to include
this important constituency. The
leaders of ETA understand and feel
a sense of priority around this issue.

" T h e re have been initial efforts to
a d d ress this concern through the
c reation of the ETAU (ETA
University), the exploration of
regional association stru c t u res and
the formation of an ad hoc ISO
Advisory Committee to help the
leadership better understand the
needs of small ISOs and ICs."

Coming up with additional answers
to concerns raised about this and
other points will have to wait until
the July meeting, Balakgie says.

Beyond that, Balakgie says ETA ' s
long-term plans will include advo-
cacy for the payment industry
t h rough the development of better
relations with industry, governmen-
tal and regulatory agencies, part of
the reasoning behind the move to
Washington, D.C. She has been in
Washington for 20 years. She's
tapped into various networks and
communities there and she feels
s t rongly that getting out and meet-
ing and greeting is an integral part
of her job – in her hometown and
a c ross the country. 

Balakgie attended the NEAA c o n f e r-
ence in June and also will attend
other regional conferences sched-
uled this summer, such as the
Midwest and Southeast A c q u i re r s
Associations meetings. She's also
looking forward to ETA's Midyear
Meeting in Boca Raton, Fla., coming
up in September.

The educational component of ETA
University is also a particularly
important focus for Balakgie, she
says. The more people know, the
better able they are to do their jobs.

" T h e re is a strong symbiotic re l a t i o n-
ship between all facets of the indus-
try and education," she says.
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" T h rough ETAU, we want to devel-
op, expand and raise the level of
education and information. When
t h e re is a level of knowledge and
p rofessional standards, people are
better able to run their businesses."

She envisions expanding the course
o fferings to give more people better
access to vertical information, there-
by broadening their pro f e s s i o n a l
s c o p e s .

" E TAU consists of five schools, and
people need to know why this is
important," she says. "Education can
help develop and lead to self-re g u l a-
tion. It allows all ships to rise."

Balakgie would like the ETAU cur-
riculum to include a distance learn-
ing tool to "offer quick, flexible
a p p roaches to reach people who
maybe can't take advantage of class-
es off e red" in the traditional settings.

Getting to know the people who

make up ETA's membership is
another important item on
Balakgie's to-do list. "The members
and volunteers have knowledge and
experience to share," she says.
" T h e y ' re such an important human
re s o u rc e . "

She says that in between all the
operational tasks she's been com-
pleting, she has managed to spend a
little time working with a few of
E TA's volunteer committees, getting
to know some of the members – and
l e a r n i n g .

"I'm very excited about the opportu-
nity to help the organization re a l i z e
its next stage. This is a dynamic
i n d u s t r y, consumer driven and tech-
nology enabled. Part of the reason I
took this position is that there is a lot
of activity and a lot of growth inher-
ent in it. Some might see this as
chaos, but I welcome it!

"I consider association management

to be both running a business and a
way of making a contribution, of
giving something back.

"Even though my experience is not
necessarily a tie-in with the mission
of the ETA, I think my skills as a per-
son will guide me. My career has
been in association management.
When you work for a trade associa-
tion, you immerse yourself in the
industry you serve. I expect the staff
and myself to be knowledgeable and
i m m e r s e d .

" Trade associations exist to serve the
industry and their memberships. We
can never lose sight of that."  

Electronic Transactions Association

1101 16th Street, N.W., Suite 402
Washington, DC 20036
Phone: 800-695-5509
Fax: 202-828-2639
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How many times have you lost a customer or a
good re f e rence or even a referral source as a
result of a problem caused by a third - p a r t y
vendor you selected? In this first of a two-part

series, we'll look at vendor selection, including equip-
ment providers, leasing companies, check conversion and
guarantee providers, and gift card and loyalty pro g r a m s .
The second installment of "Partnerships for Success" will
cover ISO partner selection.

Neither you as a Merchant Level Salesperson nor your
m e rchant bankcard program provider can do everything
on your own. We all rely on vendor partners. Because of
this, effective vendor partner selection never has been
m o re important.

I speak from my own personal experience. I've been
t h rough a minefield of really bad vendors. As a result, I've
learned several important lessons while weeding out the
good from the bad.  It did not matter how good a job my
company was doing. 

If we had a vendor who was not performing, our sales
would be affected immediately. On the other hand, when
our vendors performed really well, our sales incre a s e d
d r a m a t i c a l l y. 

What's the most effective way to select the best-quality
vendor partners to ensure your success? The following
t h ree words should be at the fore f ront of your mind dur-
ing your discussions and selection: compatibility, service
and price. 

You first need to find out what type of compatibility and
experience a vendor has with your credit card pro c e s s i n g
c o m p a n y. My first question to any vendor is, "Do you
work with Global Payments? What other Global
Payments ISOs are you working with right now?" 

Next, move onto service, support, pricing and the terms
of the agreement. After I conclude my initial discussion
with the potential vendor, I phone other businesses that

a re using their product or service.

When I talk with these people, I try to find out how long
they've been using this company and the particulars of
their deal. I ask, "Does it work? How do you rate their
customer support? A re
you happy with the
pricing?" Only after I
find out all of this
information would I be
ready to get back to
that vendor partner to
start the negotiation. 

Another great sugges-
tion is to utilize the
MLS Forum and post
an applause meter for
the vendor you're
i n t e rested in signing up with. I see many of you are
a l ready doing this, and the MLS Forum reflects just how
strategic the selection process is. Here's what agents are
saying about picking the right vendor partner. For easy
re f e rence, I've listed them in categories. At the end of the
article, I'll give you my opinion on the best way to make
a smart selection.

Equipment Providers
"Anytime someone moves a piece of paper or does
something for you, it costs money. You need to weigh
the pros and cons of doing it for yourself vs. someone
else doing it for you. Time also costs money. Some peo-
ple like to use the phrase 'Save Time' whereas I use the
phrase 'Buy Time.' Time costs money! Confederate
General Nathan Bedford Forrest, when asked about his
victories in the war of the 'Yankee A g g ression,' re p l i e d ,
'The key to victory is to be the firstest with the mostest,'
and that, my friend, is as true today as it was back then.
Nothing infuriates a merchant more than having to wait
on equipment. So, whatever it takes to cut the time
involved to get equipment installed is the way I would
go with the decision.  Bottom line: It's your decision."
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why build a Cadillac® ?

Quality Solutions. Predictable Results.
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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...



"Doing everything yourself is the best thing. We do it all
ourselves. You make a lot more money that way. The
work is not that much, and the money will justify the
extra work."

"The experience of downloading, installing and han-
dling the training yourself is invaluable when it comes
to being an asset to current and potential merc h a n t
accounts. It's much easier to troubleshoot pro b l e m s
when you've 'gotten your hands dirty' with the equip-
m e n t . "

Leasing Companies
"My suggestion would be to go through your ISO
because they generally have the best leasing pro g r a m s .
It's difficult for an individual rep to get the same deal as
a large ISO that sends in large volume. If your ISO can't
o ffer you a lease program you're happy with, then
maybe you should find another ISO. Be careful in that –
as with other areas in this business, it's easy to be taken
for a ride. They may have the best rate on an 'A' deal
you've ever seen, but the way they score the lease no
one will ever get scored with an 'A.' "

"The diff e rence in scoring may not truly be the lease
c o m p a n y. You may have more than one account with
the leasing company through diff e rent ISOs. Each ISO

may have completely diff e rent contracts with the lease
c o m p a n y. One ISO may have to send in original apps
and another may accept faxed apps only. One may
re q u i re first-and-last payment where another does not.
You may have to do a verbal confirmation of the lease
t h rough one ISO but not the other. Most important is the
d i ff e rence in the way the lease is scored! You may have
the same merchant receive diff e rent lease scores because
of the way the ISO has set it up with the lease company. "

Check Conversion/Guarantee Providers
" We offer a 1.18% plus $.18 for check conversion with
guarantee. This comes with free online reporting as
w e l l . "

" We offer a 1.12% plus $.16 for check conversion with
guarantee. We also have 24/7 free online re p o r t i n g . "

Gift Card and Loyalty Programs
"Sell gift card programs because the other guy does and
you need to compete, not because you'll re t i re on the
residual income it generates."

" A gift card sale is an educational sale that typically
takes one to two hours to complete. I can't justify this
time expenditure for so little income. Something is
w rong here! What's all the hype about this pro d u c t ? "

"Gift cards can be a very important income stream to
m e rchants and ISOs. Like everything else in value-
added products, it takes proper training of the ISO,
good sales material and proper presentation to the mer-
chant. Adding gift cards definitely helps in merc h a n t
retention if it is clearly explained from the beginning."

"Gift card programs are only economical in a small per-
centage of my portfolio. I will not push any value-added
service unless it will truly benefit the merchant (this
includes check guarantee and PIN-based debit). To o
many times in this industry a rep will try to sell a mer-
chant everything under the sun just to add to his/her
residual stream. I have encountered reps soliciting my
m e rchants claiming how a debit PIN pad will save them
h u n d reds of dollars each month. The irony is the mer-
chants were 100% mail ord e r ! "

Ed's Rating

As you can see from these posts on the MLS Foru m ,
everyone has their own opinion, and those opinions are
very diff e rent on the same topic. It's clear to me that what
is right for one person is not right for another. As such,
you need to do what's right for you. 

I believe the most valuable thing you have, as a Merc h a n t
Level Salesperson, is your time. If you're a good salesper-
son, then you are managing your time eff e c t i v e l y. To do
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so, you need to make sure you're
spending as much time as possible
selling. I've seen great salespeople
spend 50% of their time on non-
sales-oriented tasks, including fix-
ing problems at merchant locations,
doing administrative tasks like
downloading programs onto termi-
nals to save $10 a terminal, taking
c u s t o m e r-support phone calls,
teaching merchants how to use the
services you're providing, negotiat-
ing separate contracts with every
possible type of vendor, etc. In my
opinion, that is a mistake.

I think it's also a mistake to try to
put your own program together
when you get your program or
check services provider on your
own. Yo u ' re better off choosing a
b a n k c a rd program provider and uti-
lizing their chosen vendor- p a r t n e r s .
In this way, you're not taking a
chance about compatibility. Yo u
know it will work. 

I've spoken with many Merc h a n t
Level Salespeople who have share d
h o r ror stories about how they spent
their whole day at a merchant loca-
tion dealing with the aftermath of a
download program that got blown
out because of a check services pro-
gram placed on the terminal. 

I've also seen these "blown out" ter-
minal programs cause nightmare
p roblems with merchants getting
their money. Compatibility is key.
You need to know that it's going to
work. You need to know that many
other sales reps have already tried
using this terminal or check service
p rovider on this program and have
had no pro b l e m s .

I also believe these large bankcard
p rograms have a better ability to
negotiate better pricing. They can
get you more favorable factor rates
with leasing companies. They can
get you better equipment and soft-
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w a re prices. They can get you better buy rates with check
conversion and guarantee companies as well as gift and
loyalty providers. Why? It's really simple. They can go to
an equipment manufacturer and buy 1,000 or even 5,000
terminals at one time. They do a special deal and off l o a d
them within 90 days. 

The best part of going this route is that many companies
a re not looking to make money on these services. They
a re not padding the lease factor rates or adding $25-50 to
the cost of each terminal. Instead, they are just looking for
their share of the net profit from the merchant bankcard
p rocessing service fees. 

As such, take advantage of these programs. Everything is
a l ready negotiated for you. You'll make more money and,
m o re important, you'll spend more of your time doing
what you need to be doing – SELLING!

R e m e m b e r, the key to vendor selection is compatibility,
service and price. Repeat after me: compatibility, service
and price ... compatibility, service and price ...  

As always, I'd love to hear from you. Please send feed-
back on this topic (and any others) to
S t re e t s m a r t s @ t o t a l m e rchantservices.com.  My next col-

umn will discuss the importance of ISO partner selection.
O b v i o u s l y, this is a very hot topic, and I'd like to include
your opinions in that discussion.

"Great things are not done by impulse, but by 
a series of small things brought together." 

– Vincent Van Gogh 

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.totalmer-
chantservices.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 Warren Zunino and David Randolph
Prai rie Tra il Software

Th e re is an often told story of a man who was
fixing a flat tire at dusk near the edge of a noto-
rious asylum. In his rush to get away from the
place before dark, he inadvertently stepped on

the hubcap where he had placed the wheel's lug nuts, cat-
apulting them into a stand of high grass. As he searc h e d
for them he was startled to see two possessed eyes watch-
ing from the other side of the chain-link fence. The man
frantically combed through the grass but in the end found
only one of the lug nuts. Just as he was about to give up
and begin the long walk into town, the inmate spoke up.

" H e y, Mister! Why don't you just take one lug nut off each
of the other wheels and put them on your spare? With the
one you found, it will hold well enough to get you into
t o w n . "

The man smiled at this astonishing advice. "Why, that's
good thinking! You shouldn't be in an asylum at all." 

The inmate smiled back. "I'm in here because I'm crazy,
Mister – not stupid."

Loyalty programs are only slightly less misunderstood.
They suffer from image problems inherited from decades
past. Remember when the fledgling frequency industry
had little more to offer than trading stamps? It's not that
the sticky little things were not popular. They were popu-
l a r. For years many American homes were marginally fur-
nished by these green or blue stickers, and the currency of
the day was often expressed in "books" ("This guitar was
eight books!").

To d a y, many Merchant Level Salespeople are scrambling
for an added-value item they can put on their menus for
retailers, and loyalty is a good and logical choice. The
p roblem is that few sales reps know what they are getting
into. Many believe that those 30-mil cards and keychain
tiles with the barcode are just the modern equivalent to
the old sticky trading stamps. That line of thinking will
lead to disaster. 

Your company may already have a loyalty system that
isn't exactly flying off the shelves. If you can't understand
why it's not selling, it could be that your people don't
understand what they're selling. Offering a loyalty pro d-
uct is a diff e rent mindset than selling equipment leases

and transaction agreements. It is selling a service, not
t r a n s a c t i o n s .

Don't use a wrench to drive a nail
First, a chasm of diff e rences separates trading stamps
f rom a loyalty program. Presenting retailers with an elec-
t ronic trading stamp program is the wrong approach. A
t ruly effective loyalty program provides a real "lock" on
the merchant, while the electronic trading stamp pro g r a m
is only a "me-too" solution. A loyalty program can and
should do a good deal more for the re t a i l e r. If you don't
know what the tools are and which to apply to the situa-
tion, you are not creating that "lock" with your client. 

If your goal is to increase the number of transactions ru n
t h rough your system, then offering an electronic trading
stamp program may do the job. Just be aware that such
p rograms do nothing to bond you with the merchant. Our
experience is that the merchants drop the pro g r a m s
almost as fast as they sign up.

Their customers react even faster. One survey of re t a i l
customers found that up to 80% of customers at a casual-
wear retailer would spend less at a store that put in such
a program. When a majority of merchants in an area have
similar offerings, then the programs do not help at all.
Trading stamps failed for the same reason: Once everyone
had them, it didn't make any diff e rence to the customer
w h e re he or she shopped.

An effective loyalty program warms a retailer's heart. It
doesn't just identify the most loyal customers or re w a rd
them for their loyalty. It educates the retailer about what
made these customers the best and offers suggestions
about how to convert more of them.

An effective loyalty program also encourages the mer-
chant to do a better job of offering what customers want.
It tells the merchant when customers don't like a change
in products or policies. It tells the merchant if a significant
p e rcentage of customers come from a diff e rent ZIP c o d e ,
which could point to a promising location for a new store .
It tells the merchant if senior customers would pre f e r
their own seating area in the restaurant or if new pare n t s
would like to have their favorite products gro u p e d
together in the store. The sticky point is that one size does
not fit all.

Each re t a i l e r, attraction operator or restaurateur needs

What Every ISO Should Know about Loyalty
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unique information about the business and its customers.
How can the merchant fill the slow times, move off - s e a-
son items and know if the latest promotion idea is going
to work without investing in it first? The loyalty pro g r a m
should provide the needed information, and a good pro-
gram will do a lot of the work for the merc h a n t .

What tools to use?
Knowing how to craft such a program for your client
means spending more time with him or her. It means get-
ting to know the customers better than the merchant does
and educating the merchant on how to serve them better.
It means knowing what can be done, what tools are avail-
able and which to use. 

In planning a loyalty program, it is important to re c o g-
nize that customers who spend a lot are not always the
best customers. There are customers who spend a lot of
money but only purchase items on sale or the "loss
leader" items. Rewarding these customers is only giving

m o re money away. The goal is to identify the customers
who are the most pro f i t a b l e. 

What are the tools that make for an effective loyalty pro-
gram? At the high end, an effective loyalty program iden-
tifies both the customers and the items purchased. That
re q u i res SKU capture. Most Merchant Level Salespeople
would do better to look at the middle ground where just
the customers are identified and the amount of purc h a s e
is captured. This information must be augmented by peri-
odic SKU review and customer surveys. Instead of look-
ing at all transactions, the program can be used to identi-
fy which receipts to look at. 

The most valuable tools in electronic loyalty are the
reports. Once data has been captured, the merchant can
use the reports to identify the who, what, when and
w h e re of the most profitable transactions. However,
many merchants do not know how to read and translate
these reports. It is the job of the loyalty provider to teach
the merchant and, at the same time, identify what
changes to those reports should be made to better service
the merchant. 

In the same way that retailers may lack the re s o u rces to
craft a successful loyalty program, sales reps might not
have these skills inside the company or time to acquire
them. In this case, partnering with a company that spe-
cializes in loyalty might be a better option. However, it's
still best to pay close attention in selecting that partner.

Asking retailers to offer sticky stamps for their customers
to paste into a pulp book is a bit stupid – but trying to sell
them a loyalty program that does the same thing is just
plain crazy.  

Warren Zunino has been working in the electronic loyalty busi-
ness for 15 years and implemented the programs for many nation-
al chains. 

David Randolph founded Prairie Trail Software in 1991 after
spending many years in POS software. He is recognized as a pio-
neer in the field, having created many of the tools and procedures
now commonly used in the POS industry.

Prairie Trail Software, Inc. is the premier provider of custom
POS terminal software. Its clients range from some of the largest
ISOs and networks down to some of the smallest. It strives to provide
all clients with high quality software and offer extensive experience
in the business. Contact Prairie Trail Software at 800-618-4199 or
888-300-4645.
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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 - 8 3 9 - 1 9 0 5

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

Asking retailers to offer sticky stamps for their customers to paste into a pulp book is a bit stupid –
but trying to sell them a loyalty program that does the same thing is just plain crazy.



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

The Treasury Department has announced final
rules implementing Section 326 of the USA
Patriot Act, the law signed by President Bush
on October 26, 2001 that provides a wide range

of new tools to combat money laundering and the financ-
ing of terrorists. Included in the final rules are "important
changes that increase the effectiveness of the rule while
eliminating unnecessary burden on regulated institu-
t i o n s . "

The rule re q u i res that financial institutions develop a
Customer Identification Program (CIP) that implements
reasonable pro c e d u res to:

1. Collect identifying information about customers opening
an account.

2. Verify that the customers are who they say they are.
3. Maintain records of the information used to verify their

identity.
4. Determine whether the customer appears on any list of

suspected terrorists or terrorist organizations.

The final rule also contains a provision that permits a
financial institution to rely on another regulated U.S.
financial institution to perform any part of the CIP.
Whether you will be re q u i red to comply with these re g u-
lations will depend on your situation, but generally this
information would be obtained when an individual
would open up a DDA to receive the merchant's deposits
and would not be re q u i red to open a merchant account
with an ISO. You should check with your pro c e s s o r, mem-
ber bank and/or legal counsel to determine what will be
re q u i red in your particular situation.

As part of a Customer Identification Program, financial
institutions will be re q u i red to develop pro c e d u res to col-
lect relevant identifying information, including a cus-
tomer's name, address, date of birth and a taxpayer iden-
tification number (for individuals, this likely will be a
Social Security number).

F o reign nationals without a U.S. taxpayer identification
number could provide a similar government-issued iden-
tification number, such as a passport number. The
announced goal of what was finalized allows for taking
many current and due diligence pro c e d u res already in

place at most institutions and cross-applying them to
Section 326.

Financial institutions should have started to conduct
reviews of Section 326 compliance by doing an inventory
of what is currently being done for anti-fraud measure s
and examining the tools used in that capacity. 

Being able to cross-apply these measures is the crux of
Section 326 – developing a CIP based on risk. The Feds
a re looking for scrutiny to be applied in varying levels
depending on the amount of risk involved in not know-
ing your customer's identity at the opening of an account.
In other words, how comfortable are you that you know
who this customer is? A re they who they say they are? 

This critical underwriting question is not being asked
enough by Merchant Level Salespeople and ISOs in
today's "instant approval" market.

Along with not doing the card association physical
inspections of the business premises of prospective mer-
chants, too many accounts are being approved with no
p roof of who the person applying for the merc h a n t
account really is. This can be very risky in today's elec-
t ronic world.

If you are not currently gathering this type of information
during your merchant-application process, it might be a
good time to start. Many processors and/or banks have
re q u i red that documents verifying the identity of the
principal applying for a merchant account be included in
the application package; it can be a deterrent against "bust
out" merchants and fraudulent "identity theft" applica-
t i o n s .

Many vendors are including CIP enhancements to exist-
ing fraud-screening solution packages that are or will
become available to sales reps. These enhancements
include solutions for the fourth re q u i rement above: deter-
mine whether the customer appears on any list of sus-
pected terrorists or terrorist organizations. The govern-
ment list can be checked along with other pro p r i e t a r y
customer verification tools and credit reports that should
be completed as part of a sound underwriting pro c e s s .

ISOs and processors continue to approve merchants who
should have been declined – often because of internal
policies or risk parameters – without completing pro p e r
underwriting, then later terminate them for "cause" and

How Patriot Act Affects Rules of Risk Prevention





hold funds. By doing so, they risk
c a rd association sanctions or fines
for misuse of the Combined
Terminated Merchant File (CTMF),
FTC attention from complaining
m e rchants and/or class-action law-
suits from affected merc h a n t s .

You need to become aware of the
p rovisions of the Patriot Act and
determine how it applies to your
operation. Compliance is mandato-
ry effective October 1, 2003.

The Patriot Act re q u i res little more
than what already should be done
for sound underwriting: verifying
the existence of a customer who
opens up a merchant account.  

David H. Press is Principal and President of
Integrity Bankcard Consultants, Inc. Phone
him at 630-637-4010, e-mail
d h p @ i n t e g r i t y b a n k c a rd.net or visit
www.integritybankcard.net.
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Hypercom Closing
The Horizon Group

Hy p e rcom Corp. announced plans to close its subsidiary The
Horizon Group's St. Louis facility and transition services to
H y p e rcom headquarters in Phoenix. 

H y p e rcom said the new focus of services currently off e red through The
Horizon Group will be solely on Hypercom products. It will transfer
additional Horizon customers and services to another pro v i d e r.
H y p e rcom officials would not specifically name that company or those
s e r v i c e s .

The Horizon Group off e red banks, payment processors and independent
sales organizations services and products such as deployment and re p a i r
of point-of-sale devices manufactured by Hypercom, Lipman, MagTe k ,
Thales and VeriFone as well as new and refurbished equipment. It also
o ff e red loyalty and gift card programs, electronic receipt capture, sales
training and a 24/7 help desk.

H y p e rcom said it is closing the St. Louis operation in order to concentrate
re s o u rces within its core business and to improve pro f i t a b i l i t y.  



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
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• No surprises (no kidding)
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Be in Full Compliance with Visa/Mastercard Requirements
and Regulations thru ABANCO's Agent/ISO program. 
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competitive rates, superior service and a knowledgeable team to help make it work for you.
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Su re l y, sales agents have
h e a rd merchants say this
h u n d reds of times: "We
love the technology, but

it's not in the budget." Merc h a n t s
want to offer their customers multi-
ple methods of payment but get
sticker shock when they're faced
with the cost of point-of-sale (POS)
h a rd w a re, leased lines and discount
rates. But what if the technology
being off e red was within the budg-
et? What if the Merchant Level
Salesperson and the merchant both
walked away from the deal feeling
as if they got ... a deal?

Coral Springs, Fla.-based SLIM CD,
Inc. is a wholly owned subsidiary of
Online Commerce Corp. (OCC),
which specializes in pro c e s s i n g
Internet credit card transactions and
works with banks in Europe and the
Middle East. SLIM CD has devel-
oped a free software product that
turns a merchant's PC into a POS
device that uses the Internet to
s e c u rely transport transactions – no
additional hard w a re re q u i re d .

"The small merchants have been
l a rgely ignored by the software
p roviders and the merchant account
p roviders of the world," said
Christopher Mawby, Chief
Operating Officer of SLIM CD. "We
a re providing the tools that put
them on a level playing field with
the big boys – the merchants that are
with Chase, with Bank of A m e r i c a ,
etc., using their suite of pro d u c t s . "

The name of the company and pro d-
uct, "SLIM CD," is an acronym for
S e c u re Link Internet Merc h a n t

Services but also is the name of the
company's founder and CEO, Sami
Slim. Slim has been a successful
businessman for more than 20 years;
his experience ranges from export-
ing rice and oil trading to being an e-
c o m m e rce services pro v i d e r.

SLIM CD, Inc. was formed in 2001
by Slim when a banking affiliate of
Online Commerce Corp. asked the
company to develop a solution for
the bank and its merchants for pro-
cessing credit card transactions.
T h e re were a few re q u i rements: The
solution should have functionality
similar to a POS device, and it
should be cost effective for both par-
ties. Online Commerce Corp.
formed subsidiary SLIM CD, Inc. to
focus on the pro j e c t .

" We took advantage of the software
development that we had per-
formed [with OCC]," said Frank
H a g g a r, Product Developer for
SLIM CD. "There are certainly parts
of our products and systems that
w e re formed, used and proved in
p roduction environments long
b e f o re SLIM CD, Inc. was put
t o g e t h e r."  

The SLIM CD software runs on any
IBM-compatible personal computer
with Internet connectivity. The soft-
w a re includes a POS desktop user
interface, built-in gateway services,
fraud-detection capabilities, back-
end reporting of transaction data
and a choice of free shopping carts
hosted by the company.

Instead of using a traditional dial-up
connection to connect to a card
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SLIM CD, Inc.

MLS contact:
Frank Haggar
Phone: 954-752-9309
E-mail: frank@slimcd.com

Company address:
1505 University Drive
Coral Springs, Fla. 33071
Phone: 877-475-4623
Fax: 954-752-3873
Web site: www.slimcd.com

MLS benefits:
• Targets brick-and-mortar and Internet merchants
• Opportunity for equipment upsells
• Improve merchant retention
• Opportunity for recurring revenue

Here's the Skinny on a Great Deal



p rocessor and conduct a transaction, the software con-
nects using the Internet. Transaction data is transported
using Secure Sockets Layer (SSL) technology, and, accord-
ing to the company, transactions are performed at leased-
line speeds (3-5 seconds).

SLIM CD software is designed for retail merc h a n t s ,
restaurants, hotels, auto rental businesses, direct market-
ing and e-commerce merchants. Users manually enter
customers' account information to complete a
transaction, or they can add on card - s w i p e
devices, PIN pads and signature - c a p t u re
d e v i c e s .

SLIM CD sells and supports low
cost products such as the
Interlink Electronics e-Pad sig-
n a t u re pad; industry-standard ,
PC-compatible PIN pads, such
as VeriFone, Ingenico and
M a g Tek; several diff e re n t
types of desktop and re c e i p t
printers; and almost any card -
swipe wedge with a keyboard
i n t e r f a c e .

" We ' re not necessarily in the hard-
w a re business, but we will provide it
as needed," Haggar said.

SLIM CD also is available in an Enterprise edi-
tion for larger merchants. Both versions of the soft-
w a re store fully encrypted credit card information on
SLIM CD's servers, including electronic signatures, but
the Enterprise edition also stores this data directly on the
m e rchant's PC. The Enterprise edition also supports
recurring billing for health clubs or other scheduled
monthly dues and charg e s .

Potential users of the SLIM CD Enterprise edition include
m e rchants with multiple check-out lanes and multiple
terminals who want to integrate several cash re g i s t e r s
and track all transactions locally, or direct-marketing or
retail merchants who want to capture names, addre s s e s
and telephone numbers of customers to target them in
f u t u re marketing eff o r t s .

SLIM CD partners with banks and ISOs that, in turn, have
partner banks to distribute the SLIM CD product to mer-
chants, free of charge. SLIM CD offers them a way to pro-
vide their merchants with an easy and cost-effective solu-
tion for conducting bankcard transactions.

The company recently partnered with ICBA B a n c a rd, a
p rovider of payment system products and services and a
subsidiary of ICBA, the Independent Community
Bankers of America. ICBA-member banks are now off e r-

ing the SLIM CD solution to their merchant customers.

SLIM CD believes it's an attractive deal for merc h a n t s .
"It's easy to set up, you're quick to get started (you pop in
the CD and you're up and running) and it's a comfortable
price plan – not a lot of up-front money," said Mawby.
" Yo u ' re getting a Web presence with the SLIM CD shop-
ping cart, which other service providers can charge quite
a bit for. Yo u ' re getting retail transactions plus your

Internet e-commerce package all in one solution.
M e rchants instantly open their store up with

all of the sales opportunities that a larg e r
m e rchant might already have."

M e rchants also benefit because
t h e re are no setup fees, no licens-
ing fees, no monthly equipment
lease fees, no shopping cart
fees, no monthly gateway fees
and no fraud-screening fees.
Instead, SLIM CD charg e s
only a nominal fee per transac-
tion with a small monthly min-

i m u m .

ISOs can benefit from numero u s
upsale opportunities through the

sale of optional POS hard w a re. The
SLIM CD software re q u i res only a PC

and an Internet connection, but some mer-
chants still might want to add magnetic stripe

readers, signature capture devices, PIN pads and
receipt printers. SLIM CD offers all of these devices, and
they are compatible with the software .

"Because [the ISO] is getting a more aff o rdable package to
the merchant in terms of what it may cost for equipment,
he can then potentially improve his markup discount
rate," said Haggar. "As a merchant, if I'm getting a better
deal on the accessories that I need to process the transac-
tion, I'll probably be a little more flexible in other areas of
the arrangement. I may not mind a monthly statement fee
as much if I've been reduced on my monthly lease."

ISOs also could charge merchants a minimal amount for
the product. "Basically all you need is connectivity to the
Internet in order to transact business," said Mawby. "On
the flip side for the ISO, he has the upsale of all hard w a re
that's related to SLIM CD. He also has the ability to
u p c h a rge the product because there's a lot of ro o m
between [other competitors], at $400 a copy for a single
u s e r, and zero, which is SLIM CD's base price."

A majority of SLIM CD's employees are developers.
" P roduct quality and data integrity are certainly the most
paramount issues for our whole team," Haggar said. "We
a re processing financial transactions, and we have re s p e c t
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for that, and the emphasis is on
a c c u r a c y. We make sure that the data
we process is as accurate as we want
our own paychecks pro c e s s e d . "

In addition to taking pains with data
s e c u r i t y, the company prides itself
on its ability to stay on top of indus-
try regulations. "Following Visa re g-
ulations and staying on top of them
is very important to anybody in this
i n d u s t r y. We are on top of all the re g-
ulations as they are posted," said
M a w b y. "Period."

SLIM CD has been certified by
C o n c o rd EFS and NOVA
Information Systems and Class B

certified by Vital Processing Services
for credit and online debit transac-
t i o n s .

SLIM CD also looks out for its mer-
chants. "Online Commerce Corp. is a
9-to-5 company," he said. "SLIM CD
is a 24/7/365 company. If you call
our toll-free number, if the office is
not open, that number will ring
t h rough to one of our staff that is on
duty to answer any of our calls that
may arise. Our systems are all mon-
i t o red 24/7."

If an Internet connection fails, the
company provides a backup
Internet connection. SLIM CD has

set up a facility that allows a mer-
chant to dial directly to SLIM CD as
if it were an ISP, connect them to the
Internet long enough to process the
c redit card transaction and then dis-
connect. 

"SLIM CD will always be up,
whether or not [a merc h a n t ' s ]
Internet Service Provider is up and
connecting to the Internet," said
M a w b y.

" You can connect and authenticate
with SLIM CD and transact busi-
ness. SLIM CD guarantees the abili-
ty to process the transaction."  
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"Product quality and data integrity are certainly the most paramount issues for our whole team. We are
processing financial transactions ... and the emphasis is on accuracy. We make sure that the data we
process is as accurate as we want our own paychecks processed."

– Frank Haggar
Product Developer, SLIM CD







Software Stops Identity
Theft Before It Starts
Product: ID Score
Company: ID Analyt ics

Anew solution from software developer ID
Analytics adds another dimension of defense in
the battle against fraud and identity theft.
While most financial institutions have meas-

u res in place to prevent fraud and reduce risk, the soft-
w a re from ID Analytics is diff e rent because it stops fraud
at the point of application.

Released in May 2003, the software, called ID Score, is
designed to sift through thousands of applications for
c redit cards, bank accounts, wireless phones and other
types of credit-dependent accounts. Using a patent-pend-
ing technology, the software scans applications and looks
for patterns in the information included on them.
Consumer companies such as telecommunications, finan-
cial services, retail and hospitality are able to spot poten-
tial fraud in real time before it happens. The software
a l ready has helped reduce losses for businesses by as
much as 40%.

A c c o rding to Steven Gal, Vice President of Corporate
Development and General Counsel for ID Analytics, tra-
ditional types of fraud-prevention tools focus on detect-
ing unusual purchasing activity. But ID Score begins eval-
uating information at the beginning of the account-open-
ing process, when identity thieves use stolen information
such as social security numbers to obtain cell phones, re n t
or buy houses, take out loans, collect tax returns and pur-
chase big-ticket items. 

Using a trademarked and patent-pending technology
called Graph Theoretic Anomaly Detection (GTAD), ID
S c o re analyzes huge volumes of transactions, looking at
elements like name, address, phone and social security
numbers to establish patterns of behavior. These variables
would not have been identified without the cro s s - i n d u s-
try cooperation ID Analytics re c e i v e d .

The company's re s e a rch also showed that 60-80% of loss-
es posted by companies originally classified as bad debt
actually were fraudulent. With losses to financial institu-
tions expected to reach $4.2 billion in 2003, there poten-

tially is a lot of money to be saved.

During the development process for ID Score over the last
y e a r, ID Analytics partnered with 13 credit-issuing con-
sumer companies in the first-ever cross-industry identity
theft re s e a rch. To compile the patterns, they analyzed
identity information from hundreds of millions of cre d i t ,
debit and wireless phone applications as well as accounts
either confirmed as or suspected of being fraudulent. 

" We've identified hundreds of fraudulent patterns," Gal
said. "Fraud rings will often use the same numbers, for
instance, to obtain cell phone numbers and addre s s e s ,
then bank accounts, debit and credit cards, and make
online purchases.  There are diff e rences between good
guys and bad guys, so you have to be able to tell the dif-
f e rence between a fraud house and a frat house."

The software looks for anomalies and compares the infor-
mation against a large database of patterns. Results are
given within two seconds. What it does not do is make
recommendations on whether to approve a credit appli-
cation; it's up to the credit issuer to determine if more ver-
ification is necessary or if the application should be
a p p roved at all. 

" We deliver ID scores to our clients to help them make
decisions on identity verification," Gal said. "If they dis-
cover that one of their customers may have had their
information stolen, they send a letter to the consumer
warning they may have become an identity theft victim."

Gal said ID Analytics does not sell data or give it to third
parties and works with direct and channel sales distribu-
tors. The technology is appropriate for acquirers, pay-
ment processors and large retail or online businesses; it
c u r rently is working with Citibank, Discover Financial
Services, Dell Financial Services, Sprint and First North
American National Bank. Along with preventing finan-
cial losses, ID Score also helps companies comply with
federal regulations of the USA Patriot Act that re q u i re
them to know their customers.  

ID Analytics, Inc.

P.O. Box 23071
San Diego, CA 92193
858-427-2800 or 866-240-4484
w w w. i d a n a l y t i c s . c o m
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P e r - s e - v e re – to persist in a state, enterprise or undertaking in
spite of counterinfluences, opposition or discouragement.

– Merriam-Webster's Collegiate Dictionary, Tenth Edition

Idon't want to write this. It is over 100 degrees out-
side and the air conditioner is having trouble keep-
ing up. There are four other projects waiting to be
done. I would rather be at the beach, lying in the

sand and feeling a cool breeze wash over me. 

P e rhaps you won't notice if this doesn't appear. After all,
you have read about closings and being pre p a red and
how to listen for years now. You certainly won't mind
skipping the sales tip just this once ...

But you are expecting a sales tip, and my job is to pro v i d e
it to you. In re a l i t y, it is something I love to do. There may
be one person reading this who has not yet realized that
you always have to ask for the sale (never ever forget to
ask for the sale). And besides, if I don't write this one, will
I write the next one? 

So now I need to look for inspiration and motivation. I
need to find that one spark to keep new ideas flowing. It
can take the form of anything at all. For example, this arti-
cle is about perseverance. I came up with the idea while I
was desperately searching for a sales tip idea to expand
on. Perusing old Green Sheets, I came across my article
about Bill Porter (Green Sheet, August 12, 2002, issue
02:08:01). You may have heard of him, a door- t o - d o o r
salesman in Oregon. His life was chronicled in a movie
last year, "Door to Door. "

Bill Porter was born with cerebral palsy. He was told he
was unemployable. He was told that he should rely on
government money to exist for the rest of his life. But Bill
Porter didn't listen to these naysayers. Instead he listened
to his mother, who was certain that he could earn his own
way in the world. He sold redwood planters to help raise
money for an organization his mother started. He was a
s a l e s m a n .

He had to persevere from the start of his care e r. He was

turned down at the Fuller Brush Company. He was even
turned down originally by The Watkins Company, which
specialized in door-to-door sales of household pro d u c t s .
But Bill didn't take no for an answer and finally was given
a ro u t e .

He went on to become the top producing salesman for the
Watkins Company. Persistence and patience were his
tools. No matter how many times he was told no, no mat-
ter how many mornings he just did not feel like getting
out of bed, he always managed to reach inside himself
and push on. 

We all face this challenge every day. Whether we have
physical disabilities or problems in our personal lives that
demand our attention, we all have to reach inside and
push ourselves to continue. People need us to get up in
the morning and do what we do best. 

If you don't go to work today, will you and your family be
OK? Will you have the things you want and, more impor-
tant, the things you need? I hear you saying, "But it's just
one day? What could it hurt?" 

What if there is a merchant out there who needs your
services? How do you know that just that one merc h a n t
won't be the one to refer you to a big account? If you don't
show up today, someone else might. Your big opportuni-
ty could go to someone else, someone who found the
s t rength to go to just one more cold call. 

Or what if there is a merchant out there who desperately
needs credit card processing? The merchant doesn't know
w h e re to turn and is losing sales. Maybe, just maybe, if
you call on that merchant, you can make the diff e rence in
keeping the business afloat.

I know that these may be extreme examples, but the point
is we are interdependent on each other to do our jobs, to
find the resolve to go on even when it is not easy. I had to
f o rce myself to write this, but it became easier as I went
along. My inspiration to persevere was the thought that if
even just one person reads this and decides to work on a
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Few things are impossible to diligence and skill. Great

works are performed not by strength, but perseverance.

Samuel Johnson (1709-1784)

Find the Might to Try as You Must
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NACHA Payments Institute East 2003

Highlights: This intensive five-day course is designed to provide
a comprehensive overview of the electronic payments system,
including Automated Clearing House (ACH), card systems, e-
checks, risk and fraud management, emerging technologies
and international payments. Anyone who needs to know more
about the current and future payment system should attend the
Institute. The curriculum will accommodate all payment profes-
sionals in all areas of the industry, from novices to veterans; the
courses will help in preparation for the Accredited ACH
Professional (AAP) Exam or will apply toward AAP continuing
education credits and industry certifications. Select the courses
that suit your level to update your skills and knowledge while
networking and forging new relationships.

When: July 27-31, 2003

Where: Emory Conference Center & Hotel, Atlanta

How to Sign Up: Visit www.nacha.org; phone 800-487-9180.

Midwest Acquirers Association Conference

Highlights: This 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-Aug. 1, 2003

Where: Hotel Allegro, Chicago

How to Sign Up: Visit www.midwestacquirers.com/html/
next_event.html. Registration cost is $75 before July 23, $125
after that. To request further details, e-mail Caroline Marino at
cmarino@ingenico-us.com.

day when they thought they couldn't, I have done my job
well. Perhaps today will be the day that person makes one
big sale ... who knows?

Never, Ever Forget To Ask
For The Sale!

Hope against hope, and ask till ye receive.
– James Montgomery, The World before the Flood

Many sales can be lost simply because the sales
p rofessional never actually asks for the sale.
None of us wants to appear to be pushy, but
the prospect actually expects you to ask him

or her to buy your product or service. In fact, they may be
o ffended if you don't.

By not asking for the sale, you may leave your customers
feeling as if they have not been taken seriously. They may
believe that you think they cannot buy. Is that the impre s-
sion you want to leave?

You also may leave your customers with the feeling that
you don't really believe in the product or service you are
selling. It is important to present your service with confi-
dence and to ask for the sale with confidence. The cus-
tomers believe that you are trying to help them make the
best buying decision, and a lack of confidence will only
make them hesitate.

You will not always hear the word "yes" when you ask for
the sale. A good sales professional will answer the objec-
tion and ask for the sale again. This process can be re p e a t-
ed without being pushy or overly aggressive. Remember
that each time you answer an objection you are giving the
customer more information on which to base the decision.

Good Selling!

Paul H. Green
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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
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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

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
Chase Merchant Services, LLC

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

(800) 790-2670
First American Pymt Sys

(866) GO4 FA P S
G roup ISO

(800) 960-0135
National Processing Co.

(800) 672-1964 x 7655
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING SER-
V 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

Global Payments, Inc.
(800) 801-9552

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

Intercept Corporation
(800) 378-3328

Universal Payment Solutions
(877) 889-7500

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
E l e c t ronic Payment Systems, LLC

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

(800) 325-1158
Global Payments   

(800) 801-9552
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

Check Recovery Systems
(800) 721-0930

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 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

G roup ISO
(800) 960-0135

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

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.



Copyright © 2003 US Merchant Systems. All rights reserved.

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

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 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 Services, Inc.

(800) CARDSWIPE
Momentum Cash Systems

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

(800) 582-2502 x2
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

Orion Payment Systems
(877) 941-6500

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
T E N D E R C A R D

(800) 383-8280 x202

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

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

PROCESSORS LOOKING 
FOR ISOs

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

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 :
Global Payments

(800) 801-9552
Lynk Systems, Inc.

(866) MSP-LY N K
National Pro c e s s i n g
C o m p a n y

(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

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 Sol., LLC
(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

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
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