
In late February 2003, a few ambitious
people convened in Tampa, Fla. to
discuss the formation of an associa-
tion for independent sales contrac-

tors in the financial services industry. They
knew the task ahead of them was no small
undertaking, and certainly the next eight

months proved them right—and then some. 

Turning what's been a concept for so long into
reality is never easy. Building an org a n i z a t i o n
f rom the ground up meant organizers had to
come up with not only a playbook, they also
had to get the players to agree on an overall
game plan. The process hasn't been simple.

Facing fourth and long, organizers of the
National Association of Payment
P rofessionals (NAOPP) dug deep and rallied.
They proved that their hopes of forming an
association specifically for independent sales
agents would most certainly materialize, and
on October 10, 2003, the group held its first
o fficial membership meeting. 

The successful event was highlighted by
several key plays including a very
respectable attendee turnout and the intro-
duction of an interim Board of Directors to
the membership. 

Recognizing the need for and impor-
tance of an association for independent
sales reps, several industry leaders
showed their support and participated
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NAOPP Kickoff Event Scored!

When the right providers partner to deliver the best possible
solutions, wireless-enabled terminals will become more and
more mainstream; the expectation is that they will achieve 
a 30% to 35% acceptance rate among retailers. 

See Story on page 20
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M o re  Ann ive rsa ry W i s h e s

Paul,
Just a short note to thank you for your new book. Also, I had the
pleasure of reading and reminiscing over, "Is It 20 Years Already?"
Can it really be that long ago??? AMCOR was the second ISO rela-
tionship I had and one I treasured. Both of us can truly say, "I
remember you when…" I also got a kick out of reading our old
friend Chuck Burtzloff's comments. Then, you had to remind me of
that fine company, Peachtree. Oh well, we both survived. I hope the
next twenty years will be as much fun and memorable. 

Continued success, 
Lee Ladd

I love you guys. You do a great job! I was just talking to one of my
sales staff, and they asked if the GS has gotten bigger. I said,
"Definitely." And the ads have gotten much better (more profession-
al) than five years ago when I started working with you guys.
Congrats on your anniversary. Keep up the good work! See you on
the road.

Audrey Blackmon, POS Portal

Look ing  for  ISO Rankings

Does The Green Sheet do a ranking of the top ISO organizations
based on merchant portfolio size? I am looking for the latest one.

James M. Nickerson 
Global Communications/PR Manager 

VeriFone, Inc. 

James,
The last "ranking" we attempted was in our GSQ v5n3, July 2002.
This was our most recent 'Feet on the Street' issue. You can view this
online at http://www.greensheet.com/gsq/Secured-/gsqv5n3.pdf
Hope this helps!

Editor

C h a rgeba ck  Quest i on  

We've found the article by David H. Press on "How to Prevent
Chargebacks and, if Necessary, Defend Them" [The Green Sheet,
October 13, 2003, issue 03:10:01] very interesting. I have one
question, though. 

It is mentioned in the article that if a merchant has more than 50
transactions and 50 chargebacks, plus a 1% ration of consumer dis-
pute chargeback-to-interchange volume, the merchant will be iden-
tified as a High Risk Chargeback Merchant. 

What is the time frame for those 50 transactions, 50 chargebacks
and 1% ratio? Is it a rolling time frame or a fixed time frame?

A short explanation on the above will be helpful to us in educating
our merchants.

Thank you for your time,
Ronel Schoeman

Global Access/CTI

Ronel,
Chargebacks are counted on a monthly basis. A merchant that
meets or exceeds the thresholds for consecutive months will be sub-
ject to increasing fines for each month that it exceeds the thresholds
and eventually will be permanently prohibited from participating in
the Card Association program. 

If you have any additional questions feel free to contact me.

David H. Press, 
Principal and President

Integrity Bankcard Consultants, Inc.
630-637-4010

dhp@integritybankcard.net

Well, doc, being called a 'little gray box' all these 
years has really messed with my self-esteem.



North American Bancard is a registered ISO/MSP of HSBC Bank USA Inc, Buffalo, NY



N E W S

BofA Buying FleetBoston

The third largest bank in the U.S., Bank of America
C o r p., announced it is buying the seventh largest bank,
FleetBoston Financial Corp., in an all-stock transaction
valued at $43 billion. By merging, the corporations will
c reate the second largest bank in the U.S. (Citigroup is
the top bank). The deal is expected to close in the second
quarter 2004.

The combined bank will employ about 180,000 people,
run 5,669 banking offices and 16,551 ATMs, and contro l
9.8% of U.S. bank deposits, Reuters reported. It will
serve 33 million retail and 2.5 million business cus-
tomers in 29 states and 34 other countries, handle 15%
of the debit card market and manage $456 billion in
a s s e t s .

GDP Jumps in Third Quarter

The U.S. economy grew at an annual rate of 7.2% in the
t h i rd quarter of 2003, according to advance estimates of
real gross domestic product (GDP) from the U . S .
Department of Commerce's Bureau of Economic
A n a l y s i s (BEA). The growth was largest in nearly two
decades. 

The BEA report shows a substantial increase from the
p revious quarter, when GDP g rew 3.3%. Major contrib-
utors to the Q3 increase include personal consumption
e x p e n d i t u res (PCE), equipment and software, re s i d e n-

tial fixed investment and exports. The BEA will re l e a s e
Q3 "preliminary" estimates, based on more compre h e n-
sive data, on Nov. 25, 2003.

Senate Approves Anti-spam Bill

The U.S. Senate a p p roved (97 to 0) the first-ever feder-
al anti-spam legislation, the Washington Post re p o r t e d .
The bill, sponsored by Sens. Conrad Burns (R-Mont.)
and Ron Wyden (D-Ore.), seeks to block e-mail mes-
sages that market financial scams, fraudulent body-
enhancement products and pornography. 

The legislation would also make it a crime for spam-
mers to disguise their identity and the locations of com-
puters they use to send junk e-mail. 

The bill would preempt all anti-spam laws at the state
level. It would also prohibit individuals or companies
f rom suing spammers—only providers of e-mail
accounts, such as Yahoo, Microsoft, EarthLink and
America Online would be allowed to sue.

Give the Gift of Napster

Online music provider N a p s t e r is back—the company
just released the free software Napster 2.0;  its download
music service is also now up and running. Napster will
be offering prepaid Napster gift cards (15 songs for
$14.85) in more than 14,000 leading U.S. retail stores in
m i d - N o v e m b e r. 

The Napster gift card enables consumers to give the gift
of online music and legally download music and burn
CDs without the use of a credit card .
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➤ Oakland has become the latest city in California to ban Wal-Mart "supercenters." Beginning in
2004, Wal-Mart plans to open 40 of its supercenters in California over the next four years.

➤ The Conference Board's Consumer Confidence Index, which declined last month, advanced in
October. The Index now stands at 81.1, up from 77.0 in September 2003.

➤ Many major U.S. retailers saw their biggest gain in sales in 18 months in September 2003. Wal-Mart,
Sears, Roebuck and Co. and Target Corp. posted sales growth above expectations. The Bank of Tokyo-
Mitsubishi said the retail sector showed its largest monthly sales increase since March 2002.





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

SPS Certifies VeriFone Products

Secure Payment Systems (SPS) has certified Ve r i F o n e ,
I n c.'s Omni 3750 line of terminals for processing checks
and gift cards and VeriFone's check imager, the CR 1000.

WeatherMaster ATM Certified

Lynk Systems, Inc . certified Qualtex Corp. ' s
WeatherMaster ATM, a through-the-wall, weather-
resistant pro d u c t .

NACHA Issues Top 50 ACH Receivers

For the first time, N A C H A – The Electronic Payments
A s s o c i a t i o n has issued a list of the top 50 largest re c e i v-
ing financial institutions of automated clearing house
(ACH) payments, covering 2002 ACH payment volume. 

Bank of America Corp. topped the list with more than
507 million payments of received ACH volume in 2002.
Navy Federal Credit Union of Merrifield, Va. and State
Employees Credit Union of Raleigh, NC made the list at
numbers 18 and 41, re s p e c t i v e l y, with received A C H
volume of 43 million and 14.7 million, re s p e c t i v e l y.

These were the first two credit unions to be named in a
NACHA-compiled list.

PA RT N E R S H I P S

Knight Ridder to Process with Certegy

Certegy Inc. is providing Knight Ridder with full check
warranty and A C H / e l e c t ronic check processing for tele-
phone orders for classified ads, subscriptions and
advertising at three Knight Ridder-owned locations—
the Fort Worth Star Telegram, the Columbus Ledger-
E n q u i rer and The Miami Herald. The media company is
using Certegy's 'PayNet Checks by Phone' service.

Cynergy Helping Agents Grow Business

Cynergy Data has joined forces with Resource Finance
C o m p a n y (RFC) to create a new borrowing program for
C y n e rgy sales agents and ISOs. The program is called
C y n e r g y L o a n S o l u t i o n s, and it provides sales reps with
working capital to help them grow their business so
they don't have to sell their portfolios. The pro g r a m
o ffers loans in amounts of up to ten times the curre n t
monthly residual amount. Loans are secured and re p a i d
by debiting from an agent's monthly residuals; once the
loan is paid off, agents own 100% of their original re s i d-
uals plus 100% of the gro w t h .

DAS Signs Four New Banks

Diversified Acquiring Solutions Sales Corp. Inc.
(DAS) announced several new merchant partnerships
with banks. DAS has partnered with Wayne Bank i n
Pennsylvania for an agent merchant processing pro-
gram. Wayne Bank is a subsidiary of Norwood Financial
Corp. and a $370 million financial institution. 

DAS has also partnered with First National Bank of
Fairfield, Citizens State Bank and Ronan State Bank—
all located in Montana. Through the agent partner pro-
gram, the banks will identify opportunities for mer-
chant bankcard processing, assist merchants with the
application process and set pricing. DAS will pro c e s s
m e rchant applications, perform credit underwriting
and service merchants' processing re l a t i o n s h i p s .

EXS to Process for MYOB Software

Electronic Exchange Systems (EXS) will be the cre d i t
c a rd processing engine for MYOB US, Inc. 's small busi-
ness management and accounting software, MYOB Plus
and AccountEdge. Using MYOB applications, a busi-
ness owner can create sales and authorize credit cards in
one step. To date, MYOB offers the only accounting soft-
w a re for credit card processing for both Windows and
Macintosh. 

MYOB US, Inc. is a subsidiary of MYOB Limited,
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Australia and one of the MYOB Group of companies
with affiliates and publishing partners worldwide.

Humboldt Offering Dynamic Currency
Conversion 

Humboldt Merchant Services, LP is offering a dynam-
ic currency conversion solution, powered by P l a n e t
P a y m e n t to its merchant customers. The service enables
e - c o m m e rce merchants to earn additional revenue fro m
transactions and foreign shoppers to review the price of
a transaction in their local currency in real time.
Ty p i c a l l y, most cardholders don't know the price (in
their own currency) or the conversion rate of a transac-
tion until they receive their statement at the end of the
month from their credit card pro v i d e r.  

PayPoint and NACS Partner 

First Data Corp., its subsidiary, P a y P o i n t, and T h e
National Association of Convenience Stores have part-
n e red to create a new program designed to reduce card -
p rocessing fees for convenience store and petro l e u m
marketers. The companies believe they can reduce fees
by offering processing efficiencies and the aggre g a t i o n
of transactions with NACS members and others (re t a i l-
ers participating in the program will continue to incur

i n t e rchange rates established by the card associations).
All convenience store retailers may participate. The tar-
get market for the program is small to mid-size chains
without major brand affiliations and fewer than 200
s t o res. 

Family Dollar Sells PRE Solutions Items

PRE Solutions, Inc. will provide prepaid products and
services to more than 5,000 Family Dollar Stores, Inc.
s t o res by the end of 2003. Family Dollar stores will sell
p repaid wireless services from A L LTEL, AT&T Wi re l e s s ,
C i n g u l a r, TracFone, T-Mobile and Verizon and a series
of prepaid phone card products from AT & T.

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

Moneris Buys Value-Add Provider

Payment processor Moneris Solutions Corp. w i l l
a c q u i re Ernex Marketing Te c h n o l o g i e s f rom RBC
Financial Group. Terms of the deal were not disclosed.
Ernex provides loyalty programs, stored-value gift
c a rds and electronic marketing solutions for merc h a n t s .
Moneris and Ernex have been partners for more than
t h ree years.

NetBank and FTI to Merge

NetBank, Inc. , parent company of Internet bank
NetBank, will acquire Financial Technologies, Inc.
(FTI) for $16 million in cash and $1 million worth of
restricted stock. FTI provides ATM services for non-
bank retail businesses and has more than 4,300 ATMs in
operation across the U.S. Pending regulatory appro v a l ,
FTI will operate as a subsidiary of NetBank. The com-
panies expect the transaction to close in the fourth quar-
ter 2003.

Vital Acquires Merlin Solutions

Vital Processing Services a c q u i red a majority interest in
Merlin Solutions, L.L.C . Merlin Solutions will continue
to operate from its headquarters in Fredrick, Md., with
the same management team and employees who handle
dispute processing. Terms of the deal were not dis-
closed. Merlin Solutions provides outsourced dispute
p rocessing services to acquirers and their merchant cus-
tomers. It offers services such as sales draft re t r i e v a l
requests through chargebacks, reversals, re - p re s e n t-
ments to compliance, arbitration, collection services and
customer support.

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

Hochwimmer on Global Axcess Board

Global Axcess Corp. appointed Georg Hochwimmer,





Ph.D. as an independent member of its Board of
D i rectors. Hochwimmer is a noted business consultant
and academic responsible for aiding in the development
of several highly profitable companies thro u g h o u t
E u rope. He serves on the Board of Directors of Maxxio
Technologies AG; Lokando AG; and Pre v e ro AG. He is
Managing Director of Bluespectrum GmbH and he pre-
viously served as Managing Director of General
R e s e a rch GmbH.

First Data Elects Two Board Members

Daniel P. Burnham and Jack M. Greenberg have been
named to First Data Corp .’s Board of Dire c t o r s .
Burnham is Chairman of the Board of Directors for
Raytheon, and Gre e n b e rg is the re t i red Chairman and
CEO of McDonald's Corp. 

B u r n h a m served as CEO of Raytheon and also as
P resident and COO. He spent 16 years with A l l i e d
Signal and worked 11 years at Carborundum Company.
He is Chairman of the National Minority Supplier
Development Council and a member of the Pre s i d e n t ' s
National Security Telecommunications A d v i s o r y
Committee, the A e rospace Industries Association, the
Business Council, FleetBoston Financial Corp.'s Board
of Directors and the Board of the Congressional Medal
of Honor Foundation.

Greenberg served at McDonald's for 21 years. Before
joining McDonald's, he was the Director of Tax Services
for the Midwest region and the Chicago offices of
Arthur Young & Company. He currently is on the board
of Abbott Laboratories, Allstate Corp. and Hasbro Inc.
and on the board of trustees of DePaul University,
Ronald McDonald House Charities, Institute of
International Education, The Field Museum, The
Chicago Community Trust and the Chicago Symphony
O rc h e s t r a .

Asofsky Joins Planet Payment as CFO

Planet Payment, part of Planet Group, Inc. and its sub-
sidiaries, hired Seth F. Asofsky as CFO. Asofsky has
m o re than 18 years of experience in originating and exe-
cuting public and private equity, merger and acquisi-
tions, debt and stru c t u red finance transactions. He most
recently served at ThinkEquity Partners. Prior to
T h i n k E q u i t y, Asofsky was a Vice President with SG
Cowen's Technology Investment Banking Group. 

He also worked at SG Cowen's Client Management
Americas Group, Société Générale's International
Corporate Group and Midwest Large Corporate Gro u p ,
and First Republic Bank's Oil and Gas Special Cre d i t s
Division.  
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Attending many of this past year's trade shows
has enabled me to meet many of our readers in
person. I know your names and have spoken to
h u n d reds of you on the phone or through e-

mail during the 10 years I've worked with Paul Green, so
it's been a pleasure to meet so many of you face to face
and become more closely acquainted at these industry
events. 

I look forward to seeing more of you at the re g i o n a l
a c q u i rers meetings next year. These conferences serve
important purposes for everyone in the industry. They
p rovide opportunities to expand your knowledge and
network in ways the larger conferences might not.

As a media sponsor, The Green Sheet encourages all
M e rchant Level Salespeople to attend meetings in your
region. We are actively assisting in the formation of asso-
ciations in the western and southwestern regions of the
c o u n t r y, in addition to supporting all of the existing
o rganizations: the Northeast, Southeast and Midwest
A c q u i rers Associations. If you are interested in sponsor-
ing a regional acquirers' association in your area, please
contact me at julie@gre e n s h e e t . c o m .

Southeast Acquirers Association
Meeting Wrap-up

The Southeast A c q u i rers Association (SEAA) held its
t h i rd Annual Meeting in Orlando, Fla. October 8 – 9,
2003. This meeting was a great success with more than
300 participants sharing industry information and
learning about the latest technology.

The Green Sheet sponsored the conference's pre v i e w
event Welcome Reception at the Rosen Centre, and it
was very re w a rding to see so many familiar faces there .
The reception took place the evening before the general
session began; many of the vendors were there setting
up their displays, and many meeting participants were
also in attendance early.

The program assembled by the SEAA B o a rd for the gen-
eral session was varied and interesting. Philip Hurst,
Ph.D., a motivational speaker and author, gave an enter-
taining presentation. His book, "The Hit Man," was
included in the registration packet, which gave partici-
pants some background reading. This "business novel"

looks at management styles and ways to motivate staff
to help keep companies profitable; the information is
p rovided in an easy-to-read format.

The agenda included re p resentatives from Paymentech,
Global eTelecom, Visa USA, American Expre s s ,
C rossCheck and Certegy. Each of the presentations and
panel discussions focused on the information needs of
M L S s .

The Vendor Expo was well organized and well attend-
ed. The SEAAmodeled the expo area on the "level play-
ing-field" formula implemented at the Northeast
A c q u i rers Association meeting, where every vendor is
limited to a table top display to place the focus on net-
working and not on elaborate booth design. 

Vendors and attendees reported this was a highly suc-
cessful meeting. The comment I heard most often was, "I
got my questions answered!" The SEAA B o a rd is suc-
ceeding in its mission of education and sharing infor-
m a t i o n .

The next SEAA c o n f e rence will be held in Atlanta in the
fall of 2004. The Green Sheet looks forward to working
with the SEAA in support of this event. For more infor-
mation visit www. s o u t h e a s t a c q u i re r s . c o m .

UPCOMING EVENTS

Northeast Acquirers Association
NEAA 2004 Winter Seminar And Outing  
February 4 – 5, 2004 
Grand Summit Hotel 
Mount Snow, Vt.
www.northeastacquirers.com

The NEAA will host its annual winter seminar and ven-
dor expo in February 2004. Vendor space is usually lim-
ited and on a first-come basis.

Plan to book your registration and hotel arrangements
early for this very popular event. While the agenda is
c u r rently in formation, mark your calendars now and
start planning. Skiing and snowmobiling will be avail-
able in lieu of golf. Check the NEAA Web site for more
information and re g i s t r a t i o n .

By Julie O'Ryan-Dempsey
General Manager, The Green Sheet, Inc.





The Green Sheet is a media sponsor of the NEAA m e e t-
ing. Watch for further announcements and information
on the meeting in the Green Sheet online's Trade Show
D i rectory and in upcoming Green Sheet issues.

NACHA-The Electronic
Payments Association

Payments 2004
March 21 – 24, 2004
Washington State Convention and Trade Center, Seattle 
www.nacha.org

P reliminary plans for this annual event already include
m o re than 120 sessions and workshops featuring user
case studies, the latest re s e a rch results and essential ele-
ments for creating new services while adopting new
risk management techniques for your payments pro-
g r a m s .

Session topics planned include:
• How do corporations and financial institutions stem the

growing tide of unauthorized and fraudulent debits to
corporate accounts? 

• Which will emerge as the market leader for electronifica-
tion: check conversion via ARC or check image
exchange?

Electronic Transactions Association
2004 ETA Annual Meeting and Expo
April 20 – 22, 2004
MGM Grand
Las Vegas
www.electran.org

Plans are already underway for the 2004 ETA A n n u a l
Meeting and Expo scheduled to take place April 20 – 22
at the MGM Grand in Las Vegas. The expo hall has
50,000 square feet of prime exhibit space, comfortably
accommodating nearly 250 booths. This is the best
opportunity for MLSs to see the breadth and depth of
the payment processing industry under one roof. 

The new exhibitor prospectus and space applications
a re now available online. All revised rates and re s t r i c-
tions apply. Please visit www. e l e c t r a n . o rg / a n n u a l /
Exhibit/index.htm for details.

For more information about exhibiting at the 2004 ETA
Expo contact Beth Kennan by phone 301-984-9450 ext.
18, or e-mail bethkennan@confere n c e m a n a g e r s . c o m .

Attendee registration and hotel information are also
available on the ETA Web site at www. e l e c t r a n . o rg.  
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OUR 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

HIGHER QUALITY AND LOWER COSTS IN ONE
COMPLETE RESOURCE:

From POS equipment, supplies and deployment to on-line
order management, Vital Merchant Services has what it
takes to keep your business moving. Our responsive support
team can get your merchants what they need, when they
need it.

Regardless of your payment processor, Vital Merchant
S e rvices is ready to fulfill any and all of your POS 
equipment needs. You can rely on VMS to support you with
the best customer service in the industry and most 
extensive equipment inventory.

WE DELIVER
COUNT ON US TO FULFILL ALL YOUR MERCHANT SERVICING NEEDS

© 2003 Vital Merchant Services. Vital Merchant Services is part of Vital Processing Services LLC. All rights reserved.

CALL VITAL MERCHANT SERVICES AT 800.348.1700
OUR SALES REPS ARE READY AND WAITING TO ASSIST YOU



By Michelle Graff
VeriFone, Inc.

T
he payment industry is changing rapidly. New
w i reless solutions designed for mobile merc h a n t s
not only re p resent a large portion of the changing
landscape, but they're also helping MLSs tap into

new areas of opportunity. 

For instance, any currently installed wireless terminals
will need to be replaced within the next couple of years as
Cellular Digital Packet Data (CDPD) networks are
replaced with new wireless networks based on Code-
Division Multiple Access (CDMA) or General Packet
Radio Service (GPRS) technology. 

That re p resents a 100% turnover opportunity, not to men-
tion the new market opportunities created by solutions
that deliver transactions in less than five seconds.

The Wireless IP Revolution
The introduction of Internet Protocol (IP)-based technolo-
gies at the point of sale is arguably one of the most impor-
tant technological advancements to touch the payments
industry in the past few years. 

This technology now extends to the wireless world. It
o ffers significant benefits to a broad spectrum of re t a i l e r s
and opens the way to targeting several discrete market
segments, for which the benefits of mobile transactions
a re particularly attractive.

P roviding portable payment solutions designed for envi-
ronments that have a genuine need for secure, wire l e s s
and even remote transactions will unlock new opportuni-
ties, especially in markets where landlines aren't avail-
able. 

The challenges confronting truly mobile, wireless termi-
nals have now been surmounted. To d a y, many re t a i l e r s
a re taking advantage of a new generation of high-per-
formance, totally secure, portable payment solutions that
a re changing the face of the payments industry.

The versatility of open IP-enabled wireless networks pro-
vides significant advantages; retailers and service
p roviders alike can enjoy a flexibility of choice, selecting
whatever next-generation packet-based data network
suits their needs and re q u i rements for coverage—CDMA
or GPRS. 

High-speed data networks offer faster and more eff i c i e n t
p rocessing of transactions than legacy CDPD solutions;

transaction times over an IP-based data packet network
average 2 to 5 seconds, in comparison to the 15 to 30 sec-
onds or more found in traditional mobile environments. 

In addition, the 'always on' capability of IP eradicates the
time consuming connect process and offers significant
advantages to market segments where speed is king.

A d d i t i o n a l l y, TCP/IP p rotocol enables the overlay of a
S e c u re Socket Layer (SSL) capability, providing point-to-
point security that begins at the terminal and ends with
the acquiring host. 

So, re g a rdless of how many Virtual Private Networks
(VPNs), cellular or open networks the transaction pro-
ceeds through, the transaction is totally secure .

This makes IP-enabled POS terminals the ideal choice for
mobile merchants, including restaurants, take-out busi-
nesses, taxi services, home sales, fairs and conventions,
stadium and arena sales, airport or mall vendors, re s o r t s
and temporary lanes opened by traditional retailers. 

Indeed, IP-technology can act as a catalyst for new POS
solutions that provide rapid returns for payment service
p roviders and retailers alike.

Delivering Advantage to Retailers in
Ecuador, Brazil and Wisconsin

Let's look at a few real-life examples of early adopters of
w i reless technologies from around the world.

In rapidly developing economies, many new retail estab-
lishments are implementing wireless technologies and
generating new types of significant savings for retailers. 

In South America, the San Marino Mall in Ecuador is the
first in the world to take advantage of the Wi-Fi (wire l e s s
Ethernet) 802.11b standard to deliver fast, secure transac-
tions to more than 250 merchants and their customers.

T h e re are other environments where mobile wireless ter-
minals have a valid application. In many parts of the
world, large sections of the population have no access to
banking services because they are in remote or dispersed
geographies. 

With portable wireless devices, it becomes possible to
deliver banking services without the need to invest in the
same infrastru c t u re that exists for the delivery of such
services in urban enviro n m e n t s .
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Wi reless terminals are now opera-
tional in open-air markets, which
typically don't provide telephone or
power lines. Cash and checks are
usually the only payment options;
or vendors will use 'knuckle-busters'
to capture credit card information,
and without online authorization,
fraud is a fact of life. 

The new service extends the conven-
ience of electronic payments to a
market segment traditionally
excluded. Vendors can now pro c e s s
debit and credit transactions using
portable terminals that complete
transactions in less than three sec-
onds. 

In Brazil's largest open-air market,
real-time transaction functionality
has already paid dividends by
reducing fraud at the point of sale;
one kiosk owner reports savings of
m o re than $400 in one month, attrib-
uted to a reduction in fraud. 

Wi reless technologies are also gain-
ing strongholds in larg e r, estab-
lished economies. In North A m e r i c a ,
the state of Wisconsin uses Ve r i F o n e
Omni 3600 wireless payment termi-
nals to process electronic benefits
transfer (EBT) cards at Fondy
Farmers Market in Milwaukee. 

Vendors can accept electronic food
stamp benefits in exchange for fre s h
f ruits and vegetables, making it easy
for low-income families to include
healthy foods in their diets. 

Open air and other traditional mar-
kets are no longer off-limits to those
benefiting from card-based pay-
ments. By using robust CDMA-
based wireless technology, mer-
chants can deliver fast, secure and
reliable transactions to their cus-
t o m e r s .

New Payment Horizons
While the concept of leveraging IP

technology for payments is still in its
i n f a n c y, manufacturers have alre a d y
i n t roduced the first fully IP-enabled
terminals. 

As the price of wireless terminals
falls, and the rollout of bro a d b a n d
communications accelerates, there
will be a massive movement toward
these devices. 

When the right providers partner to
deliver the best possible solutions,
w i reless-enabled terminals will
become more and more mainstre a m ;
the expectation is that they will
achieve a 30% to 35% acceptance
rate among retailers. 

The future for mobile payment ter-
minals looks to be exciting, with
plenty of golden money-making
opportunities.   

Michelle Graff is Director of Global
Marketing for VeriFone.

Page 2 2





One constant in Steve Eazell's varied career has
been his ability to quickly get the feel for a
given situation, absorb what he needs to and
then put his stamp on that experience, mak-

ing it all his own.

His soft-spoken, relaxed demeanor doesn't really hint at
everything he has accomplished in life so far, but after
you talk with Eazell even for just a bit, you know he's one
of those people in whom there is more than meets the eye. 

He makes it sound as if his move from being president of
a highly successful printing business, to a stint in acting,
to selling merchant account services, to being a high level
executive in one of the country’s most successful check
and gift card service providers is perfectly natural, as if
everybody else in the industry followed a similar care e r
path. In the process of going from Point A to all those
beyond, he's had a pretty interesting time.

One more thing is certain: Eazell understands and is
e x t remely passionate about the merchant acquiring busi-
ness—and especially how it relates to sales org a n i z a t i o n s .
Since joining Secure Payment Systems (SPS) as National
Sales and Marketing Director in 2001, Eazell has com-
bined this passion with proven abilities and experience to
play a pivotal role in helping the company become a lead-
ing provider of check and gift card services. He said he's
accomplished this through what he calls, "getting down
to the business of listening," and paying attention.

"I have learned this business from some of the very best,"
Eazell said. "I have learned that if you are listening to
what the 'feet on the street' are saying, and to what the
m e rchants themselves are telling you, you are going to
have the opportunity to create solutions." 

"One of the reasons I chose to work at SPS is Lin
Fellerman, the company's founder and CEO. Lin re a l l y
gets this business. He understands the risk numbers bet-
ter than anyone I’ve ever met, he understands the need
for diversified product, but most importantly he under-
stands that the lifeblood of this industry begins and ends
with customers, retail/wholesale merchants as well as the
sales re p resentatives who are out in the trenches trying to
get by, one day at a time. It's really very simple: give them
what they want, and the rest comes naturally. "

T h roughout his never-dull care e r, Eazell said he's learned
a lot over the years, which gives him a unique perspective
to oversee and motivate sales people. That's exactly what
others have seen in him, too, and it's part of the re a s o n

he's enjoyed great success working with MLSs/ISOs and
other sales teams. 

"Steve brings us quite a broad sales background in pay-
ment services and transaction processing that encompass-
es credit and checks as well as industry-specific pro-
grams," Fellerman said. "The one thing that really stands
out is that he can be relentless, a real bulldog, in acquir-
ing and negotiating deals or independent sales gro u p s .
This 'never-say-die' attitude is probably the one quality
that stands out above the rest. Obviously, the entire SPS
team, especially me, is pleased with the results," he said.

Eazell feels that part of the secret to developing sales pro-
grams and establishing the teams to implement them is
understanding the sales psyche. His extensive back-
g round and experience may be part of the reason he's so
good at it.

He grew up in Southern California, the oldest of seven
c h i l d ren. "It was a fun environment. Having a large fami-
ly teaches a lot of life lessons, too. Not only did I find that
I really enjoy having people around, I found that I had to
be able to operate in the midst of chaos," Eazell said. 

Attending local parochial schools through high school
gave him considerable discipline. "It schooled me in what
really matters in life—character, which includes morals
and integrity, which are highly important everywhere
and in this industry especially," he said.

While attending California State University, Fullerton,
Eazell worked at an electronics chain store where he had
his indoctrination into sales. "I had a lot of fun selling,
and I made great money. I realized then that I had a nat-
ural ability to sell, it was then that I knew what I wanted
to do."

Eazell had other interests competing for his attention at
that time, though. After college, he ran a fairly pro f i t a b l e
print shop for five years with one of his brothers. His pas-
sion for being on stage eventually drew him to New Yo r k
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City to pursue an acting care e r. 

Eazell had acted in plays thro u g h
high school and college and took
some improv classes in Hollywood,
but wanted something more serious.
"After selling my business, I had a
little money saved, went to New
York and attended the A m e r i c a n
Academy of Dramatic Arts, whose
alumni include Robert Redford ,
Jason Robards and Fred A s t a i re," he
said. 

Eazell spent a year in New Yo r k
studying and embracing the New
York lifestyle—and getting a taste of
real life. "Acting pre p a red me for
everyday life. It taught me never to
take myself too seriously; that
opportunity is not always going to
go your way. However, since most
actors really don't survive doing
what they love to do, I had to find
something else that I loved to do
that paid a little better. "

He returned to Southern California,
w h e re his fiancée lived, and contin-
ued to act for a while. After another
stint at printing, he said an old
friend from his improv classes
o ff e red to tutor him in the mortgage
banking business. It was around this
time one of Eazell's brothers was
having a lot of success in a new busi-
ness venture selling credit card pro-
cessing for a merchant bank. The
two went out on calls together, tout-
ing what in those days was the
brand new way to accept cre d i t
c a rds. 

"I took that job and never looked
back," Eazell recalled. "My bro t h e r
Jim gave me my first look at the
overwhelming opportunities that
lay ahead in this business. We
would go out together on calls,
s h a re duties and split the commis-
sions. We did extremely well. I
learned then that the merchant level
salesperson really is the heart and

soul of this business. Merchants tell
you things at this level that no one
else gets a chance to really hear," he
said. 

The two went out on their own,
although Jim eventually left the
business, but has just recently come
back. 

M e rchant acquiring has changed
quite a bit since Eazell entered the
field in the mid 80's. 

Not only have the terminals and
services changed, but the way
t h e y ' re presented to merchants has
changed dramatically. 

"Back then, most new retailers just
t rusted their banks to take care of
their merchant services needs," he
said. "Since most banks couldn't fig-
u re out how to get merchant cus-
tomers into the banks, the whole
p rocess got lost in the shuffle. They
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really missed the big picture. To
them it was nothing more than a
means to an end, just a tool to get
the rest of the merchants' business,"
Eazell said. 

"The entire ISO world, including me,
was willing to visit the merc h a n t
sites—we had an entirely diff e re n t
skew on the whole process altogeth-
e r. Merchant services were all we
w e re selling, the world was our oys-
ter and we were willing to go that
extra mile.

"I knew merchant acquiring was
ready to explode. The merc h a n t
world was looking for this. It was a
re f reshing take—'Someone's going
to service me?' was their re s p o n s e .
Imagine that! I didn’t realize it at the
time, but I and many other MLSs
w e re part of history. After all, once
we hit the streets, the whole mer-
chant acquiring world hasn’t been
the same, has it? I mean, to me, the
banks truly had the market cor-
n e red, but some things don't change.
The fact is that some banks can be so
u n relenting and rigid in the way
they do business; somehow I think
they still just don't get it."

While times have changed since
then, and the scope of products and
services available for MLSs to sell to
m e rchants has changed the way
they both do business, developing
business partnerships and oversee-
ing sales teams has not. Managing
sales people can involve a lot of
motivational skills, according to
Eazell. 

" Very few people are self-motivat-
ed," he said. "Sometimes you have to
get them out of bed, fed, clothed and
out on the street and then help close
the deal. They need someone who
understands the art of the deal,
someone who understands the atti-
tude and level of activity necessary
to close business day after day." 

Eazell is able to share a wealth of
experience and understanding with
his sales teams. Over nearly two

decades, he has worked with some
of the biggest companies and most
influential people in the industry
and helped establish several  inno-
vative systems and pro g r a m s .

"I knew I enjoyed this business, and
all this time, I was basically selling,"
he said. "I made some connections,
worked with some great people and
gained a lot of knowledge. I was
very fortunate to have some re a l l y
g reat people mentor me thro u g h o u t
my care e r. "

MTSI, one of the first national
p roviders of debit services in the
United States, hired Eazell to devel-
op and run its ISO channel. The
company's system incorporated a
p roprietary terminal with a PIN pad
to process the transactions. 

"These 'green machines' were re v o-
l u t i o n a r y. There really was no one
o ffering point-of-sale debit on a
national scale, and I was fortunate to
be part of this pioneering venture , "
he said.

Eazell took what he learned to a dif-
f e rent level by working next with
PayPoint, (at that time) a wholly
owned subsidiary of A t l a n t i c
Richfield Corp. (ARCO), the oil
company that had pioneered point-
of-sale debit in California. This was
b e f o re national networks existed—
everything was regional then, he
said. 

"PayPoint really owned the
California regional debit card mar-
ket and because of our re g i o n a l
brand awareness, many large busi-
nesses including banks and re t a i l e r s
had come to us to do their total pro-
cessing. They hired me to run the
reseller channel and put me in
c h a rge of three accounts: Bank of
America, NDFC (a Chico, Calif.-
based ISO) and Certified Grocers of
California, which serviced most of
all the independent grocery stores in
the state," Eazell said. 

"I learned a great deal more than I

ever thought I would by working
with these three accounts. I learned
about credit and debit card pro c e s s-
ing, about ATMs and about checks. I
gained an understanding of risk and
transaction processing on a much
grander scale. There was so much to
learn at that time." 

Ken Boekhaus, VP of Sales at
PayPoint, was the one who hire d
Eazell. "Steve has an incredible pas-
sion for this business. I truly believe
that his understanding of the ISO
sales channel, combined with his
industry knowledge and expertise
have helped him become one of the
industry's leaders. 

"He possesses an incredible ability
to make key contacts and maintain
them throughout his tenure in this
business. He was a tremendous help
to me while in my employ as well as
a f t e r w a rd in helping me with his
extensive base of influence,"
Boekhaus said. 

Working at PayPoint paved the way
for Eazell to learn all about another
type of payment—one that would
p rove to be the key to his future .
" Working with grocery stores taught
me about checks," he said. "I learned
m o re about the ins and outs of
checks in one afternoon than in all
my previous years. It was quite a
d a y." He's quick to add though, "I’ve
learned a little bit more since then." 

Eazell has put his experience to
work since then helping MLSs/ISOs
and bank sales reps become more
p roductive. His resumé includes
serving as a sales manager or con-
sultant for organizations including
Go Software, The National Bankcard
Association and CrossCheck, where
under the guidance of Paul Gre e n ,
his learning curve was "like going to
school everyday, with cross training
in the business across the board." 

C rossCheck's location in Rohnert
Park, in Northern California, meant
long commutes on Mondays and
Fridays for Eazell from his home in
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Orange County, south of Los
Angeles. After several months of
those twice-weekly trips between
home and work, Eazell moved north
with his wife and daughter, where
they still live (in an iro n i c a l l y
reverse situation, Secure Payment
Systems' headquarters are located in
San Diego).

Eazell moved next to eFunds Corp.
In building the ISO channel for its
remarketing division, he met Lin
Fellerman. Not long afterward ,
Fellerman hired Eazell to run the
independent sales program for his
c o m p a n y, Secure Payment Systems. 

Eazell said the combination of their
respective areas of expertise has
p roven to be "a match made in heav-
en. Lin is a numbers guy, a pro d u c t
g u y, very analytical and very
focused on managing risk. He's been
in the check business for over 25

years, including a 20-year stint with
Te l e c redit/Equifax Check Services
(now Certegy Check Services),
w h e re he served as President for
many years. His experience gelled
really well with my bro a d - b a s e d
b a c k g round in sales and the ISO
market."  

Eazell believes that his success at
SPS is no fluke and that SPS is head-
ed for great things. He may be right,
considering that SPS has become
one of the industry's pre m i e r
p roviders of value-added services,
which have taken on a pivotal ro l e
in offering opportunities for pro f-
itability to the average bankcard
service pro v i d e r.

" We ' re in the catbird seat, so to
speak. I have yet to find a finer mix
of people, opportunity and timing in
my entire care e r. I am again watch-
ing history unfold; this is monumen-

tal. Banks, ISOs and MLSs have
begun to recognize how important
these services are to their bottom
line, and we are positioned perfectly
to bring it to them," Eazell said.

You could say that one more con-
stant in Steve Eazell's career has
been his ability to be in the right
place at the right time, staying one
step ahead of everyone else. 

He's been part of the development
and growth of services, pro d u c t s ,
companies and an entire industry.
That good fortune probably has a lot
to do with the fact that he re a l l y
enjoys the work. 

"I'm very passionate about this busi-
ness," Eazell said. "I fell in love with
it when my brother took me on
b o a rd, and I've immersed myself in
it ever since."   
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Afew years ago, IBM announced it would no
longer support OS/2, the operating system on
which the majority of the world’s ATMs ru n .
Since then, Microsoft has invested considerable

re s o u rces toward becoming the operating system of
choice. 

It has developed Web services capabilities with open
s t a n d a rds that promise a new array of opportunities for
generating revenue and reducing costs of delivering
financial services on self-service platforms. 

T h ree technology firms and the trade association for the
ATM industry contributed information for this white
p a p e r. 

The changes outlined in this document will affect banks
and retailers alike; as merchants and bankers deploy tech-
nically advanced devices, repeat customer traffic and new
income streams will be generated.

Executive Summary  
The document addresses the authors' objective by mov-
ing through the following topics:

Business Case Metrics: Cost to Income Ratio
T h e re are two ways to create value from self-service
t e c h n o l o g y :

1 . Reduce the cost of delivering financial transactions to
the consumer relative to the cost of alternative methods
for serving that same customer.

2 . I n c rease the revenue generated without incre a s i n g
c o s t s .

Various factors influence the ability to optimize these
two objectives including bank and payment network
regulations; these regulations concern surc h a rge and
i n t e rchange fee sharing, and the degree to which secure
Internet connectivity can expand the range of services
available on self-service devices. 

Consumers' levels of sophistication will dictate the
d e g ree to which services off e red are transactional in
n a t u re (un-banked services) or information intensive
(advisory services).
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New Technologies Mean Upgrades
and Revenue Opportunities in ATM Market



The Y2K of Self-Service
ATM owners will soon face several decisions: They'll
have to upgrade their machines to comply with new
encryption standards and transition them to other oper-
ating systems. They'll also need to consider the invest-
ment re q u i rements and make necessary equipment
changes within certain timeframes. 

IBM's decision to stop supporting OS/2 means self-
service platforms will have to be moved to other oper-
ating systems like Linux or Windows. The debit card
network mandates on 3DES PIN pad encryption com-
pliance (to protect the industry from debit card and PIN
skimming fraud) present another technological chal-
l e n g e .

Also driving the necessity for upgrades are the EMV
specifications and card replacement deadlines pub-
lished by the bankcard industry and the open-system
s t a n d a rds allowing device owners independence fro m
h a rd w a re vendors. 

These various business drivers are creating a technolo-
gy re f resh across the installed base of more than 350,000
ATMs. They're also providing justification for further
deployments of devices that can both reduce traditional
service delivery costs and generate incremental income.

Multi-channel Servicing/Tracking of Customers
Banks and retailers service their customers through a
g rowing number of channels, such as branch/teller and
P O S / retail locations, service centers for phone cus-
tomers, Internet Web sites and self-service devices such
as ATMs or kiosks. 

Each of these points of contact has access to central
inventory and transaction re c o rd databases that are
accessed and updated as a result of serving the cus-
t o m e r. The customer then expects that across these dif-
f e rent channels, bank or retail personnel will be curre n t
on the last series of transactions and ready to execute
new transactions or purchases based on this history. 

ATMs have lacked the ability to interact with diff e re n t
channel databases, and the technical skills necessary to
maintain their functionality were proprietary (IBM
OS/2) in nature. This led to increased risks in the form
of key-person dependencies. The new open software
platforms not only remove this risk, they also cre a t e
opportunities for organizations to enjoy software re - u s e
a c ross diff e rent channels, which speeds the time to mar-
ket for new products and services.

Customer Relationship Management
A single database, fed from diff e rent channel-access
devices, provides banks and retailers with the founda-
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tion for a "single view of the customer." When they can
anticipate and offer new services targeted for diff e re n t
life stages, those services have a higher acceptance pro b-
a b i l i t y. The term coined for this process is Customer
Relationship Management (CRM).

Thanks to technological upgrades, new opportunities
for CRM in the self-service channel will soon be avail-
able. The possibilities include:

• Channel personalization resulting from observing
customer usage patterns and modification of the service
delivery process. For instance, based on their transac-
tion history, cardholders could be prompted to choose
which type of transaction they would prefer to start
with after the PIN verification has been completed.
• Ta rgeted messages during transaction wait times that
e x p ress appreciation for past services, deposits or pur-
chases, or offer new products that naturally comple-
ment prior purc h a s e s .
• Enable customers to express their pre f e rences and tai-
lor transaction sets to their individual tastes.
• Using the ATM channel as a pro-active lead-generator
to trigger other channels within the organization. For
example, customers who make large deposits would be
o ff e red investment product information.

New Revenue Generators
Some of the new revenue sources being deployed acro s s
enriched ATM terminal platforms include:

• Top-up of cellular phone time or stored value gift
c a rd s .
• High-impact advertising with full color video scre e n
and sound capabilities or Web access for order fulfill-
m e n t .
• Short-term micro loans based on pre-scoring when a
cash withdrawal is declined for insufficient funds.
• Token-dispensing services for ticketing, coupon print-
ing, stamps, etc.

Smart Card Business Drivers
Chip cards deliver two primary benefits to the AT M
c h a n n e l :

1 . Customer/PIN authentication can be performed at
the card level as opposed to requiring the sending and
receiving of a central validation message. This means
quicker access to menu options and makes off-line pro-
cessing on a limited transaction set possible. These
capabilities result in faster transactions, which allow the
servicing of more customers on a smaller network.
2 . Smart cards are also able to store value, thus allowing
cash withdrawals to be delivered at kiosks or thro u g h
mobile wireless devices without the need for physical
c u r rency dispensers.

The Web AT M
The suite of functions available on ATMs is about to

move out of the routine transaction set (balance inquiry,
deposit, withdrawal and transfer) toward advisory
s e r v i c e s .

The new service offerings will be content oriented and
time dependent, and will gradually involve longer ru n-
ning sessions such as tax or investment advice and sales
p rocesses. 

Traditional ATM front-end switches supported by debit
c a rd processors were never designed to handle these
types of interactions.

Web-enabled ATMs will leverage new software options
and enable banks and retailers to establish core compe-
tencies on new open platforms. 

These functionally rich platforms, with targeted, intelli-
gent offers and compressed transaction times, will grad-
ually raise customers' expectation levels. 

When that happens, and customers get used to the new
services, they will find it very difficult to take their busi-
ness to a location that offers only traditional ATM trans-
actions. That translates into reduced churn, incre a s e d
loyalty and a sustainable competitive advantage.  

Web Sites for More Information

www.greensheet.com/gsq/Secured-/gsqv6n3.pdf   
ATMs Through History, September 2003, GSQ. An excellent
overview of ATM industry leaders, statistics, history and expert
predictions.

www.ncr.com/media_information/newslist.htm  
NCR announces new turn-key offering of ATM services to large
retailers.

www.kiosks.org/finance/atms  
The ATM Self-Service directory of vendors as published on the
Kiosk trade association’s Web site.

www.kiosks.org/finance/unbanked  
Un-banked financial services directory of vendors as published
on the Kiosk trade association’s Web site.

www.kiosks.org/711factsheet.html   
7-Eleven Vcom terminal fact sheet.

Eric Thomson is Executive Vice President of Profit Source Advisors.
He can be reached at eric.thomson@profitsource.us.

Page 3 8







As a student of payment technology white
papers, I couldn't help but wonder why Vi s a
decided to issue this first-in-a-series of white
papers. The second page of the white paper

held the answer to my question. 

The premise behind this document is that efficient pay-
ment systems translate directly into higher standards of
living and benefits across society. And not surprisingly, I
read, "…the most efficient vehicle for maximizing [bene-
fits is] the self-regulating, joint venture model re p re s e n t-
ed by member associations such as Visa International." 

The next twenty pages of the white paper present a his-
torical and economic argument for the need of govern-
ments (especially those of underdeveloped countries) to
accelerate the transition from relying on cash and checks
to using electronic payment methods maintained by Visa. 

While the document might stretch the reader's imagina-
tion by claiming that payment systems alone can raise a
country's standard of living, it does contain a number of
insights that help explain the behavior of major payment
p rocessors such as First Data Corp. and Total Systems
( T S Y S ) .

Executive Summary
Major payment processors and other large financial insti-
tutions are turning their attention to the deployment of
e l e c t ronic payments internationally. The Visa white paper
suggests that the motivation behind these actions might
lie in the fact that "as much as 70% of the world's popula-
tion" is unbanked. And moving these individuals and

their household assets into a country's banking system
would create multiplier effects resulting from the
i n c reased lending and investment opportunities they
generate within an economy. This logic is further
s t rengthened by the efficiency of digital payments over
physical payments. With large capital investments
a l ready made to create the global electronic payment net-
works, the incremental cost of processing additional
transactions would shrink over time. 

This places more and more pre s s u re on underd e v e l o p e d
countries to encourage their constituents to replace paper
( c u r rency and checks) with plastic. It fuels a ROI for
deploying to retailers interfaces to the Internet and new
terminals; it also places smart cards in the hands of con-
s u m e r s .

History's Lesson About Payments
Let's put these arguments in perspective. The white
paper's first chapter describes payment lessons learned
f rom history. As societies evolve, they seek more eff i c i e n t
and convenient forms of payment exchange: barter was
followed by coin and curre n c y, which was followed by
e l e c t ronic payments. 

In the evolution of payments, there has been a consistent
set of drivers: lower cost and more convenience. The
"golden rule" tends to operate in payments as in most
other aspects of economic life: "He that has the gold,
rules." Visa International is confident that its payment
o fferings will prevail based on the historical lesson that
consumers faced with payment alternatives migrate to
the cheapest and easiest to handle. 

Lower Cost, Higher Value
The next chapter delves into greater detail re g a rding the
c u r rent mix of payment options and how electronic pay-
ments benefit both buyers and sellers. Visa believes that
parties on both sides of the transaction are looking for
i n c reased convenience and security, which electronic pay-
ments can provide consistently better than checks and
cash. 

The flexibility of electronic payments enables the design
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History's Lesson: How the Global Ecomony
Can Benefit From Non-cash Payments



of card service offerings such as 'pay in advance' (store d
value), 'pay now' (debit) or 'pay later' (credit). These
capabilities allow plastic cards to be molded aro u n d
major payment categories such as payroll, government
benefit transfers, large ticket purchases, recurring pay-
ments and small value transfers. 

By using cards instead of cash, consumers and merc h a n t s
can also benefit from improved security. Lost or stolen
c a rds are replaceable; lost or stolen cash is not.
Authorization and guarantees supported by re g u l a t i o n s
to resolve dispute resolution are significant benefits to all
parties in a payment transfer. And sellers of merc h a n d i s e
or services understand the reduced risks associated with
theft or loss when electronics replace cash re c e i p t s .

The Big Picture
In the chapter titled 'The Big Picture,' the authors of the
white paper explore the potential benefits that could be
gained if electronic payments used in the twenty most
advanced countries are overlaid on the rest of the world. 

H e re the strongest argument is that cash-based economies
a re experiencing a serious drag on their standard of liv-
ing, which is caused by the variable cost nature of this
type of payment method. In contrast, global electro n i c

payment networks basically operate on a fixed-cost plat-
form, with smaller and smaller unit costs as they scale to
l a rger volume loads. The more transaction volume mov-
ing through an electronic network, the lower the average
cost per transaction. The white paper compares individ-
ual countries to show these diff e rences can be as much as
four times greater for cash compared with plastic.

The credibility of this argument is stretched when the dif-
f e rences expand to such a degree that an accelerator eff e c t
takes hold and significant increases of incremental spend-
ing take place. This is because of the efficiencies of elec-
t ronic payments. It is hard to imagine that electronic pay-
ments, even in countries like the U.S. (where they re p re-
sent less than 20% of total payments), could be generating
u p w a rds of $10 trillion of additional GDP, this white
paper reports. 

The white paper authors use this argument to encourage
government policy-makers to foster electronic payments
over cash/check payments. They also begin to diverg e
f rom their earlier re s e a rch findings by encouraging gov-
ernments to step in and set policy in favor of one method
of payment (card based by joint-ventures such as Vi s a )
over another, rather than letting the marketplace make
this decision in its day-to-day behavior.

Also, the tenacity of cash transactions is notable in the
white paper's payment mix charts, but is conveniently
i g n o red in its conclusion. One chart analyzes and pro j e c t s
payments from 1997 to 2010. Throughout this time peri-
od, the percentage of cash transaction remains virtually
constant at greater than 40%. 

With all the discussion about fixed and variable costs, the
realities of interchange fees dictate that the use of
b a n k c a rds such as Visa or MasterCard is not efficient for
p u rchases made below $10. The implied assumption is
that electronic payments will not have a serious eff e c t
upon this large segment of payments. The emerging tech-
nology of micro-payments was simply not considered in
the scope of this document—probably because "joint ven-
t u res such as Visa" haven't conceived of a means of deliv-
ering these transactions within their current business
model. 

Excerpts from this Research Report
• "Ultimately, consumers determine what form of
money is most desirable—people simply substitute
cheaper and more convenient forms of money for
expensive and inconvenient forms. It is ultimately
t h rough this substitution in use that new money forms
embed themselves in the marketplace."
• "Through shared investments, the Visa association
c reated a global system to authorize transactions, clear
and settle electronic payments, codify operating re g u l a-
tions to protect consumers and merchants alike, and set
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i n t e roperability standards to ensure that, unlike cash
and cheques, a Visa card could be used anywhere in the
w o r l d . "

Benefits to Buyers
• The convenience of global acceptance, a wide range of
payment options and enhanced financial management
t o o l s
• Enhanced security and reduced liability for stolen or
misused card s
• Consumer protection through an established system
of dispute re s o l u t i o n
• Convenient and immediate access to funds on deposit
via debit card s
• Accessibility to immediate cre d i t

Benefits to Sellers
• Speed and security of the transaction pro c e s s i n g
c h a i n — f rom verification and authorization to clearing
and settlement
• Freedom from more costly labor, materials and
accounting services re q u i red in paper-based pro c e s s i n g
• Better management of cash flow, inventory and finan-
cial planning because of swift bank payment
• Incremental purchasing power on the part of the con-
s u m e r
• Cost and risk savings by eliminating the need to ru n
an in-house credit facility

A critical challenge for many economies is drawing more
people—and their capital—into the banking system. The
question for policy-makers is: How do we get more peo-
ple under the big economic tent?  

Web Sites for More Information 

www.greensheet.com/CheckStudy/ConsumerSurvey.htm 
The Green Sheet, U.S. Consumer Survey of Payments, 1999. 

www.mastercardbusiness.com/assets/resource_center/
whitepapers/one_card_2000.pdf 

One Card Programs Continue to Gain Momentum, Deloitte and
Touche. A study commissioned by MasterCard to explore the
requirements of corporate card programs.

http://webevents.broadcast.com/ibm/fss/payments/docs/
062303_FSS_Payment.pdf 

Cashing in on Retail Payments, June 2003, IBM Institute for
Business Value. IBM's perspective on the importance of payments
for the banking industry and various projections of possible
changes.

Eric Thomson is Executive Vice President of Profit Source Advisors,
LLC. He can be reached at eric.thomson@profitsource.us .
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Your upfront bonus and 
r e s i d ual income are about to take of f.

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

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

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

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

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

WANT YOUR UPFRONT AND RESIDUAL INCOME TO TAKE OFF?

CONTACT TOTAL MERCHANT SERVICES TODAY.

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

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





in the daylong conference. The
meeting's sessions covered opera-
tional issues such as membership
development and continued the
debate on various policy and pur-
pose topics. 

The conference also included panel
discussions relevant to the industry;
panel members included industry
re p resentatives and a legal expert. 

Planners were very encouraged
with the results of the first NAOPP
membership meeting. More than 50
people attended, extending their
stays in Orlando by a day, dire c t l y
following the Southeast A c q u i re r s
Association conference at the Rosen
C e n t re. As of press time, member-
ship in NAOPP is more than 40 peo-
p l e .

But what these numbers don't illus-
trate is the nationwide and industry-
wide interest in this association.
Independent agents and contractors
have long felt unre p resented in the
financial services industry.
For example, some feel that
other organizations are bet-
ter suited to serving larg e r
companies; expensive fees
for association membership
and trade show re g i s t r a t i o n
can be prohibitive for inde-
pendent salespeople.

N A O P P started from scratch,
formed with the intention of serving
needs of Merchant Level
Salespeople. The organization's pur-
pose is to improve the way MLSs
work by providing opportunities for
education and forums for discussion
and setting industry standards. 

At the initial planning confere n c e
held last Febru a r y, organizers decid-
ed on a few details. They chose a
name, established bylaws and
defined a mission statement: T h i s
o rganization shall exist for all those sell -
ing in the Payment Processing indus -
t r y, by providing Education, 

B e n e f i t s , L i a i s o n / R e p resentation and
C e r t i f i c a t i o n .

In Febru a r y, The Green Sheet spoke
with organizer Steve Norell about
his hopes for the then-unnamed
g roup ("New A s s o c i a t i o n ' s
Aspiration: Pave the Way to Stre e t
S a v v y," Feb. 10, 2003, issue 03:02:01).
What he said then seems to be com-
ing true as NAOPP moves ahead
and plans for the future of an inde-
pendent, aff o rdable association. 

One of the association's goals, then
and now, is to add credibility and
p rofessionalism to the industry.
Training and certification are ele-
ments that have been missing for the
estimated 24,000 to 28,000 MLSs,
N o rell said. 

P roviding MLSs with information
and opportunities for education will
raise the standards by which they
will all work. Direct contact between
vendors and agents also incre a s e s
the quality of information to which
MLSs have access, he said.

Since Febru a r y, NAOPP has filed
incorporation papers as a 501(c)(3)
n o t - f o r- p rofit corporation; the char-
ter and by-laws have been filed with
the Delaware Secretary of State.

The interim Board is comprised of
re p resentatives from sponsoring
companies and is in place until a
permanent one is elected by the
o rganization's membership,
although no timetable for this transi-
tion has been set. (The NAOPP b y -
laws stipulate that the majority of
the voting members of the Board of
D i rectors must be MLSs in order to

p rotect the interests of the people
the organization was created to
h e l p . )

The entire meeting, moderated by
Cory Saftler, Integrated Leasing,
was conducted in an interactive dis-
cussion format and resulted in some
very interesting Q&A. Speakers
w e re limited to brief pre s e n t a t i o n s .

Mary Dees, President of Electro n i c
Transactions Association (ETA), was
the first speaker and she addre s s e d
the diff e rent roles ETA and NAOPP
play in the industry. ETA is char-
t e red as an association of vendor
companies, while NAOPP is a pro-
fessional trade association for indi-
viduals. 

In a very positive step forward, Dees
a d d ressed ways ETA could work
with NAOPP on behalf of MLSs. She
o ff e red to work with ETA to make
the ISO regulations published by
Visa and MasterCard readily avail-
able to NAOPP m e m b e r s .

Dees also discussed her role as
court-appointed receiver for
CMS, responding to several
questions from the floor and
clarifying some details that
have been misunderstood in
the marketplace. 

At the conclusion of her
remarks, one meeting partic-
ipant apologized for state-
ments that had been posted

to The Green Sheet's MLS Foru m ,
stunning everyone in the ro o m .
Others concurred, and invited Dees
to come back into the Forum. The
consensus of the attendees is that
neither the ETA nor Dees is in any
way "the enemy." [GS applauds this
d e v e l o p m e n t . ]

Ben Huddleston, a corporate attor-
ney with Nashville, Te n n . - b a s e d
firm Waller Lansden Dortch &
Davis, fielded questions during the
meeting's next segment. Huddleston
has worked extensively for more
than 10 years with participants in
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• President-Steve Norell 
• Vice President-Bill Paul 
• Secretary-Carmen Carrero
• Treasurer-Keri Golden 

• Director-Andy Pitts 
• Director-Neil Mink 
• Advisor-Chuck Saden

The current interim officers all attended the meeting in
Orlando and were happy to answer questions concerning

the fledgling organization. They are:



the electronic transactions industry, dealing with contract
issues, mergers and acquisitions and initial public off e r-
ings for various companies in the industry.

During this portion of the meeting, Huddleston discussed
several areas of concern for MLSs, including issues
involving corporate organization, non-compete clauses,
portability of merchant portfolios and the protection of
the revenue stream. 

The session provided a good overview of the most com-
mon legal issues in the industry and underscored the
importance of using legal counsel with industry-specific
experience when facing significant issues.

Two more panel discussions were held during the day
concerning equipment and check guarantee/conversion.
Lipman, Thales and Hypercom were each re p re s e n t e d ,
but VeriFone was notably absent from the equipment
panel. Discussions centered on what was coming next
and addressed questions relating to wireless performance
and multi-MID capability.

The check guarantee/conversion panel included Steve
Eazell, Secure Payment Systems, and Tim Hutchinson,
Western Clearing. They briefly addressed the reality of
conversion transaction processing, with and without

check guarantee.

A drive to increase membership in NAOPP was the meet-
ing's true success: a majority of the meeting's participants
became members or sponsor-members. The push is on to
build membership in the MLS segment in order to move
the organization to the next level. The Green Sheet will be
involved in supporting NAOPP in all its endeavors.

The success of this first meeting proved there is enough
i n t e rest to move ahead with plans for the future. NAOPP
intends to continue holding its membership meetings in
the open Q&A format. 

The Board is currently exploring opportunities to piggy-
back onto the regional acquirers association meetings;
plans are currently underway for a meeting in Febru a r y
2004 coordinated with the Northeast A c q u i re r s
Association event (see related story on page 16). 

In keeping with the mandate to keep participation in
N A O P P a ff o rdable, membership fees have been set at $25.

For more information on YOUR organization visit the
Web site at www.naopp.com. Look for news and infor-
mation on NAOPP in upcoming issues of The Gre e n
Sheet.  
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You've Got
to Crawl
B e f o re 
Yo u C a n
Wa l k .

Is your curre n t
p rocessor stuck
at this level?
At First American Payment Systems,
we've spent more than 13 years 
developing and growing our business. Hundreds of First
American sales re p resentatives have found First American's
agent program to be a secure path towards long-term income.

Quit taking baby steps—Call today and let us put our
knowledge, experience and skills to work for you.

Quality Solutions. Predictable Results.

Call Steve Robins, Sr. VP of Sales & Marketing

1-866-Go4-FAPS
(1-866-464-3277)

email: stever@first-american.netMember Bank: KeyBank National Association, Cleveland, Ohio  Member FDIC



The phenomenon continues. My previous col-
umn highlighted the Midwest A c q u i re r s
Association (MWAA) conference, and this col-
umn will continue to look at the extraord i n a r y

movement taking place all over the country: the re g i o n a l
a c q u i rer associations' meetings. I've said it before, and I'll
say it again: This is a re s o u rce well worth your time and
e ff o r t .

I just returned from the third annual Southeast A c q u i re r s
Association (SEAA) meeting, which was held October 8 –
9, 2003 in Orlando, Fla. The first official meeting of the
National Association of Payment Professionals (NAOPP),
held Oct. 10 in Orlando, followed the SEAA's confere n c e .
What an extraordinary experience to witness the birth of
a re s o u rce forum for Merchant Level Salespeople.

The organizers of SEAA and NAOPP should be very
p roud of what they accomplished at these gatherings. 

"The 2003 Annual Southeast A c q u i rers meeting was a
huge success," Judy Foster of Thales e-Transactions, Inc.
said. "Over 300 participants shared information and edu-
cation. The SEAA looks forward to an even more success-
ful meeting next October 2004 in Atlanta, Georgia." 

Highlights from the SEAA c o n f e rence included panel dis-
cussions on timely topics such as fraud at the point of
sale, check conversion lockbox opportunities and quick
service restaurant opportunities.

One presenter was motivational speaker Philip Hurst,
Ph.D., who spoke on self-improvement and how to stay
p roperly motivated each and every day. Each attendee
received a copy of his latest book, "The Hit Man," about
s t a ff motivation and management styles.

A panel on electronic check conversion was informative
and sometimes electrified with lively discussion fro m
re p resentatives from CrossCheck, Retriever and Certegy.

The vendor hall served as a great networking foru m
w h e re attendees could spend hours with leading vendors

and gather information on the latest services and new
technologies. 

I was honored to be part of the SEAA as a guest speaker.
After my presentation, I was walking through the confer-
ence hall, when someone passing me said in a familiar
tone, "Hey, Ed." I stopped to return the greeting, thinking
I must know this per-
son. I said, "Hi, do I
know you?" He
responded, "No, but I
read your column and
feel like I know you." 

He also said he
thought I was making
a valuable contribution
to MLSs and the indus-
try as a whole, and he
encouraged me to keep
writing and keep
speaking. His com-
ments were heart-
warming and much
a p p reciated. Thank
y o u .

In order to hear from others who also attended these two
significant events, I posted the following on The Gre e n
Sheet online's MLS Forum after the confere n c e s :

"The recent SEAA annual meeting and NAOPP c o n f e r-
ence in Orlando were hits...or were they? For all those
MLSs who attended either event, I'd love to get your feed-
back. What were the highs? What were the lows? What
did you enjoy most about the events? What didn't you
like about them? Would you attend future events? Please
be sure to include your name and affiliation if you want
to be acknowledged in 'Street Smarts.' As always, thanks
for your support." 

Here's what came back…

"I'm an MLS and attended both the SEAA and NAOPP
meetings in Orlando. Both events were hits in my opin-
ion. Having the chance to talk, listen and learn fro m
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leaders in this industry such as yourself was the high-
light of the meeting for me. It would be worth the trip to
just spend the time in the hallways and lounge talking
over a drink with all you guys. 

"I liked the question and answer portion of the meetings
m o re than anything else. Talking with the vendors at the
booths was a fantastic opportunity to get acquainted
with diff e rent companies or with people we alre a d y
work with but hadn't had the chance to meet. 

"I will do everything possible to attend future events
such as this and recommend to everyone who's never
been to do the same next time. It's the best investment
you can make in your future and so much fun meeting
everyone." 

- Neil 

"The SEAA was a good show, the trade show floor was
much better than last year's. I got to meet with vendors
and talk with them. I learned some new things about
checks and made some good contacts. The presenters in
the other room were not very well attended. 

"It seemed more people were outside. Ed, your talk was
good; American Express made a good presentation. The
check panel was o.k. The motivational speaker was very
good. 

"I wish that some of the presentations on checks or
whatever the subjects were more sales oriented, but I
guess no one wants to give out secrets??? How to sell
some of these products would be a better topic or how
to network. 

"Overall it was the third time I have been to this event,
and I will keep attending them and the ETA. I missed
the NAOPP meeting, and I hope that it works. The con-
cept is good." 

- cc guy, South Florida

"I attended both [meetings] last week in Orlando, and
they were both outstanding. In my opinion, the SEAA
has a lot of great speakers, including yourself, and gre a t
interaction with vendors and the initial NAOPP m e e t-
ing was very well organized and informative. Keep up
the great work to all involved." 

- jcreegan, Boca Raton, Florida 

If there was anything negative to report about the SEAA
c o n f e rence, it was that there were not many MLSs in
attendance at the breakout sessions and educational
meetings. The vendor hall was packed, but why were n ' t
the general sessions?
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Overall, though, the SEAA meeting was a fabulous,
informative well-organized event with good sponsorship.
All the vendors with whom you need to work and estab-
lish relationships were present to help educate MLSs. The
p roblem was that not enough of you showed up to take
advantage of this opportunity. 

A re you out there? A re you hearing me? I have said it
b e f o re, and I'll say it again: You can lead MLSs to water,
but you can't make them drink.

One of the primary purposes of this column is to inform
MLSs. But since some of you are not listening, let me say
it one more time: Attend these types of events! I com-
mend those of you who do attend, but I will continue to
remind you until all MLSs hear my words and act on
t h e m .

As I have stated in the past re g a rding the MWA Am e e t i n g
(and it certainly holds true for the SEAA and NAOPP
meetings), it is admirable that industry leaders are going
out of their way to make events like these possible. 

They have responded to a common wish among MLSs,
which is a need for locally hosted trade shows, confer-
ences and training events with great vendors and gre a t
speakers. 

The vendors are seriously looking for opportunities to
meet with the people who drive the business, namely the
M e rchant Level Salesperson. It is evident that vendors are
willing to provide the re s o u rces to make these events re a l-
ly worthwhile. But if you do not show up, these types of
opportunities will disappear. 

To stay ahead of the curve and achieve success, MLSs
need to stay informed about new products and services
available in the marketplace, at least on a semi-annual or
annual basis. The only way to achieve this is to attend
these conferences. If you don't heed this advice, your
business will slip while your competitor's business will
g ro w.

The next SEAA event is scheduled for the end of October
2004 in Atlanta. All of the details will be posted on their
Web site: www. s o u t h e a s t a c q u i re r s . c o m .

As far as the NAOPP meeting, the highlight for me was
that this organization has gotten off the ground.  If you
a re a MLS and are not cheering, read on. 

NAOPP's mission statement is clear: "This org a n i z a t i o n
shall exist for all those selling in the payment processing indus -
try by providing education, benefits, liaison/re p resentation and
certification." 

As stated on the NAOPP Web site, in the payment pro-
cessing industry, the delivery of products and services to
m e rchants depends on MLSs. For those who know what
it's like to sell and service payment products, NAOPP i s
your new voice. 

While existing associations are geared to product vendors
and manufacturers, MLSs have formed NAOPP for their
own benefit. 

Anyone involved directly in selling and servicing mer-
chant accounts realizes that within the sales org a n i z a t i o n ,
t h e re is often a "disconnect" between the sales force at the
s t reet level and the decision makers at the top. NAOPP
intends to help bridge the gap between the two groups. 

The organization believes, as do I, that a better- e d u c a t e d
MLS will provide merchants with better service, re d u c e
ISO training costs and submit higher-quality business to
leasing companies and processors. 

Have you joined NAOPP yet? If not, why? Membership
costs only $25. Go to www. N A O P P.com right now, and
sign up. Remember, there is strength in numbers. Let's see
how many of us can unite and make a positive impact on
this industry. 

As always, I'd love to hear from you. Please send your
feedback 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 running advertisements in The Gre e n
Sheet—what works and what doesn't. 

Please continue to look for my posts on The Green Sheet
MLS Forum. I welcome all of your responses and will
include them in future columns.   

"A mind is a terrible thing to waste." 
– United Negro College Fund, Inc. 

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

Ed Freedman is founder and President/CEO of Total Merchant
Services, one of the fastest-growing credit card merchant account
acquirers in the nation. Ed is the driving force behind all business
development activity as well as the execution of Total Merchant
Services' marketing plan, including recruiting and training inde-
pendent sales offices and establishing strategic alliance partnerships
with leading vendors, so that Total Merchant Services can provide its
customers with the highest quality and most reliable services avail-
able. 

To learn more about Total Merchant Services, visit
www.totalmerchantservices.com.  To learn more about partnering
with Total Merchant Services, visit www.upfrontandresiduals.com or
contact Ed directly at ed@totalmerchantservices.com
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By David H. Press
Integri ty Bankcard Consultants,  Inc.

Integrity Bankcard has fielded many questions
recently from our Independent Sales Org a n i z a t i o n
and member clients concerned with re g i s t r a t i o n
re q u i rements for Visa’s Agent Registration

P rogram. Visa has fined numerous members lately for
f a i l u re to follow Agent Registration Program regulations. 

Of note were cases in which agent Web sites re f e r red to
ISOs that were not re g i s t e red with the member. We have
also noticed numerous agent Web sites that are not in
compliance with other aspects of the program's re g u l a-
t i o n s .

Visa created its Agent Registration Program thro u g h
which members are re q u i red to register all ISOs, Third -
Party Servicers (TPSs) and Independent Contractors (ICs)
contracted to perform bankcard related services. Vi s a

U.S.A. actively enforces the Agent Registration Pro g r a m
re q u i rements.  

The purpose of the Agent Registration Program is to:

• Increase member awareness of the risks associated
with third parties
• Ensure that members control and track the activity of
their re g i s t e red third parties 
• Enable Visa to monitor industry trends and/or indi-
vidual third parties

Relevant Definitions
Agent Reference File - A historical file maintained by
Visa U.S.A. which contains company names, addre s s e s ,
principal information and quarterly activity information
for ISOs, TPSs and ICs. Third parties listed on the A g e n t
R e f e rence File perform any of the following services on
behalf of a Visa member: 

• merchant solicitation, sales or service 
• cardholder solicitation and service
• response processing for Visa program solicitations
• transaction processing and data capture

Independent Sales Organization  (ISO) - A n o n - m e m b e r
o rganization or individual whose bankcard - related busi-
ness relationship with a member is either merchant solic-
itation, sales or service and/or cardholder solicitation. 

Independent Contractor (IC) - An individual 1099
employee of either a member or an ISO whose bankcard -
related business relationship is with a member or an ISO
and whose activities involve merchant solicitation, sales
or services, and/or cardholder solicitation services using
its own name.

(Note: If independent contractors of a re g i s t e red ISO
identify themselves as part of the ISO in the marketplace
via business cards, letterhead, Web sites etc., the contrac-
tors do not have to register with Visa. The compensation
method is not a factor.)  

To register a third-party ISO or IC, members must com-
plete the "Independent Sales Org a n i z a t i o n / T h i rd - P a r t y
Servicer/Independent Contractor Registration" form
(Visa U.S.A. Operating Regulations , Exhibit VV) and send it
to Visa's Membership and Records Administration for
p rocessing. Upon completion of the registration pro c e s s ,
all registration information will be housed in the A g e n t
R e f e rence File.

Visa's Agent Registration in a Nutshell

• Generate multiple revenue streams
selling a variety of products

• AT M s
• Prepaid Cellular Serv i c e
• Multiple Prepaid Long Distance Plans
• Check Cashing
• Electronic Check Conversion
• Guaranteed Payroll Check Cashing 

• Residual streams are guaranteed
• Sales leads provided to qualified

Value Added Pa r t n e r s





Pre-Registration Compliance Requirements
T h e re are three steps members must take before submit-
ting the Exhibit VV to Visa. 

1. Query the Agent Reference File
Contact Visa U.S.A. Membership and Record s
Administration via telephone or fax.  If the org a n i z a t i o n
is re g i s t e red with current relationships, the number of
relationships and the dates initiated will be pro v i d e d .
(The names of members with current relationships will
not be disclosed.)

If a third party's relationship with another member has
been discontinued for any reason, the inquiring member
will be re f e r red to the member with the former re l a t i o n-
ship for additional information. No other information
will be given, and no derogatory information will be
kept on the Agent Reference File.

2. Conduct a background investigation
The member must perform a background check of the
t h i rd party, including verification of financial re s p o n s i-
bility of the principals to ensure that there is no signifi-
cant derogatory information.

Although it is not re q u i red by the Visa U.S.A. Operating
R e g u l a t i o n s, the investigation may include information
re g a rding all individuals holding stock in the third
p a r t y, criminal background checks on all principals and
information on prior business re l a t i o n s h i p s .

3. Conduct site and inventory inspections
The member must perform a site inspection of the third
party's business location, including verification of
i n v e n t o r y, if applicable, and review the solicitation or
sales materials.

Each member must ensure that any use of the Visa Card
P rogram Marks by its third parties are in compliance with
Visa U.S.A. Operating Regulations. In any calendar year, a
member will n o t be re q u i red to pay both the initial and
the annual fee. Members failing to comply with the
re q u i rements of Visa's Agent Registration Program will
be fined for infractions including:

• Noncompliance with the regulations requiring all
members to perform the necessary steps prior to con-
tracting with an ISO, IC or Third-Party Servicer (query
the Agent Reference File; conduct a background investi-
gation of the third party; perform a site and inventory
i n s p e c t i o n ) .

• Noncompliance with Visa rules which re q u i res all
members to register and pay fees for all ISOs, ICs, or
T h i rd-Party Servicers providing services on their behalf.
In addition, members must notify Visa of any change in
the relationship within three business days.

If a member is found to be in violation of the A g e n t
Registration Program and a fine has been assessed, the
member must immediately correct the violation by either
registering the ISO, IC or third-party servicer as re q u i re d
or notifying Visa U.S.A. of the corrective measures taken.

Agent Registration Program fines are as follows:

• $10,000 for the first infraction
• $20,000 for the second infraction in a five-year period 
• $50,000 for the third infraction in a five-year period

Member Identification
Any correspondence, supplies or solicitation materials
(including those to be used for broadcast, audio and
Internet solicitation) must prominently identify the mem-
ber's name and location. In addition, all Visa members
must ensure that all solicitation material distributed by
re g i s t e red third parties comply with the following guide-
l i n e s :

• The member's name and city must be pro m i n e n t l y
identified adjacent to the Visa marks
• The third party must be identified as a re p re s e n t a t i v e
of the Visa member
• All solicitation materials must clearly disclose that
any merchant agreement is between the Visa member
and the individual merc h a n t

This is particularly true for ICs who identify themselves
in the marketplace as part of a re g i s t e red ISO via business
c a rds, letterhead, Web sites, etc. The ISO needs to contro l
and monitor the use of all materials used by these con-
tractors and agents to ensure that only proper materials
a re being used.

ISOs must also control and monitor the sub-ISOs and ICs
that submit business to them to ensure that proper mate-
rials are used and appropriately re g i s t e red with Visa.    

David H. Press is Principal and President of Integrity Bankcard
Consultants, Inc. Phone him at 630-637-4010, e-mail
dhp@integritybankcard.net or visit www.integritybankcard.net
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I n it i a l  and Annua l  Regi s t ra ti on  Fees

Initial Registration Fees
Type of Organization Amount Assessment

Independent Sales Organization $5,000 per relationship
Independent Contractor $1,000 per relationship

Annual Registration Fees
Independent Sales Organization $2,500 per relationship
Independent Contractor $500 per relationship
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By Peter Scharnell
E l e c t ronic Exchange Systems 

In recent articles, we have discussed the importance
of value-added products and services for gro w i n g
and retaining a merchant base. We've talked about
how adding two or three of these products, in addi-

tion to providing merchant processing services, can dras-
tically increase your chances of retaining merchants and
build your residual income stream. 

But before you begin selling value-added products and
services, you should educate yourself on the latest and
g reatest products available in the market. 

So where can you get training on all the value-added
solutions? Hopefully, you only have to look as far as your
p ro c e s s o r. 

MSPs/ISOs should provide their agents with ongoing
training and value-added education. It's true that agents
can work directly with various value-added providers or
vendors and believe me, there are many to choose from. 

But it makes more sense—economically and org a n i z a-
tionally—for a processor to provide a suite of solutions to
its agents and ISOs. That way, agents have one contact for
all of their value-added needs and one provider for train-
ing and educational programs. 

In this article, we'll explore some of the best ways that
today's ISOs provide training for their agents.

Regional Conferences

You can't say enough positive things about live training.
Most of the larger and more successful ISOs host at least
one regional conference for their agents. Ty p i c a l l y, this is
a two- or three-day event where all of the agents get
together with value-added service providers. 

These conferences give agents the opportunity to gain in-
depth knowledge on all the features and benefits of the
d i ff e rent solutions and how and why they should sell
them. 

Agents can meet the pro v i d e r, ask questions, get hands-
on demonstrations and role-play with other agents. This
kind of training works because it caters to the diff e re n t
ways people learn: by seeing, hearing and doing. 

The only drawbacks to regional conferences are the
expense and the actual time it takes out of your selling
schedule. However, they are a great way to increase your
knowledge of the industry and network with your col-
leagues. 

You can find out what other agents are selling in their
neck of the woods and how they are selling it. 

Dedicated Trainers

If you can't make it to the regional conferences, the next
best thing is to have trainers come to you. More and more
value-added service providers are using dedicated train-
ers to help educate ISOs and MLSs on how to sell their
p roducts and services. 

The Importance of Value-added Training





T h e re are a lot of value-added solutions out there, and
many are very similar to others. Most independent agents
a re too busy to re s e a rch all of the available offerings in the
market and pick the best pro v i d e r. 

That's why the best value-added providers have trainers
who will visit you in order to ensure that their solution is
understood and more importantly, diff e rentiated fro m
competitors' products and services. 

For instance, I've heard many people say that a POS ter-
minal is just a box. But educated sales agents who demon-
strate the value and cost-saving features of a specific ter-
minal can often sell it to merchants over a less expensive
model. 

In order to sell value rather than price, you must know
how to physically demonstrate to merchants how to oper-
ate the equipment. Dedicated trainers are the best people
to show you how to do this. 

They eat, sleep and breathe their product line and are
chomping at the bit to show you how their products are
better than the competition's products. All serious agents
should check with their ISO/MSP to inquire about having
access to dedicated trainers. 

Phone and Web-based Training

Maybe you're in a geographically challenged area, and
you can't make it to all of the regional training; or you're
e x t remely busy selling and can't justify taking time out of
your hectic work week. No problem—technology comes
to the rescue! 

Phone and Web-based training are increasingly popular
and cost effective ways to train sales re p re s e n t a t i v e s
re m o t e l y. Using a phone/We b - c o n f e rence bridge is a
powerful and interactive way to learn about new pro d-
ucts and services. Just think of it as a virtual regional con-
f e rence. 

Service providers can organize 10 to 20 agents from all
over the country and demonstrate their offerings interac-
tively over the Internet. 

After the presentation, trainers often open up a forum for
discussion and answer specific questions from agents.
And all of this can take place in less than an hour. 

A good ISO/MSP will also provide an extensive Web site
that offers presentations, proposals, product information,
b ro c h u res, interactive tutorials and agreements. The site
should allow agents access to the information whenever
they need it. 

By developing a good phone/Web-based training pro-
gram and offering a comprehensive Web site re s o u rc e ,
ISOs/MSPs empower their agents to become better and
m o re knowledgeable salespeople.

The best way to educate yourself on value-added pro d-
ucts and services is to incorporate a good mix of hands-on
training, phone/Web-based training and individual prac-
tice. Successful agents spend time familiarizing them-
selves with all of the ins and outs of each offering. 

This is what will separate you from other agents who sim-
ply focus on rates and equipment sales. These agents are
missing the real value of building, growing and main-
taining their merchant base through value-added pro d-
ucts.  

Peter Scharnell is VP Marketing for Electronic Exchange Systems
(EXS), a national provider of merchant processing solutions.
Founded in 1991, EXS offers ISO partner programs, innovative pric-
ing, a complete product line, monthly phone/Web training, quar-
terly seminars and most of all credibility.

For more information, please visit www.exsprocessing.com, or e-
mail Peter at peter.scharnell@exsprocessing.com
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This is the third article in a series written in response to numerous
reader requests for definitions of the various interchange levels. We
are working with several industry experts to explain the interchange
"buckets" and how transactions are assigned to the processing lev-
els. For the most current rates, please refer to the table distributed
with the August 25, 2003 issue of The Green Sheet.

Visa CPS Retail Rate - Tier II
CPS (Custom Payment Service) Retail is the most com-
mon rate qualification for merchants that perform trans-
actions in a face-to-face environment. To qualify for this
rate: 

• The card h o l d e r, card, merchant and card - re a d i n g
point-of-sale (POS) device must all be present at the
time of the sale. 
• The card must be swiped for authorization, and the
full, unaltered contents of the magnetic stripe must be
sent for authorization. 
• Only one authorization is allowed per transaction. 
• The transaction must be settled within 24 hours of the

transaction date. 
• The merchant must obtain an authorized signature on
the receipt. 
• Restaurant transactions must be settled within 20% of
the authorized amount in order to allow for tip adjust-
m e n t s .

Visa CPS Retail Check Card Rate 
(This is the Visa debit card product.)
This transaction must meet all the same CPS Retail
re q u i rements as the Tier II transaction. The only diff e r-
ence is that cardholders make the transaction with a Vi s a -
branded check card linked to their bank accounts and not
to a credit line such as a standard credit card .

Visa CPS Retail Rate - Tier I
– Select Merchants 
For a transaction to qualify for this rate, the card h o l d e r
must use a Visa-branded credit card to make the pur-
chase, and the transaction must meet all the same CPS
Retail criteria as Tier II transactions. 

The merchant must meet specific monthly and annual
p rocessing volume re q u i rements set by Visa. In a twelve-
month period, the merchant must process at least 45 mil-
lion CPS Retail credit transactions resulting in $1.5 billion
in gross sales volume.

MasterCard Merit 3 Rate
Merit 3 is the most common rate qualification for mer-
chants that perform transactions in a face-to-face enviro n-
ment. To qualify for this rate:

• The card h o l d e r, card, merchant and card - reading POS
device must be present at the time of the sale. 
• The card must be swiped for authorization, and the
full, unaltered contents of the magnetic stripe must be
sent for authorization. 
• Only one authorization is allowed per transaction,
and the transaction must be settled within 24 hours of
the transaction date. 
• The merchant must obtain an authorized signature on
the receipt. 
• Restaurant transactions must be within 25% of the
authorized amount; all other transactions must be with-
in 10% of the authorized amount.
• Hotel and Car Rental transactions where the magnet-
ic stripe was read and where the re q u i red T&E (Tr a v e l
and Entertainment) data (check-in/check-out date, folio
n u m b e r, etc.) will qualify if settled within 24 hours of
the transaction date, which is also the check out date.

Interchange Untangled – Part 3





Fort Worth, Te x a s - b a s e d
First American Payment
Systems, L.P. acquire d
Plano, Te x a s - b a s e d

Certified Merchant Services Ltd.
(CMS) on October 27, 2003. The
terms of the transaction were not
d i s c l o s e d .

First American, founded in 1990,
a c q u i red CMS through its partner-
ship with Lindsay Goldberg &
Bessemer L.P, a New York-based pri-
vate equity firm with more than $2
billion of committed capital. First
American partnered with the firm in
April 2003.

Both First American and CMS pro-
vide electronic transaction pro c e s s-
ing services to merchants. CMS
services more than 30,000 small and
mid-size merchants in the U.S.
t h rough a sales network of 175
a g e n t s .

"This acquisition is another building
block in the business strategy and
g rowth objectives of First A m e r i c a n
Payment Systems L.P.," Neil Randel,
P resident and CEO of First
American said in a statement.

In September 2003, First A m e r i c a n
h i red mergers and acquisitions spe-
cialist Stephen D. Kane to assist in
pursuing its growth strategy. 

Kane was integrally involved in the
final negotiations of the deal. 

"The proximity of the two compa-
nies made it easy to relocate fro m
one facility to another," Randel said.
" We ' re even expanding the CMS
facility in Addison, Te x a s . "

First American estimated that the
combined companies would pro c e s s
a p p roximately $4 billion in
Vi s a / M a s t e r C a rd transactions in

2003 and would provide services for
m o re than 63,000 U.S. merc h a n t s .

"CMS' aggressive sales engine com-
bined with First American's excel-
lence in service will make a gre a t
c o m p a n y," said Mary Dees,
P resident of Creditranz.com and
c u r rent ETA P re s i d e n t .

CMS settled a dispute with the FTC
in late December 2002 over allega-
tions of "unfair and deceptive busi-
ness practices" and then took gre a t
steps to improve its business under
the guidance of Dees; she acted as
sole Receiver for CMS through the
later part of the FTC investigation
and was appointed General
Manager of CMS at the time of the
s e t t l e m e n t .

Dees said she will serve as a con-
sultant to the combined companies.
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The U.S. Department of Justice
A n t i t rust Division and seven
states filed a lawsuit seeking to
block First Data Corp.'s pro p o s e d

$7.8 billion acquisition of competitor Concord
EFS, Inc. The DOJ said the merger would reduce compe-
tition among PIN debit networks and increase prices for
debit card transactions.

First Data and Concord EFS operate the NYCE and STA R
debit networks, respectively (NYCE is the third larg e s t
and STAR is the largest). By joining these two networks,
analysts have speculated that the combined companies
would then have about 70% control of the market.

First Data said the DOJ's complaint focuses on the pro-
posed merger of the two networks, but is limited to the
alleged market for PIN debit services at the point-of-sale.

"It seems that the DOJ has either misinterpreted or
i g n o red both rapidly changing industry dynamics as well

as a common-sense interpretation of a marketplace that
clearly encompasses both PIN and signature debit,"
Charlie Fote, First Data Chairman and CEO said in a
statement. 

"For instance, they seem to have ignored recent wins by
competitors for some of the largest banks in the U.S."

"I find it ironic that the DOJ is acting against a transaction
w h e re the combined company would handle less than
45% of PIN debit transactions, when only two years ago,
the DOJ approved Concord's acquisition of STAR, which
resulted in Concord handling approximately 60% of
exactly the same transactions," Fote said.

Days before the DOJ filed the lawsuit, Wells Fargo & Co.
said it would not renew its contract with Concord EFS,
which processes transactions for the bank's estimated 15
million debit card accounts through its STAR network.
Wells Fargo selected Visa's PLUS network instead. 
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C o n c o rd EFS' contract with Wells Fargo expires in 2004,
the Wall Street Journal reported. And as many as nine of
C o n c o rd's contracts with top banks are up for renewal at
the end of 2004.

Wells Fargo will also use Visa's Interlink network for pro-
cessing point-of-sale transactions and will still continue
to issue Visa-branded credit and debit card s .

First Data announced its acquisition strategy in A p r i l
2003. It has long argued that the merger would enable it
to better compete with Visa and MasterCard's signature -
based debit card networks (First Data has only a quarter
of signature-based debit market share). First Data also
claims that it would provide consumers and merc h a n t s
with greater choices in the PIN debit market. 

The DOJ's complaint, filed on Oct. 23, stated that PIN
debit networks are becoming a more important method of
payment for consumers and retailers because "PIN debit
is the least expensive, most efficient and most secure form
of card payment." In 2002, consumers used PIN debit net-
works to pay for $150 billion in goods and services, the
DOJ stated. 

"If allowed to proceed, this merger of two of the thre e

l a rgest PIN debit networks will lead to higher prices to
m e rchants, forcing them to pass on those price incre a s e s
to many consumers throughout the United States in the
form of higher prices for general merchandise," R. Hewitt
Pate, Assistant Attorney General in charge of the
Department’s A n t i t rust Division said in a statement. 

"In filing this lawsuit, the Department is seeking to pre-
serve the benefits to American consumers of competition
among PIN debit networks." 

The DOJ and the seven states filed the civil antitrust law-
suit in the U.S. District Court in Washington, D.C. The
participating states are Connecticut, Illinois, Louisiana,
Massachusetts, New York, Ohio and Texas and the
District of Columbia.

The news probably came as a surprise to First Data,
which has remained confident that the deal would close
b e f o re the end of 2003. In the third quarter, First Data
trimmed 740 jobs in anticipation of an upcoming consoli-
dation with Concord EFS.

S t r a n g e l y, on October 9, 2003, the DOJ informed the
Federal Deposit Insurance Corporation (FDIC), that the
application from First Financial Bank, whose parent is
First Data, to purchase certain assets and assume liability
to pay certain deposits of Concord EFS National Bank
would not have a "significantly adverse effect on compe-
tition." 

In an interview with The Denver Post, Fote said that First
Data is "a little confused on the whole issue." He also said
that First Data has no plans to sell NYCE.

Analysts have long speculated that First Data will have to
p u rge its NYCE network in order for the deal to be
a p p ro v e d .

In October, Hispanic groups opposing the merg e r, such as
the Latino Coalition and the Hispanic Business
Roundtable, sent a letter to the DOJ stating that the deal
"will adversely affect competition and result in higher
prices and fewer services." The groups are concerned that
the combined companies will give First Data’s We s t e r n
Union division even more control over the $20 billion
Latin America money transfer market.

S h a reholders of First Data and Concord EFS approved the
m e rger plans at separate meetings on October 28.

A hearing on the DOJ's motion for a preliminary injunc-
tion is scheduled to begin Dec. 15, 2003. U.S. District
Court Judge Rosemary Collyer entered a scheduling
o rder in the litigation.  
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Mo re and more con-
sumers around the
world purchase goods
over the Internet every

y e a r, and as e-commerce sales
i n c rease so does the rate of fraud.
M e rchants who accept card - n o t -
p resent payments are especially at
risk to fraudulent activity; they need
a solution to manage this risk—one
that minimizes the number of fraud-
ulent transactions and maximizes
the valid ones.

" We use the term 'risk management'
m o re than 'fraud prevention,'" said
Xavier Kris, CEO of Retail Decisions,
Inc. "Because there's really only one
way to completely cut out fraud and
that is to not process a n y t r a n s a c-
tions at all."

O b v i o u s l y, this is an unacceptable
solution for merchants, so where can
they turn to for help in their fight
against credit card schemes? 

Hazlet, N.J.-based Retail Decisions
(ReD USA), Inc., a subsidiary of
Retail Decisions plc in the United
Kingdom, provides automated, risk
management services and off e r s
e b i t G u a rd, a fully customized, fully
managed fraud-screening service
designed to control fraudulent and
disputed transactions for merc h a n t s
who operate in card - n o t - p re s e n t
e n v i ronments such as the Internet,
cashless vending and telephone
o rd e r i n g .

" We've found that many merc h a n t s

have tried to do this themselves
i n t e r n a l l y," Kris said. "They put
together a rule set that is somewhat
draconian in its approach, and they
end up rejecting far too many trans-
actions that would otherwise be
g o o d . "

Retail Decisions, Inc. (formerly
Transaction Billing Resources), was
founded in January 2000 as a
d e m e rger from the Card Clear
G roup. Card Clear had acquire d
U.S.-based Transaction Billing
R e s o u rces (TBR) in 1997.  

TBR provided risk management
services for telecommunications
companies, such as AT & T, that
allowed consumers and businesses
to make long distance calls using a
c redit card. AT&T is still one of
ReD's customers today.

"Those credit card-initiated long dis-
tance calls were really the first card -
n o t - p resent transactions," Kris said.

With its ebitGuard service, ReD uses
several diff e rent "non-intru s i v e "
methodologies to detect fraud, and
this allows them to place re c o m m e n-
dations on individual transactions
on a real-time basis—typically in
less than half a second.

ReD's solution re f e rences scre e n i n g
databases that contain more than 75
million known fraudulent, compro-
mised or excessively 'charg e b a c k e d '
c redit card numbers. ebitGuard also
has a component that predicts the
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Retail Decisions, Inc.

MLS contact: 
Jeff Foster, Executive Vice President, 

North America Sales
Phone: 401-228-2383

Company address:
Retail Decisions, Inc. (ReD USA)
100 Village Court
Hazlet, NJ 07730
Phone: 732-888-0088  
Fax: 732-888-4396
Web site: www.red-usa.com

Benefits:
• Maximizes good card-not-present sales and cus-

tomer buying experience
• Minimizes losses, chargebacks, related surcharges

and fines
• Minimizes customer dissatisfaction and insult rate 
• Avoid the possibility of merchants losing their

right to accept payment cards

Managing Risk and Maximizing
Value in e-Commerce 



p robability of a certain transaction
being fraudulent. A team of experi-
enced risk analysts monitors and
manages the service 24/7 and pro-
vides support on an ongoing basis
re g a rdless of the client's physical
l o c a t i o n .

ReD applies its various fraud pre-
vention technologies and payment
p rocessing services through the
e n t i re payment cycle: from payment
g a t e w a y, authorization and risk
management, to settlement and
c h a rgeback pro c e s s i n g .

e b i t G u a rd is implemented as an
application service provider (ASP)
model, so the solution is fully man-
aged by ReD. Kris said many clients
a re up and running within 24 hours;
no training is necessary because it's
a fully managed, outsourced service.

Each ebitGuard deployment is fully
customized, so ReD will tailor mer-

chants' solutions according to the
vertical market in which they oper-
ate; what types of products and
services they sell; what types of sub
clients they have; and if they are an
ISO or a merchant aggre g a t o r.

M e rchant aggregators, or "master
m e rchants," are e-commerce mer-
chants through which other e-com-
m e rce merchants process their trans-
actions. In some instances, master
m e rchants may hold the merc h a n t
a g reements with processors and
banks. One example is GSI
C o m m e rce (a customer of ReD).
Some of GSI's "sub merc h a n t s "
include The Palm Store, Kmart.com
and The Sports A u t h o r i t y.

"When a merchant or ISO appro a c h-
es us and says they need to re d u c e
their fraud problem, we analyze that
m e rchant's data, and we create spe-
cific rules and specific processes to
enable that merchant to reduce their

specific fraud problem below their
t a rgeted level," Kris said.

e b i t G u a rd also helps minimize "cus-
tomer insult" rates and reduce the
amount of manual review of suspi-
cious transactions taking place. 

Many card - n o t - p resent merc h a n t s
train their staffs to watch for certain
types of transactions (for instance,
those with large dollar amounts)
and to call customers to make sure
they are the ones who really ord e re d
the items. In some instances, ord e r s
don't get reviewed for days. 

Kris said this process often disturbs
the consumer because it negates the
whole purpose of purchasing on the
Web, which typically serves as a
means to instant gratification.
Customers purchase something and
think their order is on its way, but in
reality the order has yet to be
reviewed by the merchant, Kris said.
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ReD has a long and impressive list of online retail cus-
tomers, including Register.com, Foot Locker,
RealNetworks, Vi rgin Mobile, Tesco and Wal-Mart. The
majority of ReD's customers in the U.S. are card - n o t - p re s-
ent re t a i l e r s .

Some of its banking and finance customers include GE
Capital, Standard Bank, HSBC, NatWest, Barclays, Lloyds
TSB and the Royal Bank of Canada. All major banks in the
UK and South Africa use ReD's solutions.

" We view fraud as a collaborative issue, and it's in every-
one's best interest to reduce it," Kris said. "That's why we
have so many retail, telephony and banking customers on
a global basis because they work in tandem, and more
often than not, they work in tandem through us as their
t rusted third party in order to reduce fraud."

ReD is truly a global organization. The company's head-
quarters are in London, and it has a major presence in
North America. It also has operations in South Africa and

Australia and partners in Japan and South A m e r i c a .

ReD employs approximately 220 people worldwide,
including 65 in the U.S. In 2002, the company re p o r t e d
revenue of £28.4 million (USD $48 million), an increase of
28% over the previous year.

Over the past two years, ReD has been busy carrying out
an aggressive acquisition strategy. 

In 2001, the company acquired NestorCommerce, devel-
opers of the PRISM suite of advanced risk management
solutions for payment card issuers and acquire r s .

In 2002, ReD acquired Austin, Texas-based Paysolv con-
sulting group and re-launched it as ReD Consulting. ReD
Consulting is an IT management consulting firm dedicat-
ed exclusively to serving payment providers around the
world. The group has relationships with 350 clients in 40
c o u n t r i e s .
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"We view fraud as a collaborative issue, and it's in everyone's best interest to reduce it."
Xavier Kris, CEO of Retail Decisions, Inc.



ReD also acquired Paymentplus
LLC and its LiveProcessor technolo-
gy in 2002. LiveProcessor combines
online, call center, retail and auto-
mated telephone transactions into a
single service. 

Since acquiring Paymentplus, ReD
has gained as customers Buy. c o m ,
Netflix and several other high-trans-
action volume online merc h a n t s .

The company has several strategic
partners with many larg e - s c a l e
o rganizations in the global pay-
ments market.  For example,
Paymentech offers ReD's ebitGuard
service to its merchant customers.
M o n t real-based PaySystems Corp.
also recently selected ebitGuard to
help protect its online merc h a n t s .

" With our substantial base of domes-
tic and international merc h a n t s ,
PaySystems needed a risk manage-
ment partner with experience and

expertise in preventing fraud on a
global level," Kevin Lavigne,
D i rector of Risk Management for
PaySystems said in a statement. 

"Retail Decisions' ebitGuard service
o ffers us a proven, effective fraud
p revention service for online pay-
m e n t s — w h e rever the transaction
originates fro m . "

ReD also has an alliance with Chase
M e rchant Services. Like
Paymentech, Chase markets ReD's
e b i t G u a rd to its merchant customers
who accept card - n o t - p resent pay-
ments and who have problems with
fraudulent purchases and the re s u l t-
ing chargebacks. Chase refers its
m e rchants to ReD for electronic pay-
ment processing using ReD's
L i v e P rocessor technology.

In its partnership with Chase, ReD
recently added Dynamic Curre n c y
Conversion (DCC) to the ebitGuard

solution. DCC allows e-commerc e
m e rchants to guarantee prices in
local currencies, which eliminates
most risks associated with curre n c y
conversion. It also eliminates card
issuer and association conversion
fees. ReD and Chase will market the
new service to Chase Merc h a n t
Services' 84,000 merc h a n t s .

In 2002, ReD said it checked more
than 1.5 billion card transactions
and prevented more than 1 million
c a rd fraud attempts in the UK alone.

"It's a matter of creating balance and
t r a d e - o ffs between maximizing the
number of good transactions and
minimizing the number of bad
transactions," Kris said. "And that's
what the ebitGuard service delivers
for each of our clients."  
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The two largest check clearing houses in the U.S.
have signed an agreement to join their re g i o n-
al systems. The proposal clears the way for the
formation of one national check clearing and

settlement org a n i z a t i o n .

The Clearing House and Western Payments A l l i a n c e
intend to merge their respective East and West Coast-
based functions in anticipation of the passage of Check 21
legislation. The proposal reflects recent changes in bank-
ing, such as the shift in infrastru c t u re from regional to
national, and from paper to electronic processing. 

By some estimates, paper check volume is declining 3% to
5% annually, and proponents behind the merger say no
financial institution can aff o rd to be complacent.
P roactive management of the migration from paper to
e l e c t ronic payments is cru c i a l .

"This is really a big deal," said Patti Murphy, President of
the Takoma Group and Contributing Editor of The Gre e n
Sheet. "These are the two largest—and New York is also
the oldest—clearing houses in the country. It's also worth
noting that The Clearing House is in the process of 'merg-

ing' with the Chicago Clearing House, another oldie in a
major banking town.

" N Y, or The Clearing House, is the organization behind
SVPCo, which operates the biggest exchange network for
e l e c t ronic check presentment (ECP). ECP gets a big push
f rom Check 21 and eliminates the need for time-critical
shuttling of checks across town and across the country.

"The clearing houses were originally established to sim-
plify check exchanges in a transportation-dependent
check exchange system. That need subsides with Check
21 and ECP, but there remains the need for a clearing
house-type stru c t u re to govern the exchanges—whether
by trucks or planes or by way of the ether—and to facili-
tate settlement. This is a very logical, forward - l o o k i n g
step, the wave of the future," Murphy said.

The Clearing House, through the National Check
Exchange, processes 4 million transactions per day total-
ing $7.8 billion for its 35 participating members in the
Northeast. WesPay clears more than 7 million transac-
tions totaling $7 billion daily for its 21 participants, locat-
ed primarily in the western U.S.  
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New Tranax Triple DES-
Compliant ATMs
Product: MBS5000 Series of ATMs
Company: Tranax Technologies, Inc.

Do you know of any credit unions or communi-
ty banks operating ATMs that are not compli-
ant with the new Triple DES (3DES) encryp-
tion standard? If so, these machines will soon

need to be replaced, and Tranax Technologies has just
released its series of banking ATMs, the MBS5000 series,
designed especially with financial institutions in mind.

The first of the MBS5000 models, the MBS5000DS (drive-
up, side access), was designed to be a 3DES-compliant
replacement option for the NCR 5088 ATM. Tranax's AT M
can be installed in any NCR 5088 kiosk or other drive-up
location with little or no modification.

These ATMs include security features such as an encrypt-
ing PIN pad (EPP), UL291 level-one ATM certification
and an approximate weight of 1,000 lbs.  

The MBS5000 ATMs also have sun-viewable monitors
and stainless steel keypads. The body of the ATMs can fit
on a 36" island and can be re t rofitted into a Slimline kiosk
with minimal modification, the company said. The AT M s
connect through either a modem or Ethernet card .

McHenry Savings Bank in Richmond, IL just added an
MBS5000 to its network. "A brand new MBS5000 pro v i d-
ed us with a sun-viewable color monitor, the ability to
change marketing ads via dial-up and resolved 3DES
compliance issues, all for significantly less than what it
would have cost to replace our aged ATMs through our
original manufacture r," Bryan Rush, Vice President of
Checking Computer Operations at McHenry Savings
Bank said in a statement.   

Tranax Technologies, Inc.

44320 Nobel Drive
F remont, CA 94538
8 8 8 - 3 4 0 - 2 4 8 4
w w w. t r a n a x . c o m
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Product: PRESTO 210p
Company: Inte llect  International,  N.V.

Th e re's a sleek new point-of-sale device in
town—it's coming all the way from down
under—and your merchants might think it
well worth the trip. Melbourne, A u s t r a l i a -

based Intellect designed the product called the PRESTO
210p attended transaction device.

Intellect developed the PRESTO 210p to help merc h a n t s
transition aff o rdably from a magnetic card reader to an
E M V, or smart card, infrastru c t u re when needed.  The
p roduct comes with a magnetic card reader that re a d s
track 1 + 2 or track 2 + 3 and an EMV certified-smart card
re a d e r. It has a 32-bit pro c e s s o r, and its memory holds
256KB of RAM (or up to 4MB battery-backed memory)
and 1 to 4 MB of Flash memory. It also has a thermal
receipt printer that prints 384 dots per line.

The device displays 2 characters x 20 characters with an
optional 64 x 128 pixel graphic with backlit LCD scre e n .
Intellect also offers various opportunities for merc h a n t

branding. Merchants can have the PRESTO's key-
pad branded; custom logos and a graphic scre e n
option allow merchants to place a logo or image
w h e re customers will see it the most. The
P R E S TO 210p is EMV 2000 and VISA PED2004      
c e r t i f i e d .

Intellect designs and develops electronic payment and
smart card solutions. Its products range from secure pay-
ment, smart card and mobile payment terminals to per-
sonal payment and financial systems solutions.

The PRESTO 210p is available for ordering. General
C redit Forms, Inc. and payment processor GMS
Worldwide, LLC (a member service provider of
J P M o rgan Chase) are both offering the product in the U.S.
It's also being sold in Australia, the UK, Belgium and
M e x i c o .

Intellect International, N.V.

USA off i c e
1462 Grand Prairie Drive
New Lenox, Il 60451
8 1 5 - 4 6 3 - 1 3 0 2
w w w. i n t e l l e c t . b e
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POS Terminal Makes Merchant
Move to EMV Like Magic



How can I convert merchants
and convert their checks as well? 

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. Check Conversion is the most
successful and powerful selling tool to hit the market in
years. The service is not only valuable to me, and my
sales organization, but it brings tremendous benefits to
my merchants as well. Choose EZCheck and you, too,
will enjoy some of the best advantages the industry
has to offer.

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

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

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



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



Financial Statements:
A Critical Part of Your
Business Plan
Fifth ar ticle  in a series on developing an overall business plan

One of the final—and most important—steps in
p reparing your business plan is the develop-
ment of your financial statements. This step is
c rucial if you want your plan to attract

investors; they will study this part of the plan carefully to
see if your business is viable. 

Looking at your business from a numbers standpoint can
help you identify weak areas in your overall business
plan, too.

A financial plan contains three specific sections: an
income statement, a cash flow analysis and a balance
sheet. It also includes a brief analysis of each of these sec-
tions. Finally, your financial plan should include a defini-
tion of any assumptions upon which it is based, including
p rojected revenue, increased costs, etc.

The income statement can also be described as the budg-
et. The first section should include your income pro j e c-
tions. Remember to include all sources, such as re v e n u e
f rom sales, interest, etc.  

List your anticipated expenses after the income pro j e c-
tions. Expenses include costs of goods, payroll, taxes, etc.,
and should be grouped into separate categories, such as
cost of goods, administration and taxes.

P reparing your projections and expenses will enable you
to conclude the income statement with your bottom line.
At this point you can discuss profit or loss. 

The income statement should project out over a period of
t h ree to five years. If you are in an established business,
be sure to include historical data for up to the last thre e
y e a r s .

The second section is the cash flow statement. Here, the
categories should be the same as in the income statement,

but you will also include time frames for each item, pro-
jecting when you will receive revenue and when you will
need to pay expenses. This statement will assist you in
planning for your expenses.

The last statement to pre p a re is the balance sheet, which
lists all of the business assets and liabilities and pre s e n t s
a picture of the business at a given moment.

Seeking the advice of a CPAmay be necessary to help you
in preparing these statements.  However, by conducting
some re s e a rch and showing a little diligence, you may be
able to pre p a re them on your own. There are many
re s o u rces available on the Internet and at your local
library to educate you on this pro c e s s .

Next issue: Putting it all together

Safety Nets and
Lightning in a Bottle
Fifth article in a ser ies on creating an effective ad campaign

Acopy of the publication in which your well-
crafted ad is running lands in your in-box. Wi t h
g reat anticipation, you scan the ad index, locate
your masterpiece and flip to the right spot. A s

you rapidly turn the pages, will your feelings about your
ad turn to elation or dre a d ?

You and your design team have spent considerable ener-
gy and money coming up with an attention-grabbing,
sharp looking ad that communicates your focused mes-
sage. You've done everything correctly: following the
publication's production specifications and giving them
everything they need to get your ad just right. 

But there it is in print, right down the middle of the smil-
ing guy's face: a black smudge. Or maybe he's slightly out
of focus or not centered on the page where you intended
him to be.

U n f o r t u n a t e l y, there are circumstances beyond the publi-
cation's control that can affect your ad's appearance.
F o r t u n a t e l y, this doesn't happen very often, and there are
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"Lack of money is no obstacle. 
Lack of an idea is an obstacle." 

– Ken Hakuta



ways to resolve these pro b l e m s .

Even if everything looked fine through the pro d u c t i o n
p rocess on your end and at the publication, issues at the
print shop can ruin the best-planned design. For instance,
oversights in the ad's design might not be apparent until it
appears in print. 

An ad's poor positioning on the page might result fro m
e r rors made using the design software—for example, an
image you intended to bleed off the page instead gets cut
o ff. Fuzzy images might be caused by incorrect re s o l u t i o n
or mistakes with color profiles that no one along the way
could detect until it's too late. 

Things can happen at the print shop, too. Printers on dead-
line will run with what they're given; when printing a
f o u r-color publication, for example, they might make a
color decision on the spot that results in a washed-out
image. 

Printing press maintenance is also very important. Lines,
smudges, blobs and bleed-throughs are the results of dirt
on the press, scratched rollers or plates or too much ink on
the pre s s .

If your ad doesn't look like you expected it to in print,
remember that cooler heads prevail. Call the publication to
see if they can give you an explanation. Call your art
department or agency to make sure they followed the
specifications exactly. 

These steps are critical in determining how to resolve the
m a t t e r. Remember, you signed an advertising contract,
which should clarify matters for both parties in instances
like these.

H o p e f u l l y, you're hearing rave reviews on the ad. Kudos to
you and your designers! Ask people what elements stand
out for them. Humor, glamour and technology touch peo-
ple in diff e rent ways, and if you've managed to capture
lightning in a bottle, take advantage of it while you can. 

Consistency is very important in maintaining brand image
and recognition; a good overall campaign will "speak" to
readers. Change your design often, but maintain your
image. Track the number of calls you receive and the inter-
est that's generated when diff e rent ads run—lightning can
strike more than once.
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Bluetooth Americas 2003
Fifth Annual Conference

Highlights: This conference is dedicated to stimulating
Bluetooth adoption in the American market and will enable
attendees to learn, network and secure new business.
Participation by the industry's key players and top-level
speakers including Apple, Bluetooth SIG, Palm, Texas
Instruments, IXI Mobile and more. The program will offer a
detailed level of technical content but will also focus on
aspects of commercial deployment. Gain insider informa-
tion on complete technical specs and applications and learn
how to maximize business opportunities. By looking at
extensive case studies, participants will be able to imple-
ment those lessons in real-world applications. The event
also includes a separate expo area where dozens of ven-
dors will be on hand to demonstrate and talk about the lat-
est solutions for deploying Bluetooth products and applica-
tions. 

When: December 9 – 11, 2003
Where: San Jose Convention Center, San Jose, Calif.
Registration Information: Visit www.ibctelecoms.com/

bluethoothamericas. Attend the Expo free of charge.

National Retail Federation
93rd Annual Convention and Expo

Highlights: The theme for this year's annual convention is
"Everything Retail" and the NRF will bring together people
from across the entire industr y. Nine tracks will focus on
various topics within the retail world: Financial, technology
and retail strategies; visuals, merchandising and store
design; and marketing, human resources and supply chain
tracks will cover areas relevant to MLSs. Gift cards, leverag-
ing RFID and ePC technologies, online retailing and wire-
less solutions are among program topics to be discussed.
Three "Super Sessions" will include panel discussions by
industry experts on 2003 benchmarks and best practices
and innovations and predictions for 2004; assessing and
managing the supplier/retailer relationship; and the
keynote address by Wal-Mart President and CEO, H. Lee
Scott. The scope of this year's expo has been expanded
and will include over 400 vendors and suppliers showing
their wares; exhibition information is available by calling
202-626-8111.

When: January 11 – 14, 2004
Where: Jacob K. Javits Center, New York City
Registration Information: Fees vary by NRF membership

status, events attended and registration date. Register by
Nov. 21, 2003 to receive discounted rate. Visit
www.nrf.com/annual04 or call 202-626-8148.

Good Selling!

Paul H. Green



Do you want to sell something other than...

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

ABANCOLLC

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

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

Tomorrow''s Payment Solutions Today

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

■ 1.53% Buy Rate

■ 20 cent trans fee

■ Mid and non-qualified revenue

■ Check Conversion/Guarantee at 1%

■ Faxed Applications/Same day deployment

■ Inexpensive gift card pricing

■ Net lease funding, no out-of-pocket

■ One Terminal-5 services, Fully Loaded Residuals

■ VISA/MASTERCARD Credit Card processing

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

■ Debit Card processing

■ Electronic Check Conversion/Guarantee 

■ Gift and Loyalty programs, 50 card minimum

■ Electronic Signature Capture included at no extra fee  

Only ABANCO

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

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

Please contact: BOB COCHRAN 866.231.2030 ext 2334 / DAN LEWIS 866.231.2030 ext 2347 / TONY ASHE 866.231.2030 ext 2345

5 Services In One Terminal:
■ VISA/MasterCard

■ Check Conversion

■ Debit Card

■ Gift Card

■ Signature
Capture

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

B A N K S L O O K I N G
F O R A G E N T S

Redwood Merchant Serv i c e s
(800) 528-6661

BANKS LOOKING 
FOR ISOs/MSPs

Best Payment Solutions
(866) 289-2265

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

Humboldt Merchant Services, L.P.
(877) 635-3570

Integrity Payment Systems
(888) 447-4500

National Processing Co.
(800) 672-1964 x 7684

Redwood Merchant Serv i c e s
(800) 528-6661

Retriever Payment Systems 
(800) 376-3399

CHECK DRAFTING
S E RV I C E S

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

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

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

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

C rossCheck, Inc.
(800) 654-2365

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
(866) 464-3272

C O M P L I A N C E /
PIN ENCRY 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
(410) 855-8500

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

Service Dimensions, Inc.
(800) 578-3800

Strategic Mgt. Partners, LLC
(800) 886-4465

C R E D I T C A R D
C A S H A D VA N C E

P O S Payment Systems
(718) 548-4630

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

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

Global Payments, Inc.
(800) 801-9552

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

Intercept Corporation
(800) 378-3328

Universal Payment Solutions
(877) 889-7500

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

(866) 231-2030 x2347
B A N C N E T

(713) 629-0906
B a rtlett Info Tech Svcs, LLC

(901) 384-6151
C a rd Wa re Intern a t i o n a l

(740) 522-2150
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
Nationwide Check Serv i c e s

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

(866) 276-7289
TA S Q Te c h n o l o g y

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

(800) 856-2030

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

FREE ELECTRONIC
CHECK RECOVERY

C h e c k A G A I N
(800) 666-5222

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 Sys., Inc.
(800) 947-3156

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

P O S Payment Systems
(718) 548-4630

T E N D E R C A R D
(800) 383-8280 x202

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

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

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric Payment Systems
(866) 324-6729

Business Payment Systems
(877) 700-7947 x242

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

C o C a rd Marketing Gro u p
(800) 882-1352

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

E V O Payment Systems
(800) CARDSWIPE x7800

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

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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G roup ISO
(800) 960-0135

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

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 x 315

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

I S O S / B A N K S
P U R C H A S I N G AT M
P O RT F O L I O S

F T I
(866) 450-9815 x22

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

AmericaOne Payment Sys
(888) 502-6374

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

Chase Merchant Services, LLC
(800) 622-2626 x86016

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

E V O Payment Systems
(800) CARDSWIPE x7855

Global Payments Inc.
(416) 847-4477

PaySystems Corporation
(514) 227-6894 x407 

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

Total Merchant Serv i c e s
(888) 84-TOTAL x 315

ISOs LOOKING 
FOR AGENTS

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

Aliant Financial Serv i c e s
(877) 377-0788

AmericaOne Payment Sys
(888) 502-6374

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

AT S / C o C a rd
(877) 334-0272

B a n c a rd Payment Systems
(866) 783-7200

Best Payment Solutions
(866) 289-2265

Business Payment Systems
(877) 700-7947 x242

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

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

E V O Payment Systems
(800) CARDSWIPE x7800

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

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 Processing Inc.

(800) 605-5581 x7791
M S I - M e rc h a n tS e rvices, Inc.

(800) 537-8741 x9-12
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
P re f e rred Card Services, Inc.

(800) 656-0077 x16
S i g n a t u re Card Serv i c e s

(888) 334-2284

Total Merchant Serv i c e s
(888) 84-TOTAL x 315

Transaction Payment Systems
(800) 999-8674 x309

United Merchant Serv i c e s
(800) 260-3388 x236

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
First Leasing Corporation

(888) 748-7100
First Manhattan

(800) 220-5125
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
(866) 464-3277

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

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

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

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

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

(800) 260-3388 x236

POS CHECK CONVERSION

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

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

C rossCheck, Inc.
(800) 654-2365

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

ElectCheck Plus
(800) 863-5995

E 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

S e c u r- C h e x
(866) 464-3272

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

P R O C E S S O R S
LOOKING FOR ISOs

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

Global Payments
(800) 801-9552

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

National Processing Company
(800) 672-1964 x4883

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 :
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

2GS, LLC ............................................................................52
A-1 Leasing ........................................................................66
ABANCO International ........................................................89
ABC Leasing ......................................................................68 
Advanced Payment Services ................................................28
AmericaOne Payment Systems ..............................................9
Authorize.net ......................................................................37
Bancnet Corporation............................................................70
Barclay Square Leasing........................................................10
Best Payment Solutions ........................................................25 
BUDGET Terminals & Repair ................................................35
Business Payment Systems ....................................................12 
Central Bancard ..................................................................61
Certified Merchant Services ..................................................17
Charge Card Systems ..........................................................76
Check America....................................................................36
CoCard Marketing Group ....................................................32
CrossCheck ........................................................................33
Cynergy Data......................................................................39
Electronic Payment Systems ..................................................55 
Electronic Payment Systems II ..............................................71 
EVO Payment Systems ..................................................44, 45
EZCheck ............................................................................85
First American Payment Systems ..........................................53
Frontline Processing ............................................................34 
FTI ....................................................................................60
Global Electronic Technology................................................11
Global eTelecom..................................................................83
GO Software ......................................................................77
Humboldt Merchant Services ................................................42
Hypercom ..........................................................................63
Hypercom II ........................................................................96
Ingenico................................................................................2
Integrity Payment Systems ....................................................67
IRN/PartnerAmerica............................................................73
JR’s P.O.S. Depot ................................................................81
Lipman USA........................................................................15
Lynk Systems, Inc. ................................................................56
Lynk Systems Inc. II ..............................................................18
Magtek ..............................................................................79
Merchant Management Systems ..........................................50 
MSI-NJ ..............................................................................23
MSI-NJ 1-800-BankCard ....................................................91
NAOPP ..............................................................................80
North American Bancard ......................................................7
Northern Leasing ..........................................................26, 27
NOVA Information Systems..................................................22
NPC ..................................................................................21
Payment Option Solutions ....................................................47
PaySystems Corp. ................................................................69
POS Portal ..........................................................................84
Resource Finance Group ......................................................72
Retriever Payment Systems ..................................................74
Sterling Payment Technologies..............................................86
Star Systems..................................................................13, 93  
TASQ Technology ................................................................95
TASQ Technology II ............................................................31
Teertronics ..........................................................................40
Terminal Superstore ............................................................64
The Phoenix Group........................................................57, 59
Total Merchant Services ................................................48, 49
U.S. Merchant Systems ........................................................65 
United Bank Card................................................................43
United Merchant Services ....................................................46
VeriFone ............................................................................29
Vision Payment Solutions......................................................14
Vital Merchant Services ........................................................19
Vital Merchant Services II ....................................................82

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






