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NotableQuote
"In selecting equipment suppliers with
which you want to partner, you should
put reliability high on the list (we'll take
financial stability as a given). Today's
merchants assume that if you plan to
install a card payment device in their
stores, it's going to work regardless."

See story on page 36

Not only do the articles and adver-
tisements in the publication provide
information about individuals and
companies with which you might
want to conduct business, but
resources such as GS Online, includ-
ing the MLS Forum, enable you to
reach out to and connect with others
in the industry for input about these
companies other potential business
partners.

Here are comments from some of
our readers about The Green Sheet:

• "The Green Sheet is the bible of the
bankcard industry."
• "The GS is the source of good
information about the ISO sales
channel."
• "The advertising helps me see
who else is out there."

Words Matter: Saying
the Right Thing

About Your Business

T he payment processing industry is no stranger to serious competi-
tion. Merchant level salespeople (MLSs) compete just as aggres-
sively to sign merchants as ISOs compete to sign MLSs. If you're an
MLS looking for a potential ISO partner, or an ISO looking for new

agents with whom to work, industry publications such as The Green Sheet and
GS Online become an important tool in your research and education. But
remember, others are reading them, too.

See Words Matter on page 59
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Thanks  for  the  Rev iew

The book review looks great! Thanks for caring enough to share it
with your readers. It never ceases to amaze me how dedicated The
Green Sheet is to providing valuable, useful information to its read-
ers. Keep up your good work!

Tony Ogden
BankCardLaw 

Educat ion  Bu i lds  Conf idence

The Green Sheet is terrific. I'm a rep for a credit card processor back
East, and in the beginning I was never face to face with anyone in
the industry. Having a publication like this has helped me open up
and learn a lot more.

Stan Endres

Suggest ion  for  GS On l ine

Can The Green Sheet add a section to its Web site's resources and
tools that would provide general guidelines and "do's and don't's"
for being compliant with the Visa/MasterCard rules? 

This seems to be an important issue that people keep
asking about, and it would be really helpful to direct
these questions to a link on GS Online. 

It's hard to have a set of guidelines since most ISOs,
banks and processors have different policies, but this
would be very helpful and a good start.

rhendrix76

rhendrix76:
This information has been available for a considerable
period of time on GS Online (www.greensheet.com). It's
included in the Industry FAQs, which is available in the
MLS Portal section of GS Online. Visit www.green-
sheet.com/mlsportal/industryfaq.html .

Editor

Reviewing  MLS Forum Posts

I have found it very interesting to view users' past posts on [GS
Online's MLS] Forum, but the list only goes to the first numbers and
then maxes out. I can't see some posts for the last years or so, and
for some users I only see the first post. Is there any way to purge the
first posts or have the most recent listed first?

Thanks,
Starsales

Starsales:
If you simply type in the person's name when using the Search func-
tion on the MLS Forum, by default, the search will order results by
newest post first. However, if you select "View all posts by this user"
from a user's profile, then the oldest posts are displayed first. 

We have increased the number of posts displayed from 200 to 400.
However, we don't really want to overload the database server so
we recommend that if you want to find something specific on the
MLS Forum then add keywords to narrow your search. 

Editor
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NEWS

Hispanic Markets Report Released

A report from Chain Store Guide finds that Hispanic
buying power is expected to reach $926.1 billion by
2007. This represents 9.4% of America's total buying
power. "Top 50 Hispanic Markets Report: Your Retail &
Foodservice Guide to Hispanic Marketing" reports that
among retailers, Wal-Mart and Walgreens are the lead-
ers in serving the Hispanic community. 

Wal-Mart's average market share is 37.3% among dis-
count stores while Walgreens' average is 40.3% among
drugstores. You can purchase the report by calling 800-
927-9292 or visiting www.csgis.com .

Web Sites Moving to 
Subscription-based Models

A study from the Online Publishers Association
"guesstimates" that approximately 1,700 Web sites
charge their users for content. The study revealed that
consumers spent $675 million for online contents in
2001, which is almost double what they spent in 2000.
During the first quarter of 2002, Web users spent more
than $300 million for online contents, a 155% increase
over the same quarter in 2000.

The trend indicates that many of the portals want to
increase their subscription-based revenue, as advertis-
ing becomes a less dependable source of revenue. About
12.4 million U.S. consumers paid for online content in
the first quarter of 2002, 5.3 million more than the same

period of the year 2001. Also, the average spending per
person increased 46% in the first quarter of 2002 com-
pared to the same period in 2001. 

Smart Card Security Report Released

Smart card technology can provide organizations with
strong authentication and enhanced user convenience
for logical access security, according to a new report
from The Smart Card Alliance. The Alliance is 
a not-for-profit, multi-industry association working 
to accelerate the acceptance of smart card technology,

The report, "Logical Access Security: The Role of Smart
Cards in Strong Authentication," provides a review of
issues surrounding secure information systems access,
alternate approaches for authentication and business
considerations for investing in and implementing tech-
nology for strong authentication. The report also
includes profiles of several organizations currently
using smart ID cards for information systems access.

Lead contributors to the white paper included represen-
tatives from Axalto, CardLogix, Datakey, IBM, Identix,
Sun Microsystems and VeriSign. The report is available
at www.smartcardalliance.org .

ANNOUNCEMENTS

BankServ Honored for Rapid Growth 

Three national and regional business publications rec-
ognized BankServ as one of the fastest-growing corpo-
rations in America. As a result of its growth between

• The Conference Board's Consumer Confidence Index declined again in October 2004. The Index, which also
declined in September, now stands at 92.8 down from 96.7 the previous month.

• Toy retailer KB Toys plans to close as many as 238 stores by the end of January 2005.

• E.W. James & Sons, a Tennessee-based chain, bought Winn-Dixie stores in Kentucky for an undisclosed amount
and plans to convert the stores by year's end, the Associated Press reported.
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1999 and 2003, BankServ earned its second appearance
in "Inc." magazine's Inc. 500, a list of the 500 fastest-
growing private businesses in the United States. 
With a 218% annual growth rate, the company 
ranked 144.

BankServ was also named to the Deloitte Technology
Fast 500, which ranks the growth of all publicly and pri-
vately held technology firms in North America over a
five-year period. Posting 1,090% growth since 1999,
BankServ placed 195th on the list. 

BankServ was also awarded the 58th spot on the "San
Francisco Business Times" Fast 100, a list of the 100
fastest growing private companies in Northern
California.

First Data Reports Quarter Results 

First Data Corp. reported that revenue for the third
quarter 2004 grew 21% to $2.5 billion. POS activity for
Western Union money transfers and merchant transac-
tions were major contributors to the company's per-
formance. 

Merchant services' results were driven by 65% transac-
tion growth. Revenue was $983 million, up 47%. Card

issuing services' revenue and operating profit 
were $620 million and $154 million, respectively. 
A total of 51 million new accounts were converted dur-
ing the year.

ATM Security Best Practices Published

The Global ATM Security Alliance (GASA) published
its international "Best Practices for ATM Transactional
Security" manual, which features guidelines for 
information security and data integrity for ATM net-
works. The new manual is available from GASA at
www.globalasa.com .

Lease & Finance Consulting LLC
Creates Consulting Practice 

Lease & Finance Consulting LLC created a consulting
advisory practice focused on servicing the financial
services industry. The management team, headed by
Lisa Lersner, former President of Golden Eagle Leasing
Inc., is comprised of leasing and electronic transaction
industry veterans. 

The company provides services including securing of
financing, business plan development, due diligence
reviews, lease administration and collection servicing.

MasterCard VP Named World 
Standards Day Honorary Chairman

Simon Pugh, Vice President, e-Business Infrastructure
and Standards for MasterCard International, was
named honorary Chairman of the U.S. Celebration of
World Standards Day 2004. Pugh was presented with
the Ronald Brown Standards Leadership Award. The
award recognizes leadership in promoting the role of
standardization in eliminating global barriers to trade. 

World Standards Day began as a celebration of the birth
of the International Organization for Standardization
(ISO), which held its first meeting on Oct. 14, 1946. 

From an initial roster of 25 countries, ISO now has 123
member nations and has evolved into the global clear-
inghouse for all standards activities. 

NAB Signs Agreement with Global Payments

North American Bancard (NAB) signed a five-year
renewal agreement to sell Global Payments Inc.'s cred-
it card processing services. Global will provide to NAB
a payment card processing solution including authori-
zation, capture, settlement and BIN sponsorship. 

Under a separate one-year agreement, Global will also
give NAB the capability to provide electronic check con-
version and check guarantee services to its merchants.
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Smart Card Alliance Presents Awards;
Receives Funding

The Smart Card Alliance recently presented its
Outstanding Smart Card Achievement Awards (OSCA)
for outstanding individual and organization achieve-
ment in the smart card industry for North America. 

The recipient of the Outstanding Individual OSCA
award was Dan Cunningham, co-founder and CEO of
Raak Technologies. Cunningham was a founding mem-
ber and director of the Smart Card Alliance, Smart Card
Industry Association, and the WLAN Smart Card
Consortium. 

The Outstanding End User Organization award was
presented to the Defense Manpower Data Center
(DMDC) for creating and implementing the Department
of Defense Common Access Card program. The
Outstanding Supplier Organization award went to
Axalto. Axalto is a major supplier to the DMDC as well
as other federal government and commercial card pro-
grams in North America.

In other Smart Card Alliance news, The U.S.
Department of Commerce's International Trade
Administration (ITA) awarded $288,000 to the Alliance.

The Alliance plans to increase awareness in Latin
American markets about the benefits of smart card 
technology. 

Visa Reaches $200 Billion in Commercial
Volume; Updates Global Payment Network

The dollar value of all purchases and cash withdrawals
made with Visa commercial payment solutions globally
reached $200 billion for the four quarters ended June 30,
2004, an increase of 26% over the same period last year.

Additionally, Visa recently updated the VisaNet system.
Changes include enhancements to Visa's dispute resolu-
tion process, streamlining of currency conversions for
transactions, enhancements to Visa Extras loyalty points
program and a new consumer credit rewards program.

PARTNERSHIPS

Apple Bank Selects Postilion 

Apple Bank selected Mosaic Software's Postilion soft-
ware to provide ATM driving, transaction switching
and routing, as well as card management for its network
of ATMs. 

Operating since 1863, Apple Bank is the fifth largest sav-
ings bank in New York. Apple will install the Postilion
system to handle all aspects of ATM transaction pro-
cessing and debit card management. 

BB&T Connects to CHIPS 

BB&T added CHIPS to its payment processing capabil-
ities to execute real-time, large dollar payments in the
United States. CHIPS is a real time, final payments sys-
tem used by financial institutions around the world to
clear U.S dollar payments totaling $1.3 trillion each day.

Certegy Extends Agreement with Dillard's

Global payment services provider Certegy Inc. signed a
multi-year agreement to provide expanded check war-
ranty services to Dillard's stores nationwide. A Certegy
customer since 1994, Dillard's ranks among the nation's
largest fashion apparel and home furnishings retailers
with 329 stores in 29 states.

MBNA to Issue Charles Schwab 
Bank Visa Card 

Charles Schwab selected MBNA to issue the Charles
Schwab Bank Visa credit card. The card is designed to
appeal to the institution's more than three million bro-
kerage clients. The Charles Schwab Bank Visa credit
card offers the WorldPoints Rewards program with
enhanced benefits. 
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Additional benefits designed to appeal to investors
include the ability to accelerate the earnings of points
when the Schwab Bank Visa credit card is used for qual-
ifying Schwab brokerage charges, and the option to
redeem reward points for Schwab equity trades.

Neos Merchant Solutions Partners with 
Fifth Third Bank Processing Solutions

Neos Merchant Solutions Inc. partnered with Fifth
Third Bank Processing Solutions to rollout its smart
card based loyalty program to Fifth Third's merchant
customers nationwide. Since it began working with
Fifth Third earlier this year, Neos has been training Fifth
Third Bank Processing Solutions' sales and relationship
management teams on how the Neos program provides
a loyalty solution to merchants.

iBIZ Signs Deal with eSecurity Japan

iBIZ Software entered into an exclusive deal for the sale
and implementation of its CommerSafe and PhishSafe
product lines in Japan. eSecurity Japan, a spin-off of the
parent company 

Open Source Japan (OSJ), will offer online authentica-
tion and anti-phishing solutions to banks that provide

online services, card issuers and acquirers, payment
processors and Internet merchants. eSecurity Japan also
actively promotes iBIZ Software's solutions for anti-
phishing to its key customers. 

KeyCorp Secures WesBanco Agreement

WesBanco Bank Inc. is the first financial institution in
the state of West Virginia to sign an agreement with
KeyCorp to provide its customers with surcharge-free
access to Key's network of more than 550 ATMs 
in Michigan, Indiana and Ohio. WesBanco is a $3.9 bil-
lion multi-state bank holding company headquartered
in Wheeling.

Dental Association Chooses Lynk

Kansas Dental Association joined Lynk Systems Inc.'s
LynkPartner program. Lynk is a member of The Royal
Bank of Scotland Group; LynkPartner is a relationship
program for banks and associations to offer value-
added payment processing services to their business
members. The Kansas Dental Association is a volunteer
nonprofit organization comprised of 1,168 members. 

MasterCard Converts Loyalty 
Points Into School Donations

MasterCard International formed an agreement with
Nietech Corp. that gives MasterCard cardholders the
ability to convert reward points into cash donations for
the nonprofits and schools of their choice.
COMMUNITYcash is available to all MasterCard credit
card and debit card issuers in the United States. 

Cardholders earn points when making purchases with
enrolled cards and can redeem the accumulated points
as cash rewards directed to up to three nonprofits or
schools of their choice. 

Optimal Payments and
Intuit Renew Agreement

Optimal Payments Inc. extended its agreement to pro-
vide credit card and direct deposit payroll processing to
Intuit Canada's QuickBooks customers. Optimal
Payments has provided credit card transaction process-
ing services to Intuit Canada's QuickBooks customers
since it was first introduced in December 2000. Intuit
initially launched the QuickBooks Direct Deposit serv-
ice in 2002. Optimal Payments currently provides these
services to more than 2,000 QuickBooks customers. 

NCHA Expands National Settlement Services

The National Clearing House (NCHA) announced an
agreement with the Twin Cities Clearing House
Association of Minneapolis and St. Paul for NCHA to
provide automated net settlement services for their 11-
member financial institutions. Terms of the agreement
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will reduce the members' overall settlement fees by
almost 25% annually and provide the settlement effi-
ciencies from a Web-based national settlement platform.

ACQUISITIONS

Bank of America Closes 
National Processing Acquisition 

Bank of America (BofA) closed its $1.4 billion acquisi-
tion of National Processing Inc., creating the nation's
second largest bankcard merchant acquirer, represent-
ing approximately one of every five Visa and
MasterCard transactions processed nationally. National
Processing, a public company, was 83% owned by
National City Corp. 

The newly named company, BA Merchant Services
LLC, with nearly $250 billion in annual processing vol-
ume, will continue to be headquartered in Louisville,
KY. BofA is the nation's largest check processor and
debit card issuer and the fourth largest credit card
issuer.

Fiserv Acquires CheckAGAIN 

Fiserv, Inc. acquired CheckAGAIN, LLC, a provider of
electronic check re-presentment services, in a move to
expand its abilities in electronic check processing.
CheckAGAIN uses automated clearing house transac-
tions to electronically re-present returned checks, pri-
marily for major retailers. 

Fiserv is the nation's largest third-party processor of
checks. With the added capabilities from CheckAGAIN,
Fiserv will expand its services into a complementary
market and cross-sell the service to its financial institu-
tion clients.

Key Equipment Finance to 
Acquire AmEx Business Finance 

Key Equipment Finance, an affiliate of KeyCorp,
signed an agreement to acquire American Express
Business Finance Corp. (AEBF), the equipment leasing
unit of American Express' (AmEx) small business divi-
sion. With a portfolio of approximately $1.5 billion,
AEBF lease solutions include commercial vehicles, med-
ical equipment, telecommunications hardware and POS
equipment. 

Key Equipment Finance is the nation's third largest
bank-based equipment financing company, managing a
portfolio of approximately $10 billion. The combination
will increase KEF's office network for 
small-ticket lease solutions to more than 70 markets
across the country.

Lynk Acquisition Finalized

The Royal Bank of Scotland (RBS) completed its acqui-
sition of Lynk Systems Inc. for $525 million. The RBS
Group has become the third largest merchant acquirer
in the world. Lynk is a leader in the U.S. market for mer-
chant processing and RBS' Streamline is the market
leader in the United Kingdom and throughout Europe.

Metavante to Acquire VECTORsgi

Metavante Corp. signed an agreement to acquire all the
outstanding stock of VECTORsgi, a portfolio company
of Thoma Cressey Equity Partners. The company will
continue to operate under the name of VECTORsgi and
will become a wholly owned subsidiary of Metavante
with existing management continuing in their positions. 

APPOINTMENTS

Allutto Named Chair of Committee 
to Streamline Check Processing

SVPCO-Check Services, the national check processing
business of The Clearing House Payments Company,
has named Peter Allutto Chairman of the newly created
National Business Committee. Allutto is a Senior Vice
President with The Bank of New York. The 26-member
National Business Committee is an advisory group to
SVPCO-Check Services and is designed to identify
opportunities to increase the efficiency of check pro-
cessing, reduce costs and provide strategic direction and
leadership as the industry continues to consolidate to
electronic payments. The Committee will meet at least
twice a year.

MBNA Board Appoints Murdough Director 

Thomas G. Murdough, Jr., Chairman and Chief
Executive Officer of the Step2 Company, has been elect-
ed to MBNA Corp.'s Board of Directors. With the
appointment of Murdough, eight of MBNA's 10 direc-
tors are independent. Murdough will serve on two com-
mittees of the board, the Audit Committee and the
Compensation Committee. 

Melton Joins WAY Systems Board 

VeriFone Inc. founder Bill Melton joined the Board of
Directors of mobile phone POS solutions provider WAY
Systems Inc. WAY Systems also secured funding from
GIV Venture Partners Fund, owned and managed by
Melton. WAY Systems' Mobile Transaction Terminal is
the industry's first 'out-of-the-box' solution, enabling
ISOs, POS resellers and acquirers to provide merchants
with a wireless data service that is ready for transaction
processing upon delivery.   
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A s Oct. 28, 2004 approached,
you probably heard a men-
tion or two in the main-
stream media of the impend-

ing chaos that would be unleashed on
the unsuspecting public when Check 21
took effect.

It's not too often that information on
issues within the financial services
industry appears in print or on the air
for dissemination by general audiences. 

Big stories in our industry, such as the
settlement in the class action suit
brought by Wal-Mart and thousands of
merchants against Visa U.S.A. and
MasterCard International, or when the
U.S. Supreme Court declined in early
October to consider an appeal by Visa
and MasterCard regarding their member banks issuing
American Express or Discover cards, barely get a mention
in the mainstream press most of the time.

The Check 21 story seemed to be per-
ceived differently, however. Many TV
news broadcasts and print and elec-
tronic articles reported on the Check
Clearing for the 21st Century Act, or
Check 21. While it's been thoroughly
discussed throughout our industry
(and in the pages of The Green Sheet),
the potential effect on consumer check
writing was important enough for
more widespread coverage. 

What was especially interesting was
the slant these non-industry-related
news organizations gave the legisla-
tion. Invariably, the reporting led with
the hook that Check 21 will make it
easier to bounce checks. 

Consumer advocates warned that bank
customers will no longer be able to rely

on "float," the comfortable safety zone check writers have
come to depend on between the time a check is accepted
to when the money comes out of their account. Instead of
taking three to five days to clear, some checks will now
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clear in one day or less thanks to
Check 21.

By some accounts, this will result in
7 million more bounced checks
every month, triggering $170 mil-
lion more in bounced check fees.

Check 21 is intended to simplify an
outdated and cumbersome process.
Check 21 does not mandate that
paper checks be converted to elec-
tronic images; the law now makes it
possible for banks to use that
method if they choose.

Every day, Americans write an esti-
mated 101 million checks (or
between 36 – 40 billion a year).
During processing, eight different
people handle each check; every day
it takes 192 flights to transport 163
tons of paper checks around 
the country.

Currently, only 25% of all checks are
handled electronically, according to

a report on CBS MarketWatch.com,
but over 50% of financial services
companies expect to switch to elec-
tronic imaging in the near future. 

It's not just consumers who will be
affected by the implementation of
Check 21, according to some indus-
try analysts. For many companies,
especially those that specialize in
the solutions that make the process
possible, including image archiving,
it could prove to be lucrative. 

The CBS MarketWatch report cited
as examples a few companies to
which banks outsource for the
migration to the modernized sys-
tem. Fiserv processes checks for
1,700 financial institutions across the
U.S.; its stock value increased by 2%
the day before Check 21 took effect.
Bisys, a company worth $1.7 billion
that provides back-office solutions
for banks, saw its stock value go up
by 3% on the same day. First Data
Corp. was also mentioned.

Some recent industry acquisitions
could prove to be very wise moves.
Bank of America's acquisition of
National Processing Co. for $1.4 bil-
lion, perhaps happened in part to
offset the impact of Check 21. 

Marshall & Ilsley's (M&I) Metavante
subsidiary acquired VectorSGI, a
privately held provider of image
processing solutions; M&I's stock
price rose $0.37 per share.

Large banks including Citigroup
and J.P. Morgan Chase & Co., will
save on the cost of processing paper
checks but will lose the float cash.
These banks base loans and other
activities on their float reserves,
which generate big earnings. 

Financial institutions currently
spend about $8 billion a year han-
dling and processing paper checks;
changes to the system from Check
21 could save $2 billion annually.   
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T his year's regional acquirers' shows have all
been great successes, and the Southeast
Acquirers' Association's (SEAA) 4th Annual
Information and Educational Conference

titled, "What's Your Game Plan?" was no exception. 

More than 350 professionals braved the remnants of
Hurricane Jeanne to attend the show, held Sept. 27 – 29,
2004 at the Crowne Plaza Ravinia in Atlanta. The winds
howled over the Southeast and both Hurricanes Ivan and
Jeanne contributed significantly to travel delays, especial-
ly for those flying to the event from Florida. 

A few merchant level salespeople (MLSs) from the gulf
coast of Florida came specifically to escape the post-hur-
ricane clean up and for a few days of fresh produce and
business networking. Their efforts at enduring any travel
delays were well rewarded.

The SEAA Board organized a full program of educational
sessions. The officers of SEAA's Board are Judy Foster,
President; Audrey Blackmon, Vice President; John
McCormick, Treasurer; and Margaret Jordan and Claudia
Zane, board members.  

More than 65 vendors filled the expo area. The show was
so successful that some attendees suggested holding
future meetings in a larger venue and extending it by 
one more day. 

The SEAA board deserves a special commendation for
juggling without a net. As the winds and rain blew into
Atlanta, the hurricane nearly wreaked havoc with the
carefully orchestrated agenda. 

But as it became clear that a few of the presenters would
be unable to attend, pinch hitters were called in, sessions
were revamped or replaced, and the overall flow of the
meeting never lost a beat.

The show opened on Monday night with a reception for
both attendees and vendors. MLSs from all over the
Southeast (actually from all over the country) were able to
network with each other and touch base with some of
their suppliers. 

Tuesday morning began with a continental breakfast
sponsored by VeriFone Inc. A panel discussion, "How to
Choose a Processor" followed and was well attended. 

The panelists included industry leaders John Martillo of
Cynergy Data; Jim Fink of EVO; Kevin Smith of Pipeline
Data; and Harvey Stone of iPay. They provided MLSs
with insight into the details of choosing the right 
processor. 

The Green Sheet was grateful to be referenced at least
three times by different presenters during this discussion.

The highlight of the conference was the keynote speaker
following lunch. Charles Mann of Alliant Merchant
Services and a four-time NFL Pro Bowl player with the
Washington Redskins offered inspiration by sharing 
his story of becoming successful both on and off the 
football field. 

Mann recently joined the industry as an ISO and shared
his insights into how professional sports prepared him for
the rough-and-tumble world of payment processing
sales. He had some very entertaining stories of what it's
really like to be a professional football player.

SEAA Triumphs Over Jeanne
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In the first afternoon session, Wayne Damron of Lynk
Systems discussed the outcome of the Wal-Mart class
action lawsuit against Visa and MasterCard and how it
will affect interchange in the future.

The next session taught MLSs how to find the ever-elu-
sive sales lead. Sonny Wooten of American Express Co.
provided audience members with ideas for scouting out
merchant leads.

After a short break, shorter sessions were held. Amanda
Rasche of POS Portal Inc. talked about the tools avail-
able to help MLSs manage their merchants once they 
are on board. 

Next Gregg Gumbinger of Authorize.Net looked at the
pros and cons of using IP vs. dial-up and Judy DeSomma
of Visa discussed electronic check conversion. 

Several board members of the National Association of
Payment Professionals (NAOPP) held an open Q & A ses-
sion with attendees. The discussion centered on the
upcoming elections of the first representative board to be
elected by NAOPP members. These elections are sched-
uled for November 2004. For additional information

please visit the NAOPP's Web site at www.naopp.com or
contact Bill Paul at merchtps@bellsouth.net .

After this very busy day, attendees relaxed and visited
with the vendors at the cocktail reception. The remarks
overheard included, "You guys did a great job," "I had a
great time," "Atlanta is a great location," and "Have some
breakout sessions so we can cover more topics."

Wednesday morning provided the final networking
opportunity at the breakfast sponsored by TASQ
Technology. Attendees compared notes and made plans
to go to one or more regional shows next year.

SEAA was founded in 2000 as a not-for profit, non-mem-
bership independent association for all acquiring
bankcard professionals. Its mission is to provide a region-
al opportunity for training, education and networking for
the acquiring community. 

SEAA provides an affordable forum for educating the
MLS community on the latest technology and regulatory
issues of the payment processing industry.   

For information about SEAA visit www.southeastacquirers.com .
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Smart Card Alliance Fall Annual Conference 

T his year's Smart Card Alliance Fall Annual
Conference, held Oct. 18 – 20, 2004, focused
squarely on issues surrounding identity man-
agement solutions. Even though smart card

technology faces challenges in consumer trust, acceptance
and in widespread adoption, according to experts, the
case for payments applications in smart chips and con-
tactless technologies is strong and will continue to grow. 

Security in a world full of terrorist activity and the need
to protect personal and corporate financial information
are two important applications that smart chip, biometric
and contactless technologies suit very well. Certainly
there are many fascinating ways government agencies
and enterprise are implementing smart cards. Moving
beyond passwords for more securely-accessed systems,
more stringent identification methods, e-passports, 
the health care field (including pharmaceuticals) and
authentication for subscribers and in e-commerce are
some of those.
But offered almost as a side note during presentations

and panel discussions was information
on ways smart cards are integrated into
payment transactions. Even though a few
successful programs in petroleum and

transit were highlighted, the role of payment processing
in various smart chip applications was not mentioned.

For example, there are 23,000 parking meters in San
Francisco, where the Conference took place, equipped to
accept payment using smart cards. The San Francisco
Area Translink Project, a Conference participant, will pro-
vide access to many transit systems and let riders
throughout the nine-county Bay Area board busses,
trains, trolley cars and ferries using one card. No one
mentioned the behind-the-scenes activities, including set-
tling the transactions, necessary to make this possible. 

Smart card technology is growing in acceptance and use
in many enterprise arenas, however. Approximately 200
people from across the spectrum of smart technology pro-
ducers and users attended the conference, participating in
three days of presentations, panel discussions, private
meetings and networking. 

Speakers representing government agencies, global cor-
porations, software makers, equipment providers, trans-
portation systems and cooperative initiatives touted the
many solutions to real world problems smart cards can
solve. As proof, Paul Beverly, President, Axalto,
Americas, cited the 100 million smart cards the company
issued in 2004, including 62 million SIM cards now 
used in cell phones in the United States (out of 1 billion
worldwide). 

Keynote speaker Richard Clarke drew on his perspective
as a former Special Advisor on security issues to four U.S.
presidents for his speech on the real need for smart cards.
Clarke presented one of the most compelling arguments
for broad implementation of smart card technology,
including for access to buildings, computer networks,
truly authentic identification and to protect 
personal financial information in banking and payment
transactions. 

The problem lies in convincing the public that smart cards
are a good thing, and are very necessary in today's world.
Among customers surveyed who use online banking, he
said 30% – 35% are happy with the password protection
methods offered by their banks. But considering the actu-
al number of customers who use online banking services
is low, as well as the considerable cost savings per trans-
action online banking creates for banks (they're reduced
from $7 to less than $0.07), it behooves the financial serv-
ices industry to convince people that these are not 
Big Brother tactics.

Education and public awareness toward establishing
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acceptance and trust in the technology are the industry's
biggest challenges, Clarke said. Smart technology
providers must persuade Americans that security based
on passwords or digital watermarks (they're on most
new drivers licenses, but are not ever used) offer only a
"false sense of security," and are "an enormously silly
waste of time," according to Clarke.

Smart Card Alliance Chairman Kevin Gillick acknowl-
edged that in order to expedite acceptance of the tech-
nology, there must be better, more cooperative efforts
made between and across industries. The Alliance is
focused on attracting new members by establishing
member-driven initiatives and partnerships in specific
segments to accelerate adoption of smart cards, he said
in his opening remarks.  

However, as part of the "State of the Markets"
Executives Panel, Jim McCarthy, Visa U.S.A.'s Senior
Vice President of Emerging Technologies, argued that
from the card Association's point of view, there is a lack
of compelling applications, no demand for new features
and no business case for smart cards in payments. Visa
has invested heavily in creating a secure infrastructure;
there is already a low incidence of fraud within it.
Problems also arise with challenges to acceptance by
end users and merchants, he said. 

A few speakers said that contactless technologies
including RFID could be the key to increasing adoption
in the payment processing market. In one presentation
on authentication, credit card and ATMs were refer-
enced as possible models on which to base an overall
combined, or "federated" approach to identification
management.

In one current example of a successful program, Shell
Canada has implemented an RFID contactless pay-at-
the-pump system incorporating key fob tags. Michael
Cooper, Shell Canada's Operations Leader for POS
Systems, was part of a panel that addressed various
aspects of emerging contactless solutions. The compa-
ny's system was initially designed to speed up transac-
tion times for fill-ups and to increase thru-put during
the busiest periods of the day. 

Cooper said, however, that along with quick payments,
Shell Canada customers are connecting their contactless
tags to loyalty programs offered by their credit card
issuers to earn reward points. As an example, he said
that he and his wife have several tags each that they link
and unlink to different loyalty programs, depending on
the rewards offered. He did not address or name the
companies or processes involved in integrating the var-
ious programs and transaction settling.   
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Investing in the ATM Channel
By Ann All, Senior Editor
ATMmarketplace.com

This story was originally published on ATMmarketplace.com, Oct. 22, 2004; reprinted with
permission. © 2004 NetWorld Alliance LLC. All rights reserved.

F inancial institutions are facing the seeming inevitability of IBM's
eventual withdrawal of support for its OS/2 ATM operating system
and the need to comply with regulatory mandates for Triple DES
and audio capabilities for ATMs. 

At the same time, vendors are offering them the ability to introduce personal-
ized transactions, check imaging and other new, customer-friendly features. 

Yet many FIs appear to be taking a fairly conservative approach to updating
their ATM channel, boosting their normal attrition rates, but frequently opting
for upgrades rather than brand new machines. 

Cost vs. Benefit 
"As long as the machines I have can keep me compliant, I'm content," said W.R.
Holman, Vice President of Electronic Banking for Louisiana-based Iberia Bank.
"I've got some good machines; they work fine. There just aren't enough reasons
right now for me to swap them all out." 

Holman expects to complete his network's Triple DES upgrade by the end of
2004, with the possible exception of machines added during the recent acqui-
sitions of two FIs. 

Iberia replaced 10 machines "flat out not capable of running Triple DES," pur-
chased an additional seven new ATMs to deploy in sites that generate the
highest transaction volumes, and upgraded the remainder of its 42-machine
fleet. Iberia wanted to maximize its investment by putting the new machines,
and introducing new transactions, where the most people would use them,
Holman said. "Customers in our lower volume sites just want to get their
money, get their balance and go." 

The new machines all feature Windows-based operating systems and will uti-
lize TCP/IP communications, which Holman said will "set the stage" for future
added functionality. Advanced transactions will likely be added to all of
Iberia's ATMs as it continues to update its network. 

Holman said he "only put what I had to" in upgrades of existing machines. "It
didn't make sense to spend a lot of money on machines I'll want to replace in
two to three years." 

Ohio-based Fifth Third Bank expects to upgrade 1,400 of its 1,873 machines
and replace the rest, some of which were incapable of running Triple DES and
others where upgrades would have cost almost as much as a new machine.
Curt Tiettmeyer, the bank's Vice President of ATM Operations, said Fifth Third
will likely complete its Triple DES upgrade by summer of 2005. Some 250 of
the new machines will be on a Windows platform. 

The primary consideration when it came to upgrades was processing power,
Tiettmeyer said. He wanted to make sure that machines could support Triple
DES, remote injection of encryption keys, audio capability and an eventual
move to Windows. In many cases, Fifth Third is also adding Ethernet cards 
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to move its machines to IP
communications. 

Tiettmeyer is evaluating introduc-
ing new options such as check
imaging on Fifth Third's ATMs, but
doesn't expect to do so in the near
future. "If I can incorporate it at the
right cost, I'll do it. But I have to
weigh the benefit against the cost: Is
it going to make me money or save
me money?" 

If It Ain't Broke ... 
Connecticut-based Peoples Bank
just completed the migration of its
240-machine fleet to Triple DES,
replacing eight machines (the "real-
ly oldie moldies," said Ted
Josephson, Vice President of Direct
Banking and Operations) and
upgrading the rest. Total cost,
including hardware, software and
service, was in "the high six 
figures." 

Josephson expects to boost his nor-
mal annual replacement rate of
approximately 10% over the next
few years, but only slightly. 

"I've got a bunch of machines that
are working just fine," he said. "In a
perfect world, with no budget con-
straints, I'd buy more new
machines. But I know I can get at
least another couple of years out of
the machines I upgrade." 

New machines will have at least a
Pentium III processor and 
256 megabytes of RAM. Peoples'
entire network already uses IP
communications. 

About a quarter of Peoples' fleet is
currently capable of running
Windows, said Josephson, who
plans to pilot some Windows-based
machines in 2005. "I'm not going to
rush. I'm still a little nervous about
some of the service and mainte-
nance issues. 

"I think we're going to see more
technology changes in the next two
to three years," he said, and he is











still developing business models for offering new servic-
es such as imaging checks at ATMs or targeted advertis-
ing. "I want to see more studies with hard data that shows
this stuff works." 

Both imaging and targeted advertising would require
Peoples to make substantial investments in its back office
as well as its ATMs, Josephson said. 

Show Me the Money 
But FIs are spending more now on their ATMs than they
have in recent years, and they are purchasing machines
with new technology platforms. 

In a recent TowerGroup report titled "Advanced ATM
Technology: Too Fast, Too Furious?" the Boston-based
consulting firm estimates that large U.S. FIs will spend
$1.8 billion on their ATM programs in 2004, 12% more
than they spent in 2003. 

Year-over-year ATM expenditures normally grow at a
more tepid pace of 3% – 5%, said Jerry Silva, author of the
report. Because maintenance costs have remained stable,
he said, much of the spending is on new machines and
software development. In its most recent earnings report,
Diebold cited "record order levels" for ATMs in 2004's
third quarter. It also said it expects earnings per share to
grow 18% – 20% in 2005, driven largely by sales of ATMs
and related services. 

NCR said it anticipates EPS of at least $0.40 in 2004's third
quarter, at least doubling its earnings of $0.19 EPS in
2003's third quarter. NCR cited growth in both its
Financial Self-Service and Teradata Data Ware-
housing divisions. 

Loaded and Ready 
Silva, TowerGroup's Senior Analyst of Delivery Groups,
said that 70% of ATM shipments by vendors serving the
FI market in 2004 will go out loaded with Windows as the
default operating system. 

That number has risen dramatically from 10% or so of
ATMs shipped with Windows in 2001. Silva estimates
that approximately 20% of the current global installed
base is running Windows; by 2006, he expects that num-
ber will rise to 30%. 

"We'll finally start to see a decline of machines with
OS/2," he said. "We're getting to the point in the replace-
ment cycle where it makes sense for (FIs) to get machines
with new technology." 

While regulatory mandates are a major driver of spend-
ing increases, Silva believes FIs are more bullish than ever
before about offering new features at ATMs, a process

facilitated by moves to Windows and IP communications. 
In a recent presentation at the Thomson ATM & Debit
Forum in Baltimore, Lori Murray, Huntington Bank's
Senior Vice President of ATM and Cash Position
Management, said Huntington began preparing itself for
a major ATM technology refresh in 2002. The bank devel-
oped a broad plan in 2003 after discussions with its ven-
dors and created more specific strategies this year. 

The Ohio-based bank is currently piloting its first
Windows-based machine at a site where it is used by
Huntington associates only. It plans a broader test of 25
Windows-based ATMs, five of them new, in this year's
final quarter. Murray told ATM & Debit Forum attendees
that Huntington wants to ensure the new platform works
as expected before implementing customer-facing fea-
tures at ATMs in 2005. 

Huntington intends to replace 135 of its 700 ATMs and
will likely upgrade many of the rest, Murray said,
although it has not yet reached a decision on the fate of
some 300 machines. While they can be upgraded, replac-
ing them would make it easier to offer image capture or
other new features. 

The Big Bang 
Ohio-based National City is upgrading 600 ATMs but
replacing the remainder of its 2,000-machine fleet, at a
total cost of some $30 million. Matthew Burns, the bank's
Senior Vice President of Electronic Banking, said the bank
hopes to complete the project in the first half of 2005. 

"When I passed the hat to get the funding, the first com-
ment I heard was 'we won't have to have this conversa-
tion again in a couple of years, will we?'" Burns said. To
minimize that possibility, all of National City's machines,
whether new or upgrades, will run Windows and have at
least a Pentium III processor.  Burns said his main aim
was to "create a consistent baseline from which we could
evaluate any future enhancements." 

National City has already introduced a service called My
ATM Choices, which allows customers to pre-select their
preferred language, withdrawal amount and receipt
options, at 100 ATMs. The feature "helps factor a lot of the
'noise' out of repetitive prompts at the ATM," Burns said. 

Burns, who helped roll out National City's online banking
program, is excited about the prospect of using knowl-
edge gleaned from the Web at ATMs. "With Windows, we
can leverage some of what we've already learned about
introducing new technology. I think the learning curve for
ATMs will be a lot more compressed," he said.   

Link to the original article: www.atmmarketplace.com/
news_story_21028.htm

35

Feature



By Larry Bleiler
VeriFone Inc.

A s ISOs and merchant
level salespeople (MLSs),
you often challenge me to
distinguish VeriFone Inc.

from its competitors. But I'd like to
turn the tables and instead chal-
lenge you to investigate what makes
a payment terminal supplier rela-
tionship both good and rewarding.

Here's a quick checklist of factors
you should investigate when con-
sidering partnering with a payment
terminal provider:

• Hardware and software 
reliability 

• Support capabilities: technical,
sales and marketing

• Innovation and research and
development (R&D) strengths 

• Quality and breadth of the 
product line 

• Value-added applications 
that enable multiple 
revenue streams

Combined, all of these factors will
have an impact on your revenue
potential. Base your relationships
with terminal vendors on how well
they enable you to do what you do
best, which is sell. 

That means having equipment and
applications that will work when
they need to; having an infrastruc-
ture to back you up; delivering the
product set that satisfies a wide
range of merchant needs; and fos-
tering long-term customer relation-
ships with which you can build
recurring revenue streams, thus
growing the value of your merchant
portfolio. 

In selecting equipment suppliers
with which you want to partner,
you should put reliability high on
the list (we'll take financial stability
as a given). Today's merchants

Choosing Supplier Relationships
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A product line
that will keep your

merchants happy
over time means

greater retention.
In this day and age,

it's essential that you
offer merchants one-stop

shopping and provide
appropriate solutions

instead of trying to force-
fit products that will 
ultimately leave your 

customers unhappy and
looking for alternatives.

assume that if you plan to install a card payment device in their stores, it's
going to work regardless. 

Implementing reliable terminals, meaning hardware and software that are
compatible and run 24/7, is the best way to establish low maintenance mer-
chant relationships.

Beyond reliability, you should also think about vendor support. This starts
with technical support and includes training, sales support, marketing and
software development. These attributes really do define the abilities of a ven-
dor in the marketplace. 

An equipment supplier's support capabilities can be crucial to your ability to
build sustainable customer relationships. Ask yourself if your vendor will
develop software applications quickly to allow you to take advantage of niche
opportunities. Also consider the availability of regional technical support
assistance, Web-based training and materials, and sales training seminars. 

In short, does the supplier do everything possible to ensure that your salesmen
are comfortable with the products they sell, and does the supplier have a sense
of ownership of the products you buy until they are placed with a merchant? 

This is the true measure of a vendor partnership with which you can grow
your business. Consider the level of marketing and sales support equipment
suppliers can provide to help you find and close sales. Look at the different
types of marketing used by terminal providers and how that marketing can



help you reach and educate the right cutomers. 

Will the vendor create excitement about its products
with your salespeople? And will that supplier team up
with you on consultative selling and help educate you
in reaching new markets? The vendor should have a
sense of ownership of the product you buy, all the way
through to the installation.

Another aspect important to your ability to grow is your
supplier's ability to innovate and create new market
opportunities. This starts with a willingness to invest in
R&D, but it also requires vision to invest in future
opportunities such as Wi-Fi and wireless CDMA/GPRS 
processing. 

Established terminal vendors have little trouble justify-
ing Class-A certifications from processors. Without
those certifications and the support that comes with
them, your selling time will be reduced. 

Product lines should allow for future migration. Your
primary goal should be to sell and expand your portfo-
lio. A product line that will keep your merchants happy
over time means greater retention. In this day and age,
it's essential that you offer merchants one-stop shopping
and provide appropriate solutions instead of trying to
force-fit products that will ultimately leave your cus-
tomers unhappy and looking for alternatives.

VeriFone's approach has been to provide you,
ISOs/MLSs, with product lines that reduce your cost of
ownership. The SoftPay application, for example, runs
across the complete Verix product line, which means if
you can support one, you can support them all; it also
provides for unified download procedures and unified
key operations. 

This allows economies of scale that will enable you to
lower your cost of ownership and maximize your 
profits.While you might be tempted to push older
equipment because lower prices allow for an easier sale,
you should also consider that the limitations of those
older models might impede your ability meet your mer-
chants' growth needs as new functions, such as contact-
less, wireless processing and security requirements,
come into play. 

While you may not be anxious to adopt the latest tech-
nology because of a lack of familiarity, you do want to
make sure that you're able to take advantage of crucial
elements, such as faster processing speeds that speed 
up checkout lanes and clamshell printers that are sim-
pler to operate. 

Another factor to consider in product selection is the ter-
minal provider's ability to comply with card Association
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regulations. Visa and MasterCard
are increasingly focused on security
and privacy issues that will lead to
continued changes in merchant reg-
ulations. Low-cost equipment that
cannot be updated or modified will
become an albatross.

Innovation in value-added applica-
tions is another key element in
allowing you to grow with your cus-
tomers. The ability to provide third-
party applications that run on the
payment platform gives you
tremendous ability to increase rev-
enue from individual customers and
to ensure that they don't see your
terminal as a limitation on their abil-
ity to grow. 

Value-added programs foster
growth and improve customer
retention. Instead of generating only
one revenue stream based on cred-
it/debit, you might be able to gener-
ate multiple revenue streams from

individual merchants through addi-
tional programs such as check con-
version, loyalty, gift cards, time 
and attendance and employment
verification. 

These offerings are also crucial in
your ability to differentiate your
products and services and thus gain
a competitive advantage over your
competition. 

What you don't want is to lose busi-
ness to competitors that merchants
perceive as having a more complete
offering for improving their produc-
tivity and profitability. 

The approach VeriFone takes with
its Verix architecture allows non-
bankcard applications to operate
without having an impact on the
basic bankcard application. 

If such applications affect the
bankcard application, then this

would require re-certification by
each processor, which would have a
negative impact on time to market.

There's an adage some salesmen like
to offer: "Quality is appreciated long
after price is forgotten." I'm a believ-
er that such long-held sayings per-
sist for a reason, and this one seems
to have withstood the test of time as
well as any. 

There is a tremendous amount of
added value that goes into generat-
ing long-lasting relationships that
will result in recurring revenue. This
applies not only to your customer
relationships, but also to those with
your suppliers.   

Larry Bleiler is General Manager of
VeriFone's North American Financial
Group. You can reach him by e-mail at
larry_bleiler@verifone.com or by phone at
1-800-VeriFone.
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F ocusing on the "P's" in the
prepaid market, EWI
Holdings Inc., a privately
held and institutionally

backed company, provides payment
processing services for prepaid
transactions at the point of sale
through the use of a personal identi-
fication number (PIN).

"We provide a gateway into the
world of prepaid products and serv-
ices," said Patrick Hazel, EWI Chief
Executive Officer.

"We operate a processing platform,
just like any merchant processor. We
also organize and aggregate the var-
ious prepaid products out there such
as for wireless, long distance, digital
content, local phone service as well
as gift and stored-value programs."

EWI is based in San Diego, Calif.
and has an office in Mexico City. 

Why Mexico? "In Mexico, 90% of the
people who have a cell phone pre-
pay for their airtime," Hazel said. "In
the United States, it's about 10%,
although this number is growing
rapidly—about 40% annually."

Prepaid wireless is the fastest grow-
ing segment in wireless, and one of
the fastest growing markets in the
United States. Research and consult-
ing firm The Yankee Group predicts
that users of prepaid services will
increase by nearly 70% to 24.8 
million by 2007.

In the United States, prepaid is a $10

billion-a-year market; Hazel said he
believes the rapid growth is because
of several reasons. For one thing,
many U.S. consumers do not meet
the credit qualifications for opening
a regular, "post paid" wireless
account. 

Others like knowing exactly what
they're spending on their wireless
service every month, instead of
potentially receiving surprises on
their bils from roaming charges or
other fees.

Prepaid is also an ideal solution for
many parents who have teenagers
with their own cell phones. In fact,
the youth segment is the fastest
growing demographic in prepaid. 

EWI Chairman Miles Paschini
founded EWI in 1999. Paschini is the
inventor and author of EWI's patent-
ed prepaid PIN processing platform,
which is called Paygo. 

In the increasingly competitive
world of prepaid products, EWI
closely guards this proprietary tech-
nology. The company filed for a
patent in July 2000 and was granted
Patent No. 6526130 in February 2003
for the processing of prepaid trans-
actions through real time PIN deliv-
ery solutions.

Paygo is a digital technology that
allows retailers to distribute prepaid
products in real time from their
point-of-sale systems. A PIN code is
attached to a monetary unit of value
for a product or service such as $50

EWI Holdings Inc.

ISO/MLS contacts:
Mike Ackerman, National Sales Manager, 

Merchant Services
Phone: 858-200-9440
E-mail: mackerman@ewiprepaid.com

Michael Struttmann, Vice President of Sales
Phone: 858-200-9440
E-mail: mstruttmann@ewiprepaid.com

Company address: 
10509 Vista Sorrento Parkway, Suite 410 
San Diego, CA 92121
Phone: 858-200-9440
Fax: 858-200-9464
Web site: www.ewiprepaid.com

ISO/MLS benefits:
• Offers value-added solution to merchants, not

simply credit/debit applications
• Creates additional revenue streams from an

existing merchant
• Reduces churn, increases retention by creating

additional revenue streams for the merchant
• Merchants become less price sensitive on

credit/debit applications
• Provides an incentive for merchants to upgrade

their terminal; ISOs/MLSs can demonstrate a
strong ROI on a new terminal investment

• Expanded product offerings improve ability to
sign new merchant accounts

This Company Puts the 
'P' in Prepaid Processing
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worth of Verizon airtime. Paygo also
supports other prepaid delivery
methods such as point-of-sale 
activation (POSA), top-up and
stored value.

The solution delivers prepaid prod-
ucts to consumers using various
applications that reside on POS ter-
minals, ATMs, kiosks or even a Web
browser.

"When a consumer walks into a mer-
chant and wants to buy $50 worth 
of prepaid wireless airtime, the 
merchant can go to our network 
and pull it down in real time," 
Hazel said. 

"And it's delivered over their credit
card terminal or through an online
solution. No plastic prepaid card
inventory is required."

The key is no longer needing the
card inventory. The cards arrived at

the merchant location already "acti-
vated," and then they were at risk
from theft, whether from being
shoplifted or from employee theft,
or "shrinkage."

Using EWI's system, the PIN and all
the other information needed for
activation that previously appeared
on the cards isn't available until the
merchant requests it. Once this is
done, the information is printed out
on the receipt from the POS system.

"In the old days, the merchant had
to buy the cards and pay for them in
advance; they had to stock them and
carry them as inventory," Hazel said.
"There was also the whole hassle of
making sure they had the right
denominations from the right
providers. 

"Now, merchants using our system
can have any product they want,
24/7, in any denomination they

want and on demand. There's no
inventory, there's no stocking,
there's no allocation, there's no has-
sle. Whatever product their cus-
tomers want when they walk in the
door, we'll help the merchant deliv-
er it to them."

To deliver its systems at the POS,
EWI has partnered with payments
companies including National
Processing Co., VeriFone Inc.,
Hypercom Corp., Ingenico, Lipman,
Verizon Wireless, T-Mobile, Sprint,
AT&T, Cingular, Boost Mobile,
TracFone, Alltel and PlayPhone,
among many others.

For instance, NPC integrated EWI's
technology with NPC's existing POS
transaction services. The result is a
single solution for credit, debit and
prepaid transactions, which NPC
offers to more than 700,000 of its
merchant customers.
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Through partnerships with POS terminal manufactur-
ers, EWI is able to provide merchants with a solution
that works with their current POS system and that can
be integrated with existing credit and debit card trans-
action processing.

"In our model, if merchants have a terminal we current-
ly support, then they're ready to go; if they don't, then
the addition of prepaid can serve as a great incentive for
them to upgrade their terminal," Hazel said.

"We really prefer to work on multi-application terminals
like the VeriFone 3750 or the Hypercom T7 arena. But if
the terminal doesn't exist in our portfolio, we'll build the
application to meet the terminal footprint of the client."

This is where ISOs and merchant level salespeople
(MLSs) fit in. Merchants want to offer prepaid products
to their customers because they sell. 

Among merchant locations, in particular, convenience
stores, it's in the top five for profit generators, he said.

Other popular locations include grocery stores, discount
drug stores, liquor stores and college bookstores—any-
where there is high consumer foot traffic.
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"It's a natural that prepaid 
should go along with credit 

and debit services. It is, after 
all, just another form of 

payment. We've been taken 
aback by ISO interest since 
then. Our phone has been 

ringing off the hook."

– Patrick Hazel
CEO, EWI Holdings Inc.



And among ISOs/MLSs, all the
buzz lately is about providing 
merchants with the next great value-
added solution that can be bundled
with credit and debit card 
processing. 

"It's a natural that prepaid should go
along with credit and debit servic-
es," Hazel said. "It is, after all, just
another form of payment."

EWI first reached out to the
ISO/MLS sales channel at the
Electronic Transactions Association
(ETA) Annual Meeting and Expo in
spring 2004. "We've been taken
aback by ISO interest since then," he
said. "Our phone has been ringing 
off the hook."

In working with this sales channel,
EWI pays ISOs/MLSs through a
commission structure, and Hazel
said the commissions generated can
be substantial.

ISOs/MLSs can make several entire
percentage points of the retail trans-
action value, and the amount of
commission available on a given
prepaid transaction is many times
that of a typical credit or debit 
transaction.

EWI offers a turnkey solution to
ISOs/MLSs. Its systems operate
either side by side or are integrated
with their applications. EWI sup-
plies the prepaid product lines and
supports the design and implemen-
tation of merchandising programs
for the sale of prepaid products in
the stores. The company also pro-
vides ongoing training and support.

"We try to be relatively invisible to
the merchant, but highly visible to
the ISO on the training and support
side," Hazel said.
He also said that merchant proces-
sors and ISOs/MLSs who pair their
payment services offerings with

EWI's prepaid services should be
able to sign up more merchant cus-
tomers, have better merchant reten-
tion and boost revenue earned per
merchant.

"Salespeople are calling on mer-
chants; salespeople want to increase
the products that they offer and then
bundle them in the right way," 
Hazel said. 

"So it's a big win for them because
they get the additional transaction
business, and it's a big win for the
retailers, who get a much better
solution for offering prepaid.

"[As an ISO or MLS], it makes your
value proposition that much
stronger. And I think it will also aid
in retention of these customers over
time because you're giving that
much more business to them that is
central to their profits."   
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T he Green Sheet had the
pleasure of being invited
to attend Secure Payment
Systems' (SPS) annual ISO

conference held in Las Vegas in
August 2004, joining at least 70 ISO
management personnel for a briefing
by SPS on its new product initiatives. 

Needless to say, the number of new
services being rolled out and the con-
tinuing expansion of the breadth of
this company's payment offerings
impressed us. 

Additionally, all of SPS' major industry suppliers were
present, which enabled attendees to see and hear from
resource vendors including VeriFone Inc., Hypercom
Corp., Ingenico, Lipman, RDM Corp., MagTek, Systech
Corp. and GO Software, among others.

In the past, we have reported on the highly competitive
SPS host system processing capabilities in check authori-
zation, guarantee, conversion, stored value processing
and Automated Clearing House (ACH) file transfers. 

Now, SPS has rolled out three new services including a
Web-based recurring debit platform; a stored value pro-
cessing enhancement that now has a "one card does it all"
integrated gift and loyalty card capability; and an exciting
PIN-based payroll/point-of-sale (POS) debit card. 

With these product and service offerings, SPS extends the
payments envelope and displays versatility and a 
broad based range of skill sets not often seen in the 
payments space.  

But what particularly interested us is the enCASH Access
Card, the SPS proprietary PIN-based ATM and POS debit
card aimed squarely at automating the electronic transfer
and distribution of financial benefits of any type. 

Moreover, as a payment vehicle, consumers can use the
card for domestic and international card-to-card electron-
ic funds transfers in lieu of traditional Western Union
wire transfers. 

SPS tackles the challenge of the expanding payroll debit
card market, the large un-banked population and increas-
ing employer requirements for paperless payroll. 

Based on access to virtually all ATM and debit networks,

cardholders have access to millions of ATMs and PIN-
based points of opportunity spanning the globe. 

The payroll card market has evolved over the last year as
a "must have" in the arsenal of products and services
deployed by sales agents nationwide. 

Employers offer payroll cards to un-banked, non-direct
deposit employees, independent contractors and short-
term/temporary hires to replace the traditional paper-
based paycheck.

The card can also be used as a financial vehicle to load
compensation or financial benefits of any type, including
but not limited to payday advances, expense reimburse-
ments, travel advances and commission payments. 

Cardholders do not need a "bank" financial account and
all cardholder funds are FDIC insured.

The enCASH Access Card saves employers time and
money and provides employees and independent con-
tractors with a flexible, cost-effective method for getting
paid; they don't have to go to a check cashing establish-
ment that might charge up to 3% as a service fee. 

Through an SPS proprietary URL, www.encash.com, SPS
also provides a feature rich, secure, Web-based electronic
platform for performing online lookup of ATM and POS
debit transactions in addition to showing load and bal-
ance transfer history. 

Cardholders can directly manage personal PIN data, set
and modify parameters on other accounts, view transac-
tion history, order more cards, set "velocity" limits on
additional card balances that are tied to the "master"
account, and even load (and schedule) value increases
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Secure Payment Systems Unveils 
New enCASH Access Card

Much like a prepaid
phone card, the
enCASH Access
Card is also 
marketed to retail
establishments
nationwide where
consumers may 
purchase and have
cards activated in
real time. 









tied either to a credit card or ACH debit. 

The card comes delivered in a prepackaged, scratch-off PIN card carrier with all
fees, terms and conditions clearly spelled out in English and Spanish. 

The primary card or any additional
cards tied to the main account can
be mailed anywhere in the world
for use by family and friends in the
ATM networks of those countries.  

What makes this even more impres-
sive? For cardholders not having
access to the Internet, SPS provides
a fully functional integrated voice
response (IVR) system to allow
password-controlled functionality
to access the same features available
on the Web. 

Employers can have their business
names and even employee names
thermally imprinted on the card.
Employers load payroll onto the
cards by either (a) passing a payroll
data file to the SPS enCASH pro-
cessing center or (b) loading the
payroll data via a secure Web 
interface. 

In either instance, SPS will debit the
employer (or the employer will
ACH credit SPS) for the payroll two

business days in advance of creating good funds for the employees. 

As an extra feature, employees may also view online pay stub/tax withholding
information via the online Web interface. 

Much like a prepaid phone card, the enCASH Access Card is also marketed to
retail establishments nationwide where consumers may purchase and have
cards activated in real-time. 

This is done through a financial loading process that arises from the buyer pay-
ing with cash, a credit card or even a payroll check encashment. As a result, this
is not simply a benefit program marketed to corporate employers. 

SPS' Chief Executive Officer and President Linden Fellerman also affirmed that
for certain partners of the right size (either bank, acquirer or ISO), SPS will pro-
vide a soup-to-nuts private label program, both for the card as well as the 
Web site. 

So what do we think? We think SPS continues to hit the nail on the head. 

For more information on ISO/MLS opportunities with SPS, contact Steve
Eazell, SPS Director of National Sales and Marketing by phone at 866-300-3376
or by e-mail at seazell@securepaymentsystems.com .   
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• "The publication as a whole keeps me up to date 
and informed." 

• "I look closely at the ads to see who my competition is."
• "I look at the ads to see who's new."
• "The GS is very informative and a great resource 

for all agents in this industry."

As an MLS, it's in your best interest to consider the infor-
mation you receive carefully, and then contemplate your
needs as a professional and the needs of your business.
What can you learn about the company? Are its programs
in line with your business model? Do you identify with
the image the company is putting forth? And most impor-
tantly, do you trust what you read and hear?

As an ISO or other company looking for agents to build
your sales force, you want to grab their attention.
Whether it's with an ad in a publication or getting the
word out about a solid new program, you want to inter-
est the best of the best and then hope they will pick up the
phone and contact you.

What's in an Ad?
In the article, "The Truth Behind Advertising" ("Street
Smarts" by Ed Freedman, The Green Sheet, Nov. 24, 2003,
issue 03:11:02), Freedman solicited MLSs for feedback on
what type of information they're looking for from ISO
marketing and advertising efforts. In their responses,
MLSs said that they wanted:

• "to get a sense of what the company is focused on"
• "to get a sense of the credibility of the company"
• "straightforward ads"
• "specific details on programs"  
• "accurate representations"

Freedman said it's important to provide details, be clear
and concise, and most important, be truthful.

An article in this issue of The Green Sheet discusses the
importance of marketing efforts as a way to spread the
word about your company and a way to become
informed about the offerings of other companies.

"Marketing, including branding, advertising and public
relations, encompasses methods used to inform existing
and potential customers [and partners] about the services
and products your company provides" (see "Sales vs.
Marketing: Two Means to the Relationship-building End"
on page 62 of this issue).

Some MLSs said they like to see rates disclosed in adver-
tising. While this might eliminate a lot of "guessing," are
rates alone what draw you to a business partner? What if
your merchants felt the same way? 

Rates are important to MLSs and ISOs, just as they are to

merchants, but there are also other important considera-
tions: culture, relationships, communication, understand-
ing and service. 

Remember to keep those in the forefront when making a
decision about the companies and individuals you will do
business with. These aspects will take you the furthest in
your career.

Remain True
Many MLSs go to the MLS Forum to contact each other
for discussions, advice and insight about companies in
the industry. Remember that in the thick of it, sometimes
the payment processing industry might seem like the
whole world, but it's also a very small world. 

Word gets out and spreads quickly. People do talk to one
another. And when the word is out about your company
or you as a payment professional, you want it to be posi-
tive, even glowing. 

It's important to grab the attention of others, but make
sure you that while you're doing it you represent your
company accurately and do not try to mislead others in
any way. Be competitive, be successful and remain true.
It's up to you.   
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PayPal Makes Error 
and Then Makes Up

A t the beginning of the quarter marking the
busiest shopping time of the year, eBay's
online payment service PayPal experienced
nearly six days of system glitches and out-

ages, from Friday, Oct. 8 through Tuesday, Oct. 13, 2004.

An unknown number of PayPal users were locked out
of their accounts and could not withdraw funds, 
complete deals, or
use their PayPal
debit cards. 

The problems were
later attributed to a
system upgrade
made by the company on Friday morning, which caused
PayPal's site to crash. 

eBay and PayPal officers posted a statement on eBay's
Web site that thanked users for their patience and
expressed hope to regain their faith in its service.

To make up for the inconvenience, PayPal compensated
users affected by the outages, which it called a "PayPal
Thank You Day." The company essentially waived all
transaction fees made between 12 a.m. and 11:59 p.m.
PDT on Oct. 28, 2004. 

Users were still charged the fees, but PayPal said it plans
to issue credits by Nov. 25, 2004, just in time for
Thanksgiving.

However sellers in 17 foreign countries including
France, Germany, Italy, Spain, Switzerland and the
United Kingdom would not benefit from the fee waiver.

Users of PayPal services are typically charged about 
2% –3% of the transaction, along with a transaction fee.
EBay said it does not expect the errors or make-good to
affect its fourth quarter earnings.

PayPal is the leading online payment service with
approximately 56.7 million users; in the second quarter
of 2004, it processed $4.4 billion in payments. eBay
acquired PayPal in October 2002.

Unfortunately, there are always those who try to capi-
talize on others' misfortunes. Some eBay and PayPal
users have reported receiving "phishing" e-mails (when
senders try to trick recipients into providing account
information) that mention the recent PayPal outage,
AuctionBytes.com reported.   
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H ow do you separate a company's sales suc-
cesses from its marketing efforts? Is market-
ing or sales ultimately responsible for
increased revenue? Isn't the point of promo-

tion to boost sales? On the other hand, are you spending
a lot of money on promotion and watching sales decline? 

What are the differences between sales and marketing?
How do they affect and complement each other? How do
companies design effective programs for the respective
areas, so that each is distinct, but also integrates with 
the other?

The varying methods used and purposes of these sepa-
rate but related efforts can cause disagreements between
the people or teams responsible for each. 

No matter which side receives the accolades, their func-
tions and results often overlap. The programs should be
in alignment and work in conjunction with each other. 

What sales and marketing have in common is that it's all
about building relationships. Sales goals are more tangi-
ble in nature. It's easy to establish criteria and measure
quotas to see when they've been met and what's working.
And sales professionals use a number of subjective tactics
to close deals; what works best for one salesperson might
not work for another. 

Successful sales happen when quality products or servic-
es are produced by reputable, dependable companies,
which are then represented by straightforward people.
They use a number of ways to find customers, present
information, close the sale, complete regulatory forms
and paperwork, and then provide excellent follow-up
and customer service once the contract is signed.

Part of the marketing staff's role is to support the sales
team with materials, including brochures and press
releases, by establishing and maintaining the company's
brand and carrying out the promotional aspects of the
program. Marketing efforts position your company and
create awareness for your company name, logo and prod-
ucts.

While a marketing program should also incorporate some
means for determining its success, the effects are often not
as obvious or easy to measure as, say, annual sales 
volumes. 

(Nancy Drexler's column, "Marketing 101," appears
monthly in The Green Sheet and provides a lot of useful

information on a variety of marketing techniques. See her
article on "viral marketing" on page 82 of this issue.)

Most marketing efforts require capital; you need to pay
for ad space, the production and mailing of brochures, or
for sponsoring an industry event. Sales efforts, on the
other hand, bring in the cash that creates the overall
budget on which marketing is a line item. 

Marketing, including branding, advertising and public
relations, encompasses methods used to inform existing
and potential customers about the services and products
your company provides. 

These methods each implement a different set of tech-
niques to get your company's message across; it's wise for
businesses to be familiar with their unique purposes and 
how to use them in an overall promotional plan.

When Promotion Is Newsworthy
An essential piece in your promotional toolbox is public
relations. Whether you call it PR, publicity or communi-
cations, this is a form of marketing that delivers your 
tailored message through targeted media placements;
participating in events, conferences and trade shows; 
and forming community or industry alliances and 
partnerships. 

It's getting your name out there without directly having
to pay for it (but there are always indirect costs involved,
such as staff time, travel and overhead). 

Press releases are the basis of any public relations effort;
they're also often the starting point for generating the
longer news stories or in-depth features developed by
writers and editors looking for new topics to cover; your
press release might spark an idea. 

When an item about your company runs in a publication,
even if the item resulted from your press release, your
message benefits from the format: an unbiased news
story, rather than paid promotion such as ads. The down-
side of sending press releases is that you lose control of
the final outcome; if an item is presented as news, it's con-
sidered to be editorial content, not advertising, and is not
subject to approval by anyone.

Another part of a marketing plan is advertising, or the
purchase of print space or airtime from a media outlet.
Because they're paying for the privilege, advertisers (usu-
ally) get to word their messages exactly as they want
(within reason). 
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Ads are not subject to a publication's
editorial rules of objectivity; you can
say anything you want about your
company or products and services
as long as those claims are true. 

Even though press releases are writ-
ten to get a specific point or message
across, editors and reporters might
decide to add to the information
through additional research or con-
ducting interviews for clarification
or to get first-hand quotes.

You can easily see when your press
release appears or results in cover-
age, but can the effect of media
placements be measured? What
makes information newsworthy? 

Think about what you find interest-
ing and items you like to read.
Timeliness; specific relevance and
significance to the publication, its
editors and readers; the accomplish-
ments and recognition of manage-

ment and staff and unusualness of
the topic are a few considerations.

Along with the standard items
(mergers, executive appointments,
new products), following are just a
few suggestions for getting your
company's name in print by shed-
ding its activities in a newsworthy
light. Always remember to target
your information to the publication
or media outlet.

• Generate press releases that tie
in your products and services with
current trends, events or industry
news: Is your company offering
health care benefits or a solution
that incorporates HIPAA rules?
Are you offering a service featur-
ing a new technology such as con-
tactless payments? 

• Conduct a poll or survey of your
merchant customers, then release a
report, make an analysisor a 
prediction.

• Write a letter to the editor.
Release a letter that you've
received (with permission) from a
merchant that your colleagues 
and associates might also find
interesting.

• Write a review of a business- 
or industry-related book or 
white paper. 

• Offer to share your expertise
with writers and editors at trade
and general publications; let them
know you're available for general
comment or on a particular topic
such as Check 21. 

Regardless of how many marketing
functions you decide to implement,
they're meant to help you and your
company build successful and 
long-lasting relationships with 
customers. 

That's the ultimate goal for both
sales and marketing.  
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C ontactless technologies at the point of sale are
becoming increasingly available not only in
quick service restaurants, but also in gas sta-
tions, super markets and drug stores. In fact, at

the Smart Card Alliance Fall Annual Conference, held in
San Francisco in October (see story on page 26 of this
issue), speakers presented information making it evident
that contactless payment methods, such as RFID, are the
one smart technology being widely integrated into pay-
ments systems and loyalty programs. 

Improvements in wireless data networks and partner-
ships between card Associations, payment processors and
mobile phone manufacturers are all factors contributing
to making contactless one of the fastest-growing areas in
payments. Major payment industry brands have all 
standardized on radio-frequency technology under the
ISO 14443 standard. The first widespread issuance of con-
tactless-enabled credit cards is expected early in 2005.

Contactless payments at the POS offer several advan-
tages, including security in fast, convenient transactions.
They also have the potential to revolutionize the way con-
sumers conduct transactions. 

For example, later this year several hundred U.S. resi-
dents will test product lines offered through a partnership
between MasterCard and Motorola. Consumers will use
Motorola phones embedded with Master Card's PayPass
wireless payment system chips to conduct secure finan-
cial transactions. The solution takes advantage of recent
improvements in wireless network coverage areas as well
as developments in the technology, including Near Field
Communication (NFC), a powerful and secure wireless
signal with a range of eight inches. 

VeriFone Inc. recently announced certification of its con-
tactless reader module for the Omni 7000MPD payment
devices by MasterCard PayPass and American Express
ExpressPay. The devices are now being deployed at 
POS locations.

Wireless carriers are also interested in pursuing mobile
commerce, or m-commerce solutions. Through their
mobile phone's Internet connection, Verizon Wireless cus-
tomers can bill transactions directly to their Verizon sub-
scriber accounts instead of a credit card or bank account.
This service is provided by Netpace, a company special-
izing in wireless messaging.   
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By Matthew Swinnerton
Merchant Services Direct

A s we all know, the quick service restaurant
(QSR) market is on fire. We practically can't
pick up an issue of The Green Sheet without at
least one article that mentions it. 

For this month's "AgenTalk" column I interviewed
Michael Bagni, an agent based in Boston and working
with Direct Technology Innovations LLC (DTI). DTI has
installed credit card processing at thousands of QSR loca-
tions, including McDonald's, Burger King, Arby's,
Subway, Dairy Queen, Pizza Hut, KFC, Quizno's Sub,
Taco Bell, TCBY, among many others.

Michael is new to our industry, but in only six months
he's found a good niche in the QSR world and built a siz-
able portfolio. His focus on the QSR market has served
him well.

Matthew Swinnerton: Why and how did you enter 
this industry?

Michael Bagni: I had just come out of an industry in a
sales capacity that not only required a lot of time at the
location, but also had numerous periods of downtime
waiting for customers to come to me. I preferred an
industry that fit my personality, where I could stay busy
for the total period of time I put into it and where I
could be proactive. The recurring revenue aspects of
the industry also intrigued me.

MS: Do you work out of your home or office?

MB: I work out of my home. I wouldn't do it any other
way.

MS: Is there a certain market you focus on and why?

MB: I focus on the QSR market and other related busi-
nesses. The company I represent, DTI, has a great deal
of experience in the QSR market and has been support-
ive of my sales efforts as an independent rep.

MS: What is the key to your success?

MB: Trying to be consistent throughout my normal sales
efforts. Setting a number of goals, constantly keeping
them in mind and working to achieve them on a daily,
weekly and monthly basis.

MS: What did you do before selling credit card 
processing?

MB: I've been involved in numerous successful sales
positions, for both Fortune 500 and small companies.

MS: What factors made you choose your current 
processor?

MB: Its overall program for independent reps appealed
to what I wanted to accomplish personally. DTI is a
proactive company that has a face behind its name. It
has a number of sales programs geared around the QSR
industry that assist in helping to close business.

MS: How many accounts do you acquire each month?

MB: I am adding anywhere from 10 – 15 accounts 
per month.

MS: How do you get your sales (door-to-door, phone,
referrals, setting appointments)?

MB: All of the above. I'm constantly prospecting using
all of those techniques, with some focus, in order to
close the amount of business for which I'm looking.

MS: Do you attend any regional or national association
shows?

MB: I haven't yet, but I plan to in the near future. 

MS: What interests you the most about this industry?

MB: Providing an essential service to a business that
assists the business in maximizing revenues.

MS: If you could change something about the credit
card processing world, what would it be?

MB: It would be helpful if the industry could continue
to strive to keep the application process simple. 

MS: Do you ever feel as if you're in a rut, doing the
same thing every day?

MB: Yes, I do occasionally get into a rut. I simply try
getting myself back into a positive state of mind to work
through those issues by getting back to basics and mov-
ing forward.

MS: What terminals do you mostly sell and why?

Agent Finds Niche in QSR
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MB: Most of the terminals I have placed are either the
Lipman NURIT 2085 or the Hypercom T7Plus. Both
products have been solid and reliable and they fit the
applications placed.

MS: Describe a typical day in your life.

MB: I think I live a pretty normal life. With an active
family, I like to put in a full day of work over the course
of a regular week. That's what I enjoy about this 
business. 

In working this way, things seem to fall in place so I'm
able to fully enjoy the other aspects of my life as it
relates to spending time with my family.

MS: What goals do you have in relation to this indus-
try? Where do you see yourself in five, 10 or 15 years?

MB: My goal is to constantly grow, add and support
new accounts for myself. Down the road I do see
myself as having a long tenure in this industry. This is
a career someone could have for a lifetime. 

As opportunities arise in this industry I will weigh my
options and try to do what's best for my family and me.

MS: Is there anything else you'd like to say? 

MB: This industry has given me the opportunity to
become very successful in a short period of time work-
ing as an independent rep. I look forward to cultivating
long-term business relationships in the industry and
with new customers on an ongoing basis. I appreciate
the opportunity to speak with you and wish you all the
success possible.

MS: Thanks, Michael. Considering you've only been in
this business six months, I think you have done well for
yourself. As we learn more and more in this industry,
we learn that we need to be focused, we need to have
goals, and we need to find our niche. You seem to have
accomplished all three.   

Matthew Swinnerton of Merchant Services Direct is an independent
agent for AmericaOne, Comerica Merchant Services and POS Card
Systems. He has been in the credit card processing business for
seven years selling merchant services to small- and mid-sized retail
and online establishments.

To find out more about Merchant Services Direct, visit 
www.msdirect.net or contact Matthew by e-mail at
matt@msdirect.net or by phone at 512-255-9791.
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The Best Investment: You!

O f all the veterans in our business, I believe no
one is more knowledgeable and generous
than Joe Kaplan, President of Innovative
Merchant Solutions (IMS), an Intuit compa-

ny. A five minute conversation with him always proves
rewarding for me. 

In fact, the last time we spoke, he expressed enthusiasm
about the steps Electronic Transactions Association (ETA)
was taking to focus more on merchant level salespeople
(MLSs). So of course I convinced Joe to write a guest 
column for "Street Smarts" in order to tell us about 
ETA's efforts.

Joe began his bankcard career in 1990 as a sales represen-
tative at Cardservice International (CSI). In 1992, he
became Manager of the National Sales and Marketing
Division of CSI. By 1994, Joe had increased the 
company's total credit and debit card new accounts vol-
ume by over 600%. 

Believing first that service organizations are built by pro-
viding the best customer service in the industry, he start-
ed his own organization, Superior Bankcard Service (SBS)
in November 1994. 

His philosophy paid off because in less than one year SBS
became the 12th largest non-bank acquirer in the 
United States.

Joe left SBS one year after the merger with publicly trad-

ed Nova Corporation, in September 1999 and opened the
doors of IMS, a full service bankcard acquirer, with the
same excellent business principles that made SBS 
a success. 

His attention to detail and the emphasis on quality cus-
tomer service are the hallmarks that continue to bring Joe
the success he has experienced in the past. 

In 2003 IMS merged with financial software leader, Intuit,
Inc. Under Joe's guidance, both companies have worked
together to emerge as a force to be reckoned with in the
bankcard industry. 

Offering payment systems that are integrated with well
known accounting software has revolutionized how cus-
tomers perceive payment processing. 

The service that IMS provides is now more of a business
management solution rather than just a payment process-
ing solution. 

I am proud to present Joe Kaplan's guest column.

Dear Ed:

I read "Street Smarts" all the time, and I'm a big sup-
porter of the knowledge and service that you bring to
the "feet on the street" through your column. You con-
sistently seek to educate, empower and help MLSs to be
more effective at their jobs. 

Like you, I have dedicated my career to the develop-
ment of ISOs and MLSs in the merchant acquiring
industry. I've led or built several companies for this
express purpose and remain a staunch advocate for
ISOs and MLSs.

I'm also a long time supporter and advocate of ETA and
currently serve as the Treasurer on its Board of
Directors. I'm proud of ETA's long-term contributions to
the payments industry and in particular, its commit-
ment to the success of ISOs. 

The ETA was formed by and for ISOs and remains ded-
icated to that mission today. In fact, my purpose for
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writing to "Street Smarts" is to make your readers aware
of some of the things that ETA is undertaking in order to
serve their needs.

As we've discussed for years, the sales organization is
the engine that drives our industry. Without effective
merchant-level sales, the supply chain would be broken
and the system would not work for ISOs, processors 
or banks. 

So, while individual MLSs are not members of ETA (the
membership is comprised of companies, not individu-
als, in the industry), they are integral to the success of
both ETA member companies as well as the electronic
payments industry. 

Later you will see how we've worked hard to recognize
those individuals who play an instrumental role in the
industry by giving them a voice and the ability to par-
ticipate in the association.

Knowledge Is Power

One of the most important ETA efforts is ETA
University, also known as ETAU. In the simplest terms,
ETAU is a comprehensive education program designed
to address every segment of the payments system.

ETAU has five "colleges" or areas of study that address
the core elements of the merchant acquiring business:
sales and marketing, technology, operations and gener-
al studies, which provide an introductory view of all of
these areas, and executive studies which focuses on
business strategy and management skills. 

Currently, courses are offered classroom style in a four-
hour format and held in conjunction with ETA meet-
ings. However, we're also working on development of a
Web-based distance-learning platform for these classes
so that we can increase access and ease of use. 

Development of a professional certification program
associated with each area of expertise is also under 
consideration.

ETAU is intended to set industry standards and increase
productivity for those who work within it. An educated
sales force can deliver value to customers by putting in
the extra time to educate merchants on payment pro-
cessing procedures and by providing merchants with
customized programs that address their bankcard pro-
cessing needs.

Quality customer service begins with a front-line sales
team that can more effectively service the customer by
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teaching clients about processing
procedures such as chargeback
prevention. 

MLSs can no longer survive by
selling payment solutions alone.
They need to offer a wider array of
products and services to the savvy
consumers and address the chal-
lenges of the modern entrepreneur.
Offering value-based vs. price-
based services is becoming more
important in the market today. 

The more adept a salesperson is at
conveying the value of a service,
rather than selling on price alone,
the more successful and versatile
that sales person will be.

Being able to better serve your cus-
tomers because you understand
the business and services you pro-
vide is priceless. It's what secures
long-term relationships, justifies
your offer, increases referrals and
mitigates competition. 

Taking It to the Streets

As mentioned, ETAU classes are
currently offered in conjunction
with ETA conferences. However
only a few months ago, we
launched a whole new series of
small meetings called ETA Expo
Networks that are specifically
designed to bring this education to
the MLS and ISO market.

More importantly, these meetings
are economically priced and con-
ducted in locations that are suited
to MLS' schedules. 

Expo Networks offer an informa-
tive two-day conference experi-
ence to attendees. During day one
each person will receive instruc-
tion in each of the courses that
ETAU offers; the second day is a
mixture of general education ses-
sions and an exhibit hall featuring
leading product and service
providers. 

The educational sessions take
news, trends and developments
and address them through the per-
spective of the sales agent.
Tradeshow vendors bring business
leads and ideas on new markets
and products that are of interest to
the merchant base. 

Expo Network meetings were cre-
ated after years of input from all
sectors of the industry. The drive
and motivation was to create high
quality, accessible educational
venues that were geared toward
the MLS. 

Because the ETA annual meetings
are held only once a year and last
for a week, they can become cost
prohibitive for many smaller
organizations and don't meet these
requirements.

By contrast, the Expo Networks
are short, drive-in events held in
various cities throughout the
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country (i.e. San Diego, Dallas, Orlando, Fla., and
Chicago) and can be completed in just one day's time. 

Best of all, the cost to attend is only $75 for ETA mem-
bers and $100 for non-members. This is what we like to
call taking education and networking to the "feet on 
the street."

Expo Network meetings have also been created because
ETA is a non-profit organization that exists to serve the
merchant acquiring industry. Therefore, the delivery of
education and the facilitation of trade among members
of the industry are its core purposes. 

Increasing access to these vital activities by ETA mem-
bers and by those who work with these companies, the
MLS, is the function of the Expo Network meetings. 

An Offer You Can't Refuse

As previously mentioned, historically, MLSs were not
eligible to be members of ETA because ETA is a trade
association comprised solely of other companies that do
business in the merchant acquiring industry.  

Yet, these very individuals are the ones who benefit
most from the services that the association has to offer.

Because we firmly believe that input from this sector is
vital to the continued growth and success of the indus-
try, ETA has created a new program to give MLSs 
a voice. 

The new Affiliate Service Provider (ASP) program offers
individual 1099-sales agents and sole-proprietor ISOs
the ability to affiliate with ETA in order to receive bene-
fits from the association. 

For a low annual fee of only $165, ASP members receive
a one-year subscription to the ETA's monthly publica-
tion, access to the "Members Only" section of ETA's Web
site and member-level discounts on registration fees to
all ETA meetings including the Expo Networks. 

In the spring of 2004, ASP participants also received a
special one-day registration discount of $185 to ETA's
Annual Meeting and Expo.  

This special membership has been created specifically to
offer maximum benefit with a small investment. These
fantastic benefits have been created for the "feet on the
street," and I encourage everyone to take advantage of
this great opportunity to be affiliated with a prestigious
organization that helps drive trends in the industry.
Simply put, it's an offer that's difficult to refuse.

Recipe for Success

I began by talking about my history, commitment and
passion for our business and for the efficacy and success
of the ISO and MLS. And that passion has not dimmed. 

We work in an industry that continues to expand expo-
nentially and that still allows and rewards entrepre-
neurial hard work with enormous returns. Self-made
success is an attainable dream. All of the things I
described in this article are specifically designed to
enable that success. 

To your readers, I urge this: I hope that, like me, you will
explore, experiment and benefit from the rich reposito-
ry of resources that ETA has to offer. I can attest to the
positive impact of these benefits on my career. 

I also invite you to contact me directly with questions,
thoughts and comments on anything presented. You can
also visit ETA's Web site at www.electran.org for infor-
mation on all of the association's programs and services.  

Good luck and much success!

Joe Kaplan, President 
Innovative Merchant Solutions, an Intuit company

jkaplan@innovativemerchant.com

Joe's words are right on the money! Like him, I have also
benefited from my association with ETA and strongly rec-
ommend MLS participation. I think in order to be a suc-
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cessful MLS, you should obtain as much relevant educa-
tion as possible. 

Like Joe, my advice to you, whether you are a new or
experienced bankcard rep, is to sign up for at least one of
the ETAU programs. It will give you a base of informa-
tion to really get a handle on how our industry works. 

Participating at ETAU will also help those of you who are
reluctant to sell new services. Without a strong base of
knowledge, doing business in 2005 might become con-
fusing. You'll find it very difficult to be viewed as an
expert in the payment processing arena. 
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Don't Forget! 
There are nearly two months left in 2004, so don't for-
get to submit a story on how you successfully 
implemented something you read in "Street Smarts"
in The Green Sheet. Send your story to Ed at
Streetsmarts_Feedback@greensheet.com .

Everyone who submits a success story will receive a
one-year paid membership to NAOPP. Each month,
we will also award the writer of the best story paid
registration fees to either an ETA Expo Network or
one of the regional acquirers' association meetings.

(For a list of upcoming events, be sure to review 
the Trade Show Directory on GS Online at 
www.greensheet.com/tradeshows.htm .)

For the best overall story received in 2004, we will
award the winner a fully paid trip to the 2005 ETA
Annual Meeting and Expo to be held March 15 – 17 in
Las Vegas. Expenses to be paid include hotel, airfare
and registration fees.

Like Joe, my advice to you, 
whether you are a new or 

experienced bankcard rep, is to 
sign up for at least one of the 

ETAU programs. It will give you 
a base of information to really get 

a handle on how our industry 
works. Without a strong base 
of knowledge, doing business in
2005 might become confusing. 





After you acquire a solid base of information, the next
step on your educational path will be to obtain more spe-
cific information from your ISO. 

This is normally done at regional or national conferences
sponsored by your ISO partner and designed to educate
you on lead generation, successful marketing plans and
strategies to sell and market specific products and servic-
es that work well with your ISO partner. 

It's really a two-step educational process and the best
offering right now is found in ETA initiatives. I strongly
recommend you take full advantage of this opportunity.
Don't be held back because you think you know every-
thing or, even worse, you're too lazy. 

Joe did not become a leader in this industry with those
attitudes. You won't become the next Joe Kaplan unless
you start by taking his good advice to heart.

My next column will check in, once again, on the mind of
the MLS. Look for my next post on GS Online's MLS
Forum. As always, your opinions are important to me and
to this column. 

Please send any feedback on this topic and any other

issue to streetsmarts@totalmerchantservices.com . Be sure
to include your name and company if you want to be rec-
ognized. Your voice needs to be heard!

"The ancient Greek definition of 
happiness was the full use of your
powers along lines of excellence."  

– John F. Kennedy

See you next time where the rubber meets the road.   

Ed Freedman is founder and President/Chief Executive Officer of
Total Merchant Services, one of the fastest-growing credit card mer-
chant account acquirers in the nation. Freedman is the driving force
behind all business development activity as well as the execution of
Total Merchant Services' marketing plan, including recruiting and
training independent 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 available. 

To learn more about Total Merchant Services, visit the Web site at
www.totalmerchantservices.com . To learn more about partnering
with Total Merchant Services, visit www.upfrontandresiduals.com or
contact Freedman directly at ed@totalmerchantservices.com .
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By Nancy Drexler
Cynergy Data

M arketing is about getting people to think
and feel your way about your product or
service. You can do this through advertis-
ing, e-mail and direct mail, but think about

it: On some level, your audience knows the message
comes directly from you and your company and recog-
nizes that it's somewhat biased. 

But what if a trusted friend, associate or role model deliv-
ers the same information? 

Let's use an easy example. You see an ad or a trailer for a
movie. It looks interesting. Do you rush out and buy tick-
ets? Probably not. Instead, you read the opinions of
reviewers you trust, check to see how many stars the
movie received, and (this is the viral marketing part) lis-
ten to what friends and co-workers say about it.

And if by chance, the buzz around the office is that you
absolutely must see this great new flick, chances are you'll
put it at the top of your list. You perceive the movie in
exactly the way its marketers would like you to perceive
it: as a must-see.

This is viral marketing. It's a method for creating a posi-
tive buzz about your company, not a bug to be feared. It
capitalizes on the fact that communication from friends
and colleagues usually brings with it credibility that
mass-generated messages cannot. 

Viral marketing is word of mouth, customer-to-customer
and referral marketing turned into a new art form and is
found more and more at the heart of many successful
marketing campaigns.

How It Works
The principle behind viral marketing is simple: turn
happy customers into your sales force. There are several
ways to do this:

Narrowcast
Often you will find target audiences in groups that
share a special interest. Whether in a Web zine or blog,
reading a special interest publication or mingling at a
trade show, you can find large numbers of opinion-
shapers in one "spot." 

Think GS Online. On The Green Sheet's MLS Forum on
www.greensheet.com, ISOs and merchant level sales-
people (MLSs) are pretty clear about their experiences
and opinions. 

Why not find satisfied customers or spokespeople and
provide incentives for them to say nice things about
you? Or, create a referral program and reward your
spokespeople for new customers that come from their
zine, blog or trade show.

E-mail
The crackdown on spam has forced marketers to find
new ways to capitalize on the cost, flexibility and reach
of e-mail. Viral marketing is becoming the method 
of choice. 

What could be better than getting friends to pass on
your message to other friends? With no spam involved,
there's an increased likelihood that the e-mail will be
delivered, plus it includes the implicit endorsement of
the sender. 

And all you have to do is make sure that your message
is something your customers will want to share with
others. How? Include a great offer, gift certificate or
some kind of inducement for responding (see below).

Web
Your Web site contains proprietary comments and infor-
mation about your company. Why not add testimonials
from satisfied customers? Why not add positive press
coverage or product reviews? 

Making It Work

Ultimately, the success of your viral marketing campaign
will depend on your ability to get customers to talk about

Marketing 101
Viral Marketing: Get the Bug
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you in a positive way and to as
many people as possible. How do
you make this happen?

Obviously, your customers' experi-
ences with you should all be posi-
tive. In order for viral marketing to
work, your customers must feel that
you do what you do well. In order
for it to work even better, customers
should feel special, valued and
appreciated.

Basically, you need to go that extra
mile to provide a completely enjoy-
able buying experience for them.
Send them thank you notes after
their first orders and send small gifts
after multiple orders; remember
names and preferences or anything
else to make customers feel singled-
out. These are the details that will
make a difference.

Large companies invest in the
resources necessary to get into their

users' heads, creating profiles for
each customer and tailoring mes-
sages based on those profiles. The
result is that customers feel known
and appreciated and therefore much
more likely to speak to others about
their positive experiences.

The next step is getting them to do
just that. And that's the part mar-
keters seem to have the most diffi-
culty with. Turning your satisfied
customers into your evangelists
might be as simple as providing an
incentive, such as a prize or 
cash reward. 

Paid viral marketing is risky, how-
ever. Eager to "win the prize," your
participants will work hard to
spread the word, but the quality of
that word is likely to diminish 
exponentially. 

On the other hand, finding the
"right" reward for your customers

will deliver results both in quality
and quantity. For busy retailers, for
instance, offering certificates for din-
ner for two or free laundry pick up
and delivery might be just what the
doctor ordered. 

Similarly, customers will be more
likely to share your message with
friends if there is a benefit to both
sender and receiver. If, for instance,
you want as many people as possi-
ble to attend an event, include a raf-
fle ticket with each invitation and 10
raffle tickets for anyone who brings
five or more guests.

The key is to meet your users' needs.
With tons of companies using incen-
tives to reward customers, find a
motivator that your users, and the
users' associates and friends, 
really want.

Know Before You Go
By now the benefits of viral market-
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ing should be obvious. It's a very low cost way to spread
a message with a built-in endorsement. However, as you
also know, nothing is without risk. And the risk inherent
in viral marketing is a loss of control. 

Count on customers to spread a message to their friends,
and you can count on them to confuse it. It's like the old
game of Telephone. The more a message is passed on, the
greater the opportunity for it to be altered. 

You can hedge your bets a little bit, though. The trick is to
control the process and let the message take care of itself. 

That means making sure you know everything possible
about what others might say about your product or serv-
ice, perhaps through research, an e-mail questionnaire or
simply by accompanying a sales person to a few clients
and prospects.

Try to determine what makes people choose your compa-
ny over the competition. Listen to the questions they ask
and to the answers that please them.

Monitor your zines, blogs and GS Online's MLS Forum,
and prepare to act promptly and appropriately 

if someone airs rumors, misinformation or customer 
complaints.

Most of all make sure your products, services and staff
are worthy of rampant chatter. That's the best way to be
sure that, when people talk about you, they say what you
want to hear.   

Nancy Drexler is the Marketing Director of Cynergy Data, a mer-
chant acquirer that provides a wide array of electronic payment pro-
cessing services while continually striving to develop new solutions
that meet the needs of its agents and merchants. In addition to offer-
ing credit, debit, EBT and gift card processing, along with check
conversion and guarantee programs, the company offers its ISOs
the ability to borrow money against its residuals, to have Web sites
designed and developed, to provide merchants with free terminals,
and to benefit from state-of-the-art marketing, technology and busi-
ness support. 

Founded in 1995 by Marcelo Paladini and John Martillo, Cynergy
Data strives to be a new kind of acquirer with a unique mission: to
constantly explore, understand and develop the products that ISOs
and merchants need to be successful, and to back it up with honest,
reliable and supportive service. 

For more information on Cynergy Data contact Nancy Drexler at
nancyd@cynergydata.com .
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By David H. Press
Integrity Bankcard Consultants Inc.

V isa U.S.A.'s Re-engineering Disputes (RED)
project is an ongoing effort to streamline and
simplify the chargeback process. As part of this
effort, effective October 2004, Visa revised its

operating regulations, including changes to its charge-
back reason codes. 

Visa reduced more than 44 chargeback reason codes,
many of which were similar in nature, to 24 reason codes.
The card Association eliminated the separate (but often
duplicate) reason codes for travel and entertainment
(T&E) transactions. 

It also re-aligned the new reason codes into chargeback
groupings, which should enable chargeback personnel to
focus on capturing the underlying reason for the dispute
rather than the technicality of choosing between multiple
reason codes. 

However, these changes could have an impact on how
merchants should respond to retrieval requests and
chargebacks. Moreover, with Visa's elimination of the
"second chargeback" after April 3, 2004, it's more impor-
tant than ever to get the merchants' re-presentments cor-
rect the first time.

In April, Visa eliminated the second chargeback cycle,
which allowed issuers two opportunities to dispute trans-
actions and merchants two opportunities to re-present
chargebacks. Now, Visa no longer accepts second charge-
backs from issuers, and merchants only have one oppor-
tunity to provide information to resolve the dispute.

Merchants should be educated to provide the proper
rebuttal information to refute the chargeback, and the
chargeback department must correctly follow the re-pre-
sentment rules. 

If not, the issuer will send out a pre-arbitration to the
acquirer. (Arbitration is a process where Visa determines
financial liability between members for transactions that
are presented and "charged back," and members must
first send a pre-arbitration letter to the other member
bank.) 

The member must either accept the pre-arbitration or go
to arbitration with Visa. However, the drawback in going

to arbitration with Visa is that the loser pays Visa a $150
filing fee and a $250 review fee.

The unfortunate result that we have seen in working with
merchants and acquirers' chargeback departments, since
Visa eliminated the second chargeback last spring, is that
when a pre-arbitration is received by the acquirer, a letter
is generated advising the merchant of the fees and stating
that the merchant will be responsible for the fees to take
the case to arbitration at Visa. 

This usually happens if the merchant provided the wrong
information to dispute the chargeback or if the charge-
back department did not properly re-present the charge-
back to the issuer. For smaller dollar chargebacks, this
gamble makes no sense to the merchant. 

Both situations cause the merchants to blame the ISO or
merchant level salesperson (MLS). Most chargeback
departments don't do enough to work with the merchants
to help them properly respond to their typical chargeback
situations. 

When we work with merchant clients to help them reduce
chargebacks and teach them how to re-present charge-
backs, their response is often, "I didn't know; nobody told
me that."  

If an ISO/MLS is going to sign up a high volume mer-
chant (especially one that will make the ISO/MLS a lot of
money) that's in a business likely to have chargebacks, it
only makes sense for the ISO/MLS to educate the mer-
chant on how to minimize chargebacks, including how 
to properly respond to retrieval requests and charge-
back notices. 

Below are Visa's revised chargeback reason codes
(source: Visa U.S.A.):

Reason Code and Description

30 - Services Not Provided or Merchandise Not Received
A merchant was either unwilling or unable to provide
services or shipped merchandise was not received.

41 - Cancelled Recurring Transaction
A merchant continued to charge a cardholder for a recur-
ring or preauthorized health care transaction despite can-
cellation notification, or transaction amount not within
preauthorized range.

Visa's Recent Chargeback Reason Code Changes
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53 - Not as Described or Defective Merchandise
Goods or services received were not the same as
described on the transaction receipt or other documenta-
tion presented to the cardholder at the time of the pur-
chase or, for a mail/phone order transaction, not the same
as the merchant's verbal description, or merchandise was
received damaged, defective or otherwise unsuitable for
the purpose sold.

57 - Fraudulent Multiple Transactions
Multiple transactions from a single card occurred at the
same merchant outlet without cardholder permission.

60 - Requested Copy Illegible or Invalid
Issuer received an illegible transaction receipt, an incom-
plete substitute transaction receipt, or an invalid 
fulfillment.

62 - Counterfeit Transaction
Counterfeit transaction occurred at merchant or member
location where required risk control procedures were not
followed, or counterfeit magnetic-stripe transaction or
chip-initiated transaction occurred in which authoriza-
tion was obtained without transmission of the entire
unaltered data on the track of the magnetic stripe or chip. 

70 - Account Number on Exception File
Transaction did not require authorization, merchant did
not obtain an authorization or account number verifica-
tion, and the account number was listed on the exception
file or acquirer received a negative account number 
verification.

71 - Declined Authorization
A merchant completed a transaction after receiving a
decline response.

72 - No Authorization
A merchant did not obtain authorization for a transaction
exceeding the merchant's floor limit.

73 - Expired Card
A merchant completed a transaction with a card that
expired prior to the transaction date and the merchant did
not obtain authorization.

74 - Late Presentment
An acquirer did not process the transaction within the
required time limit.

75 - Cardholder Does Not Recognize Transaction
Either cardholder does not recognize one of the following
transaction types: mail/phone order, recurring, preautho-
rized health care, non-authenticated security, or non-
secure or, cardholder does not recognize a transaction
completed in a card-present environment and acquirer
failed to fulfill a properly requested retrieval request.

76 - Incorrect Transaction Code
An acquirer processed a transaction using an incorrect
transaction code.

77 - Non-matching Account Number
A transaction using an account number not on the issuer's
master file was processed, and no authorization was
obtained.

79 - Requested Transaction Information Not Received
Issuer did not receive the correct transaction receipt that
was properly requested using retrieval request reason
code 33, "Request for Legal Process or Fraud Analysis."

80 - Incorrect Transaction Amount or Account Number
An acquirer processed a transaction using an incorrect
account number or transaction amount.

81 - Fraudulent Transaction – Card Present Environment
Merchant processed a transaction in a card-present envi-
ronment and did not obtain both a card imprint and card-
holder signature (or PIN).

82 - Duplicate Processing
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A single transaction was processed more than once.
83 - Fraudulent Transaction – Card-absent Environment
Merchant processed a transaction in a card-absent envi-
ronment without cardholder permission or with a ficti-
tious account number, or processed an electronic com-
merce transaction that meets specified requirements.

85 - Credit Not Processed
The merchant issued a credit transaction receipt or pro-
vided a refund acknowledgment, but a credit transaction
was not processed through Interchange; the cardholder
returned merchandise or cancelled merchandise or serv-
ices, and the merchant did not issue a credit transaction
receipt/refund acknowledgment; or the cardholder can-
celled an advance payment service transaction and the
merchant did not issue a credit transaction receipt.

86 - Paid by Other Means
A transaction was paid by an alternate means and also
posted to the cardholder's account.

90 - Services Not Rendered – ATM or 
Visa TravelMoney Program

A cardholder acknowledged participation in an ATM or
Visa TravelMoney Program transaction and no funds or
only a portion of requested funds were received.

93 - Risk Identification Service
A transaction appeared on the issuer "Risk Identification
Service Chargeback Exception" report.

96  - Transaction Exceeds Limited Amount
A limited-amount or self-service terminal transaction
exceeded the allowed amount.

For more information on recent changes to Visa's RED project, visit:
ht tp://usa.visa.com/business/accepting_visa/ops_risk_
management/re-engineering_disputes.html#anchor_3

I know that much of the language in the reason code
descriptions above might confuse ISOs/MLSs. If so, this
might be an indication of the need to become more famil-
iar with the chargeback process, especially when signing
up merchants with special processing rules (i.e. T&E,
mail/phone order, recurring, preauthorized health care,
etc.). I will write future articles regarding chargeback
issues based on questions received from The Green
Sheet's readers. Please submit your questions to me at 
info@integritybankcard.net .   

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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By Peter Scharnell
Electronic Exchange Systems

R apidly evolving technology is increasingly
making this a wireless world. We're seeing
new advancements in wireless technology,
which is progressively becoming a sensible

choice for many merchants. 

Wireless terminals enable merchants to accept payments
anywhere, securely and at a lower cost. Currently, there
are tens of thousands of merchants using wireless point-
of-sale solutions in the United States, and spotty network
coverage is no longer a major hindrance for wireless
transactions. 

Today, processing transactions over wireless networks is
faster than processing transactions using landlines; porta-
bility is also becoming more attractive to many service
related industries. 

The benefits of wireless processing include transaction
times of around three to five seconds combined with
speedy thermal printers that generate customer receipts
in an instant. 

Wireless technology can help save your merchants money
on processing by allowing them to pay the swiped retail
rate while out in the field, which will help eliminate
chargebacks resulting from bad cards and hand-keyed
transactions. 

This article highlights some of the industry's best wireless
options currently available for ISOs and merchant level
salespeople (MLSs) to sell.

Lipman NURIT
The Lipman NURIT 3010 has long been one of the indus-
try's most reliable and cost-effective wireless credit card
processing equipment. In fact, for many years it was the
only wireless unit that we at Electronic Exchange Systems
(EXS) would recommend to our ISO/MLS sales channel. 

The NURIT 3010 is a terminal designed to handle trans-
action processing in mobile locations such as in stadiums,
concession stands and outdoor events. It's compact and
easy to operate. 

The product supports credit, debit, check and draft cap-

ture; it also accepts all magnetic stripe and smart cards
including loyalty and gift cards. The terminal includes a
built-in thermal printer; an internal PIN pad can also 
be added. 

Because this is a Lipman product, the NURIT 3010 also
supports your merchants' need to stay organized, keep
track of transactions and generate a multitude of reports
that can be customized to help manage merchants' indi-
vidual business needs. 

The NURIT 8000 is Lipman's wireless handheld or "palm-
top" solution. With a backlit keyboard and large graphical
backlit display, it's easy to read in the dark, and comes
with optional touch-screen interface and signature-cap-
ture ability. 

The NURIT 8000 is ideal for restaurants, limousine and
taxi services and practically any type of mobile vendor
that needs a lightweight, terminal that fits in the palm of
a hand. 

Like the 3010, it handles multiple payment types; howev-
er, the 8000 supports additional third-party applications
such as address book and notepad, plus messaging capa-
bilities. 

These Lipman wireless terminals go beyond simply pro-
cessing payment transactions by integrating business fea-
tures and powerful reconciliation reporting capabilities.

Comstar Interactive Corp.
Comstar Interactive's wireless credit card solution,
CHARGE ANYwhere, is one of the smallest and most
cost-effective wireless credit card terminals available. 

CHARGE ANYwhere combines a compact handheld
wireless magnetic card reader (built on the Blackberry
pager device) with Comstar's Transaction Manager serv-
ice, a Web-based database and reporting system, and e-
mail capabilities. 

The Wonderful World of Wireless





Some of the biggest benefits that Comstar offers are the
industry-specific software packages that can be cus-
tomized to merchants' individual business needs.
Currently the company offers solutions for the taxi, lim-
ousine, towing, retail and restaurant industries. 

These industry specific solutions allow you to target
potential customers and sell them on the value of the
solution rather than on price alone. Comstar will even
create a customized solution for your merchant, if the
opportunity is large enough. 

You can add the recommended AMS Pocket Printer to the
CHARGE ANYwhere solution, and you'll have a com-
plete transaction system that allows you to accept credit
cards wirelessly and print high quality thermal receipts
on the spot. 

The CHARGE ANYwhere wireless solution runs on
nationwide Cingular Wireless Mobitex and Motient 
networks.

WAY Systems
WAY Systems' mobile phone POS solution targets the
untapped market of millions of potential merchants look-
ing for a compact mobile credit card processing solution. 

These merchants seek a low-cost solution that will enable
them to process transactions quickly and securely from
practically anywhere in the world. 

WAY Systems' Mobile Transaction Terminal (MTT) pack-
age comes complete with POS terminal hardware, a com-
pact infrared thermal printer, secure wireless transaction
processing gateway and general packet radio service
(GPRS) wireless network data service. 

The GPRS network leverages the low cost infrastructure
of the mobile telephone and will help MTT merchants
gain better wireless access and process in areas where
previously wireless services were not available. 

WAY Systems is currently deploying its end-to-end solu-
tion in the United States and China and distributes its
mobile POS solution to select payment service providers
and processors all around the world. 

The company strives to become one of the first global
providers of mobile transaction products and services.

With all of the wireless products and services now avail-
able to payment processing sales agents, you can select
the products that best meet the needs of individual 
merchants. 

As wireless terminals become smaller and more power-
ful, this means new sales opportunities for you, MLSs.
Work with your processor to find out what solutions are
available and ask for training and support from the 
vendors. 

You'll often find that they are more than willing to get you
the training and sales support that you need to close 
the deal.

Peter Scharnell is Vice President Product Development for Electronic
Exchange Systems (EXS), a national provider of merchant process-
ing solutions and a registered ISO/MSP for HSBC Bank USA,
National Association. Founded in 1991, EXS offers ISO partner 
programs, innovative pricing, a complete product line, 
monthly phone/Web training, quarterly seminars and, most of all,
credibility. For more information, visit www.exsprocessing.com or 
e-mail Peter at peter.scharnell@exsprocessing.com .
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TechTrex Low Cost POS
Terminal Class-B Certified
Product: PrimeTrex POS terminal
Company: TechTrex Inc.

T echTrex Inc. is a provider of hardware solu-
tions for the payments industry. The company
is based in Canada, but also has offices in the
United States, Japan and China. 

If you haven't yet heard of this company, you're about to
hear more: At the end of October, TechTrex Inc.
announced that Vital Processing Services Class-B certified
its PrimeTrex point-of-sale desktop terminal for retail and
restaurant applications.

The PrimeTrex is a low cost (priced just under $200), com-
pact terminal with a speedy integrated clamshell thermal
printer that prints an impressive 22 lines per second,
including 384 dots per line.

The device moves transaction data with a 16-bit proces-
sor, comes with 512 KB of memory (upgradeable to 1.5
MB) and has a bi-directional magnetic stripe reader that
reads Tracks 1 – 2 with the option of Track 3.

PrimeTrex's keypad is high-end and back lit; the keys are
also coated with clear plastic that helps prevent them
from getting sticky and dirty, which is often the plight of
the typical rubber ones widely used in terminal devices.

The product comes with a wired dial up 14400 bps
modem and 3RS232 ports, but if merchants are interested,
it can be upgraded to high-speed Internet communication
with TechTrex's TCP/IP conversion module, called
ConverTrex.

ConverTrex has also been Class B certified by Vital, as
well as Paymentech LP.

Combined (PrimeTrex plus ConverTrex), the company
said the solution provides merchants with transaction
times of less than three seconds.

"We view the TechTrex terminal as an excellent vehicle for
Vital clients and their merchants to cost effectively
upgrade POS terminals with equipment that is capable of
handling today's complex applications and communica-
tion requirements," TechTrex President Charles Lee said.

TechTrex USA Inc.

2235 W. Charleston Street, #3
Chicago, IL 60647
630-368-0622
www.techtrex.com
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Tranax's New 
Through-the-wall ATM
Product: Mini-Bank 2100T
Company: Tranax Technologies Inc.

A TM and self-service technology provider
Tranax recently released a new through-the-
wall ATM that uses less of a retailer's budget
and wall space. The ATM is called the Mini-

Bank 2100T and Tranax says it has "the look and feel of a
bank machine at the cost of a retail ATM."

The Mini-Bank 2100T can be implemented as a walk-up
or drive through ATM solution, and it is tough enough to
handle bad weather. It also has a sun-viewable LCD
screen to cut down on glare on bright and sunny days.

The product's dimensions are 33" high x 23.75" wide x
28.5" deep, and it weighs 283 pounds, which will fit in a
minimum hole in the wall of 31.5" high x 20" wide and a
wall thickness of 4" to 10".

Its 16-key alphanumeric keypad contains an encrypting
PIN pad, is Triple DES compliant and has been certified
by a Visa laboratory. The Mini-Bank 2100T's cash dis-
penser has a "friction feed" dispensing unit, which allots
seven notes per second, and the ATM's cassette can hold
up to 2000 notes. 

The cash dispenser is separate from the other serviceable
components of the ATM; this enables technicians to access
it without having to open the vault.

An optional service panel can be added so the ATM can
be configured and maintained from the rear of the
machine.

The product comes with a 56k modem for dial-up and an
Americans With Disabilities Act-compliant voice guid-
ance standard system. Optional features include a rear
service panel and wireless service capabilities. 

Tranax has installed more than 50,000 ATMs and self-
service terminals throughout the United States and
Canada. Visit www.tranax.com for an interactive feature
demo of the Mini-Bank 2100T ATM. 

Tranax Technologies Inc.

44320 Nobel Drive
Fremont, CA 94538
888-340-2484
www.tranax.com
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New Gateway and Virtual
Terminal From PayTrace
Product: PayTrace payment gateway and virtual terminal
Company: PayTrace LLC

P ayTrace LLC is a developer of e-commerce
products and services. It's also the primary
owner of PayTrace.com and the PayTrace
payment gateway and virtual terminal. 

Its product, also called PayTrace, sends credit card trans-
action information from online merchants to their cus-
tomers' credit card issuers, enabling online merchants to
accept and process credit cards.

PayTrace has secured its products with all of the latest
security requirements such as SSL digital certificates,
password protection, physical site protection and cook-
ies and session data. All data sent to and from
PayTrace's servers are processed with 128-bit 
encryption.

The company also said that it stores all data electroni-
cally and that no personal data are printed or distrib-
uted from its database. PayTrace houses its servers in
secure and closely monitored and protected locations.

The payment gateway and virtual terminal allows mer-
chants to process sales, authorizations, forced sales,
voids, and refunds and to view transaction reports,
manage customer profiles user accounts and security
settings. 

The company announced in August 2004 that it's now
certified as a Vital Processing Services integrated 
partner (VIP).

This means that PayTrace payment gateway successful-
ly processes e-commerce and commercial cards with
CVV2, CVC2 and CID functionality using the SSL 1.0
connection method. The certification enables PayTrace
to process credit card transactions on Vital's network.

The company is currently looking for resellers.

PayTrace LLC

509-535-9939
www.paytrace.com
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Caring About Service

N o two customers are alike, and no two cus-
tomers' needs are alike. What worked for one
might not work for another. But there's one
thing that all customers have in common:

They all appreciate exceptional service. In our industry
it's not only important to provide excellent service, it's
imperative. After all, many of our customers are mer-
chants who are focused on providing superior service to
their customers. They are professionals; they recognize
good service, and they reward it by becoming your repeat
customers. 

What can you and your colleagues do to provide extraor-
dinary service? It's easier than you think. Simply show
your clients that you care by being Courteous, Aware,
Respectful and Engaged.

Be Courteous

Providing superior service involves being polite and
courteous. When you're with customers, they should
have your undivided attention. If you answer your cell
phone or interrupt a conversation to talk with someone
else, you're telling customers that they're not important. 

If they're talking, you should be listening. Never inter-
rupt, even if you feel you've got the point. If you inter-
rupt, you're telling them that what they're saying does-
n't matter and what you have to say is more valuable. Be
polite and let them say everything they need to say. You
might be surprised by what you learn. 

Be Aware

To provide excellent service you need to be aware of
your market, your competition and, most importantly,
your customers. Clients expect you to be an expert. You
need to have a complete understanding of your prod-
ucts and services and those of your competitors and
your industry. 

Why should they trust that you're selling them the best
solution for their needs if you aren't fully aware of the
market? Of course, it's unrealistic for them to expect you
to know everything, and it's ok if you don't always
know the answers to their questions. 

The excellent service you provide comes in how you
answer those questions. Your answer is never "I don't
know." Instead, your answer is "Let me find out."
Excellent service means doing whatever it takes to pro-
vide clients with the information they need to make
informed buying decisions. 

Be Respectful

Exceptional service involves respecting your customers'
time and preferences. If they feel that you don't respect
them, they won't want to buy from you. Keep telephone
hold times to a minimum and answer e-mail in a timely
manner. Hold meetings and phone calls when it's con-
venient for clients. Set specific beginning and ending
times and stick to that schedule. 

Great service also includes respecting customers' prefer-
ences and opinions. It might be tempting to assume you
know what your clients need. You may equate them
with other clients in the same industry and presume the
same solution will work for them as well. It might, but
it might not and you won't know for certain until you
listen to your clients. Even if you've been serving their
industry for years, they still know their businesses bet-
ter than you ever will. Ask questions and give them
opportunities to fully explain their needs and wants. 

Be Engaged

Are you personally invested in your employees, your
products and, most importantly, your customers?
Customers want to work with people who are actively
engaged in their work. 

If you look or sound like you simply don't care (about
customers, your products or your company) no one else
will care either. If you daydream during meetings, your
lack of interest will be apparent to clients and they won't
be motivated to buy, or continue to buy, from you. 

In an industry with tight competition and similar prod-
ucts, there's a way to stand out. Providing outstanding
service will make sure your clients and prospective
clients notice you and remember you. People buy from
people, and people want to buy from people whom they
admire on both a personal and business level. They want
a professional who knows his business and a person who
is easy to work with. You can be that person by being
knowledgeable, energetic and a good listener.
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"Men are rich only as they give. He who 
gives great service gets great rewards." 

- Elbert Hubbard
WaterCoolerWisdom:





Presentation Pointers

A great portion of our chosen profession involves
presenting information. Sometimes we are pre-
senters in the traditional sense; we stand at the
front of a banquet room or meeting hall and

present slides or other data. Sometimes we are presenters
on a smaller scale, as we have a one-on-one meeting with
a prospect or a phone call with a client. 

These are all forms of presentations, and they are all vital
to our careers. Some people feel that writing the presen-
tation is the easy part; the difficult part is actually pre-
senting the information. Below are some tips to help you
sharpen your presentation skills.

Be Clear and Speak Slowly

You've invested a lot of time and effort preparing for
this presentation. You've carefully chosen each word,
and you don't want your audience to miss one of them.
To make sure each carefully crafted sentence is heard,
practice speaking clearly, pronouncing each syllable. 

You might have a tendency to drop off the ends of your
sentences. Work hard to clearly finish each word. Keep
your volume and energy up throughout your com-

ments. If you mumble or speak too softly, you might
send a subliminal message that what you're saying isn't
important or isn't as important as your other points. All
of your points are important so give them all 
equal attention. 

Public speaking scares most people. It can be very
daunting, and many would gladly have their in-laws
visit for three weeks rather than speak in public. When
we are nervous or anxious, we do things like breathe
shallowly or talk very quickly. 

Take your time and practice speaking slowly. You don't
want the presentation to go by so quickly your audience
is left wondering what hit them.  Take deep breaths. The
extra oxygen will invigorate you as well as force you to
slow down. 

Present Yourself

What are you presenting? You're presenting your prod-
uct, your service and your company, but you're also pre-
senting yourself. Your audience, whether they are one
person or an entire auditorium of people, is looking at
you. That fact may initially frighten you, but it's a posi-
tive thing. You want them to look at you so they can get
your message. 

You've spent many hours fine-tuning your presentation,
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now it's time to fine-tune your look. This means wear-
ing appropriate clothes that fit well, are in good condi-
tion and are properly laundered. 

If you're trying to decide if something is appropriate
or not, don't wear it. If you are unsure, chances are oth-
ers will be also, and you don't want to risk offending
anyone. If you're debating whether to wear a new suit
that you haven't had time to get altered, or one that is
a few years old and fits well, go with the older suit. It's
better to wear something that fits well even if it's not
the latest fashion. But, do get that new suit altered so
it's ready for your next event. 

Lighten Up

Don't be afraid to have a sense of humor. Sure, this is
business and you need to be professional, but humor
and professionalism are not polar opposites. It's per-
fectly fine, and many times preferred, to lighten up a
presentation with a few humorous comments here and
there. Even if your audience doesn't guffaw and hold
their stomachs in laughter, you might get a little smile
or grin. And your audience will remember your point
because it was different. 

Draw a Picture

Visual aids can be just the thing to add some pizzazz
to your presentation. But remember to use only a few
to complement your presentation; if you use more,
they may lose their effect. You should place visual aids
where they will have the most benefit. To determine
the most appropriate time and place, review your
presentation and identify three points that you feel are
the most important. 

If you're having trouble narrowing your list, answer
this question: "If my audience leaves having learned
only three things, what do I want them to be?" Then,
use visual tools, such as charts, graphs, news articles
or advertisements, to visually enforce those points. 

Communication is a key to success in our industry.
Whether you're talking to one person or 100 people,
your message is important and needs to be heard. If you
sharpen your presentation skills it will be impossible for
people not to listen to you! Speak slowly and clearly,
dress professionally, use visual tools and don't forget to
laugh. With each presentation, you will improve and
become more comfortable. Before you know it, it will be
second nature.
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National Retail Federation Big Show
94th Annual Convention and Expo

Highlights: The theme of this year's Big Show is "Redefining
Retail." As the cornerstone of the retail industry's premier
event, NRF engages visionaries who are shaping the imme-
diate future; offers educational opportunities that enlighten
outlooks and perspectives and showcases innovations that
will ensure future business success. 

This four-day event is the industry standard and encom-
passes every aspect of retail operations including financial
management, human resources, marketing, merchandising,
retail strategy, strategic operations, supply chain, store
design, and technology. More than 400 suppliers and ven-
dors will be demonstrating the latest and most effective
products and technologies on the Expo Hall Floor. Anyone
and everyone involved in retail should attend.

When: Jan. 16 – 19, 2005

Where: Jacob K. Javitz Convention Center, New York City

Registration: Visit www.nrf.com

Northeast Acquirers' Association 
2005 Winter Seminar and Outing

Highlights: Plans are underway and the agenda is being
finalized, but what's definite is that NEAA's Winter
Seminar and Outing will include the educational presenta-
tions, vendor expo and networking and socializing oppor-
tunities that keep bringing people back every year. 

The low-key, informal tone and setting of this event have
contributed to its increasing popularity; it now covers three
days and industry professionals from all over the country
brave the Vermont winter to be there. Prior to the kick-off
of NEAA's seminar, NAOPP will hold a membership meet-
ing on Monday morning. Activities include informational
presentations and seminars, vendor expo (and plenty of
time to meet with the vendors one-on-one), meals, recep-
tions, and all the outdoor fun you can handle—tubing,
snowmobiling, skiing and more.

When: Feb. 1 – 3, 2005

Where: Grand Summit Hotel, Mt. Snow, Vermont

Registration: Visit www.northeastacquirers.com 

Good Selling!SM

Paul H. Green
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access ATM
(866) 874-0384

Access to Money
(888) 501-5246

Card Access Incorporated
(888) 542-1844

Convenience Cash ATMs, LLC
(866) 722-2867

Data Capture Systems
(800) 888-1431

NationalLink
(800) 363-9835

NetBank Payment
Systems, Inc.               

Formerly FTI
(866) 450-9815 x8876

Nexus ATM
(800) 201-0461 x218

BACKGROUND
INVESTIGATIONS

Bestpeoplesearch.com
(760)652-4050 x911

Commercial Business
Intelligence.com

(888) 740-0747

BANKS LOOKING
FOR AGENTS

Humboldt Merchant
Services, L.P.

(877) 635-3570
Redwood Merchant Services

(800) 528-6661

BANKS LOOKING 
FOR ISOs/MSPs

Best Payment Solutions
(866) 289-2265

CentralBancard
(866) 797-2317

Chase Merchant 
Services, LLC

(800) 622-2626 x86016
First American Pymt Sys

(866) GO4 FAPS
Group ISO

(800) 960-0135

iMax Bancard Network, LLC
(866) 702-8801

Integrity Payment Systems
(888) 477-4500

National Processing Co.
(800) 672-1964 x7684

Redwood Merchant Services
(800) 528-6661

CHECK DRAFTING SERVICES
CFI Group

(888) FON-CHEX
ILOVECHEX.COM

(866) 691-0666

CHECK GUARANTEE/
VERIFICATION

CrossCheck, Inc.
(800) 654-2365

EZCheck
(800) 797-5302

Global Payments Inc.  
(800) 638-4600 x888

Secur-Chex
(866) 464-3277

CONSULTING AND 
ADVISORY SERVICES

Adam Atlas Attorney at Law
(514) 842-0886

First Annapolis Consulting
(410) 855-8500

Integrity Bankcard
Consultants, Inc.

(800) 816-4224
Lease & Finance 
Consulting, LLC

(203) 438-1574

CREDIT CARD 
CASH ADVANCE

POS Payment Systems
(718) 548-4630

DEBIT TRANSACTION 
PROCESSING

Cashlane
(800) 325-2862

Global Payments Inc.
(800) 801-9552

EFT-ACH SETTLEMENT 
SERVICES

ILOVECHEX.COM
(866) 691-0666

Universal Payment Solutions
(877) 889-7500

EQUIPMENT
Automated Transaction Tech.

(888) 454-1210
BANCNET

(713) 629-0906
Bartlett Info Tech Svcs, LLC

(901) 384-6151
CardWare International

(740) 522-2150
CREDIT CARD
EQUIPMENT CORPORATION

(800) 860-0710
General Credit Forms, Inc.

(800) 325-1158
Global Payments Inc.

(800) 801-9552
Ingenico

(800) 252-1140
Lipman USA, Inc.

(516) 484-9898
Paragon Services Inc.

(800) 322-5771 
POSBUY.com

(866) 276-7289
TASQ Technology

(800) 827-8297
Terminals Direct

(800) 440-1952
The Phoenix Group

(866) 559-7627
Vital Merchant Services

(800) 348-1700

FREE ELECTRONIC 
CHECK RECOVERY

ACCESS CHEX
(866) 746-CHEX

CheckAGAIN
(800) 666-5222

Check Recovery Systems
(800) 721-0930

CHEXcollect.com
(866) 691-0666

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

GIFT/LOYALTY
CARD PROGRAMS

FLEXGIFT/UMSI
(800) 260-3388 x222

POS Payment Systems
(718) 548-4630

TENDERCARD
(800) 383-8280

INTERNATIONAL/OFFSHORE
RELATIONSHIPS AVAILABLE

Group ISO International
(800) 960-0135

ISO RELATIONSHIPS 
AVAILABLE

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric
Payment Systems

(866) 324-6729
Business Payment Systems

(877) 700-7947 x236
CentralBancard

(866) 797-2317
CoCard Marketing Group

(800) 882-1352
Cynergy Data

(866) ISO-HELP
EVO Merchant Services

(800) CARDSWIPE x7800
First American Payment Sys

(866) GO4 FAPS
First Data Merchant Services

(866) FDMS-ISO
Global Payments Inc.

(800) 801-9552
Group ISO

(800) 960-0135
iMax Bancard Network, LLC

(866) 702-8801
Lynk Systems, Inc.

(866) MSP-LYNK
MSI-Merchant Services, Inc.

(800) 351-2591 x9-23





National Processing Co.
(800) 672-1964 x7655

North American Bancard
(800) BANCARD x1001

NOVA Information Systems
(800) 226-9332

Partner-America.com
(800) 366-1388

Payment Resource Int.
(888) PAY-FLEX x212

Total Merchant Services
(888) 84-TOTAL x 315

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

ISOS/BANKS PURCHASING
ATM PORTFOLIOS

Access to Money
(888) 701-1004 x18

Global Payments Inc.
(416) 847-4477

Nationwide Automated
Systems, Inc.

(818) 716-6790

ISOs/BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Sys
(888) 502-6374

CentralBancard
(866) 797-2317

Chase Merchant 
Services, LLC

(800) 622-2626 x86016
Concord EFS, Inc.

(800) 778-4804
EVO Merchant Services

(800) CARDSWIPE x7855
iMax Bancard Network, LLC

(866) 702-8801
National Processing Co.

(800) 672-1964 x7684
North American Bancard

(800) BANCARD x1001
NOVA Information Systems

(800) 226-9332
Total Merchant Services

(888) 84-TOTAL x 315

ISOs LOOKING FOR AGENTS
Advanced Merchant 
Services, Inc.

(888) 355-VISA (8472)
Allied Merchant Services

(888) 355-7450 x3

AmericaOne Payment Sys
(888) 502-6374

Approval Payment
Solutions, Inc.

(888) 311-7248
Bancard Payment Systems

(866) 783-7200
Best Payment Solutions

(866) 289-2265
Business Payment Systems

(877) 700-7947 x236
CentralBancard

(866) 797-2317
Century Bankcard Services

(818) 700-3103
Concord EFS, Inc.

(800) 778-4804
Cynergy Data

(866) ISO-HELP
DISCOUNT PAYMENT
PROCESSING

(800) 430-9566
Eagle Merchant Services

(800) 255-0898
EVO Merchant Services

(800) CARDSWIPE x7800
EXS-Electronic Exchange Sys.

(800) 949-2021
First American Payment Sys.

(866) GO4 FAPS
Galt Valley
Merchant Services

(888) 560-9005
Innovative Merchant
Solutions

(800) 397-0707
Landmark Merchant Solutions

(800) 882-4896 x410
Money Tree

(800) 582-2502 x2
MSI-Merchant Services, Inc.

(800) 537-8741 x9-12
National Processing Co.

(800) 672-1964 x 7655
Netcom Data Southern Corp.

(800) 875-6680
North American Bancard

(888) 229-5229
Payment Resource Int.

(888) PAY-FLEX x212
Reliant Processing Services

(877) 650-1222 x101
Signature Card Services

(888) 334-2284

Total Merchant Services
(888) 84-TOTAL x 315

United Bank Card
(800) 201-0461 x 136

United Merchant Services
(800) 260-3388

Xenex Merchant Services
(888) 918-4409

ISOs/PROCESSORS SEEKING
SALES EMPLOYEES

US Data Capture, Inc.
(888) 486-9393

LEADS GENERATORS
Hot Leads Xpress

(866) 627-7729

LEASING
ABC Leasing

(877) 222-9929
Accomack Leasing

(877) 325-6469
Allied Leasing Group, Inc.

(877) 71 LEASE
American P.O.S.
Leasing Corp.

(800) 349-6516
BARCLAY SQUARE 
LEASING, INC

(866) 396-2754
First Data Leasing

(800) 897-7850
First Leasing Corporation

(888) 748-7100
GlobalTech Leasing, Inc

(800) 414-7654 x3002
Golden Eagle Leasing, Inc.

(800) WE LEASE 
Integrated Leasing Corp.

(800) 398-9701
LADCO Leasing

(800) 678-8666
Lease Finance Group

A Division of CIT
(888) 588-6213

Leasecomm Corp.
(800) 515-5327

Merimac Capital
(866) 464-3277

Northern Leasing Sys., Inc.
(800) 683-5433

TASQ Technology
(800) 827-8297

PAYMENT GATEWAY /
SERVERS / ISPs

Authorize.Net
(866) 437-0491

PayPointUSA
(866) 484-7555

POS CHECK CONVERSION
B-CHeX

(877) 700-7947 x275
CrossCheck, Inc.

(800) 654-2365
E-Chex

(877) 888-CHEX
EZCheck

(800) 797-5302
Global eTelecom, Inc. (GETI)

(877) 454-3835
Secur-Chex

(866) 464-3277

POS REPLACEMENT 
DISPLAYS/LENS/LCDs  

Focus Display Solutions, Inc.
(480) 503-4295            

POS SUPPLIES
CardWare International

(740) 522-2150
General Credit Forms, Inc.

(800) 325-1158
TASQ Technology

(800) 827-8297
Vital Merchant Services

(800) 348-1700

PROCESSORS LOOKING FOR
ISOs

First Data Merchant Services
(866) FDMS-ISO

Global Payments Inc.
(800) 801-9552

iPayment, Inc.
(800) 748-6318

Money Movers 
of America, Inc.

(800) 815-4360
National Processing Co.

(800) 672-1964 x7655
NOVA Information Systems

(800) 226-9332
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REAL-TIME CHECK/ 
CREDIT CARD PROCESSING

eProcessingNetwork.com
(800) 971-0997

USAePay.com
(866) USAePay (872-3729)

REAL-TIME CHECK/DEBIT
PROCESSING

paymentoptionsolutions.com
(888) 767-7674

SITE SURVEYS
Property Resource
Network Inc.

(800) 676-1422

STORED VALUE PROGRAMS
i2c, Inc.

(888) 327-8188

SUPPORT DESK FOR
POS TERMINALS &
PC SOFTWARE

CardWare International
(740) 522-2150

TASQ Technology
(800) 827-8297

Vital Merchant Services
(800) 348-1700

A-1 Leasing ........................................................................................14
ABC Leasing, Inc. ................................................................................93
ACH Direct ..........................................................................................39
Advanced Merchant Services ..............................................................107
Advanced Payment Services..................................................................92
Aliant Financial Services ......................................................................37
AlphaCard Services..............................................................................64
American Bankcard Corporation ..........................................................12
AmericaOne Payment Systems ................................................................9
Authorize.Net ......................................................................................17
Bancnet Corporation ............................................................................44
Bank Card Depot ................................................................................96
Barclay Square Leasing ........................................................................10
Best Payment Solutions..........................................................................45
BUDGET Terminals................................................................................20
Business Payment Systems ..................................................................100
Card Systems, Inc.................................................................................48
Cardservice International ......................................................................90
Central Bancard, LLC ............................................................................94
Charge Card Systems ..........................................................................80
CoCard Marketing Group ....................................................................78
Cornerstone Payment Systems ..............................................................26
CrossCheck, Inc. ..................................................................................87
Cynergy ........................................................................................32, 33
E-Chex ................................................................................................58
Electronic Exchange Systems ................................................................88
Electronic Merchant Systems................................................................103
Electronic Payment Systems ..................................................................63
eProcessing Network ............................................................................97
EVO Merchant Services ..................................................................52, 53
EZCheck Check Services ......................................................................46
Ezic ....................................................................................................83
First American Payment Systems............................................................42
First Data Merchant MD........................................................................73
Global Electronic Technology ................................................................11
Global eTelecom ..................................................................................76
Global Tech Leasing ............................................................................60
GO Software ......................................................................................24
Humboldt Merchant Services ................................................................69
Hypercom Corporation ..........................................................21, 23, 112
iMax Bancard ......................................................................................29
Ingenico ................................................................................................2
Innovative Merchant Solutions ..............................................................13
IRN/Partner America..........................................................................105
JR's POS Depot ....................................................................................72
Landmark Merchant Solutions ..............................................................18
Lipman USA ........................................................................................15
MagTek ............................................................................................109
Money Tree Merchant Services ..............................................................71
Mp2 Solutions......................................................................................28
MSI NJ ................................................................................................61
MSI NJ 1-800-Bankcard ......................................................................19
NetBank Payment Systems ....................................................................27
Nexus ATM........................................................................................102
North American Bancard....................................................................6, 7
Northeast Acquirers' Association ..........................................................84
NOVA Information Systems ..................................................................66
NPC ....................................................................................................25
Paymerica............................................................................................98
PayPoint USA ....................................................................................110
POS Payment Systems ..........................................................................86
POS Portal, Inc.....................................................................................65
POSBuy.com ........................................................................................74
PULSE EFT Association..........................................................................31
Reliant Processing Services....................................................................38
Retriever Payment Systems ....................................................................51
Signature Card Services ......................................................................59
Sterling Payment Technologies ..............................................................49
TASQ Technology ..............................................................................111
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