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  See Alternative payment systems on page 67 

Y ou cannot step twice into 
the same river, for other 
waters are continually 
flowing in, said Greek 

philosopher Heraclitus circa 500 B.C. 
The notion still rings true: Alternative 
payment systems are flowing into 
our industry. Over the last two 
years, many new options have been 
announced, re-announced, tested, tri-
aled, released or re-released. Many 
others are in development. 

But are these newcomers friend or 
foe? And how likely are they to roil 
the waters? Let's dip our toes in 
and test the current. Marc Abbey, a 
Partner of First Annapolis Consulting, 
said this innovative surge in alter-
native payments means ISOs and 
merchant level salespeople (MLSs) 
will have greater sources of reve-
nue, but their businesses will also be 
more complex.

"The development of alternative pay-
ment systems is well ahead of merchant 
demand at this time," Abbey said. "So it 
is an extremely difficult time for ISOs 
and MLSs to pick the winner and los-
ers. Most of these companies are com-
pletely speculative right now." 

Ken Musante, President of Humboldt 
Merchant Services, agreed. "Which 
one of these systems the consum-
ers will accept will be the driving 
force for which solutions merchants 
will demand," he said. "It's hard to 
predict what it will be." Big names 
like Microsoft Corp. and Yahoo Inc. 
have made false starts: Microsoft 
scratched plans to turn Passport 
into a payment service, and Yahoo 

gave up on its PayDirect Network 
service in 2004. Regardless of which 
products survive, everyone in the 
industry will be affected. 

Dan Schatt, a Senior Analyst with 
Celent LLC, forecasts that cred-
it and debit card payments, which 
accounted for over 90% of online 
payment volume in 2000, will take 
a nose dive. "Innovative alternative 
online payment initiatives will grow 
to over a quarter of all U.S. online 
payments volume within the next 
three years," he said. "Credit card vol-
ume will drop below 50% of online 
payment volume by 2009."

New players in the field
Abbey said most innovations 
used to come from acquirers or ISOs 
developing new products. "Right 
now many of the entrepreneurs in 
this arena are coming from outside 
the payments field and creating a 
new layer, if you will, under the 
acquirers," he said. How unsettling is 
this? To provide clues, here are snap-
shots of emerging alternative pay-
ment products offered by Debitman 
Card Inc., FastLane Secure Payments, 
Google Checkout, Pay By Touch, 
PayPal and Secure-eBill:

Debitman

Debitman is an electronic pay-
ment network for retailer-issued 
debit cards. It operates like any 
other PIN-debit network. Cards 
are swiped at the POS and routed 
through a processor for authori-
zation and settlement. Debitman 
collects payment through the auto-
mated clearing house network 
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 NotableQuote

"To my surprise, very few MLSs 
advertise in the Yellow Pages. This 
is an inexpensive way to generate 
leads from merchants who are legiti-
mately looking for a quote. A bonus: 
Yellow Pages listings come free with 
business phone lines."

See story on page 96 
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Forum
Proudly sponsored by:

Kudos  to  The  Green  Sheet

Congratulations on more APEX Awards. You guys are great! I 
noticed also you got awards for writing and design. … [M]y 
congratulations to the … staff and Paul Green.

Mark Dunn 
President
MWAA

Insp i rat ion  found in  'your  canoe '  

Mr. Felts, 

I just read your "Finding your canoe" story [The Green Sheet, June 
26, 2006, issue 06:06:02]. I think it was one of the most educat-
ing and motivating articles I have ever read in The Green Sheet.

Joe Gottesman
Client Relations

Slim CD Inc.

Look ing  for  The  L i s t

Can you tell me where I can find a list of ISOs nationwide?

Jeff Cocain
GE Business Card

Jeff,

We get this question often, but to the best of my knowledge, no 
official list of ISOs in the United States exists. The industry is in a 
constant state of flux, and agents come and go. 

The listing "ISOs Looking for Agents" appears in every issue of 
The Green Sheet and is on our Web site at www.greensheet.com/
resource/default.htm?ISOs+LOOKING+FOR+AGENTS .

 Editor
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Short on time? This section of The 
Green Sheet provides a quick summary 
of nearly all the articles in this issue 
to help keep you up to date on the 
latest news and hot topics in the 
payments industry. 

The rising tide of alternative 
payment systems: 
Opportunity or threat?

Alternative payment systems are flowing into 
our industry. Over the last two years, many 
new options have been announced and many 
others are in development. But are these new-
comers friend or foe? And how likely are they 
to roil the waters?

Cover Story

Page 1

APEX Awards: The Green 
Sheet hits a grand slam

The Green Sheet Inc. brought four runs home 
when the 18th Annual Awards for Publication 
Excellence (APEX) were announced. For the 
second time, we won a Grand Award. In addi-
tion, Three Awards of Excellence recognized 
writing in The Green Sheet and graphic design 
in GSQ.

News

Page 24

Just say no to mixing 
retailing and banking

Should commercial firms, especially retail-
ers, be allowed to get into banking and pay-
ments? Questions about nonbanks owning 
banks have confronted lawmakers, on and 
off, for more than three-quarters of a century, 
and consistently, the answer has come back a 
resounding no.

View

Page 28

AgenTalkSM:
An agent who calls on friends, 
not prospects

A merchant level salesperson for Impact 
PaySystem, Larry McNamara thoroughly 
enjoys his new career. In this interview he 
discussed what inspired him to enter the 
industry. He also revealed how he helps 
merchants understand interchange, discounts 
and credit card statements.

Feature

Page 32

Unwired: Wireless ATM 
connectivity continues to grow

From ATMmarketplace.com. With the expan-
sion of high-tech connectivity options, ATM 
deployers of all sizes are pulling the plug on 
old-fashioned phone lines and replacing ana-
log lines with wireless/cellular connections.

Feature

Page 36
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Is EMV a sound investment? 
The jury's still out

The UK leads all markets in the transition 
from mag-stripe to EMV and provides the 
most insight into how EMV will perform rela-
tive to the primary assumptions underlying 
the migration. Early returns from the UK, 
however, underscore a somewhat speculative 
system-wide business case.

View

Page 39

White paper: 
Managing merchant 
processing risk – Part II

From ETA's Risk & Fraud Management 
Committee. Part two of this white paper 
provides a breakdown of risk mitigation 
techniques and merchant monitoring criteria, 
including the four D's of monitoring.

Feature

Page 52

Visa, First Data make peace

This month's agreement between First Data 
Corp. and Visa U.S.A. to settle their respec-
tive lawsuits over First Data Net puts to rest a 
trend that threatened to upset the transaction 
processing applecart.

News

Page 58

Clock is ticking on 
data security bills

Time is running out for the current U.S. 
Congress, and data security legislation doesn't 
seem to be a priority. This includes a new bill 
that proposes creating a national standard for 
protecting consumer data.

News

Page 59
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StreetSmartsSM

Technology 2006: What's hot?

StreetSmarts asked members of the MLS 
Forum what they think are promising devel-
opments in the payments sphere. While the 
answers were extremely varied, POS and 
invoicing software, biometric payments, con-
tactless payments, and wireless terminals had 
the most traction among those who joined this 
discussion.

Education

Page 76

Don't just give it away 

Most articles written for the Education section 
of The Green Sheet are meant to inform or 
educate. Yet sometimes it helps to reinforce 
a sales message or something you think you 
already know.

Education

Page 84

Break the rules and forfeit 
residuals? Maybe not

Despite good intentions, violations of card 
Association rules do occur. The challenge for 
ISOs and MLSs negotiating their agreements 
is to understand how to deal with them. This 
article offers some tips for negotiating the rule 
violation clause in your agreements.

Education

Page 86

Purchasing a 
business computer

Purchasing new computers for your office 
can be intimidating and confusing. No matter 
what your needs, there are several factors to 
consider and questions to answer before you 
shop. You should have a computer asset pur-
chasing strategy.

Education

Page 90

A new take on lead 
development – Part I

Developing and maintaining a consistent flow 
of high quality leads is the backbone of sales 
in any industry, especially when your goal is 
a million-dollar portfolio. But you have to be 
creative and willing to try new things.

Education

Page 96

Listen Up! 

Information gathering is central to a sales 
professional's job. It's how you learn about 
your clients' needs, available products and 
new technologies. But what's the best way to 
acquire this information? First, ask the right 
questions. Then, button your lips and ... listen. 

Inspiration

Page 111
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IndustryUpdate
Proudly sponsored by:

NEWS
Updates to PCI coming this summer?

Over the past several months, a number of publica-
tions have reported that changes to the Payment Card 
Industry (PCI) Data Security Standard (DSS) could be 
expected this summer, and the changes may include 
more flexible requirements for some merchants. Visa 
U.S.A. responded to our inquiries about this issue by 
releasing the following statement on July 12:

"Visa along with other payment brands including 
American Express, Discover, JCB and MasterCard 
[is] currently considering potential recommend-
ed enhancements to the PCI Data Security Standard 
based upon feedback provided by other industry stake-
holders. A date for release of a revised standard has not 
yet been determined. 
 
"However, there are no plans to make any of the PCI 
DSS requirements less robust. PCI DSS will continue to 
require all entities that store, process or transmit card-
holder data to render sensitive cardholder data unread-
able anywhere it is stored (including data on portable 
media, in logs, and data received from or stored by 
wireless networks).  

"Any future enhancements to the standard are intend-
ed to foster broad compliance without compromising 
the underlying security requirements of the 
current standard."

Data security concerns small business?

Data security concerns are penetrating small businesses. 
More than 64% have taken action within the last 12 
months to better protect customer financial informa-
tion, according to a new survey from Visa and the 
U.S. Chamber of Commerce. 

The survey, however,  also found that small retailers 
spend more resources preventing the theft of products 
and cash from their stores (34%) than securing cus-
tomer data (20%). Additionally, 53% of retailers think 
their customers rarely, if at all, worry about their 
personal information.

NACHA publishes training materials

NACHA – The Electronic Payments Association is 
making available education and training materials 
for businesses and financial institutions to implement 
NACHA's new rules on identifying business checks 
ineligible for conversion. 

For materials specific to businesses, visit 
http://businesscheck.electronicpayments.org . For mate-
rials specific to financial institutions, visit http://
businesscheck-fi.electronicpayments.org . 

ANNOUNCEMENTS
ACH Direct launches newsletter 

ACH Direct Inc. published the first issue of its 

• Revolving credit, which includes credit card debt, jumped 10% for the month of May, the Federal Reserve 
reported in July. Consumer credit rose 2.5%, to a total of $2.174 trillion. The interest rate average for all credit card 
accounts stood at 13.14%.

• Gas station receipts were up 20% in June over the same month in 2005, the Commerce Department reported 
July 14. Total retail and food sales were down 0.1% from May, but were 5.9% ahead of last year. Compared against 
last year, sales at nonstore retailers were up 12.3% and new auto sales were down 4%. Department store sales were 
off 2.2% from last year.

• Restaurants and bars added 14,000 jobs in June, the ninth consecutive monthly gain, the National Restaurant 
Association reported, based on data from the Bureau of Labor Statistics. The national economy picked up 
121,000 jobs in June, the strongest gain in three months. 
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newsletter, "ACH Directions," which will be posted 
quarterly on its Web site. The first issue contains infor-
mation about electronic payment trends and regulations 
and ACH Direct-specific news and products. 

CO-OP pledges $100K 

CO-OP Financial Services donated $100,000 to Biz 
Kid$, a half-hour personal finance program supported 
by Junior Achievement. Biz Kid$, funded exclusively 
by the credit union movement and set to begin airing 
in January 2007, is a joint project of Junior Achievement 
and the former producers of the "Bill Nye the Science 
Guy" program. 

Digital Dining achieves compliance

Digital Dining's software suite achieved compli-
ance with the Payment Application Best Practices 
(PABP) benchmark, developed by Visa. 
AmbironTrustWave submitted a compliance report, 
which Visa validated. 

EMG continues expansion

Eliot Management Group will open additional sales 
facilities in Ogden, Utah, and Anchorage, Alaska, by the 
end of the year. Each branch office will provide the city 

and surrounding area with sales, service and support 
for EMG's credit card and electronic payment process-
ing services.

Fast Transact works with nonprofits

Fast Transact Inc. announced its Sustaining Donor 
Solutions program for nonprofits. The modular system 
delivers integrated services for organizations that accept 
one-time or recurring donations online by credit card or 
electronic check. 

Hypercom complaint dismissed

The U.S. District Court for the District of Arizona "dis-
missed with prejudice" (meaning, the complaint can 
never be filed again) the Second Consolidated Amended 
Class Action Complaint filed against Hypercom Corp. 
and John W. Smolak, the company's former Chief 
Financial Officer. 

The Amended Complaint related to Hypercom's 
restatement of its financial statements for the first three 
quarters of 2004 because certain leases generated by 
Hypercom's United Kingdom subsidiary were incor-
rectly accounted for as sales-type leases, rather than 
operating leases. 
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NetBank offers free shipping

NetBank Payment Systems Inc. will provide free 
freight on all Triton equipment to Value Added 
Partners for deals submitted with a processing agree-
ment between July 1 and July 31, 2006.

Pipeline Data enters 
$37 million agreement

Pipeline Data Inc. reached an agreement with 
several institutional investors to purchase $37 mil-
lion of convertible notes and warrants. The notes, 
which mature four years from the date of issuance, 
can be converted into Pipeline common stock 
at the conversion price of $1.30 per share. Proceeds 
from the transaction are earmarked to refinance 
$17 million of short-term indebtedness and to 
fund acquisitions. 

Shift4's drivers validated 

Shift4 Corp. was added to Visa's List of Validated 
Payment Applications for the custom payment driv-
ers it developed to secure third-party POS systems. 
These drivers enable legacy POS systems to conform to 
Visa's PABP.

PARTNERSHIPS
AmbironTrustWave 
partners with Fifth Third

AmbironTrustWave formed an agreement with 
Fifth Third Processing Solutions to provide PCI com-
pliance technology and services to Fifth Third's mer-
chants. Fifth Third's merchants will have access to the 
services required for validating PCI compliance.

BofA launches AmEx card

Bank of America Corp. announced the new Bank of 
America American Express Rewards Card, the first 
BofA credit card to be accepted for payment on AmEx's 
global network. 

Catuity signs Equity; Equity partners with 
Smart Payment Solutions

Catuity Inc. signed a three-year reseller agreement with 
Equity Commerce LP to provide terminal-based pro-
grams to Equity Commerce's sales agents. Catuity will 
support loyalty and gift card programs on the Lipman 
8320 and Hypercom T-4100 POS terminals and provide 
support services including program set up, card design 
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and production. In addition, Catuity has agreed to be 
a reseller of credit and debit card processing services 
from Equity Commerce.

In related news, Equity Commerce and Smart 
Payment Solutions Inc. formed a strategic partnership 
with dance management software company 
CompuDance. The companies will work to provide 
CompuDance clients payment processing solutions 
that can be accessed directly through the CompuDance 
software program.

Element certifies Hypercom 

Element Payment Services Class A certified 
Hypercom's Optimum T4100 terminal. Element 
will immediately begin marketing the device to its mer-
chant base and provide full support for the terminal.

PayGen signs contract with FAC

PayGen International signed a contract with Bermuda-
based First Atlantic Commerce Ltd. PayGen will 
provide additional multicurrency merchant accounts, 
e-commerce payment processing and PIN-based alter-
native payment solutions in Europe and the Latin 
American Caribbean Region, in conjunction with 
First Atlantic.

First Data renews 
agreement with LaSalle Bank

First Data Corp. renewed its agreement to pro-
vide STAR Network access and signature debit 
processing for its more than 1 million cardhold-
ers of LaSalle Bank Corp. The agreement names 
STAR as LaSalle Bank's primary ATM network in the 
United States. 

Zions Bank and Pay By Touch partner 

Zions First National Bank and Pay By Touch intro-
duced biometric check-cashing to 12 locations through-
out Utah and Idaho. The service, Zions Express 
powered by Pay By Touch, uses a finger scan to 
identify customers when they cash a government or 
payroll check. 

ACQUISITIONS
MoneyPass and Fastbank Free merge

Elan Financial Services and Genpass completed the 
merger of the MoneyPass and Fastbank Free surcharge-
free ATM networks. The new network, which retains 
the MoneyPass name, provides more than 10,000 ATMs 
in all 48 continental states. The new company ranks as 
the nation's third largest surcharge-free ATM network, 
according to Elan.





22

IndustryUpdate

Ingenico SA and Moneyline SA plan merger

The boards of directors of Ingenico SA and Moneyline 
SA approved a merger of the two companies, which are 
both based in France. The proposed exchange ratio is 
2.08 Ingenico shares for one Moneyline share.

Pipeline Data to acquire Paynet Systems

Pipeline Data entered into an agreement to acquire 
Paynet Systems Inc. Pipeline expects the acquisition to 
add 6,500 merchant accounts to its portfolio, resulting 
in approximately $200,000 in additional monthly cash 
flow. It is also expected to generate 400 new merchant 
applications monthly. The purchase price is $9.5 million 
in cash and $1 million in Pipeline stock.

APPOINTMENTS
First Annapolis promotes Martien

Frank Martien was promoted to Partner of First 
Annapolis Consulting. Since joining First Annapolis 
in 1996, Martien was instrumental in the growth of 
the firm's card-issuing practice. Martien has led and 
will continue to lead the firm's commercial payments 
practice area.

WAY Systems strengthens management

Bruce R. Shirey was named Vice President, Global 
Services for WAY Systems Inc. Most recently with First 
Data, Shirey brings 10 years of merchant acquiring and 
product development experience for the retail merchant 
sector, including wireless mobile payments, Internet 
protocol-enabled quick service restaurants and petro-
leum markets. 

The company also named Ben Pumphrey as Vice 
President, Program Management. Pumphrey comes to 
WAY Systems with a background in program, project 
and product management from various companies 
including First Data, Cardservice International and 
LinkPoint International. 

ETA names committee chair

The Electronic Transactions Association appointed 
J. David Siembieda Chairman of ETA's Membership 
Committee. Siembieda is the President and 
Chief Executive Officer of CrossCheck Inc. 
Siembieda will work to identify and solicit prospective 
ETA members and develop new programs and events. 
He was Vice Chairman of the Membership Committee 
last year.    
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T he Green Sheet Inc. brought four runs home 
when the 18th Annual Awards for Publication 
Excellence (APEX) were announced in July by 
Communications Concepts Inc., which gives out 

the honors.

For the second time, The Green Sheet won a Grand Award. 
In addition, Three Awards of Excellence recognized writ-
ing in The Green Sheet and graphic design in GSQ. The 
2006 awards were announced for publications and articles 
that appeared in 2005. Award winners were chosen from 
among 4,756 entries.

This year GS Online took home a Grand Award for Web 
& Intranet Sites, a category that received 363 entries. (The 
Green Sheet had previously won the Grand Award for 
our 20th Anniversary issue, Oct. 13, 2003, issue 03:10:01.)

We also received Awards of Excellence in the Magazine 
& Journal Writing category for The Green Sheet (Dec. 12, 
2005, issue 05:12:01) and in Design & Illustration for the 
December 2005 cover of GSQ (Vol. 8, No. 4). 

Senior Editor Patti Murphy received an Award of 
Excellence in the Regular Departments & Columns cate-
gory for "Insider's Report on Payments: New Interchange 
Rates Confuse and Confound" (The Green Sheet, Feb. 28, 
2005, issue 05:02:02).

'Massive site, deftly presented'
"We are always pleased to be the recipient of an APEX 
Award," said Kate Gillespie, The Green Sheet's General 
Manager and Chief Operating Officer. "However, the 
Grand Award presented for our Web site is very special to 
us. We have been striving for the past few years to make 
the site a valuable tool for merchant level salespeople. 
This award is a wonderful validation of the work we have 
been doing."

"[A] very well-designed navigation device (incorporating 
five clickable circles) allows site visitors instant, intuitive 
access to the five main areas of the site," the APEX judges 
wrote about GS Online. "An award winner for this feature 
alone, the site is fast, packed with an enormous range of 
useful information, research materials and feature articles. 
A massive site, deftly presented."

"Look for more improvements to the Web site in the com-
ing year," Gillespie said.

Murphy's award-winning column analyzed the competi-
tive reasons behind interchange rate increases and provid-
ed comparative examples of the impact the increases have 
on merchant categories. "One thing is certain: ISOs and 
the feet on the street will have a devil of a time explaining 
to clients why multiple transactions for the same amount 
of money at the same business establishments are priced 
so differently," she wrote.

Fat Tuesday + Photoshop = Award
The GSQ cover "The Changing Face of Card Acquiring," 
featuring a Mardi Gras mask, was a Photoshop design 
derived from many photos and tied together with a 
complementary typeface. "If we can package it nicely, 
someone might spend more time enjoying it," said Art 
Director Troy Vera.

The awards are based on excellence in graphic design, 
editorial content and the success of the entry in achiev-
ing overall communications effectiveness and excellence, 
according to Communications Concepts.

The Green Sheet has won APEX awards in each of the 
last five years. The new awards bring our total number of 
APEX awards to 24.    

News

APEX Awards: The Green Sheet 
hits a grand slam
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By Patti Murphy
The Takoma Group

S hould commercial firms, especially retailers, 
be allowed to get into banking and payments? 
Questions about nonbanks owning banks have 
confronted lawmakers, on and off, for more than 

three-quarters of a century, and consistently, the answer 
has come back a resounding no. 

But banking and the industry's payments franchise have 
a great deal of allure, certainly for the uninitiated, and no 
lack of lawyers and corporate executives have been eager 
to blast holes in Congressional intent.

Wal-Mart Stores Inc. is leading the latest assault. Several 
other big brands have joined the fight too. They want to 
exploit a loophole in a federal banking law enacted nearly 
20 years ago. That law, the Competitive Equality Banking 
Act of 1987 (CEBA), itself was an attempt to close a loop-

hole in federal law, one that resulted in a rash of applica-
tions for "nonbank banks." These limited-purpose banks 
typically were chartered to issue credit cards. 

Wal-Mart wants to own an industrial loan company (ILC) 
in Utah so it can handle credit and debit card processing 
in-house, or so the company has said. 

ILCs, sometimes known as industrial banks, have existed 
for nearly a century; almost all are located in the Southwest 
and West, with the largest number in Utah. State govern-
ments and the Federal Deposit Insurance Corp. charter 
and regulate these institutions. But unlike other financial 
institutions under its jurisdiction, the federal government 
has no authority over ILC parent companies.

In an apparent bow to state law, Congress, in enacting 
CEBA, decided to single out ILCs in certain states, most 
notably Utah, as being exempt from the law's strictures on 
nonbank ownership of banking institutions.

Jake Garn, formerly a Republican Senator from Utah who 
championed the ILC loophole and was Chairman of the 
Senate Banking Committee in 1987, has insisted that the 
law provision permitting ILCs was not an invitation to 
retailers to get into banking. 

Testifying at an FDIC hearing in April, Garn said, "It was 
never my intent, as author of this particular section, that 
any of these industrial banks be involved in retail opera-
tions." He even asked Wal-Mart to not apply for a charter 
from Utah; he feared it would result in a brouhaha and 
subject other Utah-based ILCs to unnecessary scrutiny.

Wal-Mart's application for an ILC has been pending for 
more than a year before the FDIC, which has received a 
record number of letters protesting the request. And at 
public hearings in April, agency officials got an earful 
from bankers and consumer groups opposed to the idea 
of Wal-Mart owning a bank.

Congress took up the nonbank-bank issue anew, fol-
lowing a report last year by its watchdog agency, the 
Government Accountability Office, which documented 
huge increases in ILC assets over the past 10 years. It 
urged broader federal regulatory authority over ILCs and 
their parent companies.

In June, 98 members of Congress wrote the FDIC request-
ing a moratorium on new ILC approvals. In early July, 
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Reps. Paul E. Gillmor, R-Ohio, and Barney Frank, D-
Mass., introduced legislation to eliminate the ILC loop-
hole once and for all.

"The proliferation of new ILC applications is creating a 
situation where Congress must set appropriate policy to 
preserve the integrity of the banking system," Frank said.

There was no lack of support for this bipartisan mea-
sure at hearings earlier this month before the House 
Committee on Financial Services' Subcommittee on 
Financial Institutions and Consumer Credit. 

"Imagine if Enron or WorldCom had owned an ILC," 
said Terry Jorde, President and Chief Executive Officer 
of CountryBank USA and Chairman of the Independent 
Community Bankers Association of America. "Their prob-
lems could have easily spilled over to their banks, drain-
ing the FDIC's resources and requiring all banks, includ-
ing community banks, to cover the costs." 

Jorde suggested the same fate would face a retailer bat-
tered by changes in economic conditions. She also raised 
specific questions about Wal-Mart's planned ILC, includ-
ing the likelihood of the retailer competing head-to-head 
with banks for payment clearing and settlement services. 

Here's what the Federal Reserve Board's General Counsel, 
Scott Alvarez, said to subcommittee members: "The ques-
tion of whether to allow broader mixings of banking 
and commerce has broad-reaching implications for the 
structure and soundness of the American economy and 
financial system … because, if permitted, any general 
mixing of banking and commerce is likely to be difficult 
to disentangle." 

The legal issues against commercial enterprises own-
ing banks have deep roots in American history. They 
were enacted in the wake of the Great Depression. And 
although much has changed in the ensuing years, two 
things have not: 1) financial institutions are crucial to the 
American economy, thereby requiring close government 
scrutiny; and 2) commercial enterprises, such as retailers, 
are accountable to individuals and groups that may not 
always have the best interests of the American economy 
in mind.

Maybe it's time for Congress to just say no to retailers 
owning banks.    

Patti Murphy is Senior Editor of The Green Sheet and President of 
The Takoma Group. E-mail her at patti@greensheet.com .
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AgenTalkSM

A merchant level salesperson (MLS) for Impact 
PaySystem since November 2004, Larry 
McNamara enjoys many aspects of his new      
.career. He especially likes befriending mer-

chants while providing great savings and service. He also 
enjoys being able to set his own schedule as an indepen-
dent agent. 

In this interview, McNamara talked about what 
inspired him to enter the industry. He also revealed how 
he educates merchants on interchange, discounts and the 
complexities of credit card statements; follows through 
with follow-ups; and adapts the sales process in our 
nation's decidedly rural 23rd state. It's home to Stephen 
King and L.L. Bean ... You guessed it. McNamara hails 
from Maine.

The Green Sheet: Why did you choose this profession?

Larry McNamara: I became very interested in the 
business after following the successful rise of my 
son-in-law, Deepak Karawadra, Chief Executive Officer of 
Impact PaySystem.

GS: What business/profession were you in before?

LM: I was and continue to be the owner of a woodwork-
ing business that supplies wooden interiors and parts for 
a Maine-based sailboat manufacturer.

GS: What do you like best about your MLS career, and 
what's been most challenging?

LM: There are many enjoyable aspects to selling credit 
card processing: Meeting and speaking with merchants 
and learning about the various companies is always fas-
cinating. Educating them on the intricacies of reading a 
credit card statement and helping them to understand 
discount rates and item fees is satisfying. But the most 
enjoyable aspect of my job is securing a sale by being able 
to offer better rates and service than our competitors.

The most challenging part of this career was having 
to learn, in a relatively short time, something entirely 
new to me well enough to be able to sell our product and 
service in the marketplace. Trying to enlighten a 20th-
century mind to 21st-century techniques and ways is 
always challenging.

GS: Are you working as an employee or contractor for 
someone else, or do you own your own company?

LM: I am an independent sales agent, and I am very 
satisfied with the contractual agreement I have with 
Impact PaySystem. 

I enjoy the benefit of setting my own agenda each week, 
while at the same time I have the support of telemarketers 
and staff personnel if I need them – without the responsi-
bility of having to meet a large payroll.

GS: What has kept you in the industry?

LM: A continuing sense of accomplishment and growth as 
my portfolio increases with each new merchant I acquire.

GS: Describe a typical day in your life.

LM: I usually begin my day by driving my youngest son to 
school, six miles from where we live. From there anything 
can happen: I may do cold calling with some of our local 
merchants, or perhaps I'll do some follow-ups from previ-
ous visits. 

I will spend a lot of time on follow-ups to make a 
sale, sometimes making several visits to the same mer-
chant over a period of many weeks or even months, 
if necessary. 

Typically, I will pick up leads from merchants throughout 
the day, and I will call or drop by to see them whenever 
I can. Some days, I may return home early to go over 
statements I've acquired that day, prepare proposals or 
fax applications into the office. A good day begins with a 
discussion of fifth-grade spelling or science and ends with 
a fistful of statements.

GS: What's been your greatest success so far as an agent?

LM: My greatest success has been discovering which sales 
techniques work best for my region and locale and seeing 
the successful results gained by applying those techniques 
in an honest and ethical manner.

GS: What's unique about your sales style/method?

LM: Maine is a very rural state with many small communi-
ties. Here, along the coast, most people know each other 
or someone who knows someone they know. I approach 
each merchant and potential customer as I would any of 
my friends and neighbors. 

I have something to offer them that in nearly every 

An agent who calls on friends, not prospects
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instance will save them money, and I know I can 
provide each of them with the level of service they are 
entitled to. But before I can expect them to trust me to 
provide them with credit card processing over their bank 
or any other company they may have been doing process-
ing with, I must first convince them that I am trustworthy 
and reliable. 

I try to do this by being who I am, not a salesman 
or a businessman but, hopefully, a decent human being, 
someone who is not putting his own interests above theirs 
but is offering a service and product in exchange for 
fair compensation. 

I take the time to get to know each merchant and learn 
about their business, and I provide them with information 
about myself which I hope will put them at ease in a way 
that will help them feel comfortable about turning over 
their credit card processing to us. It seems to be working.

GS: Merchants are savvier now about credit card process-
ing. How does this affect MLSs?

LM: You have to know what you are talking about and 
you must be forthright and honest. It makes better sales-
men out of us when the public is informed.

GS: What do you think about free terminal programs?

LM: Ha, ha ... those savvier merchants you mentioned 
should have no trouble with this one.

GS: How do you generate leads?

LM: Mostly by cold calling and some through contact with 
area merchants. Also, the chamber of commerce has been 
very helpful in generating leads.

GS: How do you explain interchange rates to prospects?

LM: Many times over. Usually at the beginning of my 
conversation and then repeating variations of the theme 
throughout the discussion, reminding them of my initial 
explanation as I go along.

GS: If you could change anything about this business, 
what would it be?

LM: I would like to see some uniformity and simplifica-
tion in the rates charged by Visa and MasterCard. It is 
difficult to sell and explain processing to a merchant when 
there are so many different rates for the numerous cards 
that are issued by both companies.

GS: Why is it important to have a full arsenal of products 
to offer merchants?

LM: Obviously, you need to convince merchants that you 
are a serious contender for their business. And by offering 
a full arsenal of products, they can see that you will be able 
to accommodate them as well as the next company can, if 
not better.

GS: Do you have a surefire way to resolve conflict?

LM: No, I wish I did. I try to look for the root cause and 
resolve the matter as quickly as possible, but sometimes it 
has gotten so far out of hand that there isn't much one can 
do except to walk away.

GS: Do you think there will always be street sales?

LM: I hope so. We are already drifting further and further 
away from human contact in so many forms of business. 
I would hate to see the art of selling become another 
lost art.

GS: What is your experience with agent training? 

LM: I had some inside training at Impact PaySystem but 
received most of my training in the field. I would recom-
mend that approach: 10% in-house and 90% outside.

AgenTalk
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GS: How should an MLS go about choosing an 
ISO partner?

LM: If your son-in-law doesn't own the company, 
you should look for someone who can provide you with 
good service and communication and someone who 
you feel you can trust and rely on when you are out 
there selling.

GS: What does it take to succeed in this business?

LM: Patience, fortitude and a commitment to honesty.

GS: How do you balance the demands of your work and 
personal lives?

LM: I allow enough time each day to spend a part 
of it with my family. Working as an independent 
agent from my home affords me ample opportuni-
ties to interact with family members, and I am often 
able to schedule appointments around significant 
family events.

GS: What hobby or hobbies do you enjoy?

LM: I enjoy music; I play guitar each week at church. I 
am editor of my high school class newsletter (1964). I like 
to exercise, and I like to spend time with my children, 
young and old.

GS: What's your greatest dream?

LM: That my children will be happy and successful in 
life.

GS: As a child, what did you want to be when you grew 
up?

LM: I was always unsure of what I wanted to be when I 
grew up, although there was a time when I thought about 
becoming a priest or a fireman, which are actually occu-
pations that are not so far apart. 

At 59 years old, I'm still unsure ... I've had many 
occupations in my adult life, sometimes multiple 
ones at a time. I enjoy new challenges, and the older 
I get the more I realize how much more I wish 
to accomplish.

GS: Do you have a motto that you live by?

LM: Be honest and do your best.    

Many top-notch agents have inspired others by sharing their 
perspectives in AgenTalk. Will you be next? If you'd like to par-
ticipate, please send an e-mail to greensheet@greensheet.com .
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By Missy Baxter, Contributor
ATMmarketplace.com

This story was originally published on ATMmarketplace.com, 
June 29, 2006; reprinted with permission. © 2006 NetWorld 
Alliance LLC. All rights reserved.

W ith the expansion of high-tech connectiv-
ity options, ATM deployers are pulling 
the plug on old-fashioned phone lines. 
Aiming to boost transaction speed and 

security, cut costs associated with leased lines, and increase 
deployment flexibility, deployers of all sizes are replacing 
analog lines with wireless/cellular connections.

Swipe USA Inc., an ISO that manages ATM contracts on 
500 machines, is moving closer to its goal of becoming 
"totally wireless" by 2007. Most of Swipe's placements 
are retail.

"If the store already has high-speed Internet for its credit 
card machines or a wireless hot spot for customers, such 
as in a coffee shop, then they can save money by drop-
ping the phone lines," said Ron Christensen, Swipe's 
Chief Executive. "With an SSL [Secure Sockets Layer], the 
transactions are more secure than on analog lines. And 
with a TCP/IP the speed is much quicker, with five- or 
six-second transactions."

To make the switch to wireless, Swipe is partnering 
with Transaction Network Services Inc. TNS Vice President 
of Self-Service Solution Sales Kent Phillips said more 
dial-up has shifted to wireless over the last 12 months.

In 2005, TNS deployed more than 1,000 wireless 
ATMs for the retail/ISO sector. Phillips attributes that 
surge to CDMA (code division multiple access) and 
lower costs. But a growing track record of reliability 
and improvements in CDMA takes most of the 
credit. Experts say CDMA — the new standard for 
many cellular providers, including Verizon, Sprint 
and Alltel — and GPRS (general packet radio service), 
CDMA's equivalent in Europe, have opened doors for 
wireless ATMs.

A connectivity bridge
Wireless ATM connectivity is being bolstered by the 
introduction of black boxes that spoof the ATM into think-
ing it's using a phone line. Though black boxes aren't 
expected to be around forever — they serve as a bridge 
between old and new tech — they provide deployers with 
an inexpensive way to get their wireless feet wet.

JBM Electronics has designed a spoofing black box that 
converts dial-up ATMs to wireless ATMs. JBM President 
Steven Mintz said the box can be attached to any ATM, 
eliminating the need to replace existing machines.

JBM's newest router series is the C200. It allows asynchro-
nous or Ethernet-ready devices to use a cellular network. 
Various C200 models provide interfaces for dial-only 
devices, such as ATMs or legacy devices that use binary 
synchronous or Systems Network Architecture protocols. 
The Linux-based routers support CDMA networks from 
Sprint and Verizon.

Though he wouldn't share specific sales figures, Mintz 
said black-box sales are soaring. (In the fourth quarter of 
2005, JBM shipped approximately 1,500 boxes. In January, 
Mintz told ATMmarketplace that his company had sold 
3,000 boxes since the product hit the market.) "We're get-
ting orders on a more steady basis every day, rather than 
in big clumps like last year," he said. "We've been certified 
by all the [wireless] carriers, such as Sprint. That's really 
opened up the market."

Stretching bandwidth, speeding transactions
Wireless connectivity is touted because it speeds trans-
actions. Increased bandwidth makes that happen. But 
another, perhaps behind-the-scenes, advantage is that a 
wireless network is a "self-healing" network, said Ron 
Riva, Vice President of Technical Operations for Ventus 
Networks.

"If there is a problem, you don't have to wait on a tech 
crew to take care of it," Riva said. "During the aftermath 
of Katrina, for example, the first mode of communication 
that was back up was cellular. In this day and age, that's 
a very important factor." Ventus is a communications firm 
that provides cellular connectivity for ATMs. Last year 
the company signed a multiyear deal with Visa U.S.A. to 
provide wireless financial-transaction-routing technology 
and network management.

For the moment, wireless ATMs seem to be more 
appealing to retailers and independents, but Phillips 
thinks the banking industry will soon catch on. "In 
the off-premise business, we're seeing between 
300 and 500 transactions a month at these ATMs," Phillips 
said. "If we can come up with a less expensive commu-
nication line," profits will increase, and that's attractive 
to retailers.

But for financial institutions (FIs), dangling cost-savings 

Unwired: Wireless ATM connectivity 
continues to grow
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aren't persuasive enough to instigate change. FIs are natu-
rally slow to change, and a connection hiccup could cost 
them more than a few transactions. 

The average FI ATM pulls between 2,000 and 2,500 trans-
actions a month, according to the American Bankers 
Association. FIs are more interested in reliability than 
cost-savings. Besides, they view their ATMs as cost cen-
ters anyway. They aren't accustomed to making money on 
their machines, industry experts have said.

Mintz said FIs also seem to be more concerned about 
security than retailers. "I think retailers' decisions about 
security are regulatory-driven," he said. "Their main 
concern is that the black box is able to support existing 
management programs, such as those provided by Triton 
and Tranax." If they can save money and continue with 
business as usual, retailers are usually sold, he said.

Security is still the biggest concern
The one hang-up for all deployers, when it comes to wire-
less, is still security. Some FIs, like National City Corp., 
have said they are "exploring" cellular options as a way to 
cut costs. Others, however, are steering clear.

Jonathan Velline, who oversees ATM banking services 
for Wells Fargo & Co., said Wells' on-premise ATMs are 
directly connected to a private wide area network (WAN) 
while off-premise terminals are connected via dedicated 
frame-relay circuits.

"This provides us a high level of functionality, such as fast 
transactions and software distribution, as well as a high 
level of security," Velline said. Analysts also are cautioning 
FIs that they must mitigate Wi-Fi security threats if they 
plan to go wireless. TowerGroup, an advisory research 
and consulting firm, said Wi-Fi, if not properly managed, 
could emerge as a channel of "significant threat."

"Institutions must be prepared to change their informa-
tion security policies and practices to respond to the 
reality that [the] Wi-Fi devices employees are using on 
their premises may serve as unintended points of entry 
for security intrusions to their networks," TowerGroup's 
Bob Egan said.

Phillips agreed that security is a real concern for the 
industry. "A lot of them like the concept but say they're 
afraid somebody is going to pirate the data."

To answer that question TNS and others are encrypting data 
using SSL encryption or IPsec (Internet protocol security) 
— a standard that secures IP communications by encrypt-
ing and/or authenticating all IP packets. IPsec works at 
the network layer. "It's more of an educational process we 
go through as we talk about our product," Phillips said.

Ventus' Riva said transaction processors are working to 
ensure transactions are secure. Solutions must protect 
data by complying with Visa's Cardholder Information 
Security Program and Triple-DES guidelines.

Although proponents of wireless tout it as the wave of the 
future in the ATM industry, some deployers are not totally 
convinced.

"I'm looking into wireless solutions for ATMs but am a 
little bit hesitant as it is not a fully tested medium," said 
Steve Blank, Co-owner of Cash on Cash Enterprises LLC. 
"Also, in placements where the ATM is in the basement 
level, I wonder about the signal strength."

In addition to wireless, Blank is exploring other connec-
tivity options. "Right now I use Verizon or SBC in Los 
Angeles, and I'm saddled with about a $270 total-installa-
tion fee for Verizon and about $30 a month in phone-ser-
vice fees per location," he said. "I looked into the option 
of DSL [digital subscriber line] service, bundled with a 
merchant's current phone bill, but the total costs won't 
save me any money."    

Link to original article: www.atmmarketplace.com/
research.htm?article_id=26223&pavilion=17&step=story
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By Marc Abbey and Eric Wu
First Annapolis Consulting

W ith the exception of the United States, 
every economic region has a migra-
tion plan for transitioning to the card 
Associations' chip-and-PIN technolo-

gies, known as EMV. The acronym stands for Europay/
MasterCard Worldwide/Visa International and is the 
international standard for smart payment cards.

The United Kingdom leads all markets in the EMV tran-
sition and provides the most insight into how EMV will 
perform relative to the primary assumptions underly-
ing the migration. EMV in the UK has been, in many 
senses, a technical triumph. However, early returns from 
the UK underscore a somewhat speculative system-wide 
business case.

Winners and losers
The benefits to the system and the benefits to individual 
participants are totally different matters. EMV migration 
includes intra-system transfers designed to distribute 
benefits and create an incentive for individual parties to 
take certain actions. Chief among these are interchange 
subsidies and liability shifts. These are redistributions 
and are not system benefits, per se (though we will argue 
later they can be part of the costs to the system). 

Individual institutions will be winners and losers based 
on their tactics and whether they are net issuers or net 
acquirers. Some institutions will have very high returns 
on investment and rapid paybacks, and some will not. 

Therefore, individual institutions may have strong busi-
ness cases even if our thesis regarding the fragility of 
the system-wide business case turns out to be correct. 
The card Associations have proved adept at using intra-
system transfers to effect a critical mass of support from 
stakeholders whose business cases are likely much better 
than the system-wide business case.

System-wide benefits
The primary system-wide benefit of EMV by far is 
the impact on the issuing side of fraud. EMV largely 
remediates fraud due to counterfeiting and lost or sto-
len cards – two rapidly growing sources of fraud in the 
UK and other markets. (EMV, however, does not 
totally eliminate skimming-related counterfeit risk: In 
May, Shell Oil Co. suspended chip-and-PIN payments 
at 600 gas stations across the UK after thieves 
siphoned over U.S. $1.8 million from customer accounts 

using counterfeit cards that employed data obtained 
through skimming.) 

British payment association APACS reported a remark-
able reduction in fraud for the year ended December 
2005. Fraud due to counterfeiting and lost or stolen cards 
is nearly U.S. $110.5 million below 2004 levels. Measured 
off recent run rates, 2005 fraud of this type has declined as 
much as 31%, or U.S. $147.4 million. This is a remarkable 
validation of the primary intent of the technology. 

Unfortunately, not all anticipated benefits from EMV have 
materialized. One anticipated benefit is reduced authori-
zation traffic. EMV allows for authentication of the card-
holders based on information resident on the chip plus 
the PIN at the POS. Thus, the business case included the 
assumption that issuers would authorize less than 100% 
of the transactions. 

This reduction in authorizations would be an acquirer 
(and system) benefit because it would reduce acquirer 

View

Is EMV a sound investment? 
The jury's still out





41

operating expenses and a merchant benefit because it 
would speed POS transaction time, on average. But in the 
UK, issuers are authorizing 100% of transactions, so this 
benefit has not materialized. This issuer authorization 
strategy might be temporary; the UK is in the middle of 
a credit cycle and losses are elevated, but we will only 
know in time.

There is also, in concept, a product-development value 
benefit of EMV. Specifically, there are wide expecta-
tions that chip-and-PIN technology will facilitate product 
development not possible with mag-stripe technology. 
This is likely; however, in the UK market, EMV has been 
(probably wisely) implemented in a single-application 
environment initially. Though there are tantalizing experi-
ments occurring regarding new applications in the loyalty 
and prepaid spaces, the product development value of 
EMV is far from concrete.

Leaking interchange reductions
One of the intra-system transfers to facilitate EMV migra-
tion was an interchange reduction for EMV transactions 
on the order of 10 basis points. This represents a transfer 
from the issuing to the acquiring side. British acquirers 
report they have retained 40% to 50% of this reduction, 
passing the rest through to merchants. 

This pass-through breaks down according to merchant 
size: Large merchants tend to receive the interchange 
reductions and small merchants tend not to receive them. 
There is a ring of fairness and logic to this: In the UK mar-
ket, the acquirers own the terminals small merchants use 
(and the acquirers have to invest in terminal upgrades), 
but large merchants foot the investment bill for upgrading 
their own integrated systems (although many received 
direct subsidies). 

This leakage of the interchange reduction to merchants 
represents a reduction in value to the Visa/MasterCard 
membership. We estimate that the reduction represents 
leakage with a net present value, optimistically, of about 
U.S. $740 million to U.S. $1.1 billion. If, in the long term, 
acquirers compete away the interchange reduction, this 
leakage value will be even greater.

This leakage is in addition to the value of the direct invest-
ment necessary to implement EMV, which has been esti-
mated widely in the British trade press at U.S. $1.8 billion 
to U.S. $2.8 billion. 

The softer side of costs
In addition to these hard costs, there are soft costs. 
Most British acquirers believe that EMV has contributed 
to a shift from credit to debit in the UK, although the 
acquirers are divided on whether this shift is permanent 
or temporary. 

The theory goes that consumers are less likely to know 
their credit PINs than their debit PINs. Therefore, as PINs 
have become required at the POS, consumers have been 
incrementally more likely to use debit than credit. Debit 
is, in fact, growing much faster than credit in the UK. 
Acquirers are divided on whether this phenomenon has 
trained consumers to use debit and, therefore, on whether 
it will persist. 

The permanence of debit's ascendance is critically impor-
tant to acquirers because their margins are three or four 
times higher on credit than debit. If EMV has triggered a 
substitution of debit for credit, on the margin, it will have 
effectively increased the cost of EMV geometrically.

Intangible factors
There are other important, intangible costs and benefits. 
EMV was a complex, extensive systems-development 
project with opportunity costs on some level for issuers 
and acquirers alike. Some believe these opportunity costs 
were actually massive; others dismiss this downside.

One potentially sizable benefit of EMV is the avoidance of 
regulation. It seems unlikely the public sector would have 
allowed fraud trends in the UK to continue unabated 
without intervention, which could have had significant 

View
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negative cost and flexibility ramifications for issuers and 
acquirers. Likewise, we will never know if fraud due to 
counterfeit and lost or stolen cards would have increased 
from historical rates, but there is a credible argument that 
it would have accelerated. 

EMV transactions are fundamentally more secure transac-
tions, changing the nature of data security and the contin-
gent liability the industry faces from data breaches. The 
self-service aspects of EMV are anticipated to improve 
merchant POS throughput largely because self-service 
makes certain processes at the POS parallel rather than 
sequential (though cynics argue self-service is not system-
atically related to EMV, per se, and can be implemented in 
a mag-stripe environment as well). 

Certain types of merchants believe the value of improved 
transaction times at the POS is dramatic, although this 
is not a system benefit in the way we are using the term 
because it does not accrue to the Visa/MasterCard mem-

bership or generate a return on the investments members 
have made. 

The payback
Concerning the hard costs and benefits of net fraud reduc-
tion, interchange leakage, and direct investment, EMV 
migration in the UK is looking like a payback period 
investment of 12 plus years, with correspondingly mod-
est rates of return. Most other costs and benefits remain 
speculative and resistant to quantification. 

Very few financial institutions routinely invest in projects 
with these types of characteristics. Discussions about 
EMV have tended to have an evangelical quality. As an 
increasing number of markets around the world develop 
hard results from EMV migrations, the actual business 
case for EMV will be more transparent and more subject 
to critical review, for good or ill.    

Marc Abbey is a Partner and Eric Wu is an Analyst at Baltimore-
based First Annapolis Consulting.

EMV transactions are fundamentally more secure transactions, changing 
the nature of data security and the contingent liability the industry faces 
from data breaches.
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Y ou need only flip through recent issues of The Green Sheet to learn 
that POS terminals are no longer the cash cows they once were for 
ISOs and merchant level salespeople (MLSs). With the proliferation 
of free terminal programs and merchants' ability to purchase equip-

ment on the Internet, ISOs and MLSs can no longer count on income from 
terminal and other POS hardware sales. 

Some in our industry argue that terminals are actually becoming an expense for 
ISOs and MLSs because their cost can no longer be passed on to merchants.

Bill Pittman, President of Transaction Processing and Integration Software 
LLC, shares this view. "Terminals are part of the cost of sale, rather than a rev-
enue stream, like it used to be," he said.

But Pittman doesn't feel the situation is dire for ISOs and MLSs. Rather, 
he thinks sales professionals can earn money selling, or even giving away, 
POS software by leveraging what merchants already have: PCs and 
Internet connections.

"Software is and will always be less expensive than hardware," he said. "With 
PC software you are able to piggyback off the PC that the merchant already 
owns and leverage the Internet connection they have." 

Pittman also pointed out that hardware is more expensive simply because it is 
a tangible device. "With software, once it is developed, your variable costs are 
minimal versus hardware, where you have physical costs to manufacture and 
ship the equipment," he said.

A familiar face, a new venture
For those who have been in the industry for a while, Pittman's name is prob-
ably familiar; he founded GO Software in 1993. In 1999, he sold GO Software to 
an e-commerce company and spent the following year building that company's 
e-commerce platform. (VeriFone acquired GO Software in March 2005.)

"This industry is addicting," Pittman said. "Once you learn, understand and 

TPI Software LLC

ISO/MLS contact:
Ken Kehr, Vice President, Sales
Phone: 912-920-8443
Fax: 425-696-0057
E-mail: kenk@tpisoft.com

Company addresses:
17720 NE 65th St., Suite 202  
Redmond, WA 98052   
Phone: 425-882-0921   
Fax: 425-696-0057   
Web site: www.tpisoft.com

190 Technology Circle, Suite 119
Savannah, GA 31407
Phone: 912-965-9019
Fax: 912-965-9046

ISO/MLS benefits:
• Ability to manage accounts from anywhere, 

anytime
• Cost savings through purchasing software instead 

of hardware
• Product differentiation through private label 

capabilities
• Access to expanded markets and sales channels
• One-time licensing fee, no per-click fees

Adios, adieu, POS terminal?

For those who have been in the industry for a 
while, Pittman's name is probably familiar; he 

founded GO Software in 1993. In 1999, he sold 
GO Software to an e-commerce company and 

spent the following year building that company's 
e-commerce platform.
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get involved, you want to make it better." It wasn't long 
before he began work on his next venture: He founded 
TPI in 2001. 

A small but growing company, TPI develops and sells 
electronic payment solutions that are alternatives to 
stand-alone POS terminals. The Redmond, Wash.-based 
company employs 15 people. In late March, it expanded 
its operations and opened an office in Savannah, Ga. The 
Savannah office's purpose is to increase sales, support and 
product development.

TPI's POS software solutions employ the Internet as a 
low-cost, high-speed communications network. As such, 
merchants are able to use their existing equipment to 
integrate payment processing into current business and 
accounting systems. No additional equipment purchases 
are necessary. 

TPI's payment processing solution, SmartPayments, can 
be used in almost any setting, including in-store purchas-
es, online purchases and mail and telephone orders. Also, 
merchants can integrate payments into existing services, 
making a third-party provider, and any associated costs, 
unnecessary. "SmartPayments is a complete end-to-end 
solution on a disk," Pittman said.

Advantages for ISOs and MLSs
TPI sells its POS software through several channels, 
including the ISO/MLS channel, which it understands 
well. "We recognize that to be a success, we need to help 
you make more money," Pittman said. "We do this by 
providing lower-cost, higher-value software solutions 
that allow you to get merchant accounts that you may not 
otherwise be able to get."

It may be difficult to imagine our industry without POS 
terminals, but there was probably a time when people 
couldn't imagine a transaction being processed without a 
"knuckle-buster" card imprinter. 

To thrive as technology evolves, ISOs and MLSs need to 
stay on top of developments and determine what they 
mean to each ISO and its merchants. In the case of soft-
ware versus hardware, TPI's SmartPayments software 
offers a variety of benefits:

• Faster transactions: When TPI's POS software is 
used, the company reports an average transaction 
time of two to five seconds versus 15 to 30 seconds for 
dial-up terminals.

• Lower start-up costs: To run TPI's POS software, mer-
chants need only a standard Web browser; supplementary 
hardware or additional phone lines are unnecessary. Also, 
since the software works in both retail and Internet envi-
ronments, merchants don't need two separate merchant 
accounts with two distinct service providers to be able to 
serve both in-store and online customers.

• Increased mobility: Since TPI's SmartPayments soft-
ware runs on a browser, payments can be processed from 
anywhere, at any time. Mobile merchants can use cell 
phones; there's no need for phone lines, or even an electri-
cal outlet. 

Tailored, flexible solutions and support
Another significant ISO/MLS benefit of TPI's software is 
that it can be private labeled. "Unlike terminals, where 
everyone is selling the same boxes, with software you 
can create your own version with your unique brand and 
logo," Pittman said. 

"Private-label software protects you from having to com-
pete on price and makes your product unique in the eyes 
of the merchant," he said. "We are helping the ISO enable 
the merchant ... and we are doing it with a product they 
can get at a lower cost and can private label to differenti-
ate themselves from their competitors."

TPI's SmartPayments works for merchants of all shapes 
and sizes and ISOs of all stripes. Some ISOs use TPI's 
SmartPayments software as a single-PC solution for 
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mom-and-pop merchants. Others use it to provide 
payment gateway services for other merchant types. 
The cost to ISOs is a fixed-fee software license. "There 
is no per-click fee," he said. "You buy it once and then 
you're done."

ISOs that become their own gateways can grow their 
markets with a fixed-cost infrastructure. They can target 
stand-alone small merchants with TPI's Virtual Terminal. 
Integrated POS systems, like Microsoft Corp.'s Retail 
Management System; accounting applications, such as 
Intuit Inc.'s QuickBooks' kiosks; e-commerce applica-
tions; and dial, Internet-protocol and wireless terminals 
all work with TPI's SmartPayments Server. 

An additional ISO benefit is TPI's tiered products and 
pricing, which allows TPI to meet the needs of a variety 
of business types, from single-store locations to multi- 
location national chains. 

The company also offers a tiered support system. "We 
are flexible with support," Pittman said. "Pricing is 
contingent upon the merchant's needs. The low-end 
merchant is very price sensitive. The reality is that [the] 
market is commoditized." 

TPI's support system simplifies things for merchants 
who can ill afford the high cost of support when things 
start to go wrong. On the other hand, TPI offers more 
robust products and services to meet the needs of high-
er-end, less price-sensitive merchants.

Merchants can use the software's image/receipt cap-
ture and retrieval capabilities for chargeback protec-
tion as well as online and real-time reporting. They can 
also take advantage of support for multilane customer-
facing PIN pads such as models in the VeriFone Omni 
family, the Ingenico eN-Touch 1000 and Hypercom's 
Optimum L4100.

SmartPayments software provides the glue that inte-
grates your merchant services with merchants' existing 
systems; all of these features help ISOs up-sell hardware, 
keep merchants happy and prevent merchants from 
switching service providers, Pittman said.

Carpe diem
With a surging number of businesses of all types and 
sizes using PCs to run their affairs, Pittman thinks now 
is the time for ISOs and MLSs to benefit by offering POS 
software solutions to merchants. 

He also thinks TPI is the ideal enterprise to partner with 
ISOs and MLSs in this endeavor. Pittman's rationale is 
clear: "We are a company that does what they say they 
are going to do."    
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By the Risk & Fraud Management Committee
Electronic Transactions Association (ETA)

Editor's note: ETA published this white paper April 17, 2006. It is 
reprinted with permission. Because of limited space, we divided 
the document into two parts. Part I appeared in The Green Sheet 
June 12, 2006, issue 06:06:01. You can download the entire 
white paper at www.electran.org/info/white_papers.asp .

Executive summary

T he purpose of this paper is to share information 
and strategies for improving risk management 
practices and reducing fraud in the acquiring 
side of the payments industry.

Acquirers are at financial risk from merchant performance 
in several ways. While many industry initiatives are 
focused on fraud and identity theft, a significant percent-
age of the financial loss associated with credit and debit 
payments comes from organized fraud, business failures, 
unfunded chargebacks and inadequate monitoring of 
merchant accounts. 

Acquirers need to focus on the performance and financial 
strength of their merchants as part of their overall risk 
strategy. 

One of the key areas of focus for any merchant acquir-
ing risk management program should be the subset 
of accounts that can cause the most harm. The higher-
volume processing accounts, low-volume/high-ticket 
retailers, merchants who are prone to chargeback 
activity and merchants who provide future delivery of 
products and services can create larger losses if they incur 
financial difficulties. 

Acquirers need to have an effective review of their exist-
ing merchants on a regular basis, in addition to a thor-
ough due diligence process for new merchants.

This paper will focus on providing the reader with an 
overview of the various types of payments fraud existing 
in the marketplace today and will examine some of the 
strategies and tactics organizations can consider in order 
to develop an effective acquiring payments risk manage-
ment program. 

4. Risk mitigation techniques
Some acquirers conduct high-risk reviews by a risk 
committee in the same way a credit committee 
may be used to approve accounts. The focus of these risk 

reviews is to better access 
merchant performance and 
financial activity. 

While the frequency of 
the review may vary from 
merchant to merchant, a 
good approach is to review 
well-performing accounts 
annually, and underper-
forming accounts quarter-
ly, monthly or when the 
account has surpassed the 
merchant monitoring cri-
teria. Most reviews include 
the following:

4.1. Volume analysis: 
If a merchant's volume 
increases 25% or more 
unexpectedly, it may 
be necessary to contact 
the merchant to under-
stand why the volume 
has increased. Usually, it 
will be due to unexpected 
growth of their business. 
In most cases, it is desir-
able to re-underwrite 
the merchant to ensure 
the volume increase will 
meet your credit criteria 
and expectations.

4.2. Product sold: It is 
important to understand 
what products and servic-
es a merchant is selling. 
If an acquirer observes 
a change in the average 
ticket value (e.g., volumes, credits, etc.), this may be an 
indication that the business plan has changed, and the 
merchant may be selling a different product or service.

4.3. Business practices: If a merchant sells a product 
or service that will not be shipped or provided until a 
future date, this will add time liability to the transaction. 
Various regulations allow cardholders to dispute trans-
actions (chargeback) for goods or services not received. 

Pursuant to the card company rules/regulations, many 
of the timelines associated with these chargeback rights 
do not start until after the expected delivery date of the 
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product or service. For example, if a merchant states 
in the promotional material, "Please allow four to six 
weeks for delivery," the chargeback rights for that trans-
action do not start until the day after the sixth week 
from the transaction. 

This will add additional liability to the merchant's pro-
cessing. Acquirers need to assess the overall risk for the 
merchant account based on when the merchant fulfills 
the order. In the example above, some merchants will 
not bill the cardholder until the date of delivery of the 
product or service, which eliminates the additional 
timeframe risk.

4.4. Ghost shopping: Ordering products or services can 
provide a genuine indication of how a merchant per-
forms. If the merchant states a product or service will 
be shipped in two days, and the actual delivery time 
is three to four weeks, it may help to understand what 
challenges the merchant has in reducing chargebacks 
due to nonfulfillment.

4.5. Credit percentage: Monitoring and reporting 
on a merchant's credit percentage versus their 
monthly volume may be an indicator of the quality of 
the product/service sold. It also may be a gauge for 
the level of chargeback activity increase that may 

occur if the merchant were to close or file for 
bankruptcy protection. 

While the percentage of acceptable credits will vary 
from merchant to merchant, credit percentage above 
10% to 15% is considered excessive (though some 
direct marketers, catalogue merchants, and Internet 
merchants have credit percentages over 30%). This type 
of analysis is supported by effective know-your-cus-
tomer techniques.

4.6. Business financial review: The business financial 
review is generally based on cash flow, asset review and 
the overall value of the business. The combination of 
these three elements, as well as other factors, will help 
assess the overall financial strength of the business. 

Analyzing cash flow is important to ensure that 
fees and chargebacks will be honored when presented 
to the operating account. Positive cash flow is essential 
for merchants who conduct future delivery of prod-
ucts and services. A thorough asset review will help 
determine the ability of the merchant to conduct 
business. Acquirers should ensure that there are ade-
quate cash, inventory and tangible assets to sustain the 
merchant activity. 

Another key evaluation criterion is the net worth of the 
business (retained earnings), which is a good indication 
of the overall financial health of the business. Analyzing 
the value of the business, the liabilities and the net 
income help in the understanding of the financial risk 
compared to the operational risk of the business.

4.7. Guarantor financial review: Understanding the net 
worth of a personal guarantee will help determine if the 
guarantee is a strong mitigating factor to the risk of the 
account. Personal guarantor accounts that have a solid 
asset base tend to perform better too. Guarantors that 
are generally well-established in their community are 
less likely to commit fraud, skip out or not cover their 
merchant processing obligations.

4.8. Reserves: Once an acquirer or processor under-
stands the risk associated with a merchant account, it is 
important to weigh the strength of business financials 
and personal financials (if applicable) to determine the 
overall risk. To mitigate risk further, consider establish-
ing a reserve account. 

Merchants can fund reserve accounts with upfront cash, 
letters of credit, or fund the reserve over time from 
daily merchant deposits. Reserves are a great way to 
mitigate risk exposure and allow an acquirer to accept 
an account they may not otherwise approve. Knowing 
how much to reserve will depend on the comfort level 
with the account. 

Many acquirers fund reserves with a percentage of 
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daily deposits (e.g., 3% to 10%) over a period of time. 
This is called a rolling reserve. Merchant accounts 
with reserves require continual analysis to ensure that 
monthly reserves are adequate for the additional risk 
associated with the account. 

4.9. Data security education: When an assessment of the 
merchant is complete, it is important to educate mer-
chants about the importance of data security and appli-
cable legislation and compliance mandates. Safeguards 
should be put in place to protect the personally identifi-
able information of consumers and mit-
igate the risk of a data compromise. 

Moreover, many states have imple-
mented data notification laws in 
the event a consumer's personally 
identifiable information is exposed, 
and it is important that merchants 
understand their responsibility pursu-
ant to state law. 

In addition to federal/state legal 
requirements, the Payment Card 
Industry's (PCI) Data Security 
Standard defines a standard of due 
care for protecting cardholder data for 
any entity who stores, processes, or 
transmits cardholder data. For more 
information, visit:

• State data security laws: 
www.electran.org/info/industry_info.asp
• Visa: 
www.visa.com/cisp
• MasterCard: 
www.mastercard.com/us/merchant/
security
• American Express: 
www.americanexpress.com/fraudinfo

5. Merchant monitoring

The risk department is responsible for 
monitoring the merchant's processing to 
guard against fraud and loss. The moni-
toring not only protects the company 
but also protects the merchant from 
possible fraud and loss. Additionally, 
through the monitoring process, cus-
tomer service and training should be 
provided to the merchant. This enables 
the merchant to process positively with 
the additional knowledge and training 
provided by the risk department.

The risk department monitors the mer-
chant's processing based on certain 

criteria and patterns. Some of the more common monitor-
ing criteria include:

5.1. Processing limits: The merchant is granted a monthly 
processing limit. This limit allows the merchant to accept 
credit card transactions up to that approved limit. The 
merchant's processing volume is monitored throughout 
the month to ensure the limit is not exceeded.

5.2. Average tickets: During the merchant account 
approval process, an average ticket is calculated. This 
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is the average of the prices of the product or service 
offered by the merchant. Any transaction that exceeds 
the average ticket is investigated.

5.3. Chargebacks: The number of chargebacks, per-
centages and reason codes are monitored to ensure 
compliance with card company rules and regulations. 
This allows for the profiling of a merchant's process-
ing and business practices, which in turn allows the 
risk department to work with the merchant to reduce 
average tickets. 

During the merchant account approval process, an 
average ticket is calculated. This is the average of 
the prices of the product or service offered by the mer-
chant. Any transaction that exceeds the average ticket 
is investigated.

5.4. Credits: Credits are monitored to gauge possible 
loss. The credit percentage and dollar amounts are mon-
itored to ensure compliance with all rules/regulations, 
and that credits are being performed appropriately to 
reduce the potential for unnecessary chargebacks.

This also ensures that fraudulent credits are not issued. 
Credited transactions are also forecasted in the event 
a merchant declares bankruptcy. Combining credits 

and chargebacks, an acquirer can estimate how much 
reserve may be needed to cover any potential loss.

5.5. Batch monitoring: After each day's processing, 
the risk department will monitor each batch submit-
ted. Numerous items are reviewed including, but not 
limited to, transactions that exceed the average ticket, 
excessive authorizations, credit and chargebacks, prop-
er usage of address verification services (AVS), and 
correct card validation (CV) code acceptance, just to name 
a few.

5.6. Four D's of monitoring: One approach to 
remembering the key factors of risk monitoring is to 
consider the four D's of monitoring – data, document, 
dial and delivery:

• Data: Review the transactional data. Was the transac-
tion swiped or keyed? Did the merchant obtain a posi-
tive AVS response or CV code? Was a valid authorization 
obtained? Were there multiple authorization attempts?

• Document: Request a copy of a document (sales 
draft) from the merchant. Review the document for 
validity. Is the charge correct? Is the charge full 
payment, a deposit or a split sale? Did the cardholder 
sign the document? Is there any long-term liability? 
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What are the shipping procedures? Did the merchant 
get signed delivery confirmation?

• Dial: Request a dial to be performed. A dial is just 
that: a call dialed to the cardholder and/or issuing bank 
to verify the transaction. Sometimes it is good to get the 
merchant involved. Request that the merchant have the 
cardholder contact the issuing bank to provide fulfill-
ment on the dial request. 

Upon receipt of the dial verification, act accordingly. 
Note the file with the dial results. 
Contact the merchant, provide results 
and inform them of the next action 
(i.e., release of funds, credit, further 
holds, etc.).

• Delivery: Request a delivery con-
firmation from the merchant if the 
sale was not cash-and-carry. Perform a 
dial for delivery confirmation from the 
issuing bank and/or cardholder. 

For certain business types, acquirers 
might be forced to require the mer-
chant to request a signed delivery 
confirmation when shipping product. 
These business types may include com-
puters, electronics and full furniture 
suites to name a few. The requirement 
for a signed delivery should be dis-
cussed internally and then be required 
of the merchant if determined that it 
is needed.

During the monitoring process, excep-
tion items are investigated based on 
certain risk criteria. Once the issues are 
identified, the merchant is contacted 
and issues are discussed. In working 
with the merchant, the issues discussed 
may range from requesting a copy of a 
transaction to analyzing and preparing 
a chargeback reduction plan.

An effective risk management program 
will include documentation of the issues 
and outcomes in order to develop a mer-
chant history.

6. Conclusion/Summary
The key to any effective risk manage-
ment program is follow-up. Once a mer-
chant is identified as a concern, there is 
usually additional work to be done. A 
remediation plan may include obtaining 
additional information, implementing 
chargeback reduction plans, obtaining 

updated financial statements and possibly increasing 
reserve requirements. In almost all cases a detailed con-
versation with the merchant is necessary. 

The value of a risk management plan is to mitigate the 
financial exposure to the acquirer. This is done through 
improved processing performance or increased reserves 
if the merchant continues to underperform. In most cases, 
if the merchant understands the financial risk involved, 
they will appreciate the need for an acquirer to mitigate 
transactional risk.    
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T his month's agreement between First Data 
Corp. and Visa U.S.A. to settle their respective 
lawsuits over First Data Net puts to rest a 
trend that threatened to upset the transaction 

processing applecart. 

First Data had been growing First Data Net, a private net-
work through which it could circumvent VisaNet by pro-
cessing "on us" transactions. Visa filed suit in early 2002 to 
force the processing behemoth to put all Visa transactions 
through VisaNet, as contractually required. In late 2002, 
First Data filed a countersuit against Visa alleging anti-
competitive and monopolistic practices limiting choice in 
the payments industry.

As part of the settlement, First Data will move its 
transactions with certain banks onto VisaNet, noted 
JPMorgan Chase & Co. Analyst Tien-tsin Huang in a 
research note July 3.

"The benefit and promise of First Data Net have signifi-
cantly diminished in the last four years, with FDC losing 
major card-issuing business like JPMorgan Chase and 

Fleet since the suit started," he wrote. "The opportunity 
for FDC to leverage its STAR network to do more in PIN-
debit land remains unchanged by this agreement.

"We believe the new agreement is a net positive for 
both firms, … and a positive working relationship 
between the two is certainly better for the industry in 
terms of innovation."

When Titans battle, mortals get bruised
"I applaud the new senior executives of First Data for 
moving on to a more realistic approach to their role in 
the U.S. payments business," Robert Carr, President and 
Chief Executive Officer of Heartland Payment Systems, 
wrote in an e-mail to The Green Sheet. "It is time for our 
industry to look at other exceedingly wrong-headed 
strategies about growing revenues at the expense of the 
merchants who pay the bills."

Carr had been highly critical of First Data's earlier stance 
toward on-us processing. The lawsuit could have had "a 
draconian impact on all the non-FDC-owned acquirers," 
he wrote in the Dec. 23, 2002 issue of The Green Sheet 
(02:12:02). "A First Data victory in the lawsuit would 
mean that none of us would be able to compete for mer-
chants processing any reasonable volume of business …" 
he stated in the following issue (03:01:01).

"Transaction volume is going to continue to grow 
with or without this settlement," said Wayne Johnson, 
Transaction Processing Equity Analyst with Raymond 
James & Associates. "Both parties will continue to 
be successful."

Preserving the status quo
The settlement was more favorable to Visa than to First 
Data, said Dan Schatt, Senior Analyst with research firm 
Celent LLC.  "It's unlikely anything innovative will come 
from [First Data and Visa] working together to lower 
costs. It preserves the status quo," Schatt said. 

First Data has lost leverage since launching this battle, 
Schatt said. "Large card issuers have taken their process-
ing capabilities in-house." He observed that First Data's 
focus on Western Union – slated to be spun off this 
year – has distracted First Data from its core business. 
Ultimately, the settlement strengthens Visa's position as 
it continues to grow. It's also a warning bell to others to 
reign in their on-us processing.

"This is the only logical outcome and hopefully is the 
beginning of a new reality in the U.S. payments industry," 
Carr wrote.    
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T ime is running out for the current U.S. Congress, 
and data security legislation doesn't seem to be a 
priority. With less than a month of actual work-
ing time left for the House and Senate before 

the 2006 elections, there remain in the legislative hopper 
five proposals for new, stringent requirements on banks, 
retailers and other entities that collect consumers' per-
sonal financial information. 

The most recent legislation was introduced in late 
June by Sens. Bob Bennett, R-Utah, and Tom Carper, 
D-Del. Their bill is in reaction to the well-publicized theft 
of a Department of Veterans Affairs laptop containing 
vets' sensitive data, including Social Security numbers. 

National standard for protecting data
Both Bennett and Carper are members of the Senate 
Banking Committee, and Bennett chairs the panel's 
Subcommittee on Financial Institutions. Their legislation, 
the Data Security Act of 2006 (S. 3568), would create a uni-
form, national standard for protecting sensitive consumer 
information and for notifying consumers whose security 
and privacy have been breached. 

The Bennett-Carper legislation, if enact-
ed, would apply to any entity that touch-
es consumer information. This includes 
retailers and government agencies, not 
only financial institutions. Many of the 
recent breaches in data security have 
occurred outside financial institutions' 
networks.

"Though current law requires financial 
institutions to protect the security and 
confidentiality of customer informa-
tion, we have to expand this reach," 
Bennett said. "We are not doing enough 
to protect consumers and businesses 
from identity theft and account fraud as 
criminals have shown they can exploit 
any network weakness."

Small window, packed agenda
The current, two-year session of the 
109th Congress is set to adjourn later 
this year. And under the rules of order, 
laws that don't make it out of one ses-
sion of Congress must be re-introduced 
and considered as fresh legislation in 
subsequent sessions. 

The conventional wisdom in Washington 
seems to be that other matters, such as 
the ongoing war efforts, immigration 

and pending budget issues will demand what little time 
remains on the legislative calendar for deliberative action. 
As of mid-July, no new Congressional action had been 
scheduled on data security legislation.

All the seats in the House and about one-quarter of 
seats in the Senate are up for election in November.
Congress usually takes off the entire month of August, 
and most members (especially those running for re-elec-
tion) will be on the campaign trail for most of October.  
That leaves only the month of September for one or more 
of the pending bills to wind their way through the legisla-
tive approval process and onto the President's desk.

Not a priority for mom and pop
Meanwhile, a new study suggests data security may not 
be a big deal for many of America's small businesses. 
According to data released by Visa U.S.A. last month, 
small retailers spend more on preventing thefts of money 
and merchandise (34%) than on securing customer data 
(20%). Fifty-three percent of retailers don't think consum-
ers worry much about their personal data. And get this: 
Visa said only 17% of small merchants surveyed knew 
what magnetic stripe data was.    

News

Clock is ticking on data security bills
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M asterCard International recently became 
MasterCard Worldwide. Coming on the 
heels of the card Association's stock-market 
debut, the name change is accompanied by 

a new corporate tagline, "The Heart of Commerce."

"The new corporate brand better represents the globally 
integrated structure and unique insights that MasterCard 
leverages to deliver business value to our customers, 
merchants, consumers and shareholders," stated Chief 
Marketing Officer Lawrence Flanagan in a June 2006 
company release. In recent weeks, at least 12 financial 
institutions have launched coverage of the stock, with 
little agreement on whether shareholders should buy, 
hold or sell. 

Morgan Stanley Analyst Kenneth A. Posner is one of 
four experts who issued a strong buy rating. He put the 
target price at $56. The stock has been trading between 
$40.20 and $50.63 since its debut May 25. Conversely, 
Credit Suisse Corp. gave it an underperform rating. Even 
more pessimistic, Stifel Nicolaus Analyst Chris Brendler 
advised shareholders to sell, giving a valuation of $40. 
"The combination of growing strategic risks and legal 

costs are likely to reduce future cash flow," he wrote in a 
report issued July 6.

Disintermediation
Brendler's comments are ominous for issuing banks and 
processors, not to mention any plans that Visa U.S.A 
might have for going public. Now that MasterCard's bank 
customers are no longer majority owners, Brendler thinks 
"the increasing consolidation among merchants, issuers 
and acquirers will lead to margin pressure and increases 
the risk of disintermediation."

According to Brendler, the brand also faces increasing 
competition from American Express Co. and Discover 
Financial Services. But its biggest risks are legal: lawsuits 
filed by AmEx and Discover, and the merchant class 
action. "We believe the biggest overhang is the merchant 
interchange suit," which could mean "potentially devas-
tating damages" for the company, Brendler wrote.

Posner estimated MasterCard's litigation exposure at 
$1.6 billion, and noted that a settlement probably would 
mean lower future interchange fees rather than massive 
damage awards.    

MasterCard's name tweak
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and guarantees the retailer all payments that have 
been authorized.

"What's important is that any retailer using our primary 
processing partners, Fifth Third, [Chase] Paymentech 
and RBS Lynk, can simply request that Debitman accep-
tance be turned on for their locations. They don't need 
to change anything at the point of sale in order to accept 
Debitman cards," said Mike Grossman, Debitman's 
Chief Executive Officer. "Any merchant can enjoy our 
lower interchange rates even if they opt not to issue 
Debitman network cards."

Debitman's strategy
According to Grossman, more than 200,000 locations 
nationwide accept Debitman cards, including sites 
for Wal-Mart Stores Inc., Sam's Club, CVS/Pharmacy, 
Dollar General Corp., The Kroger Co., T.J. Maxx, Piggly 
Wiggly Carolina Co., and Walgreen Co. These retailers 
are at various stages of implementation, ranging from 
pilot stage to complete implementation. 

"The near-term strategy is to increase card issuance 
and card acceptance and to extend our product line 
beyond PIN debit to other PIN-secured products," 
Grossman said. "That might include PIN credit, 
stored value, prepaid debit or whatever the market 
requires. We also expect that our recently announced 
partnership with HSBC will accelerate our 
plans for rapid growth in card-issuing and card-accept-
ing retailers." 

How Debitman works with ISOs and MLSs
"Currently, our connection with retailers is directly 
through processors, so there is not an ISO/MLS reseller 
proposition," Grossman said. "However, we believe they 
are an extremely important factor in the retail industry 
payments sales cycle, and we look forward to future 
opportunities. It would be premature to speculate on 
how that may evolve."

FastLane

To be properly identified by the FastLane network, 
consumers swipe their driver's licenses or state 
issued ID cards through merchants' payment 
terminals. FastLane works like an electronic wallet, debiting 
funds from consumers' checking accounts to pay for purchas-
es. FastLane also offers POS loyalty and gift-card services.

FastLane's strategy
Launched in April at ETA (Electronic Transactions 
Association's Annual Meeting & Expo), FastLane 
is a division of Boulder, Colo.-based Combined Payments 
LLC. It has spent more than $5 million developing the 
technology behind this single-swipe product. 

"Our goal was to work with ISOs to board 20,000 to 

40,000 of their existing merchants by the end of fourth 
quarter 2006, and we are solidly on track for that," said 
Linda Bryant, FastLane's Senior Vice President. "We'll 
start our live transactions with existing customers in 
August and then later roll out to new customers through 
our ISOs' existing MLS channels."

Within 12 to 24 months FastLane plans to introduce 
a credit line accessible to its customers. According 
to Bryant, the pricing will be very competitive with 
MasterCard Worldwide and Visa U.S.A. 

How Fastlane works with ISOs and MLSs
FastLane CEO Carl Towner said ISOs will be a key 
sales channel for FastLane. FastLane has a revenue-
share incentive plan to benefit ISOs and merchants for 
enrolling consumers (consumers may enroll at merchant 
locations). Originating ISOs and merchants receive a 
percentage of fees for each transaction, wherever the 
transactions occur and for the life of the customer.

"We recognize the value of the ISO/MLS channel, and 
we're very excited to have them be a part of our suc-
cess," Bryant said.

Google Checkout 

Google introduced its long-awaited Google Checkout 
(formerly dubbed Google Wallet and GBuy) online pay-
ment service on July 3.  Users provide Google with their 
credit card and shipping information, which is stored 
by Google. Users then purchase goods and services at 
participating merchants without sharing credit card 
information with merchants. Checkout supports credit 
cards from Visa, MasterCard, American Express Co. and 
Discover Financial Services.

This service is similar to PayPal, except users cannot 
maintain an account balance with Google Checkout 
for future transactions, make payments using online 
bank withdrawals or make consumer-to-consumer pay-
ments. Google's transaction fees are lower than PayPal's. 
Google Checkout charges merchants $0.20 and 2% 
per transaction. 

Google Checkout's strategy
One week after launch, Checkout was accepted at 
about 100 merchants including Starbucks Corp., Jockey 
International, Zale Corp., Ace Hardware Corp. and 
Buy.com Inc. It is only available in the United States. 

To attract consumers, Google is offering $10 rebates to 
people who use Checkout to complete online purchases 
from participating merchants. Citigroup Inc. cardhold-
ers who enroll in Checkout and make at least one pur-
chase before Sept. 15 will receive a credit on their state-
ment, cash back or reward-program points.

Checkout offers discounts to merchants who buy 
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AdWords (for every $1 merchants spend on Google 
AdWords, they can process $10 for free), and merchants 
will have a Checkout shopping cart icon next to their 
listings to indicate they accept Checkout. 

Google versus PayPal
Although Google denies Checkout is meant to 
compete with PayPal, experts say it does indeed 
challenge the 100-million-customer-strong PayPal, 
and it wouldn't be hard for Google to roll out a 
consumer-to-consumer service. For now, it appears 
it is cherry-picking the higher end of the market. 
Demographic and sales-pattern information garnered 
through Checkout could prove much more valuable to 
Google than transaction fees for small, individual-to-
individual payments. 

Checkout bundled with AdWords could be a power-
ful incentive for merchants to advertise with Google, 
boosting AdWord sales. Additionally, analysts and
investors have criticized Google for being heavily 
dependent on online ad sales, so a recurring revenue 
stream that relies on e-commerce is a strong response to 
that criticism. 

PayPal could, in theory, be a payment option within 
the Checkout platform. Indeed, Google is rumored 
to have provided eBay Inc. (PayPal's parent com-

pany) with information about Checkout. Will the olive 
branch work? EBay currently has a loophole (its Safe 
Payments Policy introduced last October) that allows it 
to ban mention of Checkout in merchants' eBay 
listings, which it has done, citing that Checkout is 
unproven. Experts predict a clash of the online Titans 
as PayPal and Google Checkout go head-to-head over 
consumers' e-wallets. 

How Google Checkout works with ISOs and MLSs
It doesn't. "The Google solution is definitely a threat," 
Musante said. "They are not only looking to supplant 
the existing business we have, but they cut the MLS and 
ISO out of the loop entirely."

Pay By Touch

Pay By Touch uses front-end biometric authentication 
in the form of fingerprint scans for payment, age 
verification, check cashing and loyalty programs. At 
checkout, shoppers place a finger on a reader and 
enter a search number (usually their phone number). 
They are then authenticated and presented with a list of 
financial accounts from which they select their payment 
method. Transactions are then processed as if a card 
or check were present. Loyalty programs are automati-
cally recognized. 

Pay By Touch's strategy
Pay By Touch launched its product in Piggly Wiggly 
stores in 2004. It now has 154,000 retail clients across 
the country. In addition to Piggly Wiggly, it has 
implementations and pilot programs at such retailers 
as Supervalu Inc.'s Albertsons, Cub Foods, Farm 
Fresh, bigg's, and Jewel-Osco stores; Lowes Food 
Stores Inc.; and Quiznos restaurants. Pay By Touch 
also manages opt-in shopper rewards programs 
for Food Lion LLC, Sally Beauty Co. Inc., 
United Parcel Service of America Inc. and Winn-Dixie 
Stores Inc. 
 
According to Shannon Riordan, Pay By Touch Director 
of Marketing, the company has also established "solid, 
strategic partnerships with top global category leaders" 
such as IBM, Accenture, Discover Financial Services, 
VeriFone, Ingenico, Hypercom Corp., Radiant Systems 
Inc., Cogent Systems Inc., NCR Corp., Certegy Inc., and 
MTXEPS Inc., among others. 

"Pay By Touch has incredible momentum right now and 
is building on its mission of becoming the global leader in 
biometric authentication, payment, personalized rewards 
and payment processing solutions while building signifi-
cant, recurring revenues," Riordan said. Pay By Touch 
expects to launch its offerings into new vertical markets 
such as health care, financial services, hospitality, gam-
ing, travel and transportation, vending, and quick-service 
restaurants. It also intends to expand into several global 
regions outside of the United States in the coming year.  

CoverStory





70

CoverStory

How Pay By Touch works with ISOs and MLSs
Pay By Touch has an ISO program. "Biometrics offers 
the customers the perception of something quite new; 
but for our purposes, it still rides on the existing infra-
structure. It's not a disruptive force by any means," 
Musante said. "Pay By Touch could prove to be very 
ISO- and MLS-friendly. There is no reason for them 
not to be and every reason for them to forge these 
kinds of relationships." 

PayPal

Consumers sign up online for PayPal accounts. 
They can then draw cash from their online checking 
accounts or credit cards and send it to merchants or 
individuals. In addition, PayPal recently announced 
it intends to roll out a "virtual debit card" to 
"hundreds of thousands" of users by the end of August. 
Its virtual debit card is software the consumer down-
loads that generates a one-time MasterCard debit 
account number. 

This can be used at online merchants who accept MasterCard 
(even if they don't accept PayPal). PayPal isn't charg-
ing merchants to handle these transactions. This, some 
sources say, is one shot in its battle with Google for online 
commerce dominance. 

PayPal's strategy
PayPal has more than 100 million users, and it 
reached $1 billion in revenue last year. According to 
Schatt, PayPal is now accepted by about a quarter 
of all merchants and represents approximately 10% 
of U.S. online sales volume. It also has accounts in 55 
countries and can accept payment in multiple curren-
cies. Its transaction fees start at $0.30 plus 2.9% of the 
total payment. 

Schatt expects PayPal's merchant services capabili-
ties to deepen its relationships with online merchants 
and allow new online merchants to lower their 
overall cost of sales by bundling various merchant 
services with Web hosting and payment process-
ing. PayPal spokeswoman Sara Bettencourt recently 
said the company is targeting small to mid-size 
businesses for growth. It's likely to face a fierce 
challenge for that market from Google Checkout. 

How PayPal works with ISOs and MLSs
It doesn't. "We don't have what you'd call an ISO 
channel," Bettencourt said. "There are some shopping 
cart companies that package PayPal merchant accounts 
into their shopping carts, but we don't have an ISO 
agreement per se."
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Secure-eBill

Secure-eBill is an online payment service 
owned by MODASolutions Corp. It appeals to con-
sumers who bank online but don't have credit cards 
or who don't want to reveal personal financial infor-
mation to online merchants. Consumers select the 
Secure-eBill icon when purchasing online. Seconds 
later, an invoice confirming the purchase arrives in 
their e-mail, and shoppers use online bank accounts 
to make payments. Merchants pay MODASolutions a 
1% to 1.5% fee (depending on merchant volume) for 
Secure-eBill transactions. 

Secure-eBill's strategy
Secure-eBill was launched May 2005. It has a number of 
merchants live including Tool King LLC, BigAlsOnline 
Inc., NextWarehouse.com and CompSource Inc. "The 
traction with the merchant community has been strong, 
including merchants that are in the top tier that cannot 
be disclosed at the moment," said Marwan Forzley, 
Secure-eBill's President and CEO. Forzley also said 
Secure-eBill has channel relationships with a number of 
companies such as Cardinal Commerce Corp., Novator 
Systems Ltd., ScanAlert Inc. and Devix Group LLC.

"In the next five years, the alternative payments market 
will see significant growth, and payment options like 
Secure-eBill, PayPal, Google's Checkout and Bill Me 
Later [for more on Bill Me Later, see "A new payment 
option with an old twist," by Patti Murphy, The Green 
Sheet, July 26, 2004, issue 04:07:02] will be available 
on many shopping carts," Forzley said. "Secure-eBill 
extends online banking to the shopping cart, and we 
believe that we have a great opportunity ... to help 
merchants tap into this large, growing and active base 
of online banking users."

How Secure-eBill works with ISOs and MLSs
Secure-eBill has ISO revenue-sharing agreements 
in place. "We are looking for partners to introduce 
Secure-eBill to merchants," Forzley said. "ISOs, acquir-
ers, processors and channel partners are important to 
the growth of our business. We would welcome the 
opportunity to partner with these companies."

Of the six alternative payment systems surveyed here, 
the sailing looks smooth for ISOs and MLSs with 
FastLane, Pay By Touch and Secure-eBill; a little choppy 
with Debitman; and rough with Google Checkout and 
PayPal. When chasing the online behemoths or other 
upstarts that aim to bypass the ISO/MLS channel entire-
ly, best batten down the hatches.    

Some ISOs and MLSs have asked us for insight on how they 
should best market their services to online merchants when 
PayPal is also a contender. The cover story in our next issue will 
address this. 
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By Michael Nardy
Electronic Payments Inc. (EPI)

M aking predictions about new technology 
entails a certain amount of risk. Nobody 
can foresee which, if any, promising devel-
opments are likely to become as popular 

in the payments sphere as, for example, cell phone text 
messaging is among teens. Nonetheless, I posted the fol-
lowing questions on GS Online's MLS Forum:

• What new technologies interest you?
• What do you think will be the greatest advancement in 

the payment processing industry over the next year 
or so?

• Do you find any technologies over-hyped or under-
marketed?

While the answers were extremely varied, POS and 
invoicing software, biometric payments, contactless pay-
ments and wireless terminals had the most traction 
among those who joined this discussion. I'll address these 
technologies and delve into their potential as practical 
additions to the merchant level salesperson (MLS) arsenal 
of product offerings.

Smokin' POS software
The use of QuickBooks-type accounting and invoicing 
software has grown tremendously. So have online invoic-
ing products that make it possible for a third party to e-
mail, fax or mail invoices to clients. 

MLS Forum member River asserted there is need for 
"cost-efficient POS software for retail management similar 
to QuickBooks [Point of Sale], proprietary and nonpropri-
etary." I agree. When merchants see that their accounting 
software is able to process transactions without a terminal 
and without a separate online gateway (a software-based 
mechanism for sending credit card transactions directly 
to a processor over the Internet), the software has tremen-
dous built-in value, especially if it's proprietary.

A  QuickBooks-type software product integrating directly 
into a single credit card processor such as Innovative 
Merchant Solutions adds a veritable lock on the process-
ing market for those using the application and can also 
mean huge benefits for the software company.

Clearly, this cross fertilization was part of Intuit Inc.'s 
motivation in buying IMS, a major bankcard processor: 
Intuit is the maker of QuickBooks and Quicken software. 
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Other companies have been scrambling to come up with a 
competitive tie-in solution for processing cards.

River's point about the need for cost-effective solutions 
for merchants is right on the money. Offering a terminal 
or other POS processing solution along with online- or 
computer-based accounting, or other integrated invoic-
ing/billing software, strengthens your offerings as an 
MLS and continues the trend in offering merchants a com-
plete, end-to-end solution through a single provider.

Thumb a payment
What better way to pay for a sale than to place your 
thumb on a reader and have your stored card data 
charged or your bank account debited? However, the feel-
ings on the MLS Forum were mixed regarding the various 
biometric payment (informally called biopay) options on 
the market.

MLS Forum member ccguy wrote, "As far as biopay 
and paying with a fingerprint in the grocery store, 
that just looks very expensive, and I am not sure how 
fast that would speed up the line. Also they have 
money coming out of people's checking accounts, and 
they have no way to verify 'live' funds. So there are 
losses for someone on that, and because the credit 

card number is stored and not swiped, it is a non-           
qualified transaction."

As most of us know, our portfolio profit margins 
and our merchants' satisfaction are often dictated by the 
interchange categories in which we help our merchants 
qualify their transactions. If we add Level II prompts 
to a terminal, we can assist them in qualifying at the 
Commercial Level II or Corporate Data Rate II catego-
ries, both of which are significantly lower than standard 
corporate categories.

But what happens when a client uses a system that stores 
credit card data in an e-wallet environment, and all the 
transactions hit a nonqualified level or a keyed inter-
change category because they aren't presenting complete 
magnetic stripe data through a POS? Tough issues may 
arise if merchants find too many transactions are passing 
to more costly interchange categories as a result of their 
POS equipment.

MLS Forum member 1stamericard2 wrote, "I think the 
biopay stuff is the most over-hyped. We have some mer-
chants in our area that [have] equipment collecting dust. 
No transactions in almost two years. There is a place for 
biotechnology, not at the point of sale."
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The jury's still out on biopay. I expect we'll 
see less focus on biopay and more on contactless 
card processing.

Beam me up, merchant
Wireless processing has come a long way from the 
early days of bag phones (among the first portable cel-
lular phones, they required a large bag for carrying the 
equipment needed to operate them) and trying to hook 
VeriFone Tranz 330 terminals up to a wireless signal 
through a Synapse adapter.

Improved cell phone coverage through general packet 
radio service technology and the use of online gateways 
that can push transactions to nearly every processor 
in the marketplace have changed the landscape of 
wireless processing. 

Companies like Comstar Interactive and Transaction 
Network Services Inc., for example, can offer their 
own devices as well as partner with wireless carriers 
to offer airtime, gateway services and access to near-
ly every major front-end network. Previously, wireless 
terminals often only worked on certain front ends. 
Frequently product offerings were limited from carrier 
to carrier.

As MLSs get involved in offering credit card processing 
services to service merchants traveling to job sites, trav-
eling salespeople, delivery people and others needing a 
completely wireless solution with excellent reliability and 
coverage, the wireless processing available – including 
equipment, airtime and gateway services – will continue 
to improve.

Don't swipe, don't touch
So far this year, use of contactless readers is by far the 
most popular new POS technology getting press. The 
following comments from MLS Forum members convey 
disparate opinions on the subject:

"The PayPass is over-hyped. People are not going to 
trust it, and merchants (not the big places but the small 
merchants) are going to worry that they will be hit for 
chargebacks. Also, the device does not save merchants 
money. They are getting hit with higher rates with those 
cards and that is due to how the processors have it set 
up." – ccguy

"These words may come back to haunt me. But I com-
pletely disagree with this [ccguy's] post ... after looking 
at the number of contactless cards being issued and hav-
ing seen them in action. Merchants love 'em; customers 
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love 'em. If written correctly, merchants are protected 
from chargebacks under $25. It's decreasing wait times 
to pay. I see this being huge in the next 12 months. But, 
time will tell." – Utah997

"Small ma-and-pa merchants with low-average vol-
ume probably won't embrace contactless. They haven't 
switched from dial up to Internet protocol-based ter-
minals, so I definitely don't see them upgrading to a 
contactless solution. As a salesman it would be like me 
trying to get my parents to use the Internet ... [It's] just 
not going to happen." – Johnmckee

I think contactless payments represent the largest change 
to bankcard processing in the past 10 years. And it's not 
just because of the need to limit merchants' liability with 
chargebacks or process transactions quicker. The entire 
way in which we interact with consumer goods is chang-
ing because of the radio frequency identification technol-
ogy (RFID) being used in these cards.

In short order, you will see RFID chips in nearly every 
product sold, and you will see completely scanless, con-
tactless checkouts where an entire cart will be scanned 
and the contents read using RFID technology. The number 
of television ads featuring contactless technology also 
gives rise to my feeling that, unlike smart cards (which 

never gained foothold in this country), contactless pro-
cessing will grow significantly just as Exxon Mobil Corp.'s 
Speedpass grew as a payment method at the gas pump.

The only debatable issue over contactless is not if but 
rather when they are coming to your area (that is, if they're 
not in use near you already). In the meantime, my com-
mitment to providing contactless readers to merchants 
is strong; so is my support for adding specialized inter-
change categories and increased chargeback protection 
for contactless payments. 

As for the future, it's a fair bet that at least one of the 
technologies just discussed will be a viable alternative for 
MLSs to offer for quite some time.    

Michael Nardy is Chief Executive Officer of Electronic Payments 
Inc. (EPI), a founding sponsor of the National Association of 
Payment Professionals and one of The Green Sheet magazine's 
Industry Leaders. 

EPI is one of the nation's fastest growing privately held pay-
ment processing companies offering ISO and MLS partnership 
programs and cutting-edge tools to help their portfolios grow. To 
learn more about EPI, visit epiprogram.com or e-mail Nardy at 
mike@elecpayments.com .





84

Education (continued)

Don't just 
give it away
By Tom Della Badia
IRN Payment Systems

M ost articles written for this section of The 
Green Sheet are meant to inform or edu-
cate. Yet sometimes it helps to reinforce a 
sales message or something you think you 

already know.

Nothing in this article is new. This is simply a reminder 
that we are in sales; we all need to earn a good living; and 
we want to produce as much as possible. In other words, 
stop giving your services away.

When I work with newer sales offices, I am often asked, 
How low can I go on the rate? What seems like a simple 
question really isn't so simple. 

When evaluating merchants' needs, look beyond rates. 
Ask merchants whether they are happy with their 
current sales office's service. Tell them how quickly 

you can respond to issues that may arise. Find out if 
their credit/debit rates are bundled, and let merchants 
know you can separate the rates. Using these approaches, 
you can often close a deal without lowering the credit 
card discount.

What about rewards cards? Many processors downgrade 
these to nonqualified transactions. Some downgrade 
them to mid- or partial-qualified. 

A few even allow rewards cards to be broken out at a 
qualified rate. If you're able to write rewards cards as 
qualified, you can save merchants money without chang-
ing the discount rates. If you don't have that ability, find a 
secondary source that will allow this. 

Also, explain the benefits of gift-card programs 
and how you can help merchants implement them. And 
ask merchants if they have problems with bounced 
checks. If the answer is yes, explain how you can help 
them overcome this. These value-added services are 
proven and effective. But they are underutilized by many 
sales professionals.

Here's more advice you may have heard before: Don't 
lead with a low-rate offer or a free-terminal offer. You're 
in this to make money. Merchants won't consider leasing 
or purchasing terminals if you've already put "free" in 
their minds. 

Think about when you were a child, and you were afraid 
to ask your parents for something. They probably said, 
Just ask; the worst we can do is say no. The same holds 
true with merchants. Ask for the sale, ask for the lease, ask 
for your rate and ask for their business. 

Lastly, sell yourself. Merchants want to trust and believe 
in you. Deliver on your promises and don't disappoint. 

Believe in yourself and the value of your 
services. Accomplish this, and merchants will readily 
refer you to their peers. You're in this for the long haul, 
and you want your merchants along for the entire ride. 
You'll be much happier on the journey if you don't give 
the golden goose away.     

Tom Della Badia is Vice President of Sales at IRN Payment Systems. 
IRN has provided electronic payment processing solutions through 
its PartnerAmerica program to businesses nationwide for over 18 
years. Services include credit card and check/debit processing 
for merchants, retailers, manufacturers, distributors and 
wholesalers of all sizes, from individual facilities to multiple 
and chain operations. For more information, call Della Badia at 
800-366-1388, ext. 210, or visit www.partner-america.com .





86

Education (continued)

By Adam Atlas
Attorney at Law

I f you violate a card Association rule, your residu-
als don't necessarily have to be terminated for 
life. Most ISO and merchant level salesperson 
(MLS) agreements do, technically, permit a processor 

or ISO to terminate all residuals to the responsible party
in the event of a rule violation or a fine from an 
Association. Even so, rule violations don't have to be the 
end of the world.

The most common form of rule violation I have seen is 
ISOs or MLSs using incorrect marketing materials when 
promoting merchant services: for example, nonregistered 
ISOs or MLSs selling under their own names and not stat-
ing they are agents of certain banks or ISOs. This kind of 
rule violation can get everyone from agents on up into 
trouble. Even acquiring banks can be sanctioned for this.

Despite good intentions, rule violations occur. The chal-
lenge for ISOs and MLSs negotiating their agreements is 
to understand how to deal with them. Here are tips for 
negotiating the rule violation clause in your agreement:

You can't bypass the entity above you 

Some agents have unrealistic expectations of what their 
ISOs or processors can do for them in the event of a rule 
violation. When negotiating with an ISO, remember that 
a clause in the ISO's agreement probably gives the ISO's 
processor or bank the right to terminate said agreement 
if one of the ISO's agents violates a rule. 

Sometimes, all you can do is let the entity above you 
in the payments stream hierarchy navigate through a 
rule violation situation and bring as little harm to you 
as possible.

Rule violation is not the end

Most agreements permit the party above to terminate 
the entity below if a rule violation occurs, but this 
doesn't mean it will happen every time. 

A rule violation is a good indicator of whether the 
offending party is suitable for this industry. However, 
just like when you're nailed for a traffic violation, the 
attitude of the attending officer plays a significant role 
in deciding the violation's repercussions. If you breach 

a rule and get caught, consider whether the party that 
pays you has been affected by your actions, and propose 
a plan for amelioration right away.

Beware of abuse

Some ISOs or MLSs who haven't violated any rules are 
occasionally accused of doing so because the party pay-
ing them is looking for an excuse to stop paying. 

Whenever you think you are being unjustly accused of 
a rule violation, demand to see documentation from the 
Association that found the breach, and make sure there 
is objective proof that it was actually your fault.

Some processors, even some large and well-known 
ones, prefer to fine an ISO or MLS who has the means to 
pay rather than target the agent who is truly responsible 
for the violation.

If you believe you have been wronged by a registered 
ISO, processor or bank, send an e-mail to this Visa tip 
address: agentregistration@visa.com . Don't expect any 
action or even a reply. It's worth reporting, though, 
because bad habits that can give our industry a bad 
name should be broken.

Get documentation of fines

Fines for rule violations are imposed by the card 
Associations on member banks. They are, theoretically, 
to be passed along to the processor, ISO and, finally, to 
the agent responsible. Whenever you are asked to pay 
an Association fine, you should demand to see an origi-
nal copy of the document from the Association levying 
the fine.

You should also see proof that the fine was paid 
by the entity asking you to pay it back. But don't 
get your hopes up; this kind of information is hard 
to acquire. But if there is ever to be a shred of proce-
dural justice in the Association's fine machinery, ISOs 
and MLSs must demand proof of the actual origins of 
fines, together with reasons and copies of the rules that 
have been violated. 

Many processors and ISOs will use an Association fine 
as an excuse to stop paying residuals, even after they 
have recouped the full amount of the fine. 

Try to have the parties to your agreement stipulate that 
your residuals will be turned back on after you pay a 

Legal ease

Break the rules 
and forfeit residuals? Maybe not 
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fine for which you are deemed responsible. While this 
isn't always possible, it's always worth attempting in 
any agent or ISO negotiation.

Be curious

I cannot emphasize enough the importance of obtaining 
verification of rules and rule interpretations from the 
organization that pays you. 

For example, always get your marketing materials 
approved by your upstream entities, and stay in close 
touch with your upstream relationship manager. That 
person should be the first to know about any changes in 
your business name and marketing strategies.

Be sure to send hard copies of all your marketing collat-
eral as well as your Web site address to the firm that pays 
you, and demand a written interpretation that indicates 
whether your material is in compliance. The last thing 
you want is for that entity to come across materials it 
hasn't previously approved and then surprise you by 
decreeing the materials are noncompliant. 

Protest

In the card Association "House of Representatives," 
the only representatives are banks. However, ISOs 

and MLSs carry weight in the banking industry. You 
are serving and increasing the portals through which 
cardholders can make use of their cards, something the 
banks relish. Your voice counts. 

When you are at tradeshows and when you correspond 
with banks and card Associations, speak with them 
about making rule and fine administration a more equi-
table and open process, with rights of information and 
appeal for ISOs and MLSs. The current system is wholly 
inconsistent with the values of honesty and fairness that 
the banks expect ISOs and agents to uphold.

There is no guarantee you won't ever violate card 
Association rules; however, if you keep the suggestions 
provided in mind, you might avoid some obvious prob-
lems with rules and fines. As a general practice, be very 
careful with your marketing material and what you say to 
prospective merchants.    

In publishing The Green Sheet, neither the author nor the publisher 
is engaged in rendering legal, accounting or other professional 
services. If you require legal advice or other expert assistance, 
seek the services of a competent professional. For further infor-
mation on this article, e-mail Adam Atlas, Attorney at Law at 
atlas@adamatlas.com or call him at 514-842-0886.
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By Joel Rydbeck
Nubrek Inc.

P urchasing new computers for your office can 
be intimidating and confusing. No matter what 
your needs, there are several factors to consider 
and questions to answer before you shop. I'd 

like to facilitate this process by helping you build a com-
puter asset purchasing strategy.

Start by making a list of what you expect from your new 
computer. Include hard drive space, processor, memo-
ry, screen size, portability and other features important 
to you. 

Think about what's most critical in terms of price, compo-
nents and features. New computers often have optional 
whiz-bang features, which can be fun and entertaining. 
That said, when you're buying for business, it's important 
to heavily weigh utility, not pizazz. 

Here's a list of sample questions to get you started:

• How long do I need this equipment to perform in its 
role? (Most organizations plan on machines operating 
for three to four years.)

• Will users be doing much graphics work, such as 
editing pictures?

• How much of the day will be spent with online 
applications?

• Will users work outside the office? Will they need to 
take work home or on the road?

• Will users be doing paperwork all day? Will a low-cost, 
no-frills system suffice?

• Is it better to buy a little extra computing power today, 
to ensure users have adequate equipment for their 
jobs three years down the road?

Overall, there are four areas to address in your planning: 
power, support, consistency and price. Following is a dis-
cussion of each area.

How much computing power do I need?
Determine how much you want to invest in computing 
power. Often you'll find that computer components, like 
memory, cost a certain amount for the base version. 

Let's say a new computer comes with 256 megabytes of 
memory. The manufacturer may charge $30 to upgrade to 
512 megabytes, $70 for an upgrade to one gigabyte and 
$250 for a two-gigabyte upgrade. 

I usually select the option listed just before the price point 
climbs drastically. In this case, one gigabyte would likely 
be my decision. 

Similar to memory, the fastest version of a processor is a 
lot more expensive than one-step down from the fastest; 
the second-best processor will probably meet your imme-
diate and future needs just fine.

The intended lifetime of your computer system is an 
important factor. If you want the computer to survive 
three years, it will need some extra horsepower to keep 
up by the end of its life cycle. 

However, unless you're planning to run processing-inten-
sive applications, such as games and graphics programs, 
you typically won't need to purchase the maximum 
horsepower available. 

If you want your machine to continue to perform well in 
five years, you might want to purchase as much computer 
as money can buy. However, because the technology 
landscape changes rapidly, I think you'll find the money 
would be better spent elsewhere. 

How important is manufacturer support?
Today, many computer manufacturers offer one- to three-
year, on-site support agreements. These usually cost from 
$100 to $200 and are well worth the investment. 

Two years ago a fan in one of our Dell laptops started 
screeching and whining. I e-mailed Dell support, and the 
next day a technician showed up with a replacement. 

Had I not had a support contract, I would likely have 
had to custom-order a new part and try to install it 
myself or hire Best Buy's Geek Squad to do it. Either 
way, this would have cost Nubrek significant time 
and money.

I recommend purchasing computers with Windows XP 
Pro pre-installed. XP Pro offers business functions that 
you will likely need if your business grows beyond a 
handful of employees. At Nubrek, we run Microsoft Small 
Business server, and Windows XP Pro is required to use 
much of the functionality.

There are many information technology (IT) organizations 
that charge a monthly fee to be available to problem solve 
and help set up networks and employee computers. 

If you don't know much about computers but heavily rely 

Purchasing a business computer
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on them, this is a safe bet. Many businesses use outside IT 
organizations for an added level of IT services.

Should my computer selections be consistent?
Because technology changes swiftly, the computer model 
you buy today may not be available tomorrow. Lenovo 
(formerly the IBM PC division), Dell Inc. and Hewlett-
Packard Co. have worked hard to provide consistent 
business products. 

If you purchase 12 computers in the course of a year, you 
probably don't want 12 very different computer systems. 
You likely want one type of computer, especially once you 
understand the functionality and nuances of the comput-
ers you have. 

This can be important in keeping maintenance costs low. 
As you run into issues with one of the systems, you'll 
know what to expect with other similar systems. Look 
for product lines like the OptiPlex and Latitude at Dell, 
business workstation at HP, and pretty much anything 
at Lenovo.

Where can I find the best values?
There are many ways to save money on computer pur-
chases. It seems like every week I encounter an ad in the 

mail or on the Web for a full system with a flat-panel 
display for under $400. If you log onto eBay, I'm sure you 
can find one for even less money. Each of us has ways to 
bargain shop. Below are several notes and lessons I've 
learned through my purchasing:

• Dell Outlet: This is a great site for purchasing slightly 
used and new computers for hundreds of dollars below 
list price. Dell Outlet is at www.delloutlet.com .

• EBay: I wish I could strongly recommend eBay. 
Unfortunately, I've often ordered what I thought was 
a specific model-numbered system only to find that 
the seller swapped out manufacturer components 
(memory in my case) for cheaper stuff. If you buy 
a computer on eBay, purchase merchandise sealed 
in its manufacturer's original packaging. EBay is 
at www.eBay.com . 

• Froogle and Shopping.com: HP and Lenovo 
sell through many distributors. Often you can get 
bargains on merchandise and get exactly what you 
want. Froogle and Shopping.com are great sites for 
finding the lowest price for the models you seek. 
Their respective Web sites are at http://froogle.google.com 
and www.shopping.com .





94

Education

• Overstock.com: Overstock offers an always-rotating 
stock. It has large quantities of goods for sale below 
typical prices. The downside here is that products are 
sometimes outdated and don't have complete war-
ranties or full support. Overstock's Web address is 
www.overstock.com .

Ultimately, you want a computer system that is easy to 
use and meets your business needs. Rather than wander 
around a computer store with only a vague plan, catalog 
your needs to find the best solution. 

And think a few years ahead to make sure you are cov-
ering both your long-term and immediate needs. This 

strategy for computer acquisition will help you effectively 
support your workforce and control costs.    

Joel Rydbeck, Chief Technology Officer of Nubrek Inc., brings 
his strong background in e-commerce and business process auto-
mation to the merchant services industry. Nubrek offers eISO, a 
Web application for ISOs that tracks leads and provides auto-
mated residual and commission reports. For more information on 
eISO or to view a free demo, visit www.nubrek.com/eiso.html . 
E-mail Rydbeck at joel@nubrek.com .

This chart breaks down computer requirements according to user type: office 
user, desktop power user and laptop power user.

Source: Nubrek Inc. Definition key
KB = kilobyte = 1,000 Bytes
MB = megabyte = 1,000 KB
GB = gigabyte = 1,000 MB

GHz = Unit of alternating current
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By Jason Felts
Advanced Merchant Services Inc.

L ast month, this column showcased a vision of a 
million-dollar portfolio for sales professionals 
in the bankcard industry. From the many posi-
tive phone calls and kind e-mails I received, it 

appears our industry is teeming with desire. 

Having desire is a great start, but to develop a portfolio 
of that size, mastering the art of generating leads – and 
many of them – is a necessity.

Creating and maintaining a consistent flow of high qual-
ity leads is the backbone of sales in any industry. Whether 
you're a struggling merchant level salesperson (MLS) or 
a top-level sales professional making more than $300,000 
per year, techniques for accomplishing lead development 
can differ as much as incomes.

You may ask, how do I generate leads that will produce 
significant results, bringing me closer to this goal? To 
start, identify the kind of leads required to produce a mil-
lion-dollar portfolio. There are two primary types. Those 
brought about through 1) direct marketing and 2) third-
party endorsements. 

Let's begin by examining some winning, creative methods 
for quality lead generation through direct marketing (that 
do not include a third-party endorsement). 

Let their fingers do the walking

Appointment setting is a viable method for mining 
leads. Hiring good telemarketers or appointment setters 
will help you reap tremendous rewards. Why invest in 
hiring a staff to make appointments? 

If setting your own, you will likely spend 90% of your 
time cold calling, driving, walking and dealing with the 
infamous "gate keepers." The other 10% you'll spend 
with actual business owners. 

Instead, why not pay someone else a reasonable hourly 
wage or a generous commission to do the prospecting 
for you? This will dramatically increase the amount of 
your selling time, thereby increasing your production. 

If you think your business is currently too small to 
warrant the infrastructure necessary to accommo-

date employing a telemarketer, there are plenty of 
companies that can help you establish an effective 
appointment program. 

Four-color + two-sided = success

If you choose to produce leads the old fashioned way, 
by cold calling and pounding the pavement, always put 
your best foot forward. 

If you decide to invest that kind of time and effort, 
present yourself in such a way as to ensure 
optimum results. Too often in our industry I see 
MLSs walk into merchant locations with just a 
business card. 

A one-page flyer with an exciting caption and basic 
information relevant to the prospect can be quite effec-
tive. But a four-color, two-sided flyer, that showcases 
you as the consummate professional and includes your 
phone number or e-mail address, prominently dis-
played and in bold type, works best. This will make a 
lasting impression.

Also consider creating a professional "door hanger" 
similar to those that take-out restaurants and Realtors 
use for marketing. Ideally, these should also be four-
color and two-sided. One side should offer product and 
service information and the other should include your 
contact information. 

The next time you're out jogging, walking the 
dog or window shopping in a business district, 
why not distribute your professional door 
hangers? What's easier and more effective? Passing 
out 100 flyers an hour or dialing number after 
frustrating number? 

Don't sit idle, start the engines

A professional-looking Web site coupled with intelligent 
marketing can bring solid leads to any salesperson. 
Often, MLSs become disillusioned when they create 
their Web sites but don't receive the volume of sales 
leads anticipated. 

The truth is, a Web site alone is not an effective lead-gen-
eration tool. A site is only the beginning. You must also 
drive traffic to it. How? 

Good placement with a search engine such as Yahoo or 
Google can ensure Web traffic optimization. 

A new take on lead development – Part I
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Catchy online banner and print ads that highlight your 
Web site and coordinate with marketing materials can 
also attract visitors and leads.

Get up, stand up, speak

Local organizations are always looking for good speak-
ers. Monthly meetings of chambers of commerce, 
Toastmasters International, Rotary clubs, and profes-
sional or religious groups can provide a captive audi-
ence that may translate to quality leads. 

Even speaking at the unlimited supply of industry-spe-
cific tradeshows and national and regional association 
events can generate fantastic leads. 

To be an engaging public speaker, present a subject 
that your audience finds interesting. When the event is 
bankcard-business oriented, consider some of the fol-
lowing topics: 

• A new era of payment processing 
• Enhancing your business with e-commerce
• Biometrics: Business myth or reality?
• Processing debit cards correctly
• High speed-compatible equipment is here
• How is it that an ATM transaction is processed in five 

seconds, but an insurance company takes 75 days to 
approve a medical claim? 

Make a networking impression

Some of our sales partners have produced substantial 
leads through networking at business-sponsored social 
events such as chambers of commerce mixers and 
Rotary club luncheons. 

At these events I've witnessed scads of salespeople try-
ing to sell everything from life insurance to time shares. 
To stand out from the rest, I suggest both exhibiting and 
speaking at these functions. 

Another effective networking tool is to engage your 
existing merchants. Ask them if you can put flyers in 
their stores with their business names stamped on them. 
Tell merchants for every lead you receive from the flyers 
that translates into a sale, you will pay them $50. 

Now that's networking that works. Letting other people 
network for you also helps you establish a more signifi-
cant presence in the community. 

Fax marketing … the right way 

We have all been victims of junk faxes. Please don't con-
fuse that type of unwanted paper with viable marketing 
via the fax machine. 

The secret is incorporating the same concepts you used 
to develop and market your flyers. As a general rule, 

expect a 1% to 2.5% response based on the fax flyer you 
create and the list you purchase.

Make sure to work with a business that specializ-
es in broadcast faxing. Always include on the fax 
flyer "Here's the information you requested" in the lead 
and an opt-out disclosure. Double check your list to 
avoid sending multiple faxes to different contacts at the 
same company. 

Although I do not encourage fax blasting (I am certainly 
aware of the correlation with spamming), I have talked 
with many MLSs who have experienced a fair degree of 
success with this lead-generation method.

Employ an automated dialer

Businesses in a variety of industries, including 
bankcard, use automated phone dialer programs to 
engender leads. For optimum results, your message 
should be quick, clear and powerful. It should also pro-
vide easy call-back options such as "Press 1 if you want 
more information."

Warm up e-mail 

Another great way to produce leads is to use an e-mail 
template that will allow you to insert an individual and 
company in the "To" line, thus making the communica-
tion more personal. 

Sort through the mountain of business cards you've 
accumulated from your years of cold calling. If you have 
prospects' names and e-mail addresses, this method can 
produce considerable results when accompanied by fol-
low-up calls or visits. 

Advertise in yellow and other colors

To my surprise, very few MLSs advertise in the Yellow 
Pages. This is an inexpensive way to generate leads from 
merchants who are legitimately looking for a quote. A 
bonus: Yellow Pages listings come free with business 
phone lines. 

Separately, catchy print ads in local periodicals will also 
help attract business owners in the area. Depending 
on size and frequency of your ad, you can negotiate a 
pretty competitive price.

Write or be written about

Have you ever been told you're a good writer? Contact 
business editors at local newspapers and magazines and 
offer your industry knowledge. 

Suggest a topic (such as the ones I proposed for public 
speaking engagements) and offer to provide all perti-
nent information. Take it a step further and say you'll 
write an article for free, provided they include your 
contact information at the end of it.
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If penning a column isn't your forte, perhaps the 
local paper will write an article about you and 
your business. 

An article featuring your company that appears in the 
local paper will not only bring you more visibility and 
leads, but it will also add value and credibility to your 
organization for years to come.

Postcards, please 

I could dedicate an entire article to direct mail, but 
instead I suggest the following: Use postcards, and 
always with four-color on both sides. Most people read 
their mail the way the Postal Service delivers it – with 
the address facing up. 

If the back of the card lacks a colorful headline, 
you will miss the opportunity to grab your prospects' 
attention. You never get a second chance to make a 
first impression. 

Find the right list/lead company 

By now, you're probably thinking that many of these 
ideas sound great, but where do you find a reliable 
direct mail campaign list, automated dialer program or 

appointment setter? There are many lead and list com-
panies from which to choose; make sure to find one that 
works best for you. 

At Advanced Merchant Services, we searched the indus-
try and found Sales Genie powered by InfoUSA to offer 
unique search options in the list acquiring industry. We 
liked it so much that we recently rolled it out to our sales 
partners for free.

Implementing the strategies discussed here in 
your lead-generation program will make all the dif-
ference in growing your business into a million-dollar 
portfolio. Can you see your vision becoming more of a 
reality? Let's meet here next month for a discussion on 
developing quality third-party endorsement leads.    

Jason A. Felts is the Founder, President and Chief Executive Officer 
of Florida-based Advanced Merchant Services Inc., a registered 
ISO/MSP with HSBC Bank. From its onset, AMS has placed top 
priority on supporting and servicing its sales partners. The compa-
ny launched ISOPro Motion, its private-label training program, to 
provide state-of-the-art sales tools and actively promote the success 
and long-term development of its partners. For more information, 
visit www.amspartner.com, call 888-355-VISA (8472), ext. 211, 
or e-mail Felts at jasonf@gotoams.com . 
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The paperless chase
Product: Wireless Merchant
Company: AGS Advanced Software Inc.

M obile merchants can now carry a printer-
equipped BlackBerry terminal. Soon, they 
may be able to skip paper entirely, while 
still capturing a signature.

The key to this option is a Nokia Bluetooth digital 
pen, which can capture any type of handwriting. AGS 
Advanced Software's new Wireless Merchant – software 
that turns a BlackBerry into a portable payment termi-
nal – may soon be available with either a printer or the 
pen, which would capture customer signatures, transmit 
them wirelessly and generate an electronic receipt to 
be e-mailed. AGS is a software development partner of 
Research in Motion Ltd., maker of the BlackBerry wireless 
digital device.

The pen, which likely will be a new Nokia 
model, is expected on the market later this quarter. 
AGS is testing the pen's ability to capture signatures 
and place them on the correct line on the virtual, 
paperless receipt to send by e-mail to both the 
merchant and customer. The pen-based system is 
not yet available.

However, Wireless Merchant on a BlackBerry is available 
in the United States and Canada. When equipped with a 
card-swipe unit and a printer, the BlackBerry can be used 
for on-the-fly card processing. 

It is suited for taxi and limousine drivers and delivery 
services, which will also have access to the BlackBerry's 
usual features, such as phone, e-mail, calendar, contact 
organizer and Web access.

AGS Advanced Software Inc.
Wireless Merchant
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AGS packages and resells Tender Retail's Merchant Connect Multi, server-
based software that is Wireless Merchant's gateway to card processors. AGS 
President Marc Cashman said Wireless Merchant software is written for the 
BlackBerry because code written in the Java language is solid and secure, especially 
given the stability of the BlackBerry's own system, which has been on the 
market since 1998.

Wireless Merchant utilizes the BlackBerry's built-in 192-bit advanced encryption 
standard. Wireless Merchant is suitable for any wireless BlackBerry with a 4.0 or 
higher operating system. A PC with a 550 megahertz processor is required.

Thermal printer options include the O'Neil 2T or 4T printer, designed to withstand 
multiple drops; the Fujitsu FTP628WSL110 mobile printer; and the Woosim SC30, 
a compact model with a magnetic stripe reader. 

All have Bluetooth wireless interfaces. Cashman said merchants needing an 
extremely rugged printer should opt for the O'Neil model; the Woosim is best 
when a highly portable model is needed. Both have a wireless range of approxi-
mately 50 yards.

Wireless Merchant is available as a complete software package, or it can be inte-
grated into BlackBerry devices with printers for resale by AGS. "RIM had asked us 
if they could package this to telecom carriers, to provide an off-the-shelf solution 
for mobile payments," Cashman said.

AGS, a partner of enterprise software giants Sage Group and SAP, is in 
the final stages of developing a system for Barclays Bank in the United Kingdom. 
The system will enable merchants to seamlessly create an invoice on a Wireless 
Merchant-equipped BlackBerry, process a credit card payment, and trans-
fer the invoice and payment into back-office accounting software, all in one 
real-time session. 

AGS is also working with a major beverage vendor to transition soda truck 
deliveries from cash/COD to a Wireless Merchant card-authorization system.

AGS Advanced Software Inc.

613-614-1243
www.wirelessmerchant.ca

Configure no more, dear ISO
Product: One Touch POS
Company: TranSEND IT

S oon, the day will be gone when you set up a new merchant through your 
ISO, whether online or by submitting paperwork, then wait for the ter-
minal system download: one day, two days, maybe three. For merchant 
level salespeople whose ISOs and processors use One Touch POS, the 

wait may be one minute.

Configuring terminals has always meant keying and rekeying data for 
each manufacturer's equipment, with the attendant customization for 
specific processors. Things got easier at ISOs that enabled online data entry for 
the MLS in the field, speeding merchant enrollment. Yet the ISO still had to build 
software files.

NewProducts
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With One Touch POS' universal download system, the 
MLS builds the files from the office or merchant site, hits 
the Submit button and gets a streamlined download of the 
build file within two minutes.

The value proposition for the ISO is two-fold, 
according to Amit Chhabra, former Chief Technology 
Officer for Lipman USA Inc., who founded TranSEND 
IT in 2003. The system reduces an ISO's overhead, tak-
ing the burden of terminal configuration off staffers and 
freeing up the help desk. It also eliminates errors from 
rekeying information.

The software connects directly to the database of 
the desired POS download system. A Web-based 
interface provides a clear process for building terminal 
download files.

The software suite is sold in modules for each of six 
terminal manufacturers supported: Lipman's 
NURIT Control Center; VeriFone's VeriCenter; and 
Hypercom Corp.'s TermMaster; as well as application 
program interfaces (API) for ExaDigm, Blue Bamboo and 
Ingenico terminals. 

The API using SQL Server 2000-stored procedures enables 

compatibility with most programming technologies and 
platforms, according to the company.

Because each manufacturer issues software updates for 
its system (sometimes several times a year), ISOs must 
currently implement changes to their systems as well. 
TranSEND IT's ongoing maintenance and support does 
this for the ISO. 

"The burden of doing tweaks of their system to accom-
modate manufacturer updates is on our shoulders," 
Chhabra said. The software requires a PC-based server 
with Windows 2000/2003.

For smaller ISOs without servers and technical staff, 
TranSEND IT hosts a Web site their MLSs can use to gen-
erate terminal downloads. The ISO can set up an account 
on TranSEND IT's system. "We've got people build-
ing downloads all day long using our system online," 
Chhabra said.    

TranSEND IT

856-778-0123
www.transendit.com
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WaterCoolerWisdom:

Listen Up!

I nformation gathering is central to a sales pro-
fessional's job. It's how you learn about your 
clients' needs, available products and new tech-
nologies. But what's the best way to acquire this 

information? First, ask the right questions. Then, button 
your lips and ... listen. 

Why? Because when effective listening skills are 
not employed, the following negative consequences 
can occur:

• Time and energy are wasted when meetings 
and appointments are rescheduled due to miscommu-
nications.

• Resources are wasted when assignments are repeated 
because they were misunderstood the first time.

• Morale and motivation decrease as employees start to 
wonder, why bother?

• Frustration increases as information is reiterated 
because it isn't being grasped.

• Resentment builds because people think their ideas 
and wishes aren't taken seriously, when they actually 
are taken seriously but are misunderstood.

• Peers and colleagues no longer trust one another.

• Clients and potential clients lose faith in a product, 
company or both.

• Teams lose cohesiveness when members feel they 
aren't being heard, and people take sides rather than 
work toward a common goal.

All these situations can be remedied, however, and even 
prevented, if you practice active listening. The following 
tips can help:

• Focus: Concentrate all your attention on the speaker. 
Follow this rule whether you're on the phone or meet-
ing face to face. Don't read or answer e-mail while on 
the phone. Don't respond to text messages when people 
are in your office. Maintain your focus. Don't day-
dream. Resist the urge to plan what you will say next, 

No man ever listened himself out of a job.
– Calvin Coolidge 
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and listen to what the speaker wants you to under-
stand now. 

People won't mind your taking a moment to gather 
your thoughts if your response is related to their 
comments. If, instead, you respond immediately, but 
your answer doesn't speak to their concerns, they will 
become frustrated.

• Shhhh: Don't interrupt speakers or finish their sen-
tences. Even if you're certain you know what someone 
is trying to say, let the person finish speaking before 
you respond. You could be wrong. 

And, if you cut people off you might miss important 
things, not to mention risk alienating them. Also, if you 
let speakers finish and allow a few seconds of silence 
before you speak, they may spontaneously provide 
valuable information. 

• Use your body: Watch your body language. Maintain 
eye contact, lean forward and nod. Make affirmative 
comments, such as yes, I see or I understand, as appro-
priate, to demonstrate you are listening and under-
standing what is said. 

• Be present: Stay in the present. Resist the urge to 
start forming action plans. Simply listen. You need to 
have all the facts before you can move forward with a 
plan. If your mind is drifting toward a solution before 
you know the entire problem, disaster could ensue. 

There will be plenty of time to form an action 
plan. People won't expect you to resolve their prob-
lems immediately. 

If you attempt to do so, they may think (and probably 
rightly so) you haven't really heard their issues or that 
you are offering inappropriate generic remedies for 
their unique circumstances.

• Repeat: When you are certain speakers are through 
talking, reiterate what they've said. Summarizing 
the most important points lets people know they 
have been heard. It also verifies that you've under-
stood their intent.

Listening is more than simply hearing. Active listening 
creates relationships, earns trust and builds faith. It also 
helps you make the most of your energy and financial 
resources by using your time wisely. 
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Visit www.greensheet.com/tradeshows.htm for more events and a year-at-a-glance event chart.

Western Payments Alliance
Payments Symposium 2006

Highlights: The conference will examine the ongoing conver-
gence of paper and electronic payment processes. Topics will 
range from the future landscape of payments, global perspec-
tives on fraud, data security concerns and legislation updates, 
to lessons learned from the Gulf States disaster and recovery. 
Dr. Donald Kohn, Board of Governors of the Federal Reserve 
System, will deliver the keynote address Monday morning. 
More than 250 senior payments professionals and 25 corpo-
rate exhibitors are expected.

When: Sept. 10 – 12, 2006
Where: The Westin Casuarina Hotel, Casino & Spa, Las Vegas
Registration: Visit www.wespay.org or call 415-433-1230

Electronic Transactions Association
Strategic Leadership and Networking Forum (SLNF)

Highlights: SLNF is the premiere networking event for all pay-
ments industry executives. This year, attendees will hear from 

Steven D. Levitt, co-author of the best-selling Freakonomics: 
A Rogue Economist Explores the Hidden Side of Everything. 
Also offered will be presentations from industry leaders and 
coverage of the industry’s most pressing issues, including inter-
change, data security, risk management, and new and evolving 
collection and risk-based technologies.

When: Sept. 12 – 14, 2006
Where: Loews Miami Beach Hotel, South Beach, Fla.
Registration: Visit www.electran.org or call 800-695-5509

Women Networking in Electronic 
Transactions (W.net)
Smart or Sexy – Are You Projecting the Right Image?

Highlights: Women heading to Miami Beach this September for 
ETA's SLNF should clear their schedules in the afternoon to 
attend W.net's second meeting of 2006. W.net is a member-
ship-based nonprofit startup organization that seeks to provide 
women in payments a forum for networking, education, men-
toring … and fun. The upcoming meeting will feature a presen-
tation from image consultant Susan Bigsby (www.susanbigsby.
com). For more information, read "W.net: One step at a time," 
The Green Sheet, May 8, 2006, issue 06:05:01.

When: Sept. 12, 2006, 3:00 p.m. – 5:30 p.m.
Where: Loews Miami Beach Hotel, South Beach, Fla.
Registration: Visit www.w-net.biz 

or e-mail Holli Targan at htargan@w-net.biz 

ATM Industry Association (ATMIA)
ATM Security in the Americas 2006

Highlights: "Fighting Fraud with Today's Technology and Industry 
Best Practice" will be the topic for ATMIA's conference. Sessions 
will cover: 

 •Identifying the biggest threats to the ATM industry, such as   
 physical ATM crime, global fraud and cyber crime at   
 Windows XP ATMs, and how to defend against them.

 • Problem solving related to understanding multichannel 
 security; defeating insider fraud; using tools to combat   
 physical crime; and providing lifecycle security for ATMs   
 and the POS.

 • ATM security tools, including strategies, security solutions and  
 best practices, and the Global ATM Security Alliance's   
 efforts to combat all types of ATM crime.

 The first breakout session will address solutions to specific crime 
and fraud types; a second breakout session will cover fraud 
trends for Canada, Latin America and the United States.

When: Sept. 13 – 15, 2006
Where: Hyatt Regency Scottsdale Resort and Spa at Gainey 

Ranch, Scottsdale, Ariz.
Registration: Visit www.atmiaconferences.com 

or call Dana Benson at 605-528-7270
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WordSearch
Put on your thinking caps, and find all the words listed below ... we've even started it for you.

Words will be horizontal, vertical, diagonal and even backwards! Have fun.

Q J B U V E W A X T L R O A D T R I P M
U C R E L A X A T I O N C Q P I S E B U
D E G B U B Q O Z B Z W L I C T O H A Q
X M H W F U I N G E L O S U E E V A B U
F J I C R C A L V A C A T I O N E N O G
D H K A V S B E G C A O W C I N Z G P N
F G E S D Q O X B H P A E B M I W G Z I
M U S E U M H D R E L U S F Q S O L O M
V W S D I K D N A R G C A D I N G I O M
P Y M L J N R X F I S H I N G Z B D H I
G N I H S A R C B E G D L D E C J I O W
F L S O C R T B W R I K B A P I X N V S
P O N B W I N G K V A Z O A P U C G W X
X M W B Q I L O C W M F A M I L Y F K A
P F R Y C U V L A V E L T R I N G W P O
Y H V R W E O F Z W P O S I F G X N Q Y
D Y E B Y F Y D G V Q E R L N O I N G A
D G A R D E N Z W L O U C E W G E S U N
P E E W E E B I C Y C L E A T A L A M O
C G N I P P O H S Y F C I Y R W S B K C

THEME "SUMMERTIME 
DIVERSIONS"

BEACH
BICYCLE
FAMILY

FISHING
GARDEN

GOLF
GRANDKIDS

HANG GLIDING
HIKES

HOBBY

MUSEUM
RAFTING

RELAXATION
ROAD TRIP
SAILBOATS

SCUBA
SHOPPING
SWIMMING

TENNIS
VACATION

 Solution on page 124
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ATM/SCRIP ISOs LOOKING 
FOR AGENTS

Access 1
 (866) 764-5951

Access to Money
 (888) 701-1004 x11 or 12
Data Capture Systems Inc.
 (800) 888-1431
NationalLink
 (800) 363-9835
Nexus ATM
 (800) 201-0461 x218

BACKGROUND INVESTIGATIONS

Commercial Business Intelligence
 (888) 740-0747

BANKS LOOKING
FOR AGENTS

Frontline Processing Corp.
 (866) 651-3068
Global ISO, LLC
 (800) 757-1538
 www.giso.com
Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com
Humboldt Merchant Services, L.P.
 (877) 635-3570
iMax Bancard
 (866) 702-8801
 www.imaxbancard.com
Redwood Merchant Services
 (866) 577-9663

BANKS LOOKING 
FOR ISOs/MSPs

Best Payment Solutions
 (866) 289-2265 x238
Chase Merchant Services, LLC
 (800) 622-2626 x86016
Frontline Processing Corp.
 (866) 651-3068
Global ISO, LLC
 (800) 757-1538
 www.giso.com
Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com
Integrity Payment Systems
 (888) 477-4500
National Processing Co.
 (800) 672-1964 x54883
Redwood Merchant Services
 (866) 577-9663
Security Card Services, LLC
 (800) 634-4484

BRANDED
PROMOTIONAL PRODUCTS

Goodheart Enterprises
 (636) 451-5512

CASH ADVANCE

Merchant Money Tree
 (888) 290-0617

CHECK COLLECTIONS

Checkfast Data Systems, LLC
 (866) 243-2532

 www.checkfast.com
Checks by Encore
 (800) 994-2949

CHECK GUARANTEE/VERIFICATION

Cardservice International
 (866) 732-5471
 www.cardservice.com
CrossCheck, Inc.
 (800) 654-2365
EZCheck
 (800) 797-5302

Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.checktraining.com
Global Payments Inc.
 (800) 801-9552
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.
 (630) 637-4010

DEBIT TRANSACTION PROCESSING

Cardservice International
 (866) 732-5471
 www.cardservice.com
Global Payments Inc.
 (800) 801-9552

EFT - ACH 
SETTLEMENT SERVICES

AVP Solutions
 (800) 719-9198

EQUIPMENT

Automated Transaction Tech.
 (714) 999-9566
BANCNET
 (713) 629-0906
BARTLETT INFO TECH SERVICES, LLC
 (901) 384-6151
CardWare International
 (740) 522-2150
General Credit Forms, Inc.
 (800) 325-1158
Ingenico
 (800) 252-1140
JRs POS Depot
 (877) 999-7374
Lipman USA, Inc.
 (516) 484-9898 
MagTek, Inc.
 (800) 788-6835 
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POS Portal
 (866) 276-7289
TASQ Technology
 (800) 827-8297
 www.tasq.com
TEERTRONICS
 (800) 856-2030
Terminals Direct
 (800) 440-1952
The Phoenix Group
 (866) 559-7627
TSYS Acquiring Solutions
 (800) 686-1999

 www.tsysacquiring.com

FREE ELECTRONIC 
CHECK RECOVERY

ACCESS CHEX
 (866) 746-CHEX
 www.accesschex.com

FINANCING

(866) CASH 456
www.AmericanMicroloan.com

GIFT/LOYALTY CARD PROGRAMS

Cardservice International
 (866) 732-5471
 www.cardservice.com
Comdata Processsing Systems
 (866) 806-5016
FLEXGIFT/UMSI
 (800) 260-3388 
Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.giftcardtraining.com
World Gift Card
 (866) 704-5271

HIGH RISK

AVP Solutions
 (800) 719-9198
Cardservice International
 (866) 732-5471
 www.cardservice.com

Frontline Processing Corp.
 (866) 651-3068
International Merchant Solutions
 (800) 313-2265 x106
National Transaction
 (888) 996-2273
Teledraft, Inc. 
 (800) 848-5826

INTERNATIONAL/OFFSHORE 
RELATIONSHIPS AVAILABLE

Group ISO International
 (800) 376-3974
 www.gisointernational.com
iMax Bancard
 (866) 702-8801
 www.imaxbancard.com

ISO RELATIONSHIPS AVAILABLE

AmericaOne Payment Systems
 (888) 502-6374

CoCard Marketing Group
 (800) 882-1352
Comdata Processsing Systems
 (866) 806-5016
Cynergy Data
 (866) ISO-HELP
Electronic Payments, Inc. (EPI)
 (800) 966-5520 x221
EVO Merchant Services
 (800) CARDSWIPE x7800
First American Payment Sys.
 (866) GO4 FAPS
Frontline Processing Corp.
 (866) 651-3068
Global ISO, LLC
 (800) 757-1538
 www.giso.com
Global Payments Inc.
 (800) 801-9552
Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

iMax Bancard
 (866) 702-8801
 www.imaxbancard.com
MSI-Merchant Services, Inc.
 (800) 351-2591 x9-23
National Processing Co.
 (800) 672-1964 x54883
North American Bancard
 (800) BANCARD x1001
NOVA Information Systems
 (800) 226-9332
Partner-America.com
 (800) 366-1388
Teledraft, Inc.
 (800) 848-5826
Total Merchant Services
 (888) 84-TOTAL x9715
Transfirst
 (800) 669-7228
 www.transfirst.com 
United Bank Card (UBC)
 (800) 201-0461

ISOS/BANKS PURCHASING
ATM PORTFOLIOS

Global Payments Inc.
 (800) 801-9552

ISOs/BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Systems
 (888) 502-6374
Chase Merchant Services, LLC
 (800) 622-2626 x86016
EVO Merchant Services
 (800) CARDSWIPE x7855
Frontline Processing Corp.
 (866) 651-3068
Hampton Technology Ventures
 (516) 896-3100 x100
iMax Bancard
 (866) 702-8801
 www.imaxbancard.com
National Processing Co.
 (800) 672-1964 x54883
North American Bancard
 (800) BANCARD x1001
NOVA Information Systems
 (800) 226-9332
Total Merchant Services
 (888) 84-TOTAL x9715

ISOs LOOKING FOR AGENTS

AAmonte Bankcard
 (888) 567-3727
 www.aamonte.com
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Acies, Inc.
 (800) 361-5540 x111
 www.aciesinc.com
Allied Merchant Services
 (888) 355-7450 x3
AmericaOne Payment Systems
 (888) 502-6374
Approval Payment Solutions, Inc.
 (888) 311-7248
AVP SOLUTIONS
 (800) 719-9198
Bankers Merchant Services
 (877) 443-4455
Best Payment Solutions
 (866) 289-2265 x238
Cardservice International
 (866) 732-5471
 www.cardservice.com
Century Bankcard Services
 (800) 497-4650
Cynergy Data
 (866) ISO-HELP
Dynamic Payment Ventures
 (800) 343-7322 x112
 www.dpvco.com
Eagle Merchant Services
 (866) 255-0898
EVO Merchant Services
 (800) CARDSWIPE x7800
EXS-Electronic Exchange Sys.
 (800) 949-2021
 www.exspartner.com
First American Payment Sys.
 (866) GO4 FAPS
Frontline Processing Corp.
 (866) 651-3068

Innovative Merchant Solutions
 (800) 397-0707
Merchants' Choice Card Services
 (800) 478-9367 x5
 www.mccs-corp.com
Money Tree Merchant Services
 (800) 582-2502 x2

MSI-Merchant Services, Inc.
 (800) 537-8741 x9-12
National Processing Co.
 (800) 672-1964 x54883
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
Sales Partnerships, Inc.
 (877) 899-3269
Signature Card Services
 (888) 334-2284
Total Merchant Services
 (888) 84-TOTAL x9715
Transfirst
 (800) 669-7228
 www.transfirst.com

(888) 780-9595
www.premiumcardsolutions.com

Premium Card Solutions

United Bank Card
 (800) 201-0461 x 136
United Merchant Services, Inc.
 (800) 260-3388
Xenex Merchant Services
 (888) 918-4409 x511

ISOs / PROCESSORS SEEKING 
SALES EMPLOYEES

iMax Bancard Network
 (866) 702-8801
 www.imaxbancard.com
US Data Capture, Inc.
 (888) 486-9393

LEADS GENERATORS

AAA/Direct
 (888) 439-0653
MerchantAccountPixelAds.com
 (800) 803-1669

LEASING

A-1 Leasing
 (888) 222-0348 x3012

 www.A-1leasing.com
ABC Leasing

 (877) 222-9929
Allied Leasing Group, Inc.
 (877) 71 LEASE

(866) 396-2754
www.barclaysquareleasing.com

BARCLAY SQUARE 
LEASING, INC

Lease Finance Group, LLC
 (888) 588-6213
First Data Global Leasing
 (800) 897-7850
First Leasing Corporation
 (888) 748-7100
GlobalTech Leasing, Inc
 (800) 414-7654
International Lease Center
 (800) 236-2317
LADCO Leasing
 (800) 678-8666
LogicaLease
 (888) 206-4935
 www.logicalease.com
Merimac Capital
 (866) 464-3277
Northern Leasing Sys., Inc.
 (800) 683-5433
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Signature Leasing Group, Inc.
 (877) 642-7649
 www.signatureleasing.biz

TASQ Technology
 (800) 827-8297
 www.tasq.com
TimePayment Corp.
 (877) 938-5231

LENS / KEYPADS / 
POWER SUPPLIES

KAM Cross-Supply Services
 (901) 853-0107

PAYMENT GATEWAY

(866) USA-epay
www.usaepay.com

USA ePay

PAYMENT GATEWAY /
SERVERS / ISPs

Authorize.Net
 (866) 437-0491
BSG Clearing Solutions
 (888) 393-5854
 www.bsgclearing.com
eProcessingNetwork.com
 (800) 971-0997
Network Merchants
 (800) 617-4850
 www.networkmerchants.com
USAePay.com
 (866) USAePay (872-3729)

POS CHECK CONVERSION

CrossCheck, Inc.
 (800) 654-2365
EZCheck
 (800) 797-5302
Global eTelecom, Inc. (GETI)
 (877) 454-3835
 www.checktraining.com
Secur-Chex
 (866) 464-3277

POS CREDIT CARD 
EQUIPMENT REPAIR

TEERTRONICS
 (800) 856-2030

POS SUPPLIES

CardWare International
 (740) 522-2150
General Credit Forms, Inc.
 (800) 325-1158
TASQ Technology
 (800) 827-8297
 www.tasq.com
TSYS Acquiring Solutions
 (800) 686-1999

 www.tsysacquiring.com

PRIVATE PARTIES
PURCHASING
PORTFOLIOS

2GS
 (949) 200-7474
Pivotal Payments 
 (866) 806-4351

PROCESSORS 
LOOKING FOR ISOs

Comdata Processing Systems
 (866) 806-5016
Global Payments Inc.
 (800) 801-9552
National Processing Co.
 (800) 672-1964 x54883
NOVA Information Systems
 (800) 226-9332
TSYS Acquiring Solutions
 (480) 333-7799
 www.tsysacquiring.com

REAL-TIME CHECK/ 
CREDIT CARD PROCESSING

Cardservice International
 (866) 732-5471
 www.cardservice.com

REAL-TIME CHECK/
DEBIT PROCESSING

Cardservice International
 (866) 732-5471
 www.cardservice.com

SHOPPING CART SERVICE

ResellerShoppingCart.com
 (800) 803-1669

SITE SURVEYS

PRN, Inc.
 (800) 676-1422
 www.prn-inc.com
Request Site
 (877) 259-1665
 www.requestsite.com
Spectrum Field Services
 (800) 700-1701 x286
 www.spectrumfsi.com

SUPPORT DESK FOR
POS TERMINALS &
PC SOFTWARE

CardWare International
 (740) 522-2150
TASQ Technology
 (800) 827-8297
 www.tasq.com
TSYS Acquiring Solutions
 (800) 686-1999

 www.tsysacquiring.com

SUPPORT STANDS FOR 
POS TERMINALS

Amvox Equipment Company, Inc.
 (800) 999-2699
MAINTECHINDUSTRIES.COM
 (888) 268-5120 X222

WIRELESS RETAIL/ 
KEYED PROCESSING

eProcessingNetwork.com
 (800) 971-0997
USAepay
 (866) USA-epay

Q J B U V E W A X T L R O A D T R I P M
U C R E L A X A T I O N C Q P I S E B U
D E G B U B Q O Z B Z W L I C T O H A Q
X M H W F U I N G E L O S U E E V A B U
F J I C R C A L V A C A T I O N E N O G
D H K A V S B E G C A O W C I N Z G P N
F G E S D Q O X B H P A E B M I W G Z I
M U S E U M H D R E L U S F Q S O L O M
V W S D I K D N A R G C A D I N G I O M
P Y M L J N R X F I S H I N G Z B D H I
G N I H S A R C B E G D L D E C J I O W
F L S O C R T B W R I K B A P I X N V S
P O N B W I N G K V A Z O A P U C G W X
X M W B Q I L O C W M F A M I L Y F K A
P F R Y C U V L A V E L T R I N G W P O
Y H V R W E O F Z W P O S I F G X N Q Y
D Y E B Y F Y D G V Q E R L N O I N G A
D G A R D E N Z W L O U C E W G E S U N
P E E W E E B I C Y C L E A T A L A M O
C G N I P P O H S Y F C I Y R W S B K C
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