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T he business-to-business (B2B) transaction world is immense: over 
$2 trillion in annual sales in the U.S. alone, American Express Co. estimates. 
Traditionally, businesses that sell goods or services to other businesses use 
invoice-based systems in which customers make payments by check. But 

the benefits of accepting credit cards and other forms of electronic payment are 
increasingly apparent. 

These include reduced chance of default, streamlined accounting and payment in 
as little as three days versus 45 or more days. Enhanced by the widespread use of 
credit cards for other business-related expenses, such as travel and entertainment, 
the transition to bankcard payment systems has been gaining momentum.  

According to Celent LLC researcher Alenka Grealish, it is nearly inevitable that 
over half of all B2B transactions will be made electronically by 2012. But "the pace 
is extremely slow, encumbered by manual processes, legacy systems, proprietary 
formats and other priorities."

Still, $1 trillion in annual sales offers huge opportunities for ISOs and merchant 
level salespeople (MLSs) who break into B2B markets. "Research indicates that 
there are more than 650,000 cash-only merchants in the wholesale category, clearly 
a major opportunity for American Express and the card industry," said Kirsten 
Neuman, Vice President of B2B Industries at AmEx.

Aaron Bills, Chief Operating Officer of 3Delta Systems Inc., said this market is "tre-
mendous, and under-served. You're looking at 35% to 40% growth in a year in B2B. 
You can't find that in retail. There are fewer transactions in B2B, but they're bigger 
transactions. In retail the average ticket may be $35; in B2B it's $750." 

AmEx revealed that 49% of American Express Small Business or Corporate Card 
members have used their cards to spend $10,000 or more on a single occasion. 

"B2B payments make up about 35% to 40% of total payments," said Nancy H. 
Atkinson, Senior Analyst at Aite Group LLC. "Consumers make more payments 
because there are more of them, and they tend to pay individual invoices with a 
single payment. Businesses, on the other hand, tend to combine invoices and make 
a single payment for multiple invoices from the same supplier." 

Bumps in the road

The dilemma is that the infrastructure investment required to deploy electronic 
payment systems can be steep. And the reasons for accepting cards or electronic 
payments are not as pressing, or as clear-cut, as they are for the retail or hospitality 
businesses ISOs and MLSs are accustomed to serving. The B2B market is less com-
petitive, but more complicated.

Bills admits the learning curve for selling in the B2B sphere is steeper, but he said 
the rewards are well-worth the extra effort. "It's more of a consulting approach," 

  See B2B tortoise on page 67 

The B2B tortoise: 
Plodding to win

Continued on page 3
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Would  be  gratefu l  for  Grat i sCard  contac t

I was wondering if you had contact information concerning the 
GratisCard article ["ISO opportunity: 'No interchange' card 
debuts," The Green Sheet, March 12, 2007, issue 07:03:01]? 

Is there any individual that we should contact as an ISO? Thank 
you for the help.

David Mierkey
Director of Sales
WBS Inc.

David, 

Jason Hogg is GratisCard Inc.'s President and Chief Executive 
Officer. The company's phone number is 727-565-1139. The 
Web site is www.gratiscard.com. For more information, e-mail 
merchantsales@gratiscard.com.

Editor

Seek ing  l i s t  o f  top  merchant  acqu i rers

Do you have a list of top acquirers for 2006?  

Debee J. McAteer 
Vice President Sales, Major Accounts 
Hypercom Corp.

Debee, 

Every year we rank the leading merchant acquirers. Our most 
recent list appears in "Payments under the microscope" (GSQ, 
December 2006, Vol. 9, No. 4). You may download this publica-
tion at www.greensheet.com/gsq/Secured-/gsqv9n4.pdf.

Thanks for your interest in The Green Sheet.

Editor

Attent ion  readers

Would you like us to cover a particular topic? Is there some-
one you consider an Industry Leader? Did you like or dislike a 
recent article in The Green Sheet? What do you think of our 
latest GSQ? Send your comments and feedback to greensheet@
greensheet.com.

Correc t ion

In "The accidental advocate" (The Green Sheet, Feb. 26, 
2007, issue 07:02:02), we incorrectly stated that the 
Merchant Acquirers Committee is part of the Electronic 
Transactions Association. 

MAC, which is not affiliated with the ETA, is made up of 
bankcard professionals involved in the risk management 
side of card processing. 

Steven Peisner, while a member of both the ETA and MAC, 
serves on MAC's Finance Committee, not the ETA's. He is a 
member of that committee, not the Chairperson. We regret 
the errors.
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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 B2B tortoise: 
Plodding to win

The B2B transaction world is immense: an 
estimated $2 trillion in annual sales in the U.S. 
alone. Traditionally, businesses selling goods 
or services to other businesses use invoice-
based systems in which customers make pay-
ments by check. But the transition to bankcard 
payments is gaining momentum. 

Cover Story

Page 1

A look ahead: 
ATMs and the next 10 years

From ATMmarketplace.com. Tom Harper, 
founder and President of the ATM Industry 
Association and Publisher of ATM 
Marketplace, addressed ATMIA on 
Feb. 22 during its Conference East in 
Orlando, Fla. This article contains a portion 
of Harper's speech.

Feature

Page 24

AgenTalkSM: Money flows 
where enthusiasm grows

After divorce dramatically altered Marlene O. 
Smith's life, a friend in the payments business 
invited her on some sales calls. She decided to 
give the business a whirl. That was five years 
ago. In this interview, Smith discusses why 
she works for a registered ISO and why you 
can't judge a business by its exterior.

Feature

Page 34

GS Advisory Board: Global 
economy, global business? 

Many times you've heard the statement "We 
live in a global economy." But how does this 
affect your business?  To get a better sense of 
what this axiom means to companies in the 
payments industry, we asked members of The 
Green Sheet Advisory Board about their plans 
for global expansion. 

Feature
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POS terminal makers 
take off the gloves

By all accounts, the terminal market world-
wide shows strong growth. Yet, terminal man-
ufacturers are using aggressive tactics usually 
seen in shrinking markets. 

News

Page 56
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Intuit – ECHO kaput, 
fed crackdown afoot

ECHO's foray into processing Internet wal-
lets for online gaming six years ago has had 
unfortunate consequences. Intuit backed out 
of an agreement to buy the company when 
ECHO disclosed and quickly settled a federal 
probe in late March for $2.3 million.

News
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Wal-Mart drops plea for ILC

When Wal-Mart raised the white flag in its 
long attempt to enter U.S. banking, many 
viewed it as a victory for community banks. 
Yet, the greatest beneficiaries may be card 
issuers and processors.

Page 62

Education

Card Association 
rules to work by

Questions are often raised about merchant 
operating parameters set forth under card 
Association rules and regulations. This article 
delves into rules about prohibited transac-
tions, transaction minimums and maximums, 
surcharging, and cardholder identification.
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Street SmartsSM: Something 
ventured, something gained

In his first Street Smarts article, Dee 
Karawadra of Impact PaySystem describes his 
humble beginnings, how he learned about The 
Green Sheet, why he started an ISO, and why 
he needs your help as MLSs.

Page 76
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All-star processing − Part I: 
Deployment

In the first of a series, this article will address 
the components of a great payment process-
ing team and highlight key features to look 
for as you build your own first-string lineup 
of business partners.

Education

Page 86
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I'm in heaven: 
Your merchants' new mantra

Long-term business relationships are forged 
on excellent customer service, which is all 
about meeting the needs and wants of your 
customers. As ISOs or MLSs, the actions you 
take after you close deals will determine the 
longevity of your merchant relationships.

Page 90

Inspiration

Who needs the 
whole enchilada?

Every merchant has unique needs. But 
don't oversell or undersell. Strike the appro-
priate balance for each client. As a sales pro-
fessional, that's your job. It will also boost 
your business.

Page 109

View

PIN pad security: Get a grip

Do you have Dec. 31, 2007, clearly marked on 
your calendar? How about July 1, 2010? If not, 
this article explains why you should. A hint: 
Think Payment Card Industry PED Security 
Requirements.
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NEWS
Discover details IPO

When Discover Financial Services LLC spins off from 
Morgan Stanley in the third quarter of 2007, it will 
be listed on the New York Stock Exchange under the 
symbol DFS, according to a March 23 filing with the 
Securities and Exchange Commission. The spinoff will 
enable the company to make acquisitions.

The prospectus did not disclose how much capital the 
initial public offering is expected to raise. The brand 
currently has 50 million card members, but only 18.4 
million are classified as active accounts.

The company's revenues have increased by $600 mil-
lion over the past three years, to $5.1 billion. Some of 
that increase is attributable to its 2006 acquisition of the 
U.K.-based Goldfish credit card business.

Discover had a cardholder attrition rate of 4.5% in 
2006, half of the 9.1% industry average cited by the fil-
ing. The company plans to expand through its recent 
launch of a small business card, a planned relaunch 
of the Miles by Discover Card and promotion of its 
prepaid products. The brand will also expand its cash 
rewards programs. 

While  Discover  is  attempting to grow both merchant 
acceptance and bank issuance of its cards, it does not 
have the market clout that has enabled Visa U.S.A. 

and MasterCard Worldwide to increase transaction 
fees charged to merchants in recent years. "Increasing 
the transaction fees charged to merchants in order to 
increase the interchange fees payable to credit card 
issuers could adversely affect our effort to increase mer-
chant acceptance" and may cause merchant acceptance 
to decline, Discover stated.

Visa partners with NFIB 

The National Federation of Independent Business and 
Visa announced a partnership to help the nation's small 
businesses develop stronger security practices. The 
results of a new survey show that many such companies 
use a common-sense approach to protecting customer 
and employee information. 

Among businesses with up to 250 employees, 83% said 
protecting personal data is very or extremely impor-
tant to their customers. At least 84% indicated they 
protect customer information through encryption or 
passwords.

Certain data-storage practices may increase small busi-
nesses' vulnerability to data theft. Specifically:

• 37% of card-accepting businesses store customer 
card numbers.

• 24% store customer Social Security numbers.
• 28% store customer bank account numbers or copies 

of checks.
• 52% keep at least one these sensitive pieces 

of information.

• Link2Gov Corp., a Metavante company, reported a 63% increase, year over year, in dollars pro-
cessed for federal tax payments during tax season 2007. Its PAY1040.com service provides elec-
tronic payment processing for the Internal Revenue Service. In 2006, the IRS received approximately 
2.1 million card payments, or 35% more than in 2005. 

• Three-quarters of small business owners say the U.S. tax code's complexity distracts them from 
focusing on their business needs, according to the March Small Business Watch survey by Discover 
Financial Services LLC. Seventy-three percent will hire an accountant to do their taxes.

• Market research firm Packaged Facts projects that the commercial card market – including purchas-
ing and corporate cards – will grow by 144% from 2004 to 2010. Payroll card use is expected to 
grow to $27.1 billion by 2009.
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In some situations, business owners may not be fully 
aware their systems are storing highly sensitive infor-
mation. Few small businesses have data-security pro-
cesses, the survey shows. 

Many (39%) said they rely on common sense to keep 
data safe. Most small businesses (61%) have never 
sought out information about how to properly handle 
and store customer information. 

"Today, consumers are increasingly demanding that the 
companies they do business with take action to protect 
their personal information," said Dan Danner, Executive 
Vice President for the NFIB. "Today's small businesses 
need to understand their data practices and make their 
systems more secure."
 
"The entrepreneurial, go-it-alone spirit that drives 
many small businesses may actually work against 
them on important issues like security," said Rosetta 
Jones, Vice President, Visa. To reach as many small busi-
nesses as possible, NFIB and Visa will launch a compre-
hensive data security education program later this year.

"Small business shares a responsibility to protect cus-
tomer information and prevent fraud beyond what the 
credit card companies are already doing," Danner said.

ANNOUNCEMENTS
Gateway combines services 
for e-commerce

BSG Clearing Solutions launched its Advanced 
Payment Gateway, a combination of three integrated 
services: credit card processing, Bill2Phone alternative 
payments and integrated risk management services.  
The APG suite of services provides e-commerce and 
telco merchants a single point of integration across 
multiple card acquiring relationships and over 1,400 
network operators.

Motiva incents cardholders to pay on time

Discover launched a card that gives consumers cash 
rewards for good credit management. The Motiva card 
is intended for consumers who carry a balance. Each 
time cardholders make on-time monthly payments six 
times in a row, they receive their next month's interest 
back as a bonus. The bonus is in addition to the cash-
back rewards cardholders earn on purchases. 

New EMG site to add live chat

Eliot Management Group launched a customer service 
Web site, www.emgservice.com. The site includes contact 





18

IndustryUpdate

information for multiple departments and services, in-
depth equipment support and documentation, fraud 
prevention tips, an index of EMG's cost-saving newslet-
ters, and supply ordering details. A live-chat feature will 
be released later this year.

PARTNERSHIPS
Apriva certifies MTT 1556

Apriva certified WAY Systems' Mobile Transaction 
Terminal 1556 credit/debit on the Apriva Intelligent 
Gateway, offering comprehensive PIN-based debit 
card support. WAY Systems' MTT reportedly exceeds 
Payment Card Industry standards for credit and PIN-
based debit card transactions.

Amtrak takes plastic via ExaDigm

ExaDigm Inc. will provide Amtrak with mobile 
wireless payment terminals for real-time, onboard 
processing of card-based payments for food and bev-
erage services. Following trials on passenger trains 
in Amtrak's Northeast Corridor, the XD2000 wireless 
solution will now be deployed on all Amtrak trains 
throughout the United States offering food and bever-
age service.

First Data works with Georgia restaurants

First Data Corp. partnered with the Georgia Restaurant 
Association and the National Restaurant Association 
to launch the TakeCharge payment program in  Georgia. 
TakeCharge provides enhanced payment options and 
exclusive rates for credit card processing to small and 
mid-size merchants, as well as national chains.

First Data and CoCard team up

First Data Commercial Services and CoCard 
Marketing Group LLC established an acquiring mer-
chant processing relationship. The partnership provides 
merchant processing solutions to CoCard's more than 60 
sales offices. 

Litle & Co. adopts Planet software

Litle & Co. has integrated Planet Financial Services' 
Acquire360 Interchange Compliance module with Litle's 
proprietary back office and customer support systems. 
Tim Litle, Chairman, also acquired a minority interest 
in Planet.

Merchant Warehouse teams with RFC

Merchant Warehouse and Resource Finance Co. part-
nered, allowing Merchant Warehouse agents to leverage 
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the value of their residuals. Agents lacking working capi-
tal to grow their businesses can get funding from RFC. 

Mosley becomes 1st Federal ISO

Nelce Mosley became an ISO of 1st Federal 
Financial Inc., providing 1st Federal a national 
presence. Mosley is expected to add at least 30 merchant 
accounts to 1st Federal's portfolio by April 2007 and 
an additional 30 or more merchant accounts per 
month thereafter.

EBank Systems to resell 
Pay By Touch services

Biometric payment provider Pay By Touch partnered 
with eBank Systems Inc. The agreement enables eBank 
to market and resell the Paycheck Secure service – a fin-
ger-scan check-cashing system – to its customer base of 
30 financial institutions.

Shift4 and UniteU partner

Shift4 Corp. and UniteU, an e-commerce provider, 
partnered. Utilizing Shift4's $$$ On The Net, UniteU 
strengthened its Connected Commerce Solutions eStores 
with fast authorization and settlement for credit, debit 
and gift card transactions. 

More merchants take Visa Contactless

Four additional merchant brands now accept Visa 
Contactless cards: Taco Bell Corp., Braum's Ice Cream 
and Dairy Stores, Clearview Cinemas and Wakefern 
Food Corp., the distribution arm of ShopRite supermar-
kets. Visa Contactless eliminates the signature  require-
ment for most payments under $25, providing greater 
convenience to customers making small-ticket purchases.

European processor partners 
for U.S. prepaid market entry

3PEA International Inc. will provide card processing 
and services to Ukash/Smart Voucher Ltd. for the U.S. 
market. Ukash currently processes transactions across 
Europe. 3PEA will provide account maintenance, cus-
tomer service, transaction processing and settlement 
for prepaid debit card programs. 3PEA will enhance 
Ukash's Smart Voucher platform to enable its use here. 

ACQUISITIONS
Blackstone buys iPrepay

Blackstone Calling Card Inc. acquired iPrepay Inc., 
a reseller of prepaid products and services. The 
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agreement calls for Blackstone to service all iPrepay 
locations, which will add all Blackstone patented tech-
nologies to its offerings.

 APPOINTMENTS
Ehli named CEO of EZPay

PayByCheck founder Ronald Ehli joined EZPay 
Financial Services Inc. as Chief Executive Officer. 
In 1995, Ehli developed i-Check, a technology that 
allowed businesses to accept checks over the Internet.

Erickson appointed President, 
Nimble Merchant Group

Pure Vanilla eXchange Inc., following its acquisition 
of Nimble Group Inc., appointed Stephen A. Erickson 
President of Nimble Merchant Group. The group 
will oversee the NimBill and BreezeOne brands and 
expand acquiring of merchant processing accounts. 
Erickson was formerly the Chief Financial Officer of 
EVO Merchant Services.

Higgins joins TransFirst

TransFirst named Michael Higgins President of Direct 

Sales. He is responsible for sales initiatives support-
ing independent sales partners. Previously, Higgins 
served as Senior Vice President − Sales and Portfolio 
Management for NOVA Information Systems.

Heartland names General Counsel

Heartland Payment Systems Inc. named Charles 
Kallenbach General Counsel and Chief Legal Officer. 
Most recently, he was Senior Vice President, Legal and 
Regulatory, for SunCom Wireless Holdings Inc.

Sturdivant named VP

Payment-management software provider ISD Corp. 
appointed Al Sturdivant Vice President of Professional 
Services. Previously, Sturdivant held senior leadership 
positions at S2 Systems, VeriFone and Gemplus.

Swiderski to lead sales 
for Network Merchants

Network Merchants Inc. named Richard J. Swiderski 
to lead business development and sales for its 
Gateway Processing Division. He will work with 
existing ISO and MSP partners. Previously, Swiderski 
developed strategic alliances with national retailers, 
integrating POS hardware and systems. 
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Feature

By Tom Harper, Publisher
ATMmarketplace.com

This story was originally published on ATMmarketplace.com, 
March. 8, 2007; reprinted with permission. © 2007 NetWorld 
Alliance LLC. All rights reserved.

Editor's note: Tom Harper, who is founder and President of the 
ATM Industry Association and Publisher of ATM Marketplace, 
addressed ATMIA on Feb. 22 during its Conference East in 
Orlando, Fla. Following is a portion of Harper's speech.

B efore he was assassinated in 1963, President 
John F. Kennedy left his country with a dream 
to reach the moon by the end of the decade. 
This historic milestone would establish the 

United States as the worldwide leader in the space race.
 
After the country recovered from mourning the death of 
that great president, do you think the mission to the moon 
slowed down without its champion? No way. It had its 
own life, independent of any leader. After all, the nation's 
pride and progress were at stake.
 
I believe ATMIA can and should launch an audacious 
goal for our industry. We certainly won't go to the 
moon, but I want to talk to you about a goal that will 
take our industry to new heights. It will cross cultures 
and bind financial institutions, independents and ATM 
businesses in the United States and around the world 
with common purpose.
 
There are two main pillars to this vision. First, ATMIA 
and its staff will put more emphasis on building ATMIA's 
infrastructure and culture.
 
Jim Collins' book Built to Last, which was first published 
10 years ago, presents a groundbreaking concept: Collins 
says an organization's leaders should be clock builders, 
not time tellers. What he means is that most companies 
spend all their energy "telling time" rather than spending 
their time building better clocks, or building the organiza-
tions themselves.
 
The typical company focuses on its leader, products, 
short-term profits and ideas rather than emphasizing the 
form and function of the organization. Let me give you an 
example. George Westinghouse's greatest creation was the 
AC power system; Charles Coffin counts as his greatest 
creation the founding of General Electric Co.
 
Coffin didn't hesitate to move GE away from Edison's DC 
system to the superior AC one, which Westinghouse had 
already manufactured and sold. Coffin focused more on 

building a company rather than a single idea. Today GE 
is one of the largest and most valuable companies in the 
world, with more than $400 billion in annual revenue.
 
Westinghouse stands at roughly $2 billion. Not exactly 
fierce rivals these days.

One more example is found in an article published in 1973 
about Dave Packard, co-founder of HP. In the article the 
reporter asks Packard what specific product decisions he 
considered to be most important to HP's growth. 

Packard's response didn't include one single product 
decision. He answered entirely in terms of organizational 
decisions: developing an engineering team, stringent 
financial discipline, a profit-sharing program, personnel 
and management policies, the "HP Way," and so on.
 
The reporter rightfully headlined the article: "Hewlett 
Packard Chairman Built Company by Design, Calculator 
by Chance." The implication of all this for ATMIA is that it 
should employ more best-business practices. Our member 
benefits, conferences and published information should, 
of course, be top notch; but that will naturally flow out of 
a top-notch organization.
 
So let's give ATMIA's staff the best training money can 
buy. Let's make them more visible in the industry. Let's 
raise the quality of internal processes, compensation 
plans, performance appraisals and disaster planning. 
Let's make sure our technology and communications are 
state of the art.
 
What will this mean to you? An association that is stron-
ger internally will exercise more influence on behalf of its 
members. Your business will grow under a broad protec-
tive umbrella. Our industry's security and fraud incidents 
will be minimized or prevented before they become media 
headlines. This will allow demand for ATMs to grow.
 
By the way, you can apply this clock-building concept 
to your own business right now. If you see your 
ultimate creation as your company, and don't think 
your greatest strength is a specific idea or good market 
timing, then you can persist toward becoming an endur-
ing great organization. 

If everything is riding on a concept or a unique product, 
be careful. Create an environment that includes the right 
people and can foster great products or services.
 
Even while ATMIA prioritizes its internal structure, it 
must adapt to our external environment. We're facing 

A look ahead: ATMs and the next 10 years
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a future that is more dangerous and less sure. Since 
the political and economic landscape will continue 
to shift, ATMIA must be strong and nimble and 
encourage staff, the board and members to work with 
common purpose.
 
The association also needs to communicate effectively 
and take advantage of every opportunity to talk to our 
industry and consumers.
 
That takes us to the second pillar of this vision: ATMIA 
must reach out to the industry more effectively.

What does the industry have to say?
Last October we asked the industry − primarily non-
ATMIA members − what they thought about the associa-
tion. Why haven't more companies joined, we wondered, 
and are we really relevant in the marketplace? The results 
were enlightening, to say the least.
 
ATMIA conducted a survey and got 658 industry respons-
es. Out of those, the top-ranking issue is ATM-related 
fraud and security. ATMIA addresses fraud and security 
through the Global ATM Security Alliance, the Cognito 
crime database, best-practices documents, security con-
ferences and fraud alerts.

The second most-pressing issue, according to the survey, 
is creating profitable ATM business models, which, again, 
ATMIA addresses through committees, its "ATM Business 
Efficiency" document, online risk self-evaluation, influ-
ence on compliance guidelines and more.
 
But the problem is that most people in the industry sim-
ply aren't aware of what the association is doing.
 
We asked, "How effective is ATMIA at protecting and 
growing the industry?" The answer was pretty shocking: 
63% of the survey's respondents say they don't know. If 
our mission is to advance the global proliferation of ATMs 
− and it is − the association needs to get the word out 
about our activities.
 
Even worse are respondents' answers to the next ques-
tion: "What is the reason you haven't yet joined ATMIA?"

• I don't understand how my company would benefit − 40%
• I didn't know it existed until now − 20%
• It's too expensive − 12%
• It doesn't do enough for my company − 11%.

And, 60% of the survey's respondents say they need 
more information.
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While those responses reflect only North America, 
responses from outside the United States don't 
differ much.
 
On the continent where ATMIA was founded, and has 
the most members, it still has a huge need to promote 
itself. Our marketing budget should double or triple. Our 
PR engine should crank up the horsepower. We should 
consider focusing full-time staff on this. The payoff on 
this investment would be immense.
 
So the biggest problem preventing ATMIA's growth is 
that we haven't effectively communicated our benefits 
to nonmembers. ATMIA needs to reach out to the media, 
publish commentaries, advertise and do whatever it takes 
to raise its awareness in the industry.
 
We also have a lot of work to do to communicate with 
our current members. While the association continues to 
publish our member newsletter, send out industry alerts, 
hold numerous conferences and stay involved in regula-
tory developments, it still has far to go in speaking to the 
industry at large about our activities.
 
I take much of the blame for this lack of communica-
tion, not only because I'm the association's President, but 
because I'm the publisher of ATM Marketplace.
 
I think all members should help get the word out, too.
 
This pillar of reaching out couples perfectly with the first 
one, which, remember, is our need to focus inside our 
organization. If we're strong on the inside and the outside 
and have the support of a large, vibrant member base, 
we'll be able to reach the new 10-year goal that I'd like to 
announce right now.
 
Our original mission statement was to advance the global 
proliferation of ATMs. Our new 10-year objective is a 
natural offshoot.

ATMIA's 10-year goal
I believe we should double the world's number of 
deployed ATMs by 2017 − in essence, doubling the size 
of our industry.
 
Let's look at how the market has grown during its 40-year 
history. If you take the market's deployment in 10-year 
increments, a familiar trend emerges:

• 1967 to 1976: 20,000 deployments
• 1977 to 1986: 190,000 (850% increase)
• 1987 to 1996: 640,000 (237% increase)
• 1997 to 2006: 1.56 million (144% increase)
• 2007 to 2017: 2.4 million (Retail Banking Research 

Ltd.'s estimate for that year is a 54% increase.)

Our "stretch" goal for 2017 is 3.12 million. Instead of 
a 54% increase, our goal is a 100% increase, which repre-
sents a doubling of today's footprint. This also represents 
720,000 machines over and above RBR's 2017 estimate.
 
We want to reverse the declining growth trend in recent 
years. But is that actually possible?
 
Mike Hudson, General Manager of NCR EasyPoint LLC, 
says because of falling break-even points, there are more 
than enough potential ATM locations. He believes − and I 
agree − that in the United States alone there are thousands 
of new, viable off-premise sites.
 
Over the years, I've heard rumors of impending satura-
tion points; but new technology always takes us to the 
next ceiling. How can we possibly predict the effect of 
future technology this far out?
 
With the early surcharge explosion pretty much over, we 
need to replace it with an equally strong ATM-deploy-
ment campaign. Let's say we accomplish that goal. What 
will it really mean for the market and consumers?
 
Here are some benefits:

• Financial institutions will grow by reaching more custom-
ers with cash and financial services.

• Retailers will profit from increased cash withdrawals in 
their store.

• The unbanked will enjoy convenient access to financial 
services.

• The ATM-replacement market will grow, which will fuel 
the growth of manufacturers, servicers, cash providers 
and every segment of our industry, which means more 
jobs worldwide.

• ATMIA's influence and membership will grow, allowing 
ATMIA to better serve the industry.

What can ATMIA do?

So what can be done to push this growth beyond normal 
market forces? ATMIA can stimulate deployment by edu-
cating government representatives and partnering with 
regional ATMIA boards.
 
ATMIA will talk to legislators about how the industry 
works and explain the economic benefits associated with 
deploying more machines. A key strategy will be to ask 
regional ATMIA boards to identify and attack the hot 
issues in their regions.

We also need to target the few operators out there 
who give us a bad name. We cannot let our industry's 
reputation suffer at the hands of a few who are skirting 
the laws.
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ATMIA needs to assist smaller ISOs and deployers so that they can grow their 
estates and employ best practices and compliance. We'll teach them, through 
conferences and online seminars, how to grow their businesses. We'll introduce 
them to potential partners and suppliers.
 
Multiplying our market is our own trip to the moon. This will be a giant 
leap for the association, but a bigger step for our industry. The motto of 
the British Royal Air Force is Per ardua ad astra − Latin for "Through 
struggles to the stars."
 
ATMIA will struggle to evangelize the world with ATMs, and there will be 
obstacles on the ground before we ever take off. But there were incredible chal-
lenges faced by the American astronauts, too. President Nixon had a speech 
ready in case they became stranded after landing on the moon. His disaster 
plan included notifying the "widows-to-be" before their husbands perished in 
the lunar vacuum.
 
Though the odds were against them, there was widespread hope and anticipa-
tion. Roughly a million people crowded the beaches and highways near the 
launch site, and more than 600 million watched it on TV, a record at the time. 
Nixon watched from the Oval Office as the lunar module landed with less than 
30 seconds of fuel left.
 
The hope of the American people was rewarded when the astronauts walked 
where no man had walked before.
 

I'd like to challenge ATMIA's 
staff, board and members to take 
hold of the vision of industry growth. 
Why can't we double our market? 
We can double our market because 
we finally have enough resources 
and momentum. 

But we still need bigger and bet-
ter conferences to get the word out. 
ATMIA needs all members to com-
mit time, industry contacts and other 
resources to the cause.
 
To help the industry get there, we 
will build up the association's infra-
structure. Next, we'll strengthen our 
marketing and PR engines, and we'll 
launch an initiative to disseminate 
best practices to governments, ISOs 
and other deployers and operators.
 
Those efforts will stimulate growth 
over and above normal market forces.
 
Can you see the impact a dou-
bling of the industry could have 
on your company? Could you sell 
parts or supplies on the Internet 
to foreign deployers, consult with 
ISOs in developing countries, capi-
talize on tourist ATM-use, sell your 
technology to multiple markets, 
invest in new overseas service pro-
viders, or set up a non-U.S. branch of 
your business?
 
Though the forces of globalization 
are introducing more and more com-
petition, they're also opening up a 
new international playing field. The 
world is big. And our opportunities 
are bigger than we think.
 
Helen Keller said, "What would be 
worse than being born blind? To 
have sight without vision." 
 
Let's keep our eyes on the horizon. 
Our industry has the potential to 
double in the next 10 years if we 
broaden our vision, focus our energy 
and work together. 

Link to original: www.atmmarketplace.com/
article.php?id=8552

Feature
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A fter 23 years as a stay-at-home mom, divorce 
dramatically altered Marlene O. Smith's life. 
A registered nurse, she could have resumed 
her former profession. But a friend in the pay-

ments business invited her on some sales calls, and she 
decided to give the business a whirl. 

After her first deal, Smith was hooked. That was five 
years ago; now she is an independent agent representing 
Advanced Merchant Group. In this interview, Smith dis-
cusses why she works for a registered ISO, why you can't 
judge a business by its exterior and the perils of serving 
a furrier.

The Green Sheet: What do you like best about your 
career, and what's been most challenging?

Marlene O. Smith: The residual income is great. I do 
like this career because I am a people person. I do a lot 
of cold calls in a day and love being out conversing with 

merchants. The most challenging part of this career is to 
be self-disciplined.

GS: How has the industry changed since you started?

MS: Interchange pricing, equipment leasing, free-termi-
nal programs and merchants' becoming more knowledge-
able about their processing have affected merchant level 
salespeople [MLSs]. In addition, there are so many more 
interchange buckets. When I see my residual statements 
now, I get paid on 240 interchange categories.
 
GS: What has kept you in the industry?

MS: Being a registered nurse and working 40 hours per 
week, I could only make a certain amount of money 
each month. In this business, I set appointments to my 
schedule. I know how many merchants I have to sign to 
increase my income. 

I have total control over my hours, income, golf schedule 
and vacation time. That is a great feeling. What I am most 
excited about now is that we are going to receive residual 
income on Discover and American Express now that they 
are going to an interchange-type program.

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

MS: The sales reps that get into this business for a short 
period of time to make extra income and tell merchants 
anything to get deals signed. In the past five years, I have 
seen so many merchants getting taken advantage of. 

I feel all MLSs should be registered or licensed plus 
required to have continuing education because of the 
changes in interchange. And only registered ISOs should 
be able to recruit sales agents. There should also be a Web 
site or lists where all new agents could go to view regis-
tered ISOs.

GS: Describe a typical day in your life.

MS: Monday and Tuesday are office days to set appoint-
ments for Wednesday and Thursday. I have to have at 
least six appointments set for each day. 

I drive at least 50 to 100 miles one way to see merchants. 
I am not in a big city, so to acquire merchants I do have 
to travel. I am not one to stay in the office and write deals 
over the phone.

Money flows where enthusiasm grows
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I will also make at least 10 to 12 cold 
calls when I am on the road. When I 
get back to the office, I enter the notes 
from the cold calls and send out the 
deals I wrote. Friday I do follow-up 
calls, paperwork and downloads.

GS: What's been your greatest suc-
cess as an agent?

MS: When I started in this business 
five years ago, I was told, "These are 
the rates; anything over these rates 
you get paid on." In a three-year peri-
od my partner and I put 450 accounts 
on the books, and I was getting about 
a 10% residual. 

I knew there was more money to be 
made but didn't know how to do it. 
The office I worked for told me there 
were no publications or articles about 
this business. I knew I was in big 
trouble. 

After attending a show for one of our 
vendors, I met another processor with 
which I am currently working. That 
really opened my eyes. 

It was a difficult decision to leave 
what I had started from scratch. But 
in the last two years, I have more than 
doubled my residuals and have put 
over 200 merchants on the books.

GS: Do you have any other success 
stories you'd like to share?

MS: While making cold calls one day, 
I drove by this business a couple of 
times and said to myself, "That is a 
small retail shop. I don't think they do 
much volume." 

I didn't stop. A few weeks later, I was 
not having a good day with cold calls. 
I decided to visit this business. 

Not expecting much, I asked to speak 

to the owner. An elderly woman 
behind the counter stood up and said, 
"You have to talk to my son. He is two 
buildings over." 

As I drove up to what turned out to 
be a warehouse, I realized this was 
no small business, but rather a large 
company. 

The owner saw me on the spot, and 
I signed this company a few weeks 
later. This merchant's volume was 
anywhere from $250,000 to $500,000 
per month. Never underestimate 
a business because of its outside 
appearance.

GS: What has been your most signifi-
cant learning experience?

MS: Working for an unregistered ISO 
and having my entire residual stream 
withheld when I decided to write for 
another office. I am currently in litiga-
tion with that ISO's owner.

GS: What's the funniest sales experi-
ence you've ever had?

MS: When signing merchants, beware 
of their merchandise. I signed up a 
furrier about a year ago. While there, 
I decided to purchase a new fur. I am 
still waiting for the residual from that 
merchant to come back into the plus. 
However, the fur is great.

GS: What is unique about your sales 
style/method?

MS: I am not a high-pressure salesper-
son. I am very honest, and I explain 
everything to merchants. (I cannot 
believe how many merchants don't 
know they pay more for keyed-in 
transactions.) 

I always follow up and keep in touch 
with ... merchants every three months. 

AgenTalk

"I knew there was more money to be 
made but didn't know how to do it." 

– Marlene O. Smith
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GS: How do you generate leads?

MS: I generate all my own leads through 
cold calling − either on the phone or 
in person − referrals and networking. 
I also do some direct mailing, which I 
don't find as productive as cold calling. 
Referrals are my greatest source of leads because my mer-
chants know that they can call me any time, and I answer 
all their questions directly.

GS: What types of merchants do you prefer to 
work with?

MS: I generally work with mom-and-pop retailers. I 
do some corporate accounts, which I am looking to 
increase this year. A corporate account takes a lot of your 
time, and there is no guarantee that you are going to get 
the account. 

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

MS: Yes. Merchants like to be face to face with the people 
they are buying from. They like to know they can call 
you if there is a problem and speak to you directly and 
not a machine.

GS: What do you think about "selling" free terminals?

MS: I do not sell free terminals. As I tell my merchants, 
nothing is for free.

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

MS: Goals, self-discipline, honesty and follow-up 
with merchants. Also, the determination to succeed. I 
strive to write at least 10 deals per month, and it's a game 
for me to see if I can do this. 

If I only write eight one month, I know I have to do 12 the 
next month. I like to challenge myself. 

GS: What is your experience with agent training? What 
would a good training program consist of?

MS: Good agent training would be to have your agents 

"I generate all my own leads through 
cold calling − either on the phone or 
in person − referrals and networking."

– Marlene O. Smith
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understand interchange, know how to break down a statement and what to 
look for on statements (very important), and be able to fill out an application.
Most of all, educating them on how to respond to the questions they will 
encounter when on the streets. I also take new agents on the road with me for 
the first two weeks to let them see how I do the business. 

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

MS: First and foremost, only work with a registered ISO. I always ask about 
a company's customer service department and support, too. I do not want my 
merchants on hold for 20 minutes and not getting help when they need it. 

The other important thing is 
the compensation package and resid-
ual stream. Make sure you get paid 
on all 200-plus residual streams. And 
ask to see the reporting system for 
your residuals. 

GS: Did you know enough about 
industry contracts before you signed 
one? Please elaborate.

MS: I know enough about the indus-
try contracts now. I would recom-
mend an attorney in this field read 
over a contract before you sign it. 

I feel it is difficult for the aver-
age accountant or attorney to be 
beneficial in our industry because it 
is so complex. 

GS: How has The Green Sheet  
helped you?

MS: The Green Sheet has saved me 
in this industry. It has provided 
me knowledge to share with mer-
chants, new products, services and 
resources to find any kind of help you 
may need.

GS: Any advice for newcomers?

MS: Behind every no there is a yes. 
You cannot get discouraged in this 
business. Hard work will eventually 
pay off; you will see your residual 
income grow.

GS: What hobbies do you enjoy?

MS: I love golf, skiing, bowling, deer 
hunting and gardening, and I love to 
play poker.

GS: What's your greatest dream?

MS: My greatest dream would be to 
have my three sons get into this busi-
ness. The possibilities are endless. 

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

AgenTalk
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CompanyProfi le

T o survive in the highly competitive financial services industry, com-
panies must continually evolve. Those that become complacent risk 
losing market share. Even if profits are up and customers are satisfied, 
ISOs, merchant level salespeople (MLSs) and their customers must 

continually ask, Can this be done faster, more accurately or just plain better? 

The answer, of course, is yes. There is always room for improvement. 

An expert, focused touch
But how, exactly, do we bump up our game? Business process optimization 
(BPO) is a promising option. It involves finding ways to automate or optimize 
labor-intensive and redundant activities to save money and improve perfor-
mance − without sacrificing service quality. 

But can BPO address the unique demands of the payment processing industry? 
Yes. Business and payment software development firm Crossgate Dynamics 
offers BPO services tailored specifically to the financial services industry. 
Specializing in BPO, Crossgate helps businesses − particularly acquirers, ISOs, 
MLSs and merchants − create and implement custom solutions to work smart-
er, rather than harder. Its solutions are designed to improve existing processes 
and create new money-saving, revenue-generating practices. 

The ultimate goals of BPO are to increase productivity, reduce cost and boost 
revenue. Crossgate's target market benefits from the company's singular focus 
and expertise. John Allen Tharpe, Crossgate's founder, President and Chief 
Executive Officer, has a 15-year history in the payments industry and has held 
executive positions in the acquiring sector. Tharpe also was Executive Vice 
President of a leading payment gateway. 

Solutions for this industry
When Tharpe founded Crossgate in October 2006, he knew the company 
would create and develop software for a multitude of businesses. But he was 
particularly drawn to the payments space. "A focus on the payments industry 
was especially attractive as the industry is in the midst of a technological trans-
formation," Tharpe said. 

He noted that his company is much more than a software developer. "Crossgate 
Dynamics intimately understands the electronic payments industry and 
develops payment-specific technology for acquirers, ISOs and their 
merchants," he said. 

Tharpe's experience has given him a thorough understanding of the payment 
processing industry's regulatory and compliance issues. "All my years in the 
payments space has certainly benefited the company in the sense that we 
understand the rules, the processors, the message file formats," he said. "That 
is what separates us from any other software development company."

Crossgate 
Dynamics LLC

ISO/MLS contact:
John Allen Tharpe
President and CEO
Phone: 501-255-7515
Fax: 501-255-7876
E-mail: ja@cgdynamics.com

Company address:
10201 W. Markham Street
Suite 215
Little Rock, AR 72205
Phone: 501-255-7515
Fax: 501-255-7876
Web site: www.cgdynamics.com

ISO/MLS benefits:
• Customized solutions
• Merchant retention
• Automated processes
• Improved efficiency
• Reduced expenditures

Helping you work smarter, 
not harder
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Acquirers, ISOs and MLSs can engage Crossgate to 
develop internal productivity applications such as online 
merchant applications, virtual processing technologies, 
reporting tools, Web-based portals, processor certifica-
tions and automated reconciliation solutions. 

The company also offers technological solutions for POS 
terminal, automated clearing house, electronic bill present-
ment and payment, and payment gateway integration.

Crossgate can also help strengthen responses to requests 
for proposal (RFPs). The company provides expert techni-
cal assistance and can even conceptually design custom 
integrated solutions that may be required to win bids.

"If the RFP mandates a complex solution or contains an 
integrated payment requirement, acquirers and ISOs no 
longer have to shy away from the opportunity," Tharpe 
said. "Crossgate is a strong resource and partner."

Additionally, Crossgate provides support. Depending 
on the application or client requirements, support can 
run from minimal to elaborate. Tharpe reported that if a 
solution is robust and complex, the company can provide 
a 24/7/365 maintenance contract. It also accommodates 
clients who prefer to manage solutions themselves. 

Think customization, not price 
Merchants are increasingly well-versed in payment options 
and the importance of value-added services. While they 
may not understand the intricacies of electronic payment 
technologies, retailers are aware of innovations that could 
benefit them. They want to use payment options that will 
provide them the biggest profit. 

"The adaptations and acceptance of these electronic forms 
of payment [are] growing," Tharpe said. "It's becoming 
the preferred way of conducting business." 

In today's economy, businesses "have to do it faster and 
better, to compete," Tharpe said. "That is the driving force. 
Companies can't solely compete with a stand-alone, non-
integrated solution. Merchants are looking for ways to 
integrate payment processing into day-to-day activities." 

Tharpe added that price alone is no longer enough to 
close a sale. ISOs, MLSs and acquirers "need to go to the 
next level and start talking about efficiency and integra-
tion," he said.

Crossgate's solutions contribute to the brass ring of reten-
tion: Once merchants are using proprietary solutions that 
serve them well, they are less likely to change processors. 
"It streamlines and optimizes processes," Tharpe said. 

"The acquirer is happy because they built something that 
a competitor can't begin to touch or duplicate. [The cus-
tomer] will be with them for a long time."

According to Tharpe, customization is what differentiates 
his company. "Crossgate Dynamics does not sell 'off the 
shelf' technology, as we fully understand that our clients 
have their own way of conducting business," he said. "We 
adapt so our clients don't have to."

No need to go solo
Tharpe wants acquirers, ISOs and MLSs to know they 
have resources. He believes Crossgate can help them 
increase efficiencies, win new business and retain current 
clients. And, since Crossgate's market is international, and 
thus able to transcend locations and industries, its cus-
tomers can reach just about any merchant, he noted. 

Crossgate is seeking technological partnerships in the 
payments industry. "It's an alliance opportunity for the 
acquirer to engage us to expand their internal infrastruc-
tures and to become more efficient and optimized in their 
own practices," he said. "We can also help build new tech-
nologies to attack certain market verticals. 

"A partnership with Crossgate Dynamics enables acquir-
ers and ISOs to become more competitive and to win 
more merchant contracts." 

CompanyProfi le
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Global economy, 
global business?

M any times you've heard the statement 
"We live in a global economy." But 
how does this affect your business? To get 
a better sense of what this axiom means to 

companies in the payments industry, we asked members 
of The Green Sheet Advisory Board the following ques-
tions about their plans for global expansion: 

1. Has your company discussed moving into markets 
outside the United States? If not, do you expect discus-
sions on this in the future?

2. If your company is considering global expansion, what 
markets look most promising?

3. What would you consider the chief motivators for mov-
ing into these markets?

4. How would an international presence complement your 
domestic business?

5. What criteria must an ISO or acquirer consider before 
doing business outside the United States?

6. What are the biggest impediments to expanding glob-
ally: Language and cultural differences? Political uncer-
tainties? Infrastructure issues? 

7. What are the most compelling reasons to expand 
operations outside the United States?

Following are GS Advisory Board members' responses, in 
alphabetical order.

Sam Chanin, Business Payment Systems

1. & 2. Yes, we would like to work in Canada 
and England. Puerto Rico and the West Indies [also 
look promising].

3. Less competition, higher revenues.

4. In Canada and England, it would be a natural 
expansion of our sales force.

5. We are in the process of learning that information now.

6. Infrastructure issues and cooperation of banks.

7. Potential profits, and the U.S. market is becoming a 
commodity marketplace with thinner margins.

Jared Isaacman, United Bank Card Inc.

Several times we have considered entering the 
Canadian market. Usually there is some other big proj-
ect that hinders our progress, but it never is completely 
written off.  It's important to realize how, in some ways, 
things get more complicated and at the same time sim-
plified outside the U.S. market. 

For example, you need two acquiring banks in 
Canada: one for Visa and another for MasterCard. 
That, as well as the fact that the market is dominated by 
five main banks, makes entering Canada a challenge. 

On the flip side, the interchange [in Canada] is much 
more simplified. And if you can get in the market hav-
ing only five primary competitors, it is a lot easier to 
manage than the hundreds we have in the U.S. 

1. & 2. We will continue to pursue Canada as part of 
our long-term project list. The lack of competition and 
innovation in Canada creates the right opportunity for 
United Bank Card.

3. The Canadian market has very few competitors, and 
the innovation and technology that the U.S. market has 
seen over the last few years has certainly not made its 
way to Canada.

4. UBC has over 1,400 ISO partners around the 
country. Several of them are located along border states, 
which often presents them [ISOs] with sales opportuni-
ties in Canada. 

5. Like any major initiative or startup, there has 
to be a financial opportunity to justify the expense. 
If the Canadian market had seen the type of fierce com-
petition the U.S. market has been going through over 
the last few years, it would not even be a consideration 
to expand in Canada.

Language, political and tax considerations are all an 
issue but can easily be overcome with the right team 
handling the initial setup. My concern, especially with 
Canada, is that there are five main players that really 
want to keep the ISOs out. 

6. As I have learned, securing both a Visa bank and 
MasterCard bank for sponsorship is a challenge.

7. Diversification is always important, especially if it 
will complement your existing business channels.

Jerry M. Julien, Equity Commerce LP

1. Yes, we have had numerous discussions about  expand-
ing outside the U.S. from both an operations  perspective 
and a sales effort. We currently have  the ability to place 
traditional higher risk industry types offshore and will 
continue to pursue those opportunities.
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2. Due to existing relationships within the industry, we 
are primarily looking at the opportunities with the Latin 
America Caribbean region.

3. Our primary motivation in considering these markets as 
opportunities [related to operational issues] is the lower 
associated cost with employment and infrastructure. 

In addition, many LAC countries are bilingual, which will 
allow us to tap into the expanding minority markets.

4. Our current offshore merchant acquiring relationships allow us … to place 
any type of merchant or industry that comes into our offices. This can be criti-
cal in becoming a one-stop shop for our agents:  They know we have multiple 
relationships in place to assist them in finding a home for an account. 

5. Some of the critical things a company must consider are the political envi-
ronments in which they are looking to expand and regulations regarding 
incorporating, taxes and currency conversion rates. 

The other critical item is ensuring control over the operations. Simply out-
sourcing to a company that provides these services can lead to lack of control, 
generic efforts and competitors' using the same sources.

6. With technology evolving so quickly, the language and cultural differences, 
which in the past could hinder efforts, are becoming less and less [apparent]. 
Political environments must always be taken into consideration as well. 

Several countries outside the U.S. 
have embraced the call center/
technology opportunities and have 
geared their political [strategies], 
incorporation, technology and taxes 
to encourage countries to expand 
into those markets with ease.

7. The … most compelling reason 
to look at expanding operations 
outside the U.S. is the cost of hiring 
and keeping an employee.

Dee Karawadra, 
Impact PaySystem

1. & 2. Yes, especially Europe and 
Asia. … The Canadian market [also 
looks promising].

3. Less competition.

4. It would give us opportunity to 
diversify our presence; hence, there 
would be a balance in case the U.S. 
market slows down.

5. The value of a dollar. The 
conversion rate can change on a 
daily basis.

6. Political uncertainties, as the oth-
ers you can overcome by hiring the 
right people.

7. Balance.

Allen Kopelman, 
Nationwide 
Payment Systems

1. & 2. Since we are located in 
South Florida, we get asked all the 
time to set up merchant accounts 
in South America, Puerto Rico and 
the U.S. Virgin Islands. 

There is a lot of growth in 
many South American countries 
along the coast, where people 
from the U.S. are building luxury 
condos and homes. … Puerto Rico 
and the Virgin Islands are U.S. ter-
ritories and use U.S. currency. 

But it is not possible for us to 
set up accounts in either of 
these two places. 

If we were able to … it would be 
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very profitable because the rates they 
[merchants] are paying now are very 
high, and there are only two providers 
in Puerto Rico and the Virgin Islands. 
I don't know why the processors don't 
let us set up U.S. companies down in 
those areas.

3. The key motivators would be the 
ability to bring more competition into those markets and 
to get the merchants better rates and services.

5. The biggest thing is how to manage risk in some of 
these areas with Visa International and MasterCard 
Worldwide not really working well with Visa U.S.A. and 
MasterCard [in the United States]. 

If Visa and MasterCard wanted the cards to be truly glob-
al, then they would open up the international markets.

6. We would only want to work with U.S. companies 
expanding into these other areas; otherwise, you will 
have issues in dealing with people from foreign coun-
tries. And it might not be cost-effective for every com-
pany to have multilingual staff on hand. 

Most of the growth for ISOs would be selling to exist-

ing clients that are opening up businesses in Mexico, 
Puerto Rico, etc.

A few more comments: Although Visa and  
MasterCard operate both inside and outside the 
United States, there does not seem to be much that 
merchants in the U.S. can do about chargebacks from 
international cardholders. 

There is no way to manage the risk of merchants' 
accepting cards from outside the U.S. In the 
event a chargeback occurs, there is an automatic reversal 
because no relationship exists between Visa U.S.A. and 
MasterCard and their international counterparts.

So to truly go global there has to be communication 
between these entities to resolve chargeback issues. 
The same goes for merchants outside the U.S. 
who want people within the U.S. to buy their products 
and services.

Biff Matthews, CardWare International

1. & 2. Yes. Western and Eastern Europe, New Zealand, 
Australia.

3. [They] closely match the U.S. market 15 years ago, 
with similar opportunities.
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4. As U.S.-headquartered companies have globalized, foreign 
companies are likewise expanding globally.

5. It's not the U.S.: The card Association rules are different; 
different laws impact our businesses. 

And while U.S. culture is becoming more the norm [in foreign 
countries], they still aren't the U.S. Adaptation and integra-

tion are necessary, as well as a long-term payback strategy. 

6. It depends on the region. Political and economic instability are more preva-
lent in South and Central America as with specific European countries. 

For CardWare, an established distri-
bution infrastructure, as well as reli-
able telecommunications, is critical. 

As with one's business, a prudent 
entrepreneur should have exit strat-
egies for varying scenarios: political 
unrest, economic disaster, nation-
alization, or dramatic law or rule 
changes that negate opportunity.

7. Opportunity!

Jeffrey Shavitz, 
Charge Card Systems Inc.

This issue has come up a lot at our 
company during the past few years 
for two primary reasons:

a) We represent many franchise 
systems and, as such, we have 
been referred to other franchi-
sees outside the U.S. With that 
said, our processing agreements 
do not allow us to write busi-
ness where our merchant's bank 
account is not in the U.S.

b) Canadian businesses – 
although just over the border, 
these merchants also pose a sig-
nificant problem for us in being 
able to process for them.

We believe that in order to be a 
full-service processor, we must 
have full-service capabilities 
to work globally, whether 
we do it ourselves or have 
strategic partners. 

Our current thinking is that stra-
tegic partnerships located in a 
specific country may be our best 
alternative, considering they 
understand the culture, language 
and nuisances of working with 
that merchant base better than 
we ever could. 

We thank the GS Advisory Board mem-
bers who responded to our questions. 

For more information about the oppor-
tunities and challenges of expanding a 
business into foreign markets, read "The 
World of Payments" (GSQ, April 2007, 
Vol. 10, No.1). 
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POS terminal makers 
take off the gloves

B y all accounts, the terminal market worldwide 
shows strong growth. Yet, terminal manufac-
turers are using aggressive tactics usually seen 
in shrinking markets. 

VeriFone made a play for Hypercom Corp.'s customers 
March 19, announcing a multimillion-dollar plan to write 
software conversion interfaces to enable Hypercom users 
to work with VeriFone platforms.

VeriFone Chairman and Chief Executive Officer 
Douglas G. Bergeron claimed many of Hypercom's prod-
ucts lack certification to the Payment Card Industry 
Data Security Standard (PCI DSS), a claim refuted 
by Hypercom.

The announcement came four days after an activist inves-
tor criticized Hypercom's corporate strategy and sug-
gested that management consider putting the company 
up for sale.

And VeriFone made the offer to Hypercom customers 

the day before Hypercom announced it had received PCI 
certification on its newest P4100 PIN pad.

George Sutton, Managing Director at Craig-Hallum 
Capital Group and an analyst in the terminal market, sug-
gested the timing of VeriFone's announcement in relation 
to Hypercom's PCI news was not coincidental. VeriFone's 
proposal to convert Hypercom customers "was pure mar-
keting," he said.

Toe to toe on PCI

"My sense is both Hypercom and VeriFone are at similar 
points in the [PCI certification] process. They both have a 
handful of products" that meet the PCI DSS, Sutton said.

"We have a broad range of PCI-compliant products," a 
Hypercom spokesman said. "Mid-year, we will introduce 
the highest security, largest memory and broadest feature 
set of any countertop device." 

The company's PCI-compliant products currently include 
multilane terminals, mobile wireless terminals and two 
PIN pads. All six countertop products to be introduced in 
coming months will be PCI-approved, he added.

VeriFone's offer to convert customers "looks like a des-
perate act for a company that's been laying off dozens of 
people in the last few weeks," Hypercom's spokesman 
said. "It's a sales pitch." 

He attributed the offer to Hypercom's competitive posi-
tion: "We believe we may be taking market share from 
them with our products."

VeriFone confirmed that the company has laid off 
approximately 100 "overlapping positions" or less than 
5% of a total workforce of 2,400, as a result of the 
Lipman acquisition last October. "The reductions were a 
mix of employees from both organizations," the company 
stated in an e-mail response to questions.

Since making its offer, VeriFone has received a response 
from 10 Hypercom customers, according to VeriFone. 

Bergeron had claimed Hypercom customers "are con-
cerned about the company's future and speculation about 
a possible sale."

Selling the company was the final option proposed by 
investor Robert L. Rosen, Managing Partner of RLR 
Capital Partners and RLR Focus Fund LP, in a letter to 
Hypercom March 18.

RLR Capital has acquired 5.1% of outstanding 
shares of Hypercom, according to the letter. Securities 
and Exchange Commission filings show that RLR has 
bought most of those shares since Jan. 1, 2007. A 5.1% 
stake puts RLR among the top five institutional holders 
of Hypercom stock.
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Hypercom's stock, which traded above $10 in May 2006, 
was trading in the $5.50 to $6 range at press time.

Shareholder discontent 

Rosen criticized Hypercom's intention to use its cash to 
acquire companies in the terminal services market, rather 
than repurchase its own shares. He urged management to 
buy back one-third of its outstanding shares and focus on 
improving operating margins. 

If the company is unable to meet its sales growth and 
operating-margin targets during the current year, its 
board of directors should review alternatives, "including 
a possible sale," he stated.

Such shareholder activism is becoming increasingly com-
mon, Sutton said. "The key points [Rosen] made were 
fair." Sutton said he would prefer to see Hypercom do a 
combination of stock buybacks with "well-thought-out 
strategic acquisitions."

A Hypercom spokesman said, "We have received the let-
ter, we are reviewing it, and we will respond in an appro-
priate manner at an appropriate time.

"It sure sounds like VeriFone is suggesting that customers 
don't want a choice, that they are supportive of a monop-
oly in the marketplace," he added. "Customers want to 
have choices so they are not held hostage by one vendor 
in this space."

The terminal market has plenty of room for growth, 
Sutton said. "We continue to see worldwide expansion of 
payment terminals."

However, the stakes are rising in the terminal hard-
ware business, said Dan Schatt, Senior Analyst with 
Celent LLC. Manufacturers now have to compete with 
customers like First Data Corp., making market dynam-
ics more unpredictable. "You can see what First Data has 
done, coming out with a do-everything terminal to lock 
down merchants."

Sutton said although Hypercom has been playing "catch-
up" to VeriFone, its product offerings have improved 
"greatly." Lipman had a "very strong wireless platform, 
and I think VeriFone's strength has been in the multilane 
market. Hypercom's is in the ISO channel." He predicted 
Hypercom's Blade product will prove to be popular in the 
wireless market. 

In Hypercom's most recent earnings call with investors, 
executives discussed coming products. "We will bring out 
a new unattended product for outdoor kiosks and inte-
grated systems," said William Keiper, Hypercom CEO. 

The modular, 32-bit product will be based on the Linux 
operating system and feature a full-sun-readable active-
matrix color screen. 
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Intuit – ECHO kaput, 
fed crackdown afoot

E lectronic Clearing House Inc.'s foray into process-
ing Internet wallets for online gaming six years 
ago has had unfortunate consequences. Intuit 
backed out of an agreement to buy the company 

when ECHO disclosed and quickly settled a federal probe 
in late March for $2.3 million.

The acquisition would have given ECHO broader market 
scope. Intuit is the maker of QuickBooks, Quicken and 
TurboTax software.

ECHO accepted a nonprosecution offer from the govern-
ment regarding ECHO's role as processor to Internet wal-
let sites, which typically hold funds for online gamblers.

The $2.3 million the company will disgorge is its 
estimated profits from processing and collection 
services provided to such clients since 2001, ECHO 
Chairman and Chief Executive Officer Joel M. Barry said 
in a conference call with investors March 27, the day of 
the disclosures.

ECHO was never identified by U.S. attorneys as the target 

of the probe, he said. Rather, the Justice Department has 
enlisted the company as a witness against other parties. 

ECHO ceased most Internet wallet business when the 
Unlawful Internet Gambling Enforcement Act was 
signed into law in October 2006. It is now out of the 
Internet wallet business entirely. Barry said he could 
not discuss under what laws the government is 
pursuing its case.

Dissenting opinions

Intuit and ECHO mutually agreed to terminate the con-
tract, a decision criticized by investors on the call. "Given 
the beating your stock is taking – down over $7 [per 
share] – if you had taken a price cut, … it might have been 
better for shareholders," said investor Paul Glazer.

Intuit may have backed out of the deal because of its 
own disappointing earnings, "so their threshold for risk 
might have been lower," commented Dorsey R. Gardner, 
President of Kelso Management Co.

"I don't understand how that's in your best interest," said 
Troy Hottenstein of RG Capital Management. "You should 
have held them to that deal." 

The Intuit deal "spread us across a broader market 







62

than we would like to operate in," Barry said. "We still believe the value of 
ECHO is very high." Gardner suggested Intuit's decision gives ECHO other 
merger opportunities: "I thought you were selling kind of cheap. At today's 
prices, selling at one-times revenues is a huge discount," he said.

Barry said as ECHO refocuses on its traditional market, it will see operational 
savings from a new processing platform, which was in development for several 
years. "The Intuit transaction represents an endorsement of our business strategy" 
of focusing on technology and embedded software solutions, said Charles Harris, 
ECHO's President and Chief Operating Officer. ECHO reported revenue of $75 
million for 2006. 

Wal-Mart drops plea for ILC

W hen Wal-Mart Stores Inc. raised the white flag in its long 
attempt to enter U.S. banking, many viewed it as a victory for com-
munity banks. Yet, the greatest beneficiaries may be card issuers 
and processors.

Wal-Mart's stated goal had been to cut the interchange fees it pays by doing its own 
bankcard transaction processing. Potentially, Wal-Mart could also have issued card 
Association-branded cards.

That motive was in keeping with Wal-Mart's financial strategies, according to 
Jim Eckenrode, Banking Research Fellow for Financial Services Strategies and IT 
Investments, TowerGroup. Reducing Wal-Mart's domestic interchange bill will be 
next to impossible without a banking license, he added.

"However, this should by no means be interpreted as a retreat by Wal-Mart from 
the financial arena," Eckenrode said. "TowerGroup expects the company to con-
tinue expansion of financial products and services targeted at its core customer 
demographics." 

Wal-Mart announced March 16 a withdrawal of its application to the Federal 
Deposit Insurance Corp. seeking permission to buy an industrial loan company 
(ILC) charter. Wal-Mart President Jane Thompson attributed the decision to the 
FDIC's January extension of the moratorium on ILC applications.

No more controversy
Thompson again countered criticism the company was hiding intent to 
begin community-based retail banking at its stores. "At no stage did we intend to 
use the ILC to establish branch banking operations, as critics have suggested. We 
simply sought to reduce credit and debit card transaction costs," she stated.

"Wal-Mart made a wise choice," FDIC Chairman Sheila C. Blair stated. "This deci-
sion will remove the controversy surrounding their intentions." 

"This doesn't spell the death knell for Wal-Mart for financial services in the United 
States," Eckenrode said. The retailer will move forward with wire transfer and 
remittance services to immigrant populations here. 

Wal-Mart will pose a competitive threat to banks "that have gotten into the cross-
border remittance game," such as Citigroup Inc., Grupo Santander and BBVA, 
which just bought Compass Bancshares Inc. and has dominated U.S.-Mexico 
money transfers, he added. 

Wal-Mart has secured a license for full-service banking in Mexico, where support-
ers outweighed critics, believing more competition will improve access for that 
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country's unbanked, Eckenrode said. And the retailer 
is seeing growth rates in sales and profits two to 
three times as high in international markets as they are 
earning at home. But domestic community banks can rest 
easier now, Eckenrode said. 

SEAA meeting offers 
added-value advice, 
vendors

A s ISOs and merchant level salespeople 
(MLSs), the more value you bring to your 
merchant clients, the more likely they will 
continue working with you, according to Kim 

Fitzsimmons, First Data Corp.'s President of Independent 
Sales Services. 

She advised attendees of the recent Southeast Acquirers' 
Association meeting on ways to increase merchant 
"stickiness." ISOs and MLSs can make themselves 
unique and less replaceable by offering merchants a full 
suite of payment services, which include gift card and 
loyalty programs, electronic check conversion, and 

PIN-based debit card acceptance, as well as identification 
verification tools.

To sell such products, ISOs and MLSs should form strate-
gic partnerships with respective companies. A great way 
to get started is by talking with representatives from those 
companies at tradeshows like the SEAA. (This year, about 
70 vendors attended.) 

"Ask them questions; interview them just like you would 
a [job] applicant. … Make sure your key value is their 
core competency," she added. Also, interviewers should 
put together a checklist that includes questions about the 
company's industry experience, financial stability and 
customer service. 

When looking for value-added partners, Fitzsimmons 
stressed the importance of due diligence: Always get ref-
erences and make test calls to the customer service depart-
ment, she said. Having a good track record is important 
because "their reputation is your reputation."

Economies of scale must also be considered. "Make sure 
they can grow with you," she said. "When you add more 
value, merchants then look to you – as their business 
grows – as their adviser." 
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he said. "You have to be more fluent in more topics. 
Transactions in retail are pretty standardized; you hand 
over your card at the register. 

"In B2B you'll find many more card not present transac-
tions, and one business may sell in multiple ways and 
in multiple locations. So you'll probably spend more 
time getting to understand your clients' business models 
upfront. But this is value-based selling, which is much 
more interesting − and lucrative − than price-based sell-
ing. B2B processing isn't commoditized." 

Atkinson said by using purchasing cards (p-cards), sup-
pliers can reduce days sales outstanding (DSO), which is 
the average number of days a company takes to collect 
payment after a sale has been made. 

However, she noted suppliers "have to pay the inter-
change, and that may not be acceptable if they offer 
significant pricing discounts to their clients. It is a much 
harder job to convince suppliers to accept p-cards than it 
is to get a buyer to want to use one."

Will B2B accelerate? 

The current number of electronic transactions is just the 
tip of the iceberg: Twelve percent of B2B transactions are 
card transactions; another 18% are automated clearing 
house (ACH). Just under 7 billion B2B transactions, or 
more than 70%, are settled by check annually.

"With over 4 billion B2B transactions migrating to e-pay-
ments over the [next] six years, the land grab for transac-
tion volume will be intense," Grealish said. 

Atkinson expects card payments will continue to grow 
because of the increasing online activity of B2B trading 
partners. "Plus, the movement from paper check pay-
ments will lead to more card payments as well as conver-
sions to ACH," she added. "I estimated that p-cards made 
up about 2% of noncash B2B payments in 2006 and will 
grow to 5% of total B2B payments by 2010."

Neuman said it will take movement on both the acquiring 
and the issuing sides to tip the scales. "American Express' 
potential to provide value to B2B buyers and suppliers is
supported by the unique competitive advantage we have 
of being a closed loop network," she said. 

She added that AmEx has "direct relationships 
both on the issuing and acquiring side of the business, 
allowing us to leverage these relationships with the 
merchant and the cardmember, and being able to 
provide merchants with unique business insights and 
marketing capabilities."

Unloading paper baggage 

Celent's research shows that companies are in transition, 
migrating from checks, investing more in e-payment 

systems and lowering their payment processing costs. 
The research also revealed that 88% of the companies 
surveyed are investing in payment system improvements, 
setting the stage for future electronic payment growth.

"The role of technology and third-party providers in adop-
tion of e-payments is profound," Grealish said. "Advanced 
technology is enabling rationalization of labyrinthine pay-
ment systems, sophisticated least-cost routing, improved 
automation (like the auto correction of exception items), 
and ultimately 99% straight-through processing.

"The ideal state of payment processing is an integrated 
payment gateway supported by a smart decisioning 
engine. Although such a gateway is still more vision than 
reality, the technological pieces and players are gradually 
coming together."

Accounting departments are handling increasing num-
bers of electronic transactions, including debit or credit 
card use for gasoline, travel and entertainment expenses; 
conference registrations, books or subscriptions pur-
chased online; and prepaid card use for payroll, benefits 
or incentives. 

Systems must be improved to accommodate these elec-
tronic payments. And Bills noted that once companies 
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have upgraded their operations, the switch to electronic 
payments will be relatively painless. "Many companies 
are already investing in p-card systems, and these systems 
can convey enormous amounts of information efficiently," 
he said. "The tracking abilities and the efficiency gain 
warrant the interchange fees pretty easily on that level."

P-cards pave the way
Grealish said ghost cards (virtual cards) and p-cards inte-
grated into accounting systems (like the MasterCard e-P3) 
are "breathing new life into the p-card and are raising the 
value charged on p-cards. 

"One top issuer reports that the average 'ghost card' trans-
action is $3,000 compared to $200 or $300 for p-cards. 
Companies that weren't interested in managing plastic 
cards are showing interest in ghost cards."

Atkinson reported that large corporations and mid-
dle-market companies are using p-cards to streamline 
smaller-value repetitive purchases. "Purchasing cards are 
growing at about 20% year over year," she said. "When 
used for purchases, data about the purchase is automati-
cally captured and provided to the procurement manager 
at the company. 

"The use of these cards can be restricted to approved 

vendors, and single transaction or period of time amounts 
can be controlled."

According to Atkinson, the biggest card issuers are 
striving to integrate purchasing cards into compa-
nies' normal procure-to-pay cycles as an alternative to 
cutting checks. And, banks are encouraging larger p-card 
purchases by offering rebates and helping companies tar-
get suppliers to enroll in p-card acceptance programs. 

To control the extension of credit, she added, banks 
provide online, real-time limit adjustments automati-
cally after each purchase. In addition, p-card capabilities 
provide accounting efficiencies for merchants 
and acquirers.

New lanes ahead
Grealish said a number of factors are coming into play 
that may speed up the adoption of electronic B2B pay-
ments: the demise of check float, for example. In her report 
"Crossing Frontiers in Business-to-Business Electronic 
Payments," she writes:

To put a dollar figure on the value of float, Eccho 
[Electronic Check Clearing House Organization] esti-
mated that if 100% of transit checks (checks collected 
by a bank from another bank) were replaced by ACH, 
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banks would incur a loss of float balances of US $7.5 
trillion, which translates into about US $1 billion in 
indirect revenue. 

Revenue opportunities from negative float will be 
eroded regardless of e-payment adoption because 
check image exchange is expediting check processing, 
and eventually competitive pressures will force banks 
to provide improved availability and give much of the 
float to their corporate customers.

Grealish also pointed out that as consumers increasingly 
bank and pay bills online their comfort level grows, 
which may increase their interest in using similar sys-
tems in the workplace. 

"Small businesses (under US $10 million in annual rev-
enue) are increasingly embracing online banking and 
online channels," Atkinson said. "Online users are very 
likely to use card payments. 

"There is continued convergence of issuing and acquir-
ing activities, and this convergence creates opportunities 
for ISOs and MLSs."

Are we there yet? 
The biggest reason for the sluggish move to electronic 
payments in B2B is that the investment in payment sys-
tem improvement is perceived as large, and the benefits 
are perceived to be small. 

Additionally, the movement toward electronic 
payments will likely hit critical mass only when 
accounting departments of large corporations demand 
it. And this is a group not prone to make drastic or 
experimental changes. 

Also, the efficiencies in electronic payments are hard 
to quantify, while increases in interchange are readily 
apparent. "There are some tax reporting challenges for 
businesses that accept credit card payments," Atkinson 
said. "The interchange and fees need to be calculated, 
categorized and reported." 

Grealish said pioneers in e-payments "have tended to 
come from the A/R [accounts receivable] side and have 
had the clout both with their trading partners and banks to 
migrate over 60% of their collections to ACH and wire. 

"These pioneering companies move slower on the A/P 
[accounts payable] side because they typically want to 
study the impact on float and evaluate their payment 
options, like p-card and buyer financing." 

Finally, widespread adoption of B2B electronic pay-
ments will take an almost unprecedented collaboration 
between banks, card issuers, ISOs, technology and sys-
tem providers, and businesses. But it will occur, experts 
say. It's only a matter of time. 
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Education

By Dee Karawadra
Impact PaySystem

Editor's note: After a year of contributions, Michael Nardy's 
final Street Smarts article appeared in the March 26, 2007 
issue of The Green Sheet. Beginning in this issue, and continuing 
for one year, Dee Karawadra of Impact PaySystem is authoring 
the column.

I remember the day I learned of The Green Sheet. I 
was green myself, having been in the business only 
a couple of months. I had managed to sign up a 
few merchants, but I didn't know the difference 

between a Tranz 330 and Zon Jr. 

My wife, Emily, worked for Concord EFS at the time. One 
of her colleagues mentioned the magazine. I assumed it 
was a costly, subscription-based publication. 

A few years later, a recruiter for another ISO called me. 
He'd received my business card from one of my mer-
chants, and he wanted me to join his company as an 
employee. "We provide you with training and health 
benefits," he said. I turned him down; it was a commis-
sion-only position. 

Besides, I did not need the health insurance he offered. 
My wife had a great benefits package with Concord. 
The recruiter persisted. "Why don't you just come to 
the training? You might change your mind afterward," 
he suggested.

I thought, heck, I have nothing to lose.

I arrived wearing my freshly ironed dress shirt, tie 
and polished shoes only to find the training was taking 
place in the recruiter's hotel room. The PowerPoint pre-
sentation I had expected was actually a dry-erase board 
on one of two double beds in the room. Instead of a table 
and chairs for trainees, the seating was the other bed.

But what I learned during that training changed my life.

A Green awakening
A woman in attendance had taken a maternity leave from 
one of the processors in town, and she wanted a job that 
was more flexible to keep up with the demands of moth-
erhood. She had just received her first issue of The Green 
Sheet and said it was very informative. 

During the recruiter's smoke break, I slipped out and 
looked for a copy of the publication. Sure enough, I found 
one and saw I could subscribe for free.

I started reading each issue cover to cover, including the 
ads. I discovered some ISOs actually pay the residuals 
they promise. I learned what to look for in contracts and 
where to buy equipment. I found out there were others 
like me having very similar experiences. 

I kept stacks of The Green Sheet at my bedside until 
Emily threatened to move me into the kids' room. Soon, 
I became an avid reader of the new column called Street 
Smarts, written by Ed Freedman. 

Fast-forward a few years. When I was asked to 
write Street Smarts, my immediate reaction was, me? 
Though I was honored to be invited to take on the 
column, I knew it would be a challenging task to 
fill the shoes of Ed Freedman, members of the 
National Association of Payment Professionals and, 
most recently, Michael Nardy.

 Something ventured, something gained
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They all are industry veterans who have done an awesome job of 
educating merchant level salespeople (MLSs) about everyday challenges and 
opportunities. I asked The Green Sheet to let me sleep on it and see if I was up 
to the challenge.

That night, I discussed it with Emily, who has been in this industry for 11 years. 
She reminded me of something I said months previously about the importance 
of giving back to the industry that has given us so much. 

We had just put together a training program on different facets of our indus-
try so that MLSs wouldn't have to go through the same frustrations I had 
experienced as a newbie. We did our first training on the petroleum 
industry in December. 

Emily suggested writing articles for Street Smarts would be an excellent 
way to help MLSs understand the business. So, here I am, hoping to do 
the column justice.

My story is your story
Let me begin by telling you a bit about myself. I am Chief Executive Officer 
and President of Impact PaySystem. I jumped into the industry in 2000 as an 
MLS for an ISO. At the time, I did not know much about payment processing. 

I worked for a small ISO that had no training program, and the owner had no 
time to acquaint me with the business. I worked there for over a year and was 
often frustrated because of unpaid residuals.

I then moved to another ISO and 
realized it was hard to get any busi-
ness written: I was too busy taking 
care of setup issues. 

I found the ISO's relationship manag-
ers did not answer my voice mails 
and e-mails until weeks after I'd 
called them. 

By then it was too late; I had lost 
the merchants whose issues I could 
not resolve on my own. Frustrations 
like these prompted me to become an 
ISO myself.

Since then, I have worked through 
every business detail, from setting up 
a call center for technical support and 
customer service to becoming a regis-
tered ISO/MSP. 

Today, Impact PaySystem works with 
MLSs throughout the country, and my 
staff and I speak to potential agents 
almost daily. 

I recall the days when I put a lot 
of miles on my car going from one 
shopping center to another and from 
one city to another. I would drive far 
out of my way just to save a few pen-
nies per gallon on gas. 

My office consisted of a computer 
in my bedroom and a pay-per-use 
fax machine at a copy center. My 
cell phone was my office phone. 
Despite Spartan surroundings, 
I quickly figured out how to fix a 
disabled printer on the Hypercom 
T7P terminals. 

I learned how to overcome "No solici-
tation" signs. And I grew deft at ask-
ing merchants for referrals. 

Today's MLSs face the same challeng-
es and opportunities as I did when I 
began knocking on merchants' doors. 
And I still go out and sell every 
chance I get. 

It is the best way to understand 
my agents and their frustrations. 
I have stumbled at times. But I 
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have come out of each experience with a little more 
knowledge. 

It takes a village
I have been very fortunate to have been touched by many 
individuals in this industry who have helped pave my 
path. These people range from presidents and CEOs of 
the major players, to the less visible technical support and 
customer service representatives.

The Green Sheet has also contributed immensely to 
my education. Participating in the GS Online MLS 
Forum allowed me to converse and learn from 
fellow MLSs. And my ace in the hole has always been 
my wife. 

While at Concord, Emily worked in almost every depart-
ment. Her tenure in the industry has helped me and my 
team see the big picture, from boarding merchants to sup-
porting them. 

It would have been very difficult to get through all the 
obstacles of launching Impact PaySystem without the 
guiding hands of these generous people.

In the coming year, I hope to discuss some of my experi-

ences with you, and I hope you will share some of yours 
with me. I am not a writer by occupation. And English 
was not my major. In fact, it is my second language. 

The Street Smarts articles I will be writing are not spon-
sored by Impact PaySystem. I am writing this column for 
the sole purpose of creating an ongoing dialogue with 
MLSs about important issues and developments in their 
day-to-day business lives. 

My goal is to educate and learn from the MLSs in an 
industry that is ever-changing. And I want to do it in an 
easy, straightforward manner. 

I look forward to discussions on the MLS Forum. They 
will play a big part in shaping the direction of this series. 
Please watch for my posts. I hope to hear from you and 
look forward to your suggestions on topics. 

Dee Karawadra is the founder, Chief Executive Officer and 
President of Impact PaySystem, based in Memphis, Tenn. He and his 
team have a wealth of knowledge on the merchant services industry, 
with a niche in the petroleum market. Dee's experience on the street 
as an agent has guided him in laying a foundation for an agent 
program that is both straightforward and lucrative for his agents. 
Contact him at 877-251-0778 or dee@impactpaysystem.com.
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By David H. Press
Integrity Bankcard Consultants Inc.

I am often asked about merchant operating param-
eters set forth under card Association rules and 
regulations. As ISOs and merchant level sales-
people (MLSs), you can find relevant information 

right in the terms and conditions section of your merchant 
processing agreement, including a list of prohibited mer-
chant practices.

This is because the card Associations require that many 
of their rules be included in each acquirer's merchant 
processing agreement. This article will delve into rules 
about prohibited transactions, transaction minimums and 
maximums, surcharging, and cardholder identification.

Prohibited transactions 
Here is a question posted recently on the GS Online 
MLS Forum:

"I've often heard that it's against the Visa and MasterCard 
rules and regulations for merchants to process their own 
personal credit card through their merchant accounts. 
In reviewing the rules and regulation documents put 
out by Visa and MasterCard, I've not been able to find 
anything."

 
This issue falls under the card Association rules stating 
1) merchants are prohibited from making cash disburse-
ments and 2) merchants are allowed to accept cards only 
for transactions that are bona fide sales of goods or ser-
vices to third parties. 

Only financial-institution card Association members may 
disburse cash. This can be both at their facilities (for 
example, bank branches) and through authorized agents. 

Also, card Association rules state neither a merchant nor a 
member bank may accept any transaction that represents 
the refinancing or transfer of an existing cardholder obli-
gation that is deemed uncollectible or that arises from the 
dishonoring of a cardholder's personal check. 

Minimums and maximums
Another often asked question is, Can a merchant establish 
a minimum dollar amount for credit card transactions, 
such as $10? 

Visa U.S.A.'s rules for merchants state, "Always honor 
valid Visa cards, in your acceptance category, regardless 
of the dollar amount of the purchase. Imposing minimum 
or maximum purchase amounts is a violation." Visa's 

rules are available online at www.usa.visa.com/download/
merchants/rules_for_visa_merchants.pdf.

MasterCard Worldwide's rules state, "A merchant must 
not require, or post signs indicating that it requires, a 
minimum or maximum transaction amount to accept a 
valid MasterCard card."

Furthermore, if MasterCard becomes aware that any mer-
chant has violated its restrictions pertaining to minimum 
and maximum transaction amounts, it will notify the mer-
chant's acquirer of the violation. And it will request that 
the acquirer take action to ensure the merchant discontin-
ues the practice within 10 business days – at all locations 
covered by the governing merchant agreement.

No surcharging
Visa's rules provide that merchants must "always treat 
Visa transactions like any other transaction; that is, you 
may not impose any surcharge on a Visa transaction. 

"You may, however, offer a discount for cash transactions, 
provided that the offer is clearly disclosed to customers 
and the cash price is presented as a discount from the 
standard price charged for all other forms of payment." 

Before pay-at-the-pump transactions became common-
place, gas stations often gave discounts to customers 
who paid with cash. That was perfectly acceptable. 
Fundamentally, the distinction between a surcharge and 
a discount is minimal.

MasterCard's rules provide that "a merchant must not 
directly or indirectly require any MasterCard cardholder 
to pay a surcharge or any part of any merchant discount 
or any contemporaneous finance charge in connection 
with a MasterCard card transaction. 

"A merchant may provide a discount to its customers 
for cash payments. A merchant is permitted to charge 
a fee (such as a bona fide commission, postage, 
expedited service or convenience fees, and the like) if the 
fee is imposed on all like transactions regardless of the 
form of payment used. 

"A surcharge is any fee charged in connection with a 
MasterCard transaction that is not charged if another pay-
ment method is used. The merchant discount fee is the fee 
the merchant pays to its acquirer to acquire transactions."

Cardholder identification
May merchants ask cardholders for official, federal 
or state government-issued identification? Visa rules 

Card Association rules to work by 
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do not preclude merchants from asking for 
cardholder identification. 

But merchants cannot make providing identification a 
condition of acceptance. Therefore, merchants cannot 
refuse to complete purchase transactions simply because 
cardholders refuse to provide identification when asked. 

According to Visa, merchants should not ask for identifi-
cation as part of their regular card acceptance procedures. 
Also, it is illegal in several states for merchants to write 
cardholders' personal information, such as an address or 
phone number, on a sales receipt. 

If a merchant is suspicious about a transaction or feels the 
need for additional information to ensure a cardholder's 
identity, the merchant should make a Code 10 call.

Code 10 authorization requests can alert card issuers to 
suspicious activity, without alerting customers. During a 
Code 10 call, a retailer speaks with a card issuer's special 
operator, who provides instructions on any necessary 
action. This type of authorization request is the most 
likely to result in a call to law enforcement.

MasterCard rules provide that merchants must not deny 

MasterCard-card transactions solely because cardhold-
ers refuse to provide additional identification. However, 
merchants may require additional identification from 
cardholders if it is required for shipping purposes. 

Merchants using Address Verification Service may 
require cardholders' ZIP or postal codes to complete 
cardholder-activated POS transactions, or cardholders' 
addresses and ZIP or postal codes to complete MO/TO 
and e-commerce transactions. 

In-depth answers to these and other ques-
tions merchants and MLSs often ask are avail-
able online in MasterCard's "Merchant Rules 
Manual" at www.mastercard.com/us/wce/PDF/12999_
MERC-Entire_Manual.pdf. 

Download these files so you can easily refer to them. Also, 
send the documents mentioned or the links found in this 
article to your merchants to demonstrate your superior 
customer service. 

David H. Press is Principal and President of Integrity Bankcard 
Consultants Inc. Call him at 630-637-4010, e-mail dhpress@
ibc411.com or visit www.ibc411.com.
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All-star processing − 
Part I: Deployment
By Marcelo Paladini
Cynergy Data

I n this business, relationships are everything. As 
ISOs and merchant level salespeople (MLSs), you 
know building strong ties with your merchant base 
will keep business booming and enable you to add 

new clients to your portfolio. 

You also know the importance of developing friendships 
and networking contacts in target industries to enlarge 
your sphere of potential clients. 

Your external relationships – the strength of the bonds 
between you, your merchants, your industry and your 
community – are crucial to your professional success. But 
to go from great salesperson to all-around industry leader 
requires building internal relationships. 

Your interactions with the people who work for and with 

you in every aspect of your business are what will ulti-
mately mean the difference between failure and success. 

The key to building a strong team is choosing the best 
players. And the only sure-fire way to assemble an all-
star roster is to investigate your potential sales partners 
as carefully as merchants investigate ISOs. 

In this series of columns, I will look at the components of 
a great payment processing team and highlight key fea-
tures to look for as you build your own first-string lineup 
of business partners. 

Bad deployment = unemployment 
Your job is to sell merchants processing packages that 
include superior service and state-of-the-art technology. 

Unless you carefully select partners that you know are 
capable of meeting or exceeding the expectations you set 
with customers, you'll spend more time dealing with can-
cellations than cashing residual checks. 

Once the sale is finished, the hardest part of your work 
is done. You should be able to confidently refer new mer-
chants to your network of support staff. But beware: The 
best closing in the world can be undone by something as 
simple as a terminal arriving a day late. 

Deployment, a function you may take for granted, 
can be a make-or-break factor in merchant retention. 
Efficient, reliable distribution of equipment will keep 
merchants processing happily. Weak deployment can lead 
to your unemployment. 

Whether it's sending a merchant the wrong terminal, fail-
ing to respond to customer issues in a timely manner, or 
shipping substandard equipment, the quickest way to 
lose income and residuals is for a member of your pro-
cessing team to disappoint your merchants. 

Want to avoid angry calls and lost business due to equip-
ment distribution errors? Here are qualities to seek in a 
deployment partner: 

Timely, accurate responses

Whether a merchant is looking for a state-of-the-art 
mobile terminal or a reliable, standard countertop 
model, equipment must be deployed quickly and to the 
merchant's specifications and expectations. 

In every type of business, from restaurant to retail, time 
is money. Every hour spent without a functioning ter-
minal is an hour of lost revenue for merchants and their 
ISOs. Don't let faulty deployment throw your money 
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out the window. Insist on nothing less than timely deliv-
ery of every terminal. 

Also, terminal deployment is the first real look a 
new merchant gets at the standard of service your 
company will provide. Efficient service will reinforce 
merchants' confidence in choosing you to handle their 
payment processing. 

Slow or unresponsive deployment will make merchants 
uneasy about your company from the start. Set a high 
standard on the first day by working with a dependable 
deployment partner whose accuracy and speed you can 
rely on every day.

Top-quality service

If deploying a terminal were simply a matter of packag-
ing and shipping, anyone could do the job. But in the 
payment processing business, effective deployment 
requires much more than typical mailroom services. 
Does your deployment team understand the ins and 
outs of our complicated industry? Are all team members 

familiar with the technology, operation and mainte-
nance of terminals? 

Most importantly, can you trust them to treat your cus-
tomers with the same high level of service with which you 
expect to be treated − whether merchants need to reorder 
paper or upgrade to the hottest terminal available? 

If you can confidently answer yes to all three of 
these questions, you have chosen a strong deployment 
partner. If you have to answer no to any of these 
questions, don't settle for substandard service. It's time  
to look for a new ISO. 

Resilience

Even in the best deployment departments, mistakes 
happen. Papers get lost. Terminals break. Packages go 
undelivered. Imperfection is an unfortunate fact of life. 

The way your deployment team handles the inevitable 
business setbacks will distinguish an outstanding part-
ner from a weak link in your team.

A mistake can either be a one-hour inconvenience or 
a relationship-destroying disaster. The difference is in 
your team's response. A great organization's deploy-
ment department addresses issues confidently, takes 
ownership of mistakes and moves on from a problem, 
armed with an intelligent strategy. 

A weak ISO gets bogged down in finger-pointing and 
makes promises it cannot keep. 

Don't get sidetracked by the blame game. Make sure your 
deployment team is able to bounce back quickly from 
errors and turn potential disasters into minor, correctable 
inconveniences.  In other words, choose a partner that 
learns from mistakes and doesn't dwell on them.

Follow this advice, and you'll have a deployment partner 
whose services you can sell with confidence for the rest of 
your career. 

Marcelo Paladini is the Chief Executive Officer for Cynergy Data, 
a merchant acquirer that distinguishes itself by relying on creativ-
ity and technology to maximize service. Cynergy offers its ISOs: 
Vimas, cutting edge back-office management software; Vimas 
Tracking, a ticketing system that makes responses to customers 
fast, accurate and efficient; Brand Central Station, a Web site 
of free marketing tools; plus state-of-the-art training, products, 
services and value-added programs, all designed to take its ISO 
partners way beyond their competitors. For more information on 
Cynergy, e-mail Mike Grossman at mikeg@cynergydata.com.

Education

If deploying a terminal were simply a matter of packaging 
and shipping, anyone could do the job.





Education (continued)

90

By J. David Siembieda 
CrossCheck Inc.

L ong-term business relationships are forged on 
excellent customer service, which is all about 
meeting the needs and wants of your custom-
ers. As ISOs or merchant level salespeople, the 

actions you take after you close deals will determine the 
longevity of your merchant relationships. It's not enough 
just to have a great product or service anymore.

Customer service should be your top priority. The reason 
is simple: If your merchants experience shoddy service 
from any of your vendors, it reflects poorly on you. And 
it can cause irreparable damage to your reputation − even 
if you're not directly involved. 

That's why it's important to work with companies that 
support their products and services with quality customer 
service. So, shop around before you sign a contract with a 
bankcard or check guarantee provider. 

Mind your vendors
Do telephone interviews with the customer service 
departments of several companies of interest to you as 
potential partners. Start by asking basic questions about 
their offerings. Then move on to more complex questions. 
Find out how they deal with the most common issues 
facing their merchants. 

If a vendor doesn't have standard policies and procedures 
for handling a range of merchant issues, don't do business 
with that vendor.

During the interview, pay attention to details. Is the 
customer service representative friendly and courteous 
when answering your questions? Does the rep know the 
company's products well enough to troubleshoot and 
offer several options for resolving issues quickly? What is 
the firm's average response time? 

Ask if the vendor offers comprehensive training for 
all customer service personnel. Find out whether they 
receive training updates when their company introduces 
new products or services. If having 24/7 customer service 
available to your merchants is an important feature, seek 
companies that offer around-the-clock service.

Another way to monitor customer service is to check in 
periodically with your most valuable merchants. Poll 
them on the quality of service they receive from each of 
your vendors. If they're unhappy with a particular ven-
dor, find out what areas are problematic. 

It's critical to know whether a service or product itself is 
performing up to the standards your merchants expect, or 
if a problem is due to an ongoing customer service issue.

If you determine certain equipment or services are 
inadequate, conduct research so you can offer better 
solutions. If, however, your merchants are receiving 
inferior customer service, call the offending 
vendor immediately, and ask to speak with a customer 
service manager. 

Explain the problem, and let the manager know that if it 
persists, you may take your merchant transaction busi-
ness elsewhere. Ask the vendor to outline a reasonable 
solution and commit to correcting the problem within a 
specified amount of time. 

Follow up later with both the vendor and merchant 
to verify that the issue has been resolved in a timely 

I'm in heaven: Your merchants' new mantra
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manner. If the vendor fails to rectify the problem and you 
feel the issue is important to your merchant base, look for 
another vendor. 

Inform your top merchants of your plans, and notify them 
as soon as you find a suitable replacement to match their 
overall transaction needs. 

Rise to the challenge
View merchant complaints as an opportunity to improve. 
Legitimate beefs are a clear signal that the status quo is 
not working. 

If your primary merchants have unresolved customer 
service issues with a particular vendor, your other clients 
may also be experiencing similar problems.

Typically, only 4% of disgruntled customers report 
their concerns to the companies at fault. That leaves 
a silent majority of 96% retreating to take business else-
where. Of that group, 91% will never do business with the 
offending company again. 

In addition, the average dissatisfied customer tells eight 
people about a negative experience. This detrimental 
word of mouth could devastate your business.

Of course, it's not possible to address every single 
issue that may arise. But if you stay in touch with 
your key merchants, you'll be in a better position to spot 
trends before they become major problems that can spiral 
out of control. 

Keep your customers satisfied; you'll be more successful.

As a sales professional, you are obliged to ensure that 
your merchant clients receive top-notch products and 
services, matched by outstanding day-to-day customer 
service to back them up at every turn. 

J. David Siembieda has been the President and Chief Executive 
Officer of CrossCheck Inc., a national check approval and 
guarantee provider, for over five years. He has more than 15 
years of experience in the check services field. He serves on the 
board of directors for the Electronic Transactions Association and 
the Wells Fargo Center for the Arts. He is the Chairman of the 
ETA's Membership Committee and is also a member of NACHA's 
Electronic Check Council.

CrossCheck has been at the forefront of check authorization 
services and technology since its inception in 1983. For more 
information on marketing check services and CrossCheck, please 
call 800-654-2365 or e-mail dave@cross-check.com.
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PIN pad security: 
Get a grip
By Bulent Ozayaz
VeriFone

D o you have Dec. 31, 2007, clearly marked on 
your calendar? How about July 1, 2010? If not, 
take out a red pen. The first date is the last 
day on which acquirers can purchase Visa-

approved PIN entry devices (PEDs). 

Second is the date by which PEDs deployed before Jan. 1, 
2004 − when Visa U.S.A. established its PED standard − 
must be removed from service.

PED security is a major issue for merchants, even if 
they're not yet fully aware of it. The experience of Stop & 
Shop Supermarket Cos. should be a call to action for you 
and your customers.

In February 2007, the company reported it had discov-
ered tampering at several of its stores. Spyware had been 
inserted into PEDs to capture card data and PINs. 

The compromised systems appear to involve devices that 
predate the Visa PED security standard.

Tampering in this context generally means insertion of 
spyware into PEDs to capture credit or debit card account 
numbers, magnetic stripe data, and consumer PINs. You 
may have heard about criminals inserting such software 
into ATMs or gas pumps. 

A commonly used tactic has been for criminals to pur-
chase on the resale market PED models that are similar to 
those used by targeted merchants. 

The deviants insert spyware into these PEDs and then 
replace merchants' devices with the tampered ones.

Thus, the altered PEDs can gather consumer information 
for malicious purposes. There are several ways criminals 
can collect this data, including the following:

• Retrieve tampered devices after they have collected 
enough sensitive information.

• Transmit information in real time over wireless connec-
tions to other computers. 

• Transmit data through merchants' computer networks to 
remote computers.

Media reports in the wake of arrests made in the Stop 
& Shop breach indicate the culprits brought tampered 
replacement units into the stores, diverted the attention of 
store personnel as they swapped the units and came back 
later to collect cardholder information.

Security requirements evolving
Prior to 2004, minimal standards governed the manufac-
ture of PEDs. Protection of master keys, key encryption 
schemes and proper software operation of devices were 
usually the only requirements. 

Validation of software standards and tamper prevention 
and detection were left to individual manufacturers. As of 
Jan. 1, 2004, Visa required PED testing by an independent 
laboratory to ensure that PEDs maintain a consistent level 
of physical and logical security. 

Older devices are typically referred to as nonapproved. 
Due to the risk of compromise, retailers should replace 
them sooner rather than later.

For protection from liability from PIN compromise at the 
POS, Visa required acquiring members to deploy only 
POS PED models that had passed an evaluation by a Visa-
recognized laboratory to determine the device's compli-
ance to Visa's PED security requirements.

Standards converging
In August 2004, Visa and MasterCard Worldwide 
(later joined by JCB International Credit Card Co. Ltd.) 
announced they would align their separate specifica-
tions under the Payment Card Industry PED Security 
Requirements banner: PCI PED. 

For the time being, there is no sunset date for Visa-
approved PEDs, meaning there is currently no require-
ment that retailers remove them from service. But as of 
the end of 2007, acquirers may no longer purchase them. 

PCI PED is currently administered independently from 
the PCI Data Security Standard (PCI DSS). The two stan-
dards evolved separately and are targeted at different 
aspects of the identity theft and data compromise arenas. 

PCI PED is specifically intended to enforce security of 
hardware devices that accept consumer PINs and house 
acquirers' secret encryption keys.

PCI DSS covers any system that houses or handles card-
holder information. Card Associations supporting both 
standards have stated publicly the standards should be 
linked. But they have not provided formal guidance as to 
how or when this should occur. 

What does this mean to you as ISOs and merchant 
level salespeople? Ensuring the security of your custom-
ers' payment systems is as challenging as it is critical to 
your business. 

In addition to the PCI PED and PCI DSS, you must 
master a growing alphabet soup of standards, 
including PABP (Payment Application Best Practices), 
Visa's CISP (Cardholder Information Security Program), 
MasterCard's SDP (Site Data Protection), DISC (Discover 
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Information Security and Compliance) and American 
Express Co.'s DSOP (Data Security Operating Policy). 

These differing standards make it hard to determine not 
only what requirements apply in any given situation, but 
also how to comply with them.

Security tips

It's likely your customers will expect you to guide them 
as they become more cognizant of PED security issues. 
Here are seven things merchants can do to help secure 
their systems:

1. Immediately perform a visual inspection on every ter-
minal. If anything appears out of the ordinary, have the 
unit checked by an authorized repair facility.

2. Have the inspector verify that the serial number print-
ed on the bottom of the terminal matches the internally 
stored serial number. Immediately remove from service 
any devices for which these numbers do not match.

3. Require all repair technicians to log in and verify their 
identity before they examine any equipment. Never 
allow them to work on PEDs unaccompanied.

4. Check PED installation. Devices should be mounted on 

the counter. Unplugging cables should require more than 
turning the unit over. Consider using locking stands. 

5. Review the POS-to-PED interface to determine if it 
tracks or identifies the serial number of the attached 
PED. If not, consider implementing such a software 
security scheme.

6. Only purchase PEDs from manufacturers or 
manufacturers' authorized partners. Unauthorized 
resellers, such as may be found at online auction sites, 
could be selling compromised devices, whether inten-
tionally or unwittingly.

7. Have PEDs repaired at their respective manufacturers 
or at manufacturer-authorized repair centers that have 
completed TG3 Key Injection audits. 

In an effort to educate and inform, VeriFone has established a Web 
site focused on payment security information: www.verifone.com/
security. It provides a range of tools, from best practices documents, 
white papers and updated information about security standards to 
webinars and listings of upcoming payments industry conferences.

Bulent Ozayaz is VeriFone Vice President of Marketing for North 
America. He can be reached at bulent_ozayaz@verifone.com.
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Encryption-happy 
PIN-entry devices
Product: SecurePIN
Company: ID Tech Inc.

I n June, ID Tech Inc. will release its SecurePIN PIN-
entry device (PED) and mag stripe reader. Several 
models are available, including the SecurePIN 130, 
which is equipped with a mag stripe reader; the 

180, which features both a mag stripe and a smart card 
reader; and a previously released PIN-pad-only device.

The SecurePIN is compliant with the Payment Card 
Industry (PCI) Data Security Standard and meets the lat-
est encryption requirements for PEDs, according to ID 
Tech. All models provide DES and Triple DES encryption 
algorithms and DUKPT (derived unique key per transac-
tion) for key management. The key layout meets ANSI 
X9.8 key layout.

The devices are designed to satisfy the significant increase 
of debit, electronic benefits transfer and other PIN-based 
transactions.

PCI compliance and encryption of the PIN-entry-
only model "means SecurePIN is an ideal solution for 
retrofitting existing POS equipment to meet new PCI 
requirements," said Michael Chou, ID Tech SecurePIN 
Product Manager.

The ergonomic design of all models is suited for ease of 
use. The devices feature a two-line backlit liquid crys-
tal display that supports multiple languages, 16 color-
coded operation keys, and field-changeable backlight and 
beeper settings. 

The keys are large and provide both audio and visual 
feedback to ensure proper inputs. They support stan-
dard control functions. Three function keys below the 
display have LCD captions and provide a means for cus-
tomizing interaction.

Communications include Universal Serial Bus 2.0 or 
RS232 interface options. The unit incorporates tamper-
detection sensors to oppose unauthorized intrusion, as 

well as a fixed firmware com-
mand set that prevents any 
illegal operation. Key injec-
tion services are available. 
The device comes with a 
one-year warranty.

ID Tech Inc.

800-984-1010
714-761-6368
www.idtechproducts.com

ID Tech SecurePIN PED
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A real sticky 
merchant service
Product: Third-party guarantee program
Company: Assurz Inc.

W ith rising competition, it seems everyone 
is questing for magic merchant flypa-
per. If you've been to a recent acquirers' 
association meeting, you may have been 

advised to partner with providers of value-added services 
to increase the longevity of your merchant relationships.

Assurz Inc. provides one such service. The company 
recently unveiled a shopper-satisfaction guarantee pro-
gram for online merchants that acquirers and ISOs can 
offer as a third-party value-added service to their clients.

The guarantee gives shoppers an extended 90-day 
evaluation period for online purchases; a full refund on 
returned merchandise, including taxes and shipping; and 
free return shipping and packaging. 

"One of the main reasons consumers abandon shop-
ping carts is a lack of trust, either because they're on 

an unfamiliar Web site or because they're concerned 
that they  may have a difficult time returning merchan-
dise," said Gregg Gumbinger, Vice President of Business 
Development for Assurz.

"Our 100% satisfaction guarantee equips payment 
processors with an enhanced consumer satisfaction solu-
tion that helps merchants close sales," he said. The pro-
gram, which has no software to install or set up, is easy 
for ISOs and acquirers. "They don't have to do integration, 
buy software or do anything," Gumbinger said. 

Assurz charges the merchant a percentage on each trans- 
action and shares revenue with the acquirer or ISO. "It 
means they have a new revenue stream from a value-
added service," he said. 

The target market consists of Internet retail merchants 
selling hard goods online. Merchants decide whether 
to charge individual customers for the guarantee. 
"Most merchants want to offer it so they have a guarantee 
service built in, like the leaders in the industry," he said. 

Merchant customers can file claims by calling Assurz's 
800 number. "We take over from there," Gumbinger said.
The Assurz service requires no recurring fees. Merchants 
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and acquirers have the option to co-brand the service with 
their own logos. Some ISOs want to roll it out as a self-
branded service to the merchant "so it's more sticky."

Assurz Inc.

650-620-1188
www.assurz.com

Colorfully foiled fraud
Product: Poweroll two-sided color paper
Company: TransAct Technologies Inc.

M erchants have to fight fraud on many 
fronts. One we hear little about is false 
receipt copies. But when it comes to returns 
and rebates, retailers must distinguish faux 

customers from real ones. Now, a thermal receipt paper 
can be imprinted on either side of the roll to foil the 
would-be fraudster from duplicating legitimate receipts.

Manufactured by Merley Paper Converters Ltd. of the 
U.K. and distributed in the United States by TransAct 
Technologies Inc., the thermal paper accepts full-color 
images imprinted on the front or back. 

Poweroll is delivered to end users in rolls that are 
preprinted with the user's logo, product or other branded 
marketing material. The paper allows retailers to leverage 
the receipt for branding and marketing purposes, while 
also reducing copied-receipt fraud.

"By introducing this specialized thermal paper to the U.S. 
market, we are providing customers with a new vehicle 
for promoting their brand," stated Bart C. Shuldman, 
Chairman and Chief Executive Officer of TransAct. The 
specialized thermal paper is said to be virtually impos-
sible to scan, copy or duplicate, making it harder to pass 
off a fraudulent receipt. 

Poweroll matches brand-specific colors, and the rolls are 
printed front and back. Inks are not easily reproducible, 
so untrained clerks will find it easy to tell the difference 
between an attempted counterfeit copy and the original 
receipt. Poweroll is designed to integrate into any thermal 
printer. The paper is already in use at Harrods stores in 
the U.K., according to the company. 

TransAct Technologies Inc.

203-859-6800
www.transact-tech.com
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Who needs the whole 
enchilada?

D o you use your cell phone to watch video clips 
or snap pictures? Can you also turn it on and 
listen to songs, surf the Web, or send text mes-
sages and e-mails? Does the phone serve as a 

walkie-talkie, calculator and alarm clock, too? And can 
you even use it as a payment device?

My guess is that your answer to at least some of these 
questions is, "I don't know." And your answer to even 
more is, "Yes, but I don't use it for that."

The majority of us want our phones to be just that: tele-
phones. We simply want to be able to talk with someone 
whenever the need arises.

Now think about your PC. It's probably loaded with 
many powerful software applications. 

You may be able to use it to burn CDs, make movies,
have video conversations or even compose music. 
But how often do you do those things? If you are 
like most people, you use word processing, spreadsheet 
and e-mail applications, and a Web browser for 95% of 
your work. All the other features are available, but not 
accessed frequently.

So, why did you buy a computer or cell phone with 
all those fancy features you never use? Some common 
reasons:

• It was cool.
• I might need it one day.

• I don't want to appear out of fashion or behind 
the times.

• I don't want to look cheap.
• It cost only a few extra pennies, so why not?
• All of the features came with the system, device 

or contract. 

Tailor sales to merchant needs

Merchants might think along the same lines when choos-
ing POS systems. You probably offer some basic products 
and services, as well as some that are more advanced. 
Some merchants want all the extras; some don't.

Also, each merchant has different reasons for request-
ing top-of-the-line equipment or services. This is 
where your expertise can be of immense value to them. 

I just need enough to tide me over until 
I need more.

– Bill Hoest 



110

Inspiration

Through probing questions and observation, you can 
determine the appropriate level of products and services 
for each merchant.

When you walk into a store, look at what is already in 
place. Evaluate the phone system and computers. Are 
they current? 

Do they include advanced features, or are they bare-
bones models? Observe the customers: Would they 
appreciate any additional features? 

Also, consider the merchant's type of business. A high-
end hair salon or boutique, for example, bases its success 
on being fashionable, cool and trendy. Clients come in to 
find out what is hot so they can get it for themselves. 

Therefore, such businesses need all the bells and whistles 
to help them project the image they require. Part of what 
they sell is intangible but very real. They need to assure 
their customers in every possible way that they are hip.

Alternatively, a local plumbing supply store or 
neighborhood bar might not need to impress anyone 
with spiffy equipment. 

If you do sell businesses like these unneeded extras, 
you'll waste their resources. And your clients will likely 
find out at some point. They may end up resenting you 
and switching to another provider.

Think before you pitch

But don't assume a less avant-garde business couldn't 
use some auxiliary services. Don't draw any conclusions 
about what a business needs until you've done some 
investigating. Find out how it operates, and make sug-
gestions based on solid observations. 

For example, plenty of bars could benefit from auto-
mated inventory systems or the ability to run tabs. And 
most home-service contractors could use mobile 
payment capability, detailed account management or 
automated billing. 

Each industry is different, and every merchant has 
unique needs. Work with your customers. Show them a 
full range of offerings, and help them honestly evaluate 
the options to determine what they really need. 

Don't oversell or undersell. Strike the appropriate bal-
ance for each client. As a sales professional, that's your 
job. It will also boost your business.
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Visit www.greensheet.com/tradeshows.htm for more events and a year-at-a-glance event chart.

National Association 
of Convenience Stores
NACStech

Highlights: Providing access to the latest technology for conve-
nience and petroleum retailers on the expo floor, NACStech 
2007 will present innovative ways to tackle technology chal-
lenges. Sir Timothy Berners-Lee, inventor of the World Wide 
Web, will keynote the opening session, Monday, April 30.

 Educational session topics include:

• Compliance with the Payment Card Industry Data 
Security Standard 

• Use of mobile devices to make payments securely and 
send text messages notifying customers of discounts 
and products

• Payment acceptance architecture, including alternative 
payment methods and new technologies.

 Frank Abagnale, author of Catch Me If You Can (also a Steven 
Spielberg movie), will give the closing keynote. Now an author-
ity on secure documents, he formerly cashed millions of dollars 

in fraudulent checks in 26 countries. Apprehended at age 21, 
he served time in prison. Since, he has lectured extensively at 
the FBI Academy.

When: April 30 – May 2, 2007
Where: Gaylord Opryland Resort & Convention Center, 

Nashville, Tenn.
Registration: Visit www.nacsonline.com/nacstech/home.htm, 

e-mail nacsregistration@epicreg.com or call 800-521-7621.

Food Marketing Institute
2007 FMI Show plus Marketechnics

Highlights: The FMI Show will enable attendees to align all 
aspects of their business operations, bring strategic teams togeth-
er and integrate the full range of functions in food retailing.

 Educational sessions of interest to the payments industry 
include:

• "Emerging trends in debit card programs," with speaker 
Judith McGuire of the Pulse EFT Association LP

• "Gift cards: The good, the bad and the ugly," with 
Robert Skiba of Comdata's Stored Value Solutions

• "Is your data secure?" led by Orson Swindle of the 
Center for Information Policy Leadership

• "Interchange fees: What you don't know can hurt you."

 Tech Lane will give attendees a one-stop interactive space 
where they can explore products first-hand on the show floor.

When: May 6 – 8, 2007
Where: McCormick Place, Chicago
Registration: Visit www.fmishow.org or call 866-486-0736.

National Restaurant Association
Restaurant, Hotel-Motel Show

Highlights: The 2007 Restaurant, Hotel-Motel Show will feature 
several specialty pavilions – one-stop shops related to the latest 
industry trends. Pavilions include technology, franchise, kitchen 
innovation, green restaurant products, organic and natural, 
and international cuisine.

 An educational session on automation will focus on self-service 
options such as ordering kiosks, Web ordering and pay-at-the-
counter devices.

When: May 19 – 22, 2007
Where: McCormick Place, Chicago
Registration: Visit www.restaurant.org, 

e-mail nraregistration@dineout.org or call 312-580-5410.

Trade

Associations

Trade

Associations

Trade

Associations
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NACHA − The Electronic Payments 
Association
The Payments Institute West

Highlights: The Payments Institute West offers an intensive five-
day curriculum providing an overview of the entire payments 
space,  including automated clearing house (ACH), card-based 
 systems, electronic check, international payments, risk manage-
ment and fraud, and emerging issues.

 Other topics include back-office conversion; wire transfers; 
checks and paper instruments; remote deposit capture; check 
imaging; security, fraud prevention and awareness; authori-
zation and authentication; audit and compliance; settlement 
and finality; electronic invoicing; accredited ACH professional 
program; legal and regulatory developments; implementation 
issues and experiences; strategic issues; and treasury and cash 
management.

 The Institute focuses on key applications, implementation, best 
practices, and case studies in the payments arena.

When: June 3 – 9, 2007
Where: Scottsdale Resort and Conference Center, 

Scottsdale, Ariz.
Registration: Visit www.nacha.org or 

call 703-561-1100.

Vertical Web Media LLC
Internet Retailer 2007 Conference and Exhibition

Highlights: The theme of this year's conference is "The Web: 
Powering the Reinvention of Retailing." It will address criti-
cal issues facing e-retailers. Keynote speakers include Reed 
Hastings, founder and Chief Executive Officer of Netflix Inc., 
and Jim McCann, founder and CEO of 1-800-Flowers.com.

 Conference topics to be covered include:

• The inevitability of mobile commerce and how to 
prepare for it

• How retail chains are using the Web to enhance the 
store experience

• The Web's role in manufacturers' efforts to sell direct to 
the consumer

• How to make technology buying decisions.

 The conference is preceded by one-day workshops on manag-
ing payments and security, and marketing. A one-day work-
shop on Web site design follows the conference.

When: June 4 – 9, 2007
Where: San Jose Convention Center, San Jose, Calif.
Registration: Visit www.internetretailer.com or 

call 914-923-0912.

Trade

Associations

Industry 

Events 
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A s consumers move from paper to electronic 
payments, debit is emerging as a preferred 
payment type, several STAR Network studies 
revealed. But many individuals are confused 

by debit payment options. STAR, a PIN debit network, is 
owned by First Data Corp., which presented its data at the 
recent BAI TransPay Conference & Expo. 

The studies found that consumers are paying more fre-
quently with their debit cards (both PIN- and signature-

based) and with checks less frequently. For instance, indi-
viduals wrote checks 18% fewer times in 2005 than in the 
prior year. 

ATM usage is also decreasing. Fewer cardholders use 
ATMs and make fewer trips to them. In 2005, 67% of card-
holders were using ATMs compared with 78% the previ-
ous year. This may be because of decreased cash payments 
and increased PIN-debit transactions at the POS, as well as 
ATM surcharges, according to First Data. 

Consumers' preferred payment methods

Payment method and percent 
of consumers using it

Number of transactions 
per month

Source: 2006 STAR Network Consumer Payments Usage Study

Source: 2005 STAR Network Consumer Payments Usage Study

Although debit is gaining steam, many consumers are still unclear about debit card parameters:

• Only 20% believe their signature-based transactions are protected.1

• Only 54% knew they could receive cash back with PIN-based purchases.1

• Most believe their cards have no spending limit (62% for signature-based debit and 55% for PIN-based debit).2 

1. 2005 STAR Network Payments Usage Study
2. 2006 STAR Network Consumer Omnibus Study

Debit card use growing at POS
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The Resource Guide is paid classifi ed advertising. The Green Sheet, Inc. is not responsible for and does not recommend or endorse any product or service. 
Advertisers and advertising agencies agree to indemnify and hold the publisher harmless from any claims, damage, or expense resulting from printing or publishing of any advertisement.

ACH - Check 21 BOC

United Check Services
 (800) 327-0291
 www.unitedchecks.com

Electronic Funds Corp.
 (775) 267-0067
 www.achnetwork.com

ACH - EFT 
SETTLEMENT SERVICES

Access 1 Selectpay
 (866) 764-5951 x203
 www.accessoneusa.com

ADVERTISING
DISPLAY SYSTEMS

Intertise, Incorporated
 (800) 630-2841
 www.intertise.com

ATM / SCRIP ISOs LOOKING 
FOR AGENTS

Access 1
 (866) 764-5951 x207

Access to Money
 (888) 501-5246
 www.accesstomoney.com

Data Capture Systems Inc.
 (800) 888-1431
 www.msi-sd.com

NationalLink
 (800) 363-9835
 www.nationallink.com

United Cash Solutions
 (800) 698-0026 x1430

BACKGROUND INVESTIGATIONS

Commercial Business Intelligence
 (888) 740-0747
 www.cbintel.com

BANKS LOOKING
FOR AGENTS

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
 www.hbms.com

iMax Bancard
 (866) 702-8801
 www.imax.bancard.com

Redwood Merchant Services
 (866) 577-9663
 www.redwoodmerchantservice.com

BANKS LOOKING 
FOR ISOs / MSPs

Global ISO, LLC
 (800) 757-1538
 www.giso.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

Integrity Payment Systems
 (888) 477-4500
 ww3.integritypaymentsystems.com

Redwood Merchant Services
 (866) 577-9663
 www.redwoodmerchantservice.com

BRANDED
PROMOTIONAL PRODUCTS

Goodheart Enterprises
 (636) 451-5512

CHECK COLLECTIONS

Checkfast Data Systems, LLC
 (866) 243-2532
 www.checkfast.com

CHECK GUARANTEE / 
VERIFICATION

ArJAY DATA (SCAN)
 (800) 296-0170
 www.arjaydata.com

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

CrossCheck, Inc.
 (800) 654-2365

EZCheck
 (800) 797-5302
 www.ezchck.com

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

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

Secur-Chex
 (866) 464-3277

CONSULTING AND 
ADVISORY SERVICES

Adam Atlas Attorney at Law
 (514) 842-0886

First Annapolis Consulting
 (410) 855-8500
 www.firstannapolis.com
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Integrity Bankcard Consultants, Inc.
 (630) 637-4010

The Strawhecker Group
 (916) 367-7709
 www.thestrawgroup.com

DEBIT TRANSACTION PROCESSING

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

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

EQUIPMENT

Automated Transaction Tech.
 (714) 999-9566

BANCNET
 (713) 629-0906
 www.banc.net

BARTLETT INFO TECH SERVICES, LLC
 (901) 384-6151
 www.bits-pos.com

Budget Terminals and Repair
 (985) 649-2910

CardWare International
 (740) 522-2150

General Credit Forms, Inc.
 (800) 325-1158
 www.gcfinc.com

Ingenico
 (800) 252-1140
 www.ingenico-us.com

JRs POS Depot
 (877) 999-7374
 www.jrsposdepot.com 

MagTek, Inc.
 (800) 788-6835 
 www.magtek.com

POS Portal
 (866) 276-7289

TASQ Technology
 (800) 827-8297
 www.tasq.com

TEERTRONICS
 (800) 856-2030

The Phoenix Group
 (866) 559-7627
TSYS Acquiring Solutions
(Formerly Vital Processing)
 (800) 686-1999
 www.tsysacquiring.com

VeriFone
 (800) VERIFONE

FINANCING

(866) CASH 456
www.AmericanMicroloan.com

FINANCING FOR ISOS

FREE ELECTRONIC 
CHECK RECOVERY

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

CheckAGAIN
 (703) 332-0062 x354
 www.checkagain.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

HIGH RISK

AVP Solutions
 (800) 719-9198

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

Global Funding Alliance, Ltd.
 (877) 845-9493
 www.globalfundingalliance.co.uk

International Merchant Solutions
 (800) 313-2265 x106
 www.officialims.com

National Transaction
 (888) 996-2273

ID & OFAC VERIFICATION

INTERNATIONAL / OFFSHORE 
RELATIONSHIPS AVAILABLE

First Atlantic Commerce
 (441) 294-4622
 www.firstatlanticcommerce.com

Group ISO International
 (800) 376-3974
 www.gisointernational.com

ISO RELATIONSHIPS AVAILABLE

AmericaOne Payment Systems
 (888) 502-6374

BluePay Inc
 (866) 579-6690
 www.BluePay.com

CoCard Marketing Group
 (800) 882-1352
 www.cocard.net

Comdata Processsing Systems
 (866) 806-5016
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Electronic Payments, Inc. (EPI)
 (800) 966-5520 x221

EVO Merchant Services
 (800) CARDSWIPE x7800

First American Payment Sys.
 (866) GO4 FAPS
 www.first-american.net

Frontline Processing Corp.
 (866) 651-3068

GET
 (877) GET 4ISO

Global ISO, LLC
 (800) 757-1538
 www.giso.com

Global Payments Inc.
 (800) 801-9552
 www.globalpaymentsinc.com

Group ISO, Inc.
 (800) 960-0135
 www.groupiso.com

MSI-Merchant Services, Inc.
 (800) 351-2591

North American Bancard
 (800) BANCARD x1001

NOVA Information Systems
 (800) 819-6019 x6
 www.novainfo.com

Partner-America.com
 (800) 366-1388

Total Merchant Services
 (888) 84-TOTAL x9715
 www.upfrontandresiduals.com

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
 www.globalpaymentsinc.com

ISOs / BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Systems
 (888) 502-6374

BluePay Inc
 (866) 579-6690
 www.BluePay.com

Comdata Processing Systems
 (866) 806-5016
 www.comdata.com

EVO Merchant Services
 (800) CARDSWIPE x7855

GET
 (877) GET 4ISO

Hampton Technology Ventures
 (516) 896-3100 x100
 www.hamptontv.com

iMax Bancard
 (866) 702-8801
 www.imaxbancard.com

NOVA Information Systems
 (800) 819-6019 x6
 www.novainfo.com

North American Bancard
 (800) BANCARD x1001

Total Merchant Services
 (888) 84-TOTAL x9715
 www.upfrontandresiduals.com

ISOs LOOKING FOR AGENTS

AAmonte Bankcard
 (888) 567-3727
 www.aamonte.com

Acies, Inc
 (800) 361-5540 x111
 www.aciesinc.com

Advanced Merchant Services, Inc
 (888) 355-8472
 www.amspartner.com

Allied Merchant Services
 (888) 355-7450 x3
 www.alliedmerchantservices.com

AmericaOne Payment Systems
 (888) 502-6374

AVP SOLUTIONS
 (800) 719-9198

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

Century Bankcard Services
 (800) 497-4650

Dynamic Payment Ventures
 (800) 343-7322 x112
 www.dpvco.com

East Commerce Solutions
 (800) 527-5395 x202
 www.eastcommercesolutions.com 

EVO Merchant Services
 (800) CARDSWIPE x7800

EXS-Electronic Exchange Sys.
 (800) 949-2021
 www.exspartner.com

First American Payment Sys.
 (866) GO4 FAPS
 www.first-american.net

Frontline Processing Corp.
 (866) 651-3068

iMax Bancard
 (866) 702-8801
 www.imaxbancard.com

GET
 (877) GET 4ISO

Impact Paysystems
 (866) 884-5544 x1555

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
 www.moneytree1.com

MSI-Merchant Services, Inc.
 (800) 537-8741

Netcom Data Southern Corp.
 (800) 875-6680
 www.netcomsouthern.com

North American Bancard
 (888) 229-5229

(800) 656-0077
www.preferredcard.net

PREFERRED CARD
SERVICES

Premier Payment Systems
(630) 932-1661
www.ppsbankcard.com

Priority Payment Systems
(800) 935-5961 x3
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Signature Card Services
 (888) 334-2284
 www.signaturecard.com

Total Merchant Services
 (888) 84-TOTAL x9715
 www.upfrontandresiduals.com

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
 (800) 705-2559 x511

ISO / POS DEALER
LOOKING FOR AGENTS

CoreTranz Business Services
(877) 443-4455
www.coretranz.com

ISOs / PROCESSORS SEEKING 
SALES EMPLOYEES

AVP Solutions
 (800) 719-9198

Connect Merchant Payment Services
 (877) 905-5900

iMax Bancard Network
 (866) 702-8801
 www.imaxbancard.com

LEASING

A-1 Leasing
 (888) 222-0348 x3012
 www.A-1leasing.com
ABC Leasing
 (877) 222-9929

(866) 396-2754
www.barclaysquareleasing.com

BARCLAY SQUARE 
LEASING, INC

First Data Global Leasing
 (800) 897-7850
GlobalTech Leasing, Inc
 (800) 414-7654

International Lease Center
 (800) 236-2317

LADCO Leasing
 (800) 678-8666

Lease Finance Group, LLC
 (888) 588-6213
 www.lfgleasing.com

Lease Source Inc.
 (877) 690-4882
 www.gotolsi.com

LogicaLease
 (888) 206-4935
 www.logicalease.com

Merimac Capital
 (866) 464-3277

Northern Leasing Systems, Inc.
 (800) 683-5433
 www.northernleasing.com

Signature Leasing Group, Inc.
 (877) 642-7649
 www.signatureleasing.biz

TASQ Technology
 (800) 827-8297
 www.tasq.com

TimePayment Corp.
 (877) 938-5231
 www.timepaymentcorp.com

LENS / KEYPADS / 
POWER SUPPLIES

Sierra Enterprises
 (866) 677-6064

MERCHANT CASH ADVANCE /
PORTFOLIO PURCHASERS

Advance Me Capital
 (866) 900-3045
 www.AdvanceMeCapital.net

MULTI - CURRENCY PROCESSING

DCC Merchant Services
 (888) 322-8632 x1805
 www.DCCtoday.com

First Atlantic Commerce
 (441) 294-4622
 www.firstatlanticcommerce.com

PAPER ROLLS 
& RIBBON SUPPLIES / DEALERS

THERMAL PAPER DIRECT
 (877) 810-5900
 www.thermalpaperdirect.com

PAYMENT GATEWAY

APRIVA
 (480) 421-1210
 www.apriva.com
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PAYMENT GATEWAY /
SERVERS / ISPs

eProcessingNetwork.com
 (800) 971-0997

GET
 (877) GET 4ISO

Network Merchants
 (800) 617-4850
 www.networkmerchants.com

USAePay
 (866) USAePay (872-3729)

POS CHECK CONVERSION

CrossCheck, Inc.
 (800) 654-2365

EZCheck
 (800) 797-5302
 www.ezch ck.com

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
 www.gcfinc.com

TASQ Technology
 (800) 827-8297
 www.tasq.com

TSYS Acquiring Solutions
(Formerly Vital Processing)
 (800) 686-1999
 www.tsysacquiring.com

PRIVATE PARTIES
PURCHASING PORTFOLIOS

2GS
 (949) 200-7474

PREPAID PRODUCTS
FOR TERMINALS

POSA Tech, Inc.
 (888) 491-4006 x3
 www.postech.com

PROCESSORS 
LOOKING FOR ISOs

Comdata Processing Systems
 (866) 806-5016

Global Payments Inc.
 (800) 801-9552
 www.globalpay.com

NOVA Information Systems
 (800) 819-6019 x6
 www.novainfo.com

TSYS Acquiring Solutions
(Formerly Vital Processing)
 (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

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
(Formerly Vital Processing)
 (800) 686-1999
 www.tsysacquiring.com

WIRELESS RETAIL / 
KEYED PROCESSING

eProcessingNetwork.com
 (800) 971-0997

USAepay
 (866) USA-epay
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