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Warning:
Merchants turning up the
heat on interchange

attle lines are being drawn between the merchant and acquiring commu-
nities. After years of acceding to the card Associations' dictates regard-
ing the policies, procedures and costs associated with card payments,
merchants are demanding change.

And they've enlisted government officials, the media and the card-carrying
public as allies. Topics like interchange are no longer arcane matters rarely under-

stood outside the confines of the bankcard system.

So heads up: If we, in the payments industry, do not take steps to address this dis-

Street SmartssM:

Veritably valuable added services
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By Ken Musante,

Humboldt Merchant Services................
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By Jason Felts,

Advanced Merchant Services Inc..........
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By Joel and Rachael Rydbeck,

Nubrek Inc. .......ccoocvviiiiiiiiiiii

Continued on page 3
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content soon, the big hand of Uncle Sam may do it for us.

Consider, for example,
this recent headline in

the Pittsburgh Tribune-

Review: "Credit Card
Interchange Fees Spark
Disputes Among Small
Business Merchants."

With a daily readership
of about 150,000, the
Tribune Review is the
second largest newspa-
per in Pittsburgh.

Or contemplate the
reaction of an Arkansas
state legislator when
a constituent (a local
retailer) sent her a
copy of an application
form for credit card
processing  services.

"I had trouble reading
it even with my bifo-
cals,” Rep. Susan
Schulte said.

In the waning days of
the state's 2007 congres-
sional session, Schulte,
a Republican, pushed

Retailers to Congress:
Don't get too tough on security

U.S. retailers have told Congress they are in favor of na-
tional standards for informing consumers of data breaches,
but they don't want to take the heat for compliance.

Mallory Duncan, National Retail Federation Senior Vice
President and General Counsel, appeared before a House
Small Business Committee hearing in Washington, D.C., on
June 6.

He argued that any such legislation needs to distinguish
between "true identity theft and credit card account fraud."

Most retailers, Duncan said, don't possess the kind of
private consumer data needed to commit identity theft. If
there's a data breach, the most that can be taken are credit
card numbers. Identity fraud involves the takeover of Social
Security numbers, Duncan argued.

"A data breach resulting in the loss of a credit card num-
ber may at worst lead to credit card fraud, which is easily
detected and resolved, and not the more insidious crime of
identity fraud. As a result, legislation should treat the breach
of account information differently," Duncan said.

Several data security bills have been introduced in Congress
this year in the wake of well-publicized data breaches at
retailer locations.

L [I-¥ See Warning on page 67
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R NotableQuote

"We are in this business first for
credit card processing services.
The residual revenue is our best
form of equity ... We want to use
[value-addsl to help sell to and
retain merchants - not put them
out of business."

- See story on page 38
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Jerry; you sold me on multilingual

services. Fig latin doesn't count!

Kudos to a contributor

| just wanted to say how much | enjoy reading your articles in The
Green Sheet. They are very informative. | appreciate your sharing,
and keep up the great work.

Sincerely,
Tom Kekahio
Servnet LLC

Ken Musante, President of Humboldt Merchant Services, is one
of The Green Sheet's contributing writers. His most recent article
appears in this issue.

This past spring you published 2007 MasterCard Worldwide inter-
change rates. The information was in a nice, condensed page and
half summary. Do you have something similar for Visa U.S.A.'s

2007 rates?

Thank you,
Chris Stabile
MBS

Chris,

Yes, we published Visa's new interchange rates in the May 14,
2007, issue of The Green Sheet (07:05:01). An article explaining
the rate changes, "Visa's changes muddy interchange waters,"
also appears in that issue.

Editor

| need some help. I'm trying to find a study or ranking of the top
processors such as First Data Corp., Chase Paymentech Solutions,
NOVA Information Systems, TSYS Acquiring Solutions, efc. Do
you have any idea where | can find this information2 Thanks in
advance for any help.

Regards,
Scott Raban

Scott,

Our latest ranking of top processors can be found in "Card payments
under the microscope," GSQ, December 2006, Vol. 9, No. 4.

You can download this issue from our GSQ archive at
www.greensheet.com/gsq/Secured-/gsqv9n4.pdf.

Thanks for your interest in The Green Sheet.

Editor

How to subscribe

How do | subscribe to the printed edition of The Green Sheef? Is
there a fee?

Thank you,
Morris Weiss

Morris,

All our publications, including our Web site, are free. You
may sign up fo receive the printed editions of The Green Sheet
and GSQ, as well as register to use our Web site at

www.greensheet.com/forum/bb_register.php2mode=agreement.

Editor
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less than a class act. It's time to call NAB today.
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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 vyou up to date on the
latest news and hot topics in the
payments industry.

Cover Story -'I

Warning: Merchants turning
up the heat on interchange

After years of acceding to the card
Associations' dictates, merchants are demand-
ing change. And they've enlisted government
officials, the media and the card-carrying pub-
lic as allies. If we, in the payments industry, do
not take steps to address this discontent soon,
the big hand of Uncle Sam may do it for us.

|= Page 1 ]

View 1

PayPal: 21st century cash

In an era when the handshake on a sale is as
likely to be electronic as it is a pressing of the
flesh, there needs to be an electronic equiva-
lent to cash and coin. PayPal is becoming the
electronic standard for transactions that just
10 years ago were handled using cash, coins
or personal checks.

\=_Page 24 |

I Industry Leader -'l

Sharing many kinds of riches

If you've ever needed a roll of receipt paper,
you are familiar with General Credit Forms
and the McCormick family. John McCormick,
the company's Vice President, as well as
President and founding board member of the
Southeast Acquirers Association, is the subject
of this profile.

BRING US YOUR TIRED, YOUR POOR,
YOUR HIGH RISK MERCHANTS!

NATIOMAL TRANSACTION CORPORATION

WE WILL PROCESS
all of tha

HIGH RISK MERCHANTS

that most others won't!
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® inbound Tekemarieteg

® Direci Marhslors

& Duliound Telsmarksting
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1-888°996-CARDYZZ73]}
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|= Page 32 |

FGS Advisory Boar-d-'l

Value-adds:
Recipe for success? Part |

Value-added products and services are impor-
tant ingredients in the recipe for customer
"stickiness." But how will ISOs and MLSs
know which ones - if any — are right for

their clients and prospects? We asked the GS
Advisory Board for their insight.

|= Page 38 |

il Feature -'l

The symmetry of sponsorship

The business of event or association sponsor-
ship is a complex, symbiotic meld of advertis-
ing, contribution, support and brand aware-
ness for sponsors and associations alike. This
relationship is made murkier by the fact that
it is neither pure altruism nor measurable in
terms of return on investment.

|= Page 48 |



How to Succeed in Today's Marketplace
A Great Opportunity for You to Grow

If you're a successful merchant services professional, chances are you ara frying fo grow.

The biggest challenge is providing infrastruciure for your business. It fakes & considerable amount of fime and money fo
provide admimistrative, logislics, sales support, human resources, health cowverage, and fraining.

Ower the years, Americalne has invested millions of dollars in developing & one-of-kind company structure for merchant
services professionals just ke you. Our model for success is simple; you offer your sales and management skills and we
provide & complele program that leverages your txlents while maximizing your Income potential like mever before.

1(888)35302-63T4

Email: apmrtunitﬁimaﬁuummm:um
WL AmeTricasnams.com

Consider how high you could fly if your primary responsibility
was fo mentor a sales team while we provide you with the
following and so much more;

Hiring and Tralning. A big par of staying cuf frond s having a talented and
witll-trainéd tearm, We a%sis! you in recniting your tam, then brain them
quickly using owr 247 online Virual Training Coursas, live local training
and culling-&dge siralegic sales echniques

Excellent! Compensation. You canl afiraci or keep a sales foroe thesa
days withouwl an aggressive Pay-Now compensation program. Our plan
pays your sales eam upfront and weekly 8o they receive hundreds of
thousands of dollars for each merchant account sold

Latest Products and Services. Americalne offers wvirtually every
marchant product and service available in oday's marketplace. To further
gnhanoe compansation, your leam earms significant income for aach add-
on servica sold

| Stock Options Program. |i's a real rarity in our business for a company to

alter slock, We make joening Amencalnge a warlhwhile shorl and long lerm
profitable expariance for you and your team

Cutting-Edge Managemant Tools. Lel us walk you through our real-timea
propriatary systems thal aulomale recruiling, hiring, training, paynol,

| installations and managemeni reporting for bath you and your sales force

Join the winning team with over 20 successful regional
offices currently in place. Call us today to learn about an
opportunity you won'f find anywhere elsel

We currently have Sales Managemeni, Account Executive
and Independent Sales Office Opportunities available.

Ameri
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Celebrating 10 years
yAPS  of partnership with

i 150 Commmunily!
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Authorize.Net owes a great deal of its success to our
close partnerships with the ISO and M5SP
communities. As the industry faces new threats from
companies looking to bypass the traditional merchant
account/payment gateway partnership, our reseller

relationships are more important than ever.

- Roy Banks, President, Authorize. Net

www.authorize.net B866-437-0491

Authorize.Net

'@ Your Gateway to IP Transactions™
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View

Spot-on sales savvy

Most of us in sales are confident in our
ability to represent the products and services
we have been trained to sell. But, should
your sales job end there? No, that is just

the beginning.

'|_| Page 56

News

Wal-Mart banks
on the underbanked

Wal-Mart Stores Inc. is ramping up a new card
product aimed at the millions of Americans
who prefer not to put their money in banks.

.|_l' Page 59 |

News

MasterCard wins
injunction against Visa

On June 7, federal Judge Barbara Jones ruled
that Visa U.S.A.'s settlement service fee imple-
mented in the wake of the 2003 settlement of
a merchant class-action lawsuit was unlawful
and must be repealed.

'|_| Page 59 |

Education

Street SmartsSM: Veritably
valuable added services

Value-added products enhance a portfolio's
worth considerably, bring more flavor to the
product-offering table and provide an addi-
tional source of revenue to ISOs and MLSs. In
order to sell these, you need to know the ben-
efits the products bring to merchants.

1= Page 74

11

Education

The lowdown on
locked documents

More often than not, you are asked to sign
standard-form agent and ISO agreements.
Sometimes those documents are sent in a
format that prevents you from proposing any
changes. Consider what this says about the
organization that produced the document.

'|_|- Page 80 |

Education

Shape up those
level 4 merchants - now

Although level 4 merchants process only
30% of total transaction volume, they com-
prise 99% of all merchants. They are the least
sophisticated technologically and therefore
targets for hackers. Recent efforts by Visa
affecting acquirers aim to address such prob-
lems within the level 4 category.

.I_l Page 84 |
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Education

10 keys to unlocking your
million-dollar portfolio

Think the goal of building a multimillion-
dollar portfolio is too ambitious? Is it even
possible? Perhaps — with an appropriate plan
of action. This article includes 10 steps to use
as a guide for accomplishing what some may
think exists only in their dreams.

'|_| Page 88 |

Education

What do your customers
say about you?

In this enlightened age, almost every piece of
data imaginable is just a mouse click away.
However, sometimes delving into the mer-
chant's mindset is completely overlooked. If
your answer to, How well do you know your
clients is "not well enough," why not give
them a survey?

'|_| Page 92 |
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MERCHANT SERVICES. LLC®

NO CHANGE OF PROCESSOR REQUIRED

al

“*MY QFFICE LOODKING FOR RISK MANAGERS
E UNDERWRITERS FOR IMMEDIATE HIRE"

If your merchant accepts credit cards
he:_"she pre-qualifies for a cash advance of up to

View

Kicking the horse
we all rode in on

We have a problem. "We" is all of us who
recommend, sell, service, warrant, repair and
(too often) replace POS devices for credit card
transactions. If you are an MLS, this problem
applies especially to you.

'|_| Page 98 |

Inspiration

Are you living
in current reality?

What you don't know can cause troubles. But
sometimes things you think you know that
turn out to be incorrect can cause even worse
problems. When making decisions, it's best to
put assumptions aside and find the necessary,
up-to-date facts.

|= Page 111

EARN &-7% PAYBACK

s 5250000 Advanded per month
$345,000 Payback
6% of Faybadk = $20,700

Example 2: $1,000,000 Advanced per month
$1,380,000 Payback
7% of Payback = $56,600

MEWVER WRIT FOR YOUR MERCHANT
TO PAY US BACK!

RECERVE LWPFFRONT COMBMISSION
UPOH MERCHANT FUMNDING.

800-688-9974

Speak to Sam Gresnwald

We love internet basiness. Maliiple lecations
Loans against AMEX, Discoves, Debit & EBT,
Interchange + 08, No lability, Residuals up to 75%.

S| HABLA ESPANOL

55 usted o8 un sgenie y su los cliented necesitan el
dineto en elective para ke negocios, por faver Bama

877-700-7947

Antonio Rubio x. 501 pars més informacién,




“Finally.

| have something to talk about
other than just price. T,

in the competithve world of credit card processing,
lower prices are only part of the story, Which s
whyy agents around the country are talking about
Innovative Merchant Solutions,

With IMS, you're offering a broad range
of payment processing services that
integrate seamiessly with QuickBooks,
the #1-rated small business financial
software, 10 delver real business value

AR Dy

through time and cost savings, 5o you
can attract—and retaln—more clients,

IMS and QuickBooks:
It's got people talking.
“IMS affers the anly solution thal really seamiessly
irdegrates with QuickBooks. My clignts often talk fo
e about how 888y it IS 1o use and how mach Hme
they Save, TS great [alking about IMS and QuickBooks
and nal fetusing just on price.”

- Scott Hausmann, Minneapaolis

Michael Mucciacciara, Baltimaore

“It’s often difficwlt ta gel prospects to lislen Lo my sales
pitch wihan youre ke everyaneg gise. The QuickBooks
and Infurt brands dive me immediate credibdily when
dealing with merchanis and larger neferral
partners Nke banks, accountants and
associations, If hvas really made a differ
BRee i my antire busness approach,”

- Toad Eichner, Los Argalies

“They have the best programs for Somall
businesses, which really helos me clase
mone deals, and makes me fosl ke 1'm
halping tham wilh their Ananees.”

- Keith Pollins, San Diego

You don't have to take our word for it.

See it for yourself.

Find out how IMS leverages the power of effective
integration and easeof-usse 1o deliver smart solutions
far your clients—and bongarienm melatonships for you,

] 2
— l NINOvYa f] e Contact us at 800-383-8306
J— Merchani Saoleificns
- q an INTUITS Company or www.innovativemerchant.com.
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Proudly sponsored by

NEWS

Discover will be a public company July 2

The spinoff of Discover Financial Services LLC was
approved by Morgan Stanley's board of directors.

The distribution of all outstanding shares of Discover
common stock will be made on June 30, 2007, to Morgan
Stanley stockholders of record as of the close of business
June 18, 2007.

Morgan Stanley will distribute one share of Discover
common stock for every two shares of Morgan Stanley
common stock.

Following the distribution, Discover will become an
independent, publicly traded company. Its stock will be
listed on the New York Stock Exchange and trade under
the symbol "DFS."

"Discover will be even better positioned to create long-
term value as a standalone company," David Nelms,
Discover's Chief Executive Officer, stated.

"We have a clear strategy to increase profitability by
continuing to grow our card-issuing business and real-
izing the substantial opportunities in the fast-growing
payments business."

Underbanked want bank relationships
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services relationships, according to the Center for
Financial Services Innovation (CFSI).

Findings from a recent CFSI study indicate that under-
banked consumers make financial decisions differently
than mass market customers. And they strongly empha-
size intangibles such as respect, trust, safety, security
and a sense of belonging.

The study also found:

¢ These consumers cash an average of 20 checks a year,
with an average check size of $452.

* A maijority are very open to having a relationship with
a bank or credit union.

® More than 60% have a checking account and 45%
have a savings account.

More information is available on CFSI's Web site, at
www.cfsinnovation.com.

ANNOUNCEMENTS

ANP offers free terminal placement

Merchants processing credit card and other noncash
transactions with American National Payments are
eligible to receive free processing equipment, according
to the company.

ANP sales partners can select from free equipment

e Inferchange costs for all retailers totaled $30.7 billion in 2005 and $36.3 billion in 2006 — an 18%
increase in one year, the Food Marketing Institute reported. The cost of interchange has more than
ot 4 doubled since 2001, the FMI said.

e Retail losses hit $41.6 billion last year, according to a National Retail Federation survey.
Companies lost 1.61% of sales to theft and fraud. This number was largely due to:

- Employee theft ($19.5 billion)

- Shoplifting ($13.3 billion)
- Administrative error ($5.8 billion)
- Vendor fraud ($1.7 billion).

e Voice Pay, a voice-verified payment processing system, debuted this spring. The solution was devel-

oped by Nick Ogden, founder of the Internet payment processor WorldPay, which the Royal Bank of
Scotland purchased in 2002. Voice Pay is intended for Internet, mobile and retail transactions.
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placement options, including credit card terminals,
PIN pads and check readers. The program provides
ANP sales partners a bonus to further reward their
placement efforts.

Cynergy Data makes Inner City 100 list

Inc. magazine ranked Cynergy Data 27th on its
annual Inner City 100 list. Cynergy Data's revenues
increased 534% from 2001 to 2005. Candidates for the
2007 Inner City 100 must:

* Be independent, for-profit corporations, partnerships or
proprieforships

® Be headquartered or have more than half their physical
operations in inner cities

® Have had 10 or more fulltime employees in 2005

* Have a five-year operating history that includes a
sales increase in 2005 over 2004, sales of at least

$200,000 in 2001, and at least $1 million in sales
in 2005.

Freedom Charge offers
two-tiered program

Freedom Charge Merchant Services Inc., which special-

izes in high-risk merchants, has new opportunities for
affiliates and ISOs.

The company offers a two-tiered affiliate program:
Direct sales generate 50% profit split on high-risk
accounts for its affiliates and ISO partners. And affili-
ates can earn 5% to 10% of any profit generated by
"sun" affiliates.

Heartland CEO receives award

Heartland Payment Systems Inc. Chairman and CEO
Robert O. Carr received a 2007 Stevie Award from
the American Business Awards. He was honored as
the Best Executive — Other Industries. Carr competed
with more than 2,000 executives from companies of all
sizes and in virtually every industry.

Newtek providing payroll services

Newtek Business Services Inc., a provider of services
and financial products to small businesses, is now
offering Web-based payroll services, including paying
employees, managing checks and direct deposits, and
dealing with taxes.

Newtek also has business lending, electronic payment
processing, insurance services, Web hosting, Web design

July 25 - 27 » Cleveland = MLS free registration * Keynote from Tom Wimsett, President of NPC
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The Fifth Annual MWAA Conference will be held
July 25 = 27 in Cleveland, Ohio at the spectacular
Renaissance Cleveland Hotel. Continuing the
concept of attracting merchant level sales ("MLS")
professionals, this year the MWAA will offer

There are sessions for any size MLS. Topics include
startup sales, Field guide, and PCl standards - all
topped off by a presentation from Tom Wimsett,
President of NPC.

78 vendor booths, a Reck and Roll Hall of Fame
reception and more surprises are planned.
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and development, outsourced digital bookkeeping, tax
services, data backup, and retrieval and business plan
preparation.

PropertyBridge maintains
level 1 PCI compliance

PropertyBridge Inc. announced compliance with the
Payment Card Industry (PCI) Data Security Standard
for the second consecutive year.

The company said it is the first and only payment
processor within the multifamily and property man-
agement industries to achieve two years of PCI level 1
compliance.

Sirqa Merchant Services to pay affiliates

Sirqa Merchant Services Inc., a division of iPayment
Inc., has launched a partnership program that pays
affiliates for other affiliates' referral efforts.

The "one tier down" program enables affiliates and ISOs
to obtain free training, technical support and a mirrored
Web site for promoting low-rate merchant account set-
ups to small businesses nationwide.

Participating affiliates are assigned account managers
who assist them in selling accounts, closing sales and
processing orders.

WRG Services twice honored

WRG Services Inc., a supplier of ATMs and relat-
ed services, has been twice honored with Cleveland
Entrepreneur Leading Edge Awards. The awards are
Most Value and Most Growth by a Northeast Ohio pri-
vate company.

PARTNERSHIPS
DTI helping businesses give back

Direct Technology Innovations and the Women's
Cancer Association of the University of Miami
Silver Angels have partnered to enable businesses to
donate a portion of their credit card transactions to the
Silver Angels.

Business owners in Florida's Miami-Dade and Broward
counties that switch to DTI for their credit card process-
ing services can participate.

Hypercom product
is Windows Vista-certified

Hypercom Corp. announced its SmartPayments solu-
tion suite is the first electronic payment processing soft-
ware to pass certification tests ensuring compatibility
with Windows Vista.

The Hypercom SmartPayments Client and Smart
Payments Server product lines have earned Microsoft
Corp.'s Certified for Windows Vista designations.

Contactless payments

coming to airport parking

Affiliated Computer Services Inc.'s airport parking
applications in North America will accept MasterCard
Worldwide's PayPass contactless payments. ACS
has more than 20 parking system installations at the
nation's busiest airports, according to the company.

NMC wins two new clients

Business Matchmaking has named National Merchant
Center its official payment processing provider.
Business Matchmaking enables face-to-face meetings
between small business sellers and buyers from federal
agencies and major corporations.

NMC was also chosen to be the official processor for the
Latino Coalition, the national umbrella organization
that serves major Hispanic business and professional
groups throughout the United States.

PAI partners with AdvanceMe
and Ruesch International

Payment Alliance International Inc. will offer
AdvanceMe Inc.'s merchant cash advance product to
its customers. In addition, Ruesch International Inc.
will provide PAI's financial institution partners and
business clients access to Ruesch's suite of payment and
foreign exchange products and services.

RBS Lynk to process for Alon

Alon USA Energy Inc., an independent refiner
and marketer of gasoline, diesel fuel and other petro-
leum products, has selected RBS Lynk as its new credit
card processor.

RBS Lynk will manage credit, debit and gift card transac-
tions (both pay-at-the-pump and in-store) for Alon's dis-
tributor network of FINA-branded convenience stores.

VeriFone inks two restaurant deals

Two more restaurant chains will be using VeriFone's
On the Spot payment solution: Carey Hilliard's, a
seven-store, Savannah, Ga.-based eatery, and Cara, an
operator of more than 800 full-service restaurants in
Canada. Both restaurants will integrate VeriFone's and
Micros Systems Inc.'s solutions.

On the Spot includes a small handheld payment
device that enables credit and debit card acceptance at
the point of service, such as at the table, at curbside or
upon delivery.
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APPOINTMENTS

Bello and Koerner join Comstar

Luis Bello has joined Comstar Interactive as
Regional Sales Manager. Bello will work with ISOs in
Florida, in the Southwest United States and in Latin
America. Previously, he was co-founder and President
of Gifts Consulting. He was also an Account Executive
with WAY Systems Inc. and Hypercom.

In addition, Comstar hired Loretta Koerner who will
be responsible for Business Development — Mobile
Solutions. Koerner comes to Comstar from Sprint Nextel,
where she was an Indirect Channel Manager.

Assurz Inc. appointed Teresa Cullen and Dawn
Delaney Vice Presidents of Business Development.
The two executives, who have a combined 25 years of
experience marketing to large electronic retail accounts,
come to Assurz from Chase Paymentech Solutions.

DTl has new operations VP

Using Wireless
Point of Sale

7 Cogrpeghi UM Aprewp &% by ignaras

K. Friedman Vice President of Operations.
Friedman has more than 20 years' experience in the
payments industry.

Previously, she was Vice President Operations/Business
Development at First Data Merchant Services.

ModaSolutions appoints
new board member

Steve Hawco now serves on ModaSolutions' board
of directors. Hawco has over 12 years of e-commerce
experience. He is currently Senior Vice President at
Group RCIL Prior to Group RCI, Hawco was Vice
President of the Lego Group.

Howe named eTelcharge.com CEO

ETelcharge.com appointed Rob Howe President
and CEO. Howe's background includes significant
contributions at Dell North America, AT&T GIS
and CompUSA.

He most recently served as President and
Chief Operating Officer of DualCor Technologies Inc.
Prior to that he worked six years as a consultant to
technology companies.
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LeBoeuf joins RapidAdvance

RapidAdvance hired Laurie LeBoeuf as Vice President of
Operations. LeBoeuf has more than 25 years' experience
on both the acquiring and issuing sides of the payments
business. Most recently, she was Senior Vice President of
Risk and Operations for the ISO Delta Card Services.

Prior, she was AVP of Merchant Business for Intrust
Bank. She has also served as the Electronic Transactions
Association's National Director of the Merchant
Acquirers committee. She recently accepted the role of
chairing the ETA's Risk and Fraud Committee.

PCI council elects advisory board

advisers. The board will represent the nearly 200 organi-
zations participating on the council and provide critical
feedback for enhancing PCI requirements.

Out of more than 100 organizations nominated to serve
on the board, 14 were elected. They represent the catego-
ries of financial institutions, merchants, processors and
others, such as POS vendors and industry associations.
The PCI council board of advisers includes:

® APACS, the U.K. Payments Association

* Bank of America Corp.

® British Airways

e Chase Paymentech Solutions LLC
e First Data Corp.

® JPMorgan Chase & Co.
* Microsoft Corp.

® Moneris Solutions Corp.
e PayPal

® Royal Bank of Scotland

e Tesco Stores Ltd.

® TSYS Acquiring Solutions
® VeriFone

* Wal-Mart Stores Inc.

Schwimmer is IMA Director in Long Island

Steve Schwimmer has been named Director of the
Long Island Chapter of the Institute of Management
Accounts. Schwimmer is also the President of the
National Association of Payment Professionals.

He is Director of the Syosset Chamber of Commerce
and an active member of the Hauppauge Industrial
Association, the Huntington Township Chamber of
Commerce and the Long Island Association. He is also
a long-term member of the Long Island Better Business
Bureau's Executive Board.
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PORSCHE
BOXSTERS

First drawing will take place
on October 11, 2007

at the 2007 United Bank Card
Annual Partner Conference
at the Sawgrass Marriott
Resort and Spa

in Ponte Vedra, Florida

Second drawing will take place
at the 2008 ETA
Annual Meeting and Expo

United Bank Card

Inited Bank Card is once again providing our sales partners with the unigue oppor-
tunity towin an elite roaditer, This year we will be giving away two 36 month leases on
cnig of the moest impressive wehicles to ever grace the road, the Porsche Boxster]

Every IS0/MLS Partner has a Chance to Win!

This contest {s exclusively avallable to 1I20/MLS partmers of United Bank Card and the
enLry process i4 as skmple as subsmitting & merchant application. Every approved
application that {5 submitted to United Bank Card counts &% one entry for your office.
The moré merchants you sign, the better your chance of winning.

Bonus Entries!

In agdition to merchant application submissions, every ATM oeal i'-'EI"rEl'.‘l through
United Cash Solutions will also count as one contest Entry, noreasing your Chances 1o
Wi EVEN FOng.

A Car Worthy of Our Partners

Inited Bank Card s dedicated to providing cur 150 partners with exceptional service,
unbeatable support and lavish bonuses and cur Porsche Bowster giveaway is an
example of the many benefits of doing business with our comparmy. The Porsche
Boxster is one of the maost stylish sports cars available and two of our IS0 Partners will
hawe the chance bowin a three year lease on this striking automobile.

Lag om to hitpe /e, porsche. com/usa/models/ boxster” to learn more about the
Parsche Boxster.
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For further information, contact:

Brian Jones, EVP Sales and Marketing: 800-201-0461 x 136
Jonathan Brandon, Hational 5ales Manager East: B00-201-0461 x 145
Max Sinovol, Hational Sales Manager West: BOOD-201-0461 x 219

www.isoprogram.com
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Insider's report on payments

PayPal: 21st century cash

By Patti Murphy
The Takoma Group

must admit I'm a bit of a banking industry snob.
Call me old-fashioned, even quaint, but I believe
banks play a crucial role in the economy as keepers
of the gates to the payments system.

And I've never been keen on the idea of nonbanks acting
like banks, for a variety of reasons, not the least of which
is federal deposit insurance protection.

So it may come as a surprise that I recently added a
MasterCard U.S.A.-branded PayPal debit card to my wal-
let. PayPal, after all, is owned by eBay.

I've been using PayPal for a few years, in much the same
way my mother would use the not-so-secret stash of cash
she called her "mad money."

She'd use that to buy something extravagant when she
was mad about something. It would generally cheer her.
I use my PayPal account as though it's cash, for extrava-
gances like downloading music from iTunes.

In my mind's eye, PayPal is a 21st century version of
cash, especially when you add a debit card feature to the
account.

As a young teenager in the late 1960s, I enjoyed buying
vinyl records. We called them "45s" or "singles." They
cost $0.99, and I would pay using the cash I earned doing
odd jobs.

Now I'm a considerably older adult, but I still enjoy buy-
ing music at $0.99 a pop, only today it's online rather than
at the local record store.

I like using PayPal for these purchases because it's conve-
nient. I set up an account with PayPal, which is tied to my
checking account, but I usually keep some money in the
account at PayPal.

Then, when I set up an account with an online merchant
(like iTunes), I provide my PayPal account information;
from then on I can add a tune to my collection with the
ease of a mouse click.

PayPal debit card

The downside to having a PayPal account, and keeping
mad money stashed there, is that accessing that cash in a
pinch is not quite as easy.

That's where the PayPal debit card comes into play: I can
use it at the POS just like cash. And if I really need the
"green stuff" I can spring for the ATM fee.

Recently, PayPal offered me backup funding for my
MasterCard debit card. The options are to link the card
directly to my checking account or apply for a PayPal
credit card. I don't need that; it's too much like borrowing.
But then, people do sometimes need to borrow cash.

I had an opportunity during the NACHA — The Electronic
Payments Association's 2007 conference to meet with
René Pelegero, Senior Director for Industry Relations,
Strategy and Compliance at PayPal.

He likened the PayPal debit card to a stored-value or pre-
paid debit card; the value to PayPal comes from transac-
tion interchange.

Pelegero stopped short of describing PayPal as a bank.
"We complement banks," he said, explaining that PayPal
"rides the rails of the bankcard and ACH [automated
clearing house] networks."

Less than a month later, however, PayPal announced
it had been granted a bank charter through the
European Union.

That bank, based in Luxemburg, will open in July. But
don't expect the Federal Deposit Insurance Corp. or the
Fed to follow soon. A PayPal bank isn't likely here.

'Electronic standard' for cash?

In an era when the handshake on a sale is as likely to
be electronic as it is a pressing of the flesh, there needs
to be an electronic equivalent to cash and coin. PayPal
is becoming the electronic standard for transactions
that just 10 years ago were handled using cash, coins or
personal checks.

There are alternatives to PayPal. Google Checkout comes
to mind, but it's not nearly as fast and cash-like as PayPal.
And I've not yet had any of my Internet-savvy friends
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»3 Next time you're with a group, ask folks to quick pull out
their cell phones. Then ask them to pull out their debit cards.
In a race, cell phones will win every time.

offer to "Google that over to you in the morning" after
asking me to pick up the tab at a group outing.

"What PayPal brings to the equation is a level of trust,”
Pelegero said. "To move money between two parties that
otherwise may not know each other, and to do that with
an increased level of security."

He added that PayPal has invested in a multiyear strategy
to enhance fraud detection.

PayPal Mobile

To further insinuate itself into the consciousness of the
21st century shopper, meanwhile, there's PayPal Mobile.
It uses a text-messaging based transaction initiation pro-
cess. Users tender cash with the ease of text messaging.

Next time you're with a group, ask folks to quick pull out
their cell phones. Then ask them to pull out their debit
cards. In a race, cell phones will win every time.

Or, ask parents of teenagers how frequently they use cell
phones to text message, and the image of cell phones as
wallets begins to emerge.

A 2006 survey by Visa U.S.A. brings that image into
clearer focus. In a survey of 800 American consumers,
77% said they would find it difficult to get through a day
without their mobile phones.

Even more telling, consumers in that survey were twice as
likely to carry mobile phones as cash.

Eighteen to 34 year olds were four times as likely to
carry phones instead of cash. And more than half of
those between the ages of 18 and 44 worry about not car-
rying enough change to make small purchases. &

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

By Marvin Lazaro
Kiosk Marketplace and Self-Service World

This story was originally published on ATMmarketplace.com,
March 20, 2007; reprinted with permission. © 2007 NetWorld
Alliance LLC. All rights reserved.

Editor's note: Marvin Lazaro is the Editor of Kiosk Marketplace
and Self-Service World, two of ATM Marketplace's
sister sites.

he sight is common at grocery stores and other

locations across the United States: people stand-

ing in front of dollar-green kiosks, tilting coffee

cans and sawed-off milk jugs full of coins over a
metal grate and standing back while the kiosk counts the
coins and displays a running tally on a monitor.

of loading the value of their coins — with no counting fee
subtracted — directly onto gift cards for businesses such as
Starbucks Coffee Co.

Expanding its services, Coinstar entered into an agree-
ment with McDonald's Ventures LLC, a subsidiary of
McDonald's Corp., for a 47.3% stake in Redbox DVD
rental kiosks.

Coinstar also acquired Travelex Worldwide Money in
May 2006, a worldwide money transfer company. The
publicly traded company (CSTR) posted approximately
$22.3 million in profit for 2005.

A growing sector

Coinstar won't have the market to itself when it enters
the bill-pay space. TIO Networks and 7-Eleven,
which owns and operates the VCom financial kiosk line,
already offer extensive bill options to the underbanked
and unbanked.

>3 Coinstar began in 1991 in San Francisco with four coin counfers
but has since expanded to a network of over 12,000 machines
located mainly in the United States, ... Canada, Puerto Rico and

the United Kingdom.

They are like slots players, holding still while the machine
decides how much cash the user will take home. Now, the
maker of that kiosk — Coinstar Inc. — wants to help people
do more with their money than convert it from one form
to another.

The Bellevue, Wash.-based company is entering a
growing field of financial-services providers that
enable the unbanked and underbanked to pay bills
without the intermediary of a checking account, with
plans calling for its first bill-pay kiosks to roll out in
mid 2007.

"Our intent and goal is to create a quasi-banking capabil-
ity for those people who are not bankable or who choose
not to work with banks," said Charlie Crawford, Senior
Product Manager at Coinstar. "We believe we'll be cover-
ing an area that's poorly served right now."

Coinstar began in 1991 in San Francisco with four
coin counters but has since expanded to a network
of over 12,000 machines located mainly in the United
States, but located also in Canada, Puerto Rico and the
United Kingdom.

Over time, the fee users are charged has increased, to 8.9%
of the amount counted, which is shared with retailers that

host the machines.

In 2005, many machines began offering users the option

The challenge for Coinstar will be identifying
markets where those groups do business, said Tracy
Kitten, Editor of ATM Marketplace, a Web site that covers
the ATM industry.

"Most deployers want to model their financial-kiosk
placements after their ATM placements, and doing
so has proved detrimental for most," she said. "Providing
basic cash-dispensing services makes sense in just about
any part of town, regardless of the demographic, etc.

"With services like bill payment and check cashing,
which target underserved consumers, placement of self-
service terminals that offer those services must be much
more strategic.” The investment stakes for multifunctional
financial kiosks also are much higher, she said.

"If the deployment flops, you're out a lot of money
— upwards of $30,000, in some cases, for the equipment
alone," Kitten said. "Investment in a basic cash-dispensing
ATM can come in more than three times lower than that,
so if a particular deployment doesn't work, you haven't
lost your shirt.

"You can pick up the ATM and move to a new location.
It's not so easy with a multifunctional unit that's already
emptied your pockets."

The new kiosk will use Coinstar's existing user interface,
so customers will have very little new to learn.
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Feature

It will be able to dispense a wide range of prepaid debit/
cash cards, prepaid wireless and long distance cards, gift
cards and card reloads, all of which will be nondenomina-
tional to permit consumers the freedom to load any cash
amount they want.

There will be no charge to use the financial services kiosk
unless there is a service or similar charge levied by the
receiving company. The machines will be configurable for
future products such as bill payment and money orders.

Placement and opportunity

The initial 200-unit rollout of the new kiosk is planned for
locations similar to where the coin-counters are deployed,
with no specific geographic placement in mind.

Crawford said that if the test is successful, the company
plans to place the machines in shopping malls, specialty
retail stores, transportation centers and even some finan-
cial institutions (FIs).

The decision to place the kiosks in FIs comes at the
request of some who hope to attract new walk-in traffic.
"We're having no trouble at all getting people to place
these machines on their sites," Crawford said.

Coinstar also is hoping to incorporate its recent acquisition

of Travelex into the kiosks, enabling the kiosks to transmit
and receive money transfers worldwide.

The financial services kiosk will initially roll out as a
stand-alone machine, but if the model is successful, much
of its functionality can be put onto existing Coinstar
kiosks through product upgrades. Coinstar's customers
will then have the option to have the all-in-one coin coun-
ter on their selling floor or the financial services kiosk.

"Our intent is for the system to become a reload network
so that any person with any branded prepaid card could
come and load their card on our financial services cen-
ter," said Crawford. Currently, Coinstar is only offering
Greendot.com prepaid MasterCard cards.

Bob Baker, Vice President of Financial Services for Coinstar,
said the company's vision was to enable bill payment not
only on the financial services kiosks, but also on coin
count kiosks that are equipped with a bill acceptor and a
card swipe.

The financial services kiosks will be regionalized to reflect
local utilities. Coinstar is also offering customers the
option of self-branding the kiosks. &

Link to original: www.atmmarketplace.com/article.php2id=8599
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Sharing many
kinds of riches

f you've ever needed a roll of receipt paper or a
credit card transaction form, you are familiar with
General Credit Forms and the McCormick family.
GCF was founded 34 years ago by Joe McCormick.

Joe McCormick's sons, John and Jim, both work for GCF.
John is the company's Vice President, as well as President
and founding board member of the Southeast Acquirers
Association (SEAA). Jim is Midwest Sales Manager for
GCEF, as well as President and a founding board member
of the Midwest Acquirers Association.

Choosing GCF

subject of this profile, did not take a straight road to the
company. He began his career at Arthur Andersen & Co.
After three years with the accounting firm, he moved to
St. Louis to attend Washington University School of Law.

While in school, he assisted his father with due diligence
on a potential acquisition in Western Missouri. "I enjoyed
working with the company so much that I convinced my
dad to let me stay on," he said. "After completing law
school in 1997, I joined GCF full time."

Part of the reason McCormick chose to work for GCF
and to establish the SEAA is the generosity of payments
industry professionals.

"When I first started traveling for GCF, everyone I met
was willing to share his or her insight and experience," he
said. "People were, and I think still are, excited to teach
others about the industry."

McCormick advises everyone to ask questions and learn
as much as they can about the industry.

"If you meet someone on the road, or at a tradeshow like
the SEAA, who you think can provide you some guid-
ance, make an appointment to take that person out for a
lunch or a dinner," he said.

"And ask as many questions as you can, no matter how
basic you think the question sounds. You won't be disap-
pointed in the outcome."

All in the family

McCormick's two biggest influences are very close to
home, his dad and his brother. "My dad taught me a lot of
lessons along the way," he said. "I just feel fortunate that I

have had the opportunity to work with him and to watch
him work while he is still in his prime and at the top of
his game."

For those who are curious, McCormick noted that his dad
is doing very well and is often in the office long before he
arrives. "Always leading by example," he said.

McCormick also gives credit to his brother. "Jim is a
great salesman," he said. "He has strong communica-
tion skills, excellent follow-up habits, comprehensive
documentation, etc. I will often think of what Jim might
do in a given situation before I make a sales call or
give a presentation.”

Rewarding work

McCormick is motivated by a variety of factors, most
importantly GCF employees. "A lot of the people in cus-
tomer service and those running printing presses have
been here since I was a little boy," he said. "I have known
them for 20-plus years. To know that they have that dedi-
cation, it's pretty humbling."

McCormick is also propelled by his work with the SEAA.
"To get the attendees and vendors together to communi-
cate and to know that people are taking advantage of that,
it's very gratifying."

He takes pride in his work with GCF. But he is most ful-
filled by his work with the SEAA.

"While I am very proud of the accomplishments of GCF
over the last 10 years, this company was already 20 years
old and well-established by the time I came on the scene,"
he said. "Judy Foster, Audrey Blackmon and I formed the
SEAA from scratch in 2000. This March we hosted our
sixth and most successful show."

Since the association's first meeting, its goals have
remained constant: to provide quality education and
training and to promote an environment conducive to
the exchange of experience and new ideas throughout
the ISO community.

Running a not-for-profit association for seven years takes
commitment and time, both of which McCormick is eager
to offer. "The industry has been very good to my family
and this company," he said. "I am honored to give back
to the associations and regional groups and the ETA
[Electronic Transactions Association]."

In 2000, the SEAA added board members Margaret
Jordan and Claudia Zane. This year it introduced an advi-
sory committee including Dee Karawadra, Martin Drake,
Dottie Ford, Jennifer Seago and Elbert Enrique.
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"I am proud to be associated with all of those folks,"
McCormick said.

Cutting-edge consumers

sees what is happening in our industry firsthand. He
predicts the next big thing in payments is going to be
consumer-driven.

"In the early days of electronic transactions, technology
companies created products and then went out to the
market to create the demand," he said. "The generations
of consumers that are now entering or are about to enter
the payments space understand technology and will
start to demand solutions that meet their needs."

According to McCormick, transaction volumes will con-
tinue to increase as future generations become used to
a cashless society. "Each generation that follows will be
more and more comfortable with the electronic exchange
of funds over the use of paper currency," he said.

Enduring security issues

"Security will always be of paramount importance in
the world of electronic transactions," he added. "The
presence of technology in the payments industry is only
going to increase, and with it, so will the savvy of the
criminal population.”

McCormick believes that for security measures, rules
and regulations to be effective, all parties involved in
transactions must assume some responsibility. "Security
will be a team effort going forward," he said.

He said consumers must do their part to safeguard their
personal information. And agents must help them.

"MLSs [merchant level salespeople] and ISOs need to
provide their merchant customers with the information
and tools necessary to identify potentially fraudulent
transactions and provide a secure payment environ-
ment," he said.

"Merchants have to make sure they are following proper
procedures ... which can mean everything from training
clerks to check identification ... to performing annual
audits of the merchants' internal systems," he added.

And, of course, processors and issuers are not immune.
"Processors and issuers need to respond quickly to
reports of fraudulent transactions or material breaches
and take the steps necessary to maintain consumer con-
fidence," he said.

The education solution

When talking about security and fraud, an important
issue that comes to mind is regulation. "Government
intervention is rarely a good thing," McCormick said.
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>3 "When Congress begins holding hearings, it usvally means
that enough voters have become disenchanted with the

process that they feel government intervention is the

only solution.”

"When Congress begins holding hearings, it usually
means that enough voters have become disenchanted
with the process that they feel government intervention is
the only solution,” he added.

For merchants, interchange can seem overly cumbersome.
However, McCormick believes some merchants forget
about the cost involved in processing transactions.

He also believes merchants may tend to take some of the
benefits of accepting bankcards, such as larger transaction
amounts and decreased losses, for granted.

"As electronic transactions have become the normal
course of business, the next generations of consumers and
merchants may not remember the importance of these
and other benefits," he said.

But, McCormick said those issues can be resolved with

- John McCormick

education, which helps merchants, processors and agents.
"An educated merchant will understand the benefits of
electronic transactions, understand that those benefits
come at a cost and will be willing to pay a fair price for
the services."

A life well-lived

Each day McCormick is eager to get to work. "I think it's a
neat industry in the way that everyone loves to share their
knowledge," he said. "It's a treat to be a part of it."

He understands that life is much more fun when you
enjoy what you do. And he knows how lucky he is that
this is true for him.

"You need to be able to look at yourself in the mirror at the
end of the day," he said. "If you enjoy what you are doing,
and can be proud of how you are doing it, then you will
find a way to be successful."
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Value-adds: Recipe
for success? Part |

Value-added products and services — such as gift and
loyalty cards, check services, and merchant cash advance
programs — are important ingredients in the recipe for
customer "stickiness."

But so many options are available, how will ISOs and
merchant level salespeople (MLSs) know which ones — if
any — are right for their clients and prospects?

We asked members of The Green Sheet Advisory Board
the following questions:

® What value-added products should ISOs and MLSs be
able to sell to merchants in order to compete today?

e |s it possible for ISOs and MLSs to have too large a
selection of products and services?

* How would you recommend they evaluate value-added
programs before offering them to customers?

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

Tony Abruzzio, Global Payments Inc.

What we are really talking about here is differen-
tiation, which I define as providing products and
services that magnify the difference between the incum-
bents' offering and the competitors' to help reduce
price competition.

No matter what services and products are used to dif-
ferentiate, it always helps to couple them in such a way
that a full program is being offered at some consolidated
pricing scenario.

That is, tightly couple the product/service offering into
the merchant's business model so they stick because you
are a business partner.

[In the 1970s, U.S. car manufacturers] ... learned from
the Japanese that having tens of dozens of options made
it difficult and confusing to buy a car.

The Japanese had a quality product and offered just a
few models to choose from with the options bundled

together in the appropriate model (economy, mid level,
luxury and sport).

Bridging this metaphor over to merchant services, I
think it is important to have a wide product line, but
the ISO needs to know the merchant's business so that
the value-adds are not confusing. Don't use a shotgun;
use a rifle.

Offer bundles that make sense. A MO/TO merchant
is not going to need the same value-adds as a fine
dining restaurant.

The best way to evaluate new products and services is
to understand the merchant business vertical target as
well as the merchant. If you can feel their pain, you will
know what they need to run their business better.

Clinton Baller,
PayNet Merchant Services Inc.

Value-added services are overrated. While it is impor-
tant to offer check services, gift card programs and the
like, commodity credit and debit card acceptance con-
stitutes the vast majority of both supply and demand in
our industry.

While we occasionally gain, lose and retain accounts
because of value-added services, far more often we
gain, lose and retain accounts based on the pricing of
the commodity.

Peter Estep,
National Bankcard Systems Inc.

ISOs and MLSs have to be able to listen to their
merchants to determine what services merchants
will require from them. Not every merchant's needs
will be the same. Some need numerous things while
others just need to have a merchant account for that
occasional sale.

We try to act as an adviser. You have to understand the
merchant's business type before you can offer any value-
added service.

We are very careful not to oversell to our merchants.
We've all seen the merchant who ... just started a busi-
ness or only does a few thousand a month in sales and
has check service, gift card, payroll and a 48-month lease
for $69.95/ month on a Tranz 330.

This merchant didn't need these extras, and the cost of
them becomes unbearable. We want to be a value-added
service ourselves and not do anything that is detrimen-
tal to the merchant.

There is no value-add that will maintain customer loy-
alty greater than [what] many ISOs/MLSs overlook,
and that is quality customer service. ... The more that is
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offered to the merchant, there is greater
risk that customer service issues will
come up.

If the issues are not addressed and

resolved quickly, your merchants will

have a bad taste in their mouths ... [and

will be] more open to listening to you

competitors' proposals. That is the last
thing you want to happen.

For some ISOs and MLSs, there is certainly the pos-
sibility of having too large a selection of products and
services. It will catch up to them if they don't have the
ability to support their offerings. Once this happens,
their attrition levels will begin to rise.

In this industry, competition has increased drastically
over the last five years. To compete, companies have to
provide what their competition is providing, or risk not
bringing in new business and losing merchants.

This really forces ISOs and MLSs to offer as much as
they can. If they aren't careful, though, it can backfire.

The first recommendation [we would make in evaluat-
ing new products and services] would be to understand
who your partners are and what they provide.

Don't just think that because they handle much of the
setup and products that everything will be fine. This is
where many of the customer service issues arise. Keep
them in check. Your partners don't have the same pas-
sion for your customers as you do.

The second recommendation is to recruit some of your
merchants to test the product or service. Get it straight
from the people who will be using it. Let their feedback
tell you if it is of value. To help recruit merchants, you
may offer the service for free, at cost or reduce their
processing charges.

Ross Federgreen, CSRSI

[The most important value-add is having] knowledge in
critical subjects such as compliance and chargebacks.

An ISO should stop adding services once the number
exceeds the ISO's ability to really understand their
nuances and uses. It destroys credibility to present the
'hot concept of the week." A steady approach with a few
well-selected programs can gain great respect and busi-
ness over time.

The critical component is to understand the needs of
your core clients and then go and source the correct
product. This can be done by reading trade maga-
zines, discussing concepts and products with peers and
experts, as well as personally using the product with a
very critical eye.
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Ed Freedman, Total Merchant Services

It's all about communication and education. First, you
have to communicate with your merchants and find out
exactly what their needs are.

Then you have to be knowledgeable about what
products will match those needs. At Total Merchant
Services, we do extensive education and training for
our agents, so they can determine the best value-adds
for their merchants.

You need to start with the right terminal. It must be
a multi-app capable, dual-comm terminal with a
high-speed modem for fast download of applications.
We've selected the Hypercom Corp. T4100 terminal for
our merchants.

Second, you need to offer actual services and
products that can be easily added to the terminal — either
right away or down the road. Our favorite services
right now include:

® Check services — check guarantee/conversion
* Merchant cash advance programs

e Gift card/loyalty programs

e Prepaid applications.

24+2=18

~SOME THINGS
JUST DON'T ADD UP

Like expecting BETTER SERVICE
from someone other than
The Phoenix Group.

THE PHOENIX GROUP
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With faxed applications and same day hive merchant numbers along with instantly updated web based
status reports, your business will be a success.
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your portfolio. With systems setup to keep attrition low, such as our Inactive Merchane List and other
reports, your portfolio with continee (o grow.

Call 800-414-4286 x-216 or just call & ask for IS0 Support.

With our flexible systems, we can customize programs to fit your needs.



As for products, here's what we
recommend:

e Dual-comm terminal - Internet protocol-
enabled

e Contactless reader — tap-and-go device
¢ Locked down terminal (which can not
be reprogrammed).

I don't think any sales professional can have too large
a selection of products and services. The more options
you can offer, the more deals you can close. That's why
we offer a full suite of value-adds for all types of mer-
chants so our agents can maximize sales and increase
their revenue.

Just as important is the retention factor. The more value-
adds you provide your merchants, the less likely they
are to switch to another provider. The relationship with
their acquirer is critical.

Alan Gitles, Landmark Merchant Solutions

We have tried marketing payroll services, gift cards
and loans with only limited success. Certain specific
segments, such as restaurants, are interested in these
products, but generally, less is more.

We have offered check guarantee and a free 15-page
Web site to new merchants and have had a lot
of penetration with these products. Other than those
two, however, my best advice is to stick with selling
Visa/MasterCard. The rest is usually a distraction.

Jared Isaacman, United Bank Card Inc.

There is no question that value-added services are an
essential part of the present-day payment processing
industry. Each ISO/processor/bank is constantly look-
ing for ways to differentiate themselves in the market.

Selling merchant accounts has gone well beyond
simple statement reviews and subsequently lowering
mechants' rates.

The reality is there is not much room to lower
merchants' rates anymore. The qualified rates are
being marketed to new merchants at or below
interchange on a nationwide basis. The most profit-
ability seen on an average merchant account is typi-
cally in the form of downgraded transactions and
recurring fees.

This makes value-added services a natural fit for our
industry in two forms: 1) the added revenue generated
by offering third-party products and services; and 2) the
sticky factor created by bundling multiple products and
services with payment processing.

It is hard to determine what the best value-added prod-
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uct is for a given ISO or MLS to sell. So many options are
available on the market.

I believe the product best suited for the average retail /
restaurant is gift and loyalty cards. The cost for these
cards has come down considerably, they create revenue
opportunity for the merchant, and the sticky value that
comes with gift cards is priceless.

Several recent trends show the merchant cash
advance program as a rapidly growing value-added
service for merchants.

While there are a few concerns with cash advance
products, specifically with association compliance and
other liabilities that could conflict with our core compe-
tency, there is certainly no denying the industry-wide
embracement of the product.

It serves a legitimate purpose for many merchants and
provides lucrative bonuses for the ISOs and MLSs who
are marketing it.

The various forms of check services offered in our indus-
try all have tremendous value — from check guarantee
and conversion to the latest forms of remote capture and
back office conversion.
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For convenience stores, bars and night
clubs, there are ATM solutions that gen-
erate revenue for the merchant and
residual revenue for the ISO/MLS.

For easy reference during the sales pro-

cess, it's probably best to identify with

a sales matrix that will correctly pair

value-added products and services with
merchant specific category codes. This will help avoid
confusion and overselling of value-added products and
services to merchants who may not need them.

We have to remember that we are in this business first
for credit card processing services. The residual revenue
is our best form of equity in this industry. We want to
use value-added products and services to help sell to
and retain merchants — not put them out of business.

The point being, there are many value-added
products that have natural synergies with our industry's
core payment processing services. It's just a question
of pairing the various products and services with the
right merchants.

An overload of services — such as check services, gift
cards, prepaid cards in conjunction with a terminal lease
and a merchant account — could probably cause more
financial harm to a start-up business than delivering the
value these products are designed to create.

Dave Siembieda, CrossCheck Inc.

Fact-finding and listening to your merchants will give
good clues to the best services that will provide efficien-
cies to their businesses. Don't just ask how they handle
credit card payments; ask how they handle all their cus-
tomers' payments.

Get a sense for how much of their business is cash or
check. Do they receive payments by mail? Use this
knowledge to prepare the best solution, and pull from
your 'menu’ to solve their needs.

Every business owner needs to be constantly looking at
ways to save time and money for their business. And
value-adds such as check guarantee and conversion and
back-office conversion can save them time by eliminat-
ing trips to the bank, reducing paperwork and improv-
ing collection efforts.

In some cases, a large selection of products and services
may lead to a little bit of knowledge about a lot of things
and not provide the full understanding of how these
products work, what is needed to integrate them with
the merchant's other programs, etc.

However, successful ISOs and MLSs understand that
doing a little upfront research and being fully trained on
their offerings will benefit their own business, as well as
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that of their merchants. ... They will be able to offer their
merchants the best solution for their unique needs.

With the large amount of offerings available to our
industry, it's important for ISOs and MLSs to look for
companies that offer similar business philosophies to
their own. By this I mean sharing the same ideas as to
how account setup is performed, flexibility with pricing,
availability of customer service and tech support.

Don't just look for what seems like the best bonus or
residual. If the provider isn't able to treat your mer-
chants with the same professionalism that you do, they
aren't a good match for you.

In addition, make sure they are willing to provide train-
ing to your reps either in person or by phone. Then, when
working with a new provider, be sure to get immediate
feedback from merchants on how satisfied they are with
the service, and pass that information on. &

We thank the GS Advisory Board members who
responded fo our questions. Look for more of their responses in
Part Il of this article in an upcoming issue. Our latest GSQ explores
in-depth the topic of selling value-added solutions. Read "Value-

added products and services: It's all in the presentation” (June 2007,
Vol. 10, No. 2).
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The symmetry
of sponsorship

he business of event or association sponsorship
is a complex, symbiotic meld of advertising,
contribution, support and brand awareness for
sponsors and associations alike.

This relationship is made murkier by the fact that it is
neither pure altruism nor measurable in terms of return
on investment (ROI).

But sponsorship of meals, services and other event ele-
ments are economic necessities for many conferences.
And event organizers are quick to point out that the
benefits to sponsors in terms of reaching their intended
audiences can be enormous.

Enhanced promotion

event organizers may be right.

The research showed that the sponsorship of events or
services, such as meals and award presentations, was
ranked the most effective form of promoting exhibits by
42% of exhibitors polled — more than any other single
tradeshow element.

Typical sponsorship benefits include:

e Advertising space in event programs

® Banners on site

* Presence on the participating association's Web site

* Mention in the association's marketing materials or
newsletters

* The opportunity to fill attendee bags with literature or
promotional items

® VIP perks such as receptions, hospitality or parking

e Preferred exhibit space

® The chance to introduce speakers or events

* A mailing list of aftendees.

Effective exposure

Tradeshow Consultant Peter LoCascio said most corpora-
tions sponsor events to gain additional exposure tied to a
new product introduction or new branding strategy.

"While having an exhibit at a major tradeshow is
important, a carefully selected sponsorship event could
further spread a message to a larger segment of show
attendees, maximizing the communications effect at the
event," he said.

Industry events are not only complicated to put on,
but they can also be expensive. Particularly for new or

regional organizations or shows, sponsors are key to mak-
ing the event a success.

"For a start-up association, sponsors are imperative," said
Vicki M. Daughderill, Executive Director of the National
Association of Payment Professionals (NAOPP).

"Without them, you cannot get off the ground. NAOPP
was very fortunate with its founding sponsors."

But, she said, the start-up period can be a painful Catch-
22. "During the first years, while membership is building,
sponsors provide all of the resources required to operate
the association," she said.

"Without benefits, members won't join. Without members,
sponsors won't participate. Without sponsors, we don't
have the funds to provide member benefits," she added.

Ken Elderts, the new President of the Western States
Acquirers Association agreed. He said sponsorships "are
critical to making the show successful — being able to allo-
cate monies to better food selections, door prizes to keep
attendees involved, and premium speakers."

Mutual assistance

Linda Noble, a board member of the Midwest Acquirers
Association, said the annual conference could occur with-
out sponsorship, but it would definitely not be the same
event as it has been in the past.

"The sponsors are a keystone to providing the space for
the event," she said. "This is what makes it possible for
the quantity of companies, their representatives and the
salespersons to collect in one space.

"The information sharing in this concentrated venue is
the value the sponsoring companies make possible for
everyone."

Sponsors may benefit from the regard audience members
hold for the organizations they help. Small associations
may likewise benefit when large or well-known corpora-
tions visibly show their support with sponsorships.

Sponsors have substantial direct interest in ensuring the
success of an event. Therefore, they tend to supply techni-
cal expertise, networking muscle and marketing dollars.

In addition, they often help promote the conferences they
support to their clients and associates.

Sponsors may even offer mailing lists or mention in
their printed materials or on their Web sites to
event organizers.

Banking on newbies

Sponsors of start-up organizations' endeavors take a
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>3 Sponsors of young events or organizations not only support
fledgling industry groups whose goals likely mirror their own,
but they also get to be bigger fish in a small pond.

bigger risk: An event may fail to gain traction or may
bomb outright. And the first few events often experience
the usual snafus that occur with any new venture. But the
gamble could pay off.

Sponsors of young events or organizations not only sup-
port fledgling industry groups whose goals likely mirror
their own, but they also get to be bigger fish in a small
pond. This provides certain advantages:

o Their brands compete in a less "noisy" advertising
environment.

o As the prominence of the association grows, early spon-
sorship can carry a great deal of weight.

¢ Sponsors may be able to structure more creative deals
with the organizations, which some experts say is the
best way to leverage sponsorship budgets.

Awareness marketing

Association and Tradeshow Consultant Steve Miller
said sponsorship for meetings or events is probably
a misnomer.

"They are not typically like a Nascar sponsorship," he
said. "They are really more often about awareness market-
ing. A true sponsorship has more components than just an
ad in the program and a banner at the event."

He encourages his association clients to create ways to get
their sponsors more involved.

"A sponsorship by itself is nearly impossible to evaluate
in terms of ROL" he said. "I encourage corporations to
make that just one part of an integrated marketing cam-
paign, and to look for ways to connect the dots in a more
personal way."

Miller spoke of a client who sponsored the keynote
speaker at a conference. He suggested the company
ask for more than a banner and the right to introduce
the speaker.

This resulted in the client's holding a private meet and
greet with the speaker directly after the keynote.

"Thousands of people attended the keynote, but only
a hundred people who were hand-selected by the
corporation were invited to the private function," he
said. "It was very congruent with the rest of their
strategy for the show, and was more meaningful than
a banner."

LoCascio advised against expecting any one tactic to
deliver results immediately.

"To achieve the best possible results and better justify
the time and money invested in event and activity
sponsorships, one must launch a complete, compre-
hensive and creative campaign that supports common
sense and shows a creative and clever connectivity,"
he said.

"All sponsorship opportunities are valuable — to the right
exhibitor," said Susan A. Friedmann, Tradeshow Coach
and author of Meeting & Event Planning for Dummies.
"There must be a good match between the exhibitor,
their goals and objectives, and the results the sponsorship
can deliver."

Friedmann suggested that to leverage their investments,
sponsors offer added value to attendees.

These include promotional items or knowledge-based
events like seminars or workshops, promoting the
show heavily to the audience they hope to reach and part-
nering appropriately.

Immeasurable good will

"By cooperating with companies who are in the same
industry (but not your direct competitors) it is possible to
sponsor an event at a greater level than you could manage
alone," Friedmann noted.

"This is an option to explore if you want to achieve a high
level of visibility at a given show, but don't have the bud-
get to do it all on your own."

There are many tangible, if not measurable, benefits to
sponsorship. But some of the intangible ones may be the
most important.

"Good will cannot be readily measured, yet openly
supporting the education and networking opportuni-
ty that helps all of us 'sharpen the saw,' as Steven
Covey [author of The 7 Habits of Highly Effective People]
describes it, results in individual professional growth,"
Noble said.

"Isn't this growth what every company ultimately wants,
knowing it leads to business growth?" she said.

Indeed, it is. 2
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Central Point
Resources Inc.

I1SO/MLS contact:
Brick M. Mason, President
Phone: 770-320-7844

Company address:

Central Point Resources Inc.

117 Park 42 Drive

Locust Grove, GA 30248

Phone: 770-320-7844 or 800-935-7844
Fax: 770-320-7847

Web site: www.centralpointresources.com

I1SO/MLS benefits:

® Large selection of new or refurbished
POS equipment

o Maintenance and repair services

® Same-day delivery of supplies

® Just-in-time inventory

o Unbiased, independent voice in
equipment selection

Positively POS: Equipment
makes or breaks transactions

he cost of POS equipment
has always been an impor-
tant factor directly affect-
ing ISO and merchant level
salesperson (MLS) profits.

With today's lure of free terminal
placement, equipment cost is even
more crucial to signing profitable,
new merchant accounts.

Think of this: If you, as ISOs and
MLSs, were able to save even $25
per piece of equipment, and you
closed just four new deals per month
involving one terminal each, you'd
save $1,200 yearly.

And that $1,200 would go straight
into your pocket.

The trick is to offer inexpensive
or refurbished equipment that satis-
fies merchants' needs. This contrib-
utes to account retention without
skimping on reliability or service.

And it saves ISOs and MLSs time
and headaches when it comes to
customer service.

CPR to the rescue

That's where Brick M. Mason, found-
er and President of Central Point
Resources Inc., comes in.

He saw a need for a company that
allowed merchant services profes-
sionals to purchase affordable, new
or used POS equipment without
compromising the level of service
they receive or provide.

"Refurbished equipment gives ...

merchants a way to replace their cur-
rent terminals or start new processing
at a very low cost," Mason said.

A wealth of options

The fact that CPR handles multiple
manufacturers and POS equipment
lines is a bonus for CPR's customers.

Because it is not affiliated exclu-
sively with one manufacturer, CPR
can provide an independent voice in
suggesting which hardware makes
most sense for any given merchant.

"Our company vision is to be the
eyes and ears for our customers
as the hardware industry chang-
es and to be an independent voice
as to which hardware makes more
sense in long-term ownership cost,”
Mason said.

"We listen to what the customer
needs are and build systems and
programs to meet those needs."

Boosting agents

CPR sells equipment to banks, pro-
cessors, ISOs and MLSs only. "We
do not sell equipment directly to
merchants, and we do not set up
merchant accounts,” Mason said. "If
a merchant needs processing ser-
vices, we refer them to one of our
customers."

CPR provides just-in-time inventory,
s0 ISOs don't need to handle - or tie
up their cash in - inventory.

"They buy equipment and supplies
from me and mark it up or give it
away as they see fit," he said.
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>3 Well-chosen, reliable equipment at a good price is not enough.
Speed counts, too. Neither ISOs nor merchants want to have a
long wait between deal closing and full POS implementation.
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But well-chosen, reliable equipment at a good price is not enough. Speed
counts, too. Neither ISOs nor merchants want to have a long wait between deal
closing and full POS implementation.

"There was a need to have a supplier for the ISOs that would keep equip-
ment and supplies in stock for their just-in-time delivery needs,” Mason
said. That's why CPR offers same-day shipping on all orders made before
5 p.m. Eastern time.

Tailored equipment

For the vast majority of merchants, refurbished equipment — if it is well-main-
tained and well-chosen — fits the bill admirably. "At CPR we breathe life back
into POS equipment,” Mason said, pun intended.

However, sometimes merchants may not be able to find refurbished
equipment that suits their needs. "Some software applications need a lot of
memory or need to be able to handle multi-applications,” Mason noted.

{the PER_EE(T FI_ :

.....................................

"Terminals with larger memory and/
or multi-applications are still in short
supply in the refurbish market."

For those situations, CPR sells new
equipment, which now makes up
about 20% of the company's busi-
ness. Another 20% of the business is
in service and supplies (which can
also ship to anxious merchants the
same day).

Booming business

This combination appears to be suc-
cessful. In June 2007, CPR plans to
double the size of its facility.

Before founding CPR, Mason
was Vice President of Sales for
CDE Services in Marietta, Ga., for
nine years. CDE is a remanufacturer
of POS equipment.

So, Mason has seen many changes in
both the payments industry and in
POS equipment.

"The electronic payment industry
is still the Wild West," he said.
"Who knows where the next five
years will take us?" The future could
be PC-based, he noted, or wireless
or some other device we have yet
to imagine.

Doing right every day

Mason foresees in the near future
more equipment being deployed
directly to merchants — plug 'n' play
downloaded and ready to go.

"This is a great industry with great
people,” Mason said. "This market
is tight-knit. If you conduct busi-
ness with integrity, the market will
reward you.

If you do business any other way,
the market may work with you a
while, but in the long-run, you will
lose them." [
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Spot-on sales savvy Effective communication takes effort
By Steve Schwimmer Part of the growing trend in communicating with

y existing and potential clients is the different ways to set
Renaissance Merchant Services yourself apart from your competitors. All our customers

.................................................................................... ' n .
ost of us in sales are confident in our abil- are getting bombarded by messages each day

ity to represent the products and services

we have been trained to sell. But, should

your sales job end there? No, that is just
the beginning.

Keeping your communication simple, yet interesting, is
becoming more and more of a challenge.

Whether the mode is e-mail, direct mail or telephone
solicitation, there are some very interesting ways

In recent months, I have been spending time looking at to make your message unique, while remaining

ways to reach my target audience in order to grow my

rofessional.
business. So should you. P
First impressions are a one-time thing Research the various programs available over the Internet
"""""""""""""""""""""""""""""""""""""""""""""" : as well as those offered by companies specializing in this
Begin with taking an inventory of your appearance. Do area of marketing.

you look like a trustworthy, competent person? Web sites extend your reach

Put a full-length mirror next to your door with
a sign over it: "Would you want to

buy product's and services from !Il} 4 tions are an excellent way for
this person?" Be honest, and i AT clients to get to know you
certainly ask your co- ’

workers for feedback. : q milllfslzi (}1’(;1}112?;2’11;‘31«
Depending on whom '

I am visiting, I
generally dress in
either professional
banker attire, busi-
ness causal or if, for
instance, I am calling
on my golf course cli-
entele, I will dress the

part. Everyone is more com-
fortable that way.

Put creativity into your Internet marketing
efforts. In-person sales presenta-

But your Web site
is a great place for
them to peruse
your offerings and
have virtual inter-
action with you at
their convenience.

I have seen some Web
sites that visitors can only
read and others that are very
E-mail is open to interpretation interactive with instant messaging and
................................................................................... . informative links‘

The next area of being sales savvy is communica-

tion. There has been a lot of research done lately on Putting a message together in a distinct style remains a
e-mail etiquette. very time consuming and, at times, difficult feat.

I read an article recently by an international communica- But it is one you need to do to reinforce the trustworthi-
tions expert who advised sales clients to strictly reserve ness of your message, your character and integrity.

e-mail for appointment confirmations and a quick note, Creativi t Henti
and to save all business matters for in-person or over-the- Creativity captures aftention

phone conversations. Successful sales professionals can build on knowledge

they have acquired by utilizing fresh ways to garner
their clients' attention. And this opens the door to
increased sales. &

Why? It is often difficult for an e-mail's recipient to
discern the full intent of the sender because tone of
voice and facial expressions are lacking in this form
of communication.

Steve Schwimmer is President of the National Association of

This can lead to misunderstandings and cause rifts in Payment Professionals. He has been serving the payment process-
sales relationships without you even knowing it. It has ing industry since 1991 and is the Long Island Director of Sales
happened to me, so I know this particular advice is for Renaissance Merchant Services. Call him at 516-746-6363 or

worth following. e-mail him at thevisaguy@5 1 6phoneme.com.



' THE MYTHS OF SELLING WIRELESS

Myth #1 Set-up is complicated
Reality: Processors and resellers have VeriFone Wireless in stock
and set-up is plug & play

Myth #2 There's no support
Reality: Third-generation networks and hardware are more advanced,
and most processors now offer Class A help desk support

Myth #3 Coverage is spotty
ity: Dperates virtually wherever your cell phone does, on naticnwsde
networks like Yerizon and EI"E_I.I..]I’

Myth #& It's expensive
ﬁ'l,'-.;'|_|'_-,- Merchants can aliminate expensne phone lines, cell rates are more
econamical and merchants seve with PIN-debit transactions

Myth #5 Merchants don’t need it
Reality: Expand electronic payments by adding new customers and mew
points af purchase and elminate cash and checks

Myth #& It's slow

Reality: Mew and improved service enables 2- to 3-second transaction times

Myth #7 Wireless data can be intercepted
Reality: Wireless standards now based on state of the art
encryplion practices

Myth #8 The equipment is flimsy

Reality: ¥ £10, V" 670 and MURIT 80005 were built for mobile use and are field-proven

Myth #% There's nothing in it for me

Reality: Sell VeriFone Wireless and win great prizes: go to www.verifonezone.com for more information!

THE POTENTIAL OF WIRELESS INCREASING YOUR SALES |15 MO MYTH. CALL YOUR PREFERRED RESELLER TODAY!

THE NEW
REALITY OF
VERIFONE
WIRELESS

It's Easy, It's Affordable,
t's Everywhere and now
It's More Profitable for you.

. : v leriFone
For more information leg on to AN R
www.verifonezone.com
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* A redesign of the Current Issue, the archives, and our

ike the Peanuts character Schroeder at the piano, company profile and industry leader directories

our Web developers have been toiling for months
at their keyboards to improve The Green Sheet

i e A more powerful search engine for the entire site,
Inc.'s Web site, www.greensheet.com.

including News From the Wire

All their effort is about to come to fruition. During the
week of June 25, 2007, when this issue of The Green Sheet
is in the mail, our new Web site will go live.

* A link within each article that enables you to send
a letter to the editor, print the story or e-mail it to

a friend.
Our focus in revamping the site has been to enhance Most importantly, we think you'll be able to move
overall navigation, design and content. We've modified through the site more quickly to find what you're
much of the code, as well as the look and feel of many looking for.

pages. Some of the changes include:

We will want your feedback. Look for a user
e A tightly reorganized menu at the top of each page survey online in the coming weeks, or e-mail us at
(no more drop-down lists) greensheet@greensheet.com.



MasterCard wins
injunction against Visa

n June 7, federal Judge Barbara Jones ruled

that Visa U.S.A.'s settlement service fee (SSF)

implemented in the wake of the 2003 settle-

ment of a merchant class-action lawsuit was
unlawful and must be repealed.

"Visa executives knew, and indeed intended, that the SSF
would effectively prevent member banks from switching
to MasterCard," Judge Jones wrote in her opinion.

Visa levied the fee on banks that left its debit card net-
work in order to compel them to cover part of the $2 bil-
lion cost of the 2003 settlement. MasterCard argued the
fee illegally restrained competition by discouraging banks
that wanted to switch.

"With this roadblock out of the way, financial institutions
will not be deterred by this coercive fee and can make
decisions based on their best judgment about quality of
service, strength of brand and other competitive factors
that benefit their cardholders," stated Noah ]. Hanft,
MasterCard General Counsel.

In addition to requiring that Visa repeal the SSF, Judge
Jones also issued an order allowing all of Visa's top 100
debit issuers (those with Visa debit agreements that
were signed while the SSF was in place) to terminate
such agreements if they wish to issue debit cards on
MasterCard's network.

Furthermore, over the next few months, Visa must notify
all issuing financial institutions in the United States of
Judge Jones' decision.

Hanft said Visa's intention to put in place a coercive fee to
block issuers from making independent brand decisions
was unmasked by the court through extensive evidence,
including Visa's own internal documents.

Judge Jones, in her opinion, quoted a memo from a Visa
Senior Vice President that discussed the benefit of "a for-
midable exit penalty."

According to Visa Vice President Rosetta Jones, Visa is
weighing its legal options, including a possible appeal.

"With the SSF, Visa ensured that Visa members who were
recipients of the Visa check card revenue challenged in the
'Wal-Mart' lawsuit did not leave a disproportionate bur-
den to other debit issuers by shifting their debit volume
away from Visa without paying their share of the settle-
ment," Rosetta Jones noted.

She added that since Visa enacted the SSF, competition
for debit card issuance has remained vibrant. "Debit wins
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by MasterCard demonstrate that Visa's SSF has not pre-
vented members from issuing MasterCard debit cards,"
she stated. &

Wal-Mart banks
on the underbanked

ederal regulators recently slapped down Wal-

Mart Stores Inc.'s efforts to obtain an indus-

trial loan charter, which would have given the

retailing giant authority to perform certain
banking functions. Now the company is ramping up a
new card product aimed at the millions of Americans who
prefer not to put their money in banks.

According to media reports in early June, the new Wal-
Mart MoneyCard is being issued through GE Money
Bank, General Electric Co.'s consumer finance unit.

Monrovia, Calif.-based Green Dot Corp., which sells
prepaid cards and top-ups (or reloads) through retail-
ers nationwide, is providing reloading services for
the MoneyCard.

A spokeswoman for Wal-Mart declined to provide details,
although she said the company would have something to
say about a new card product "in a couple of weeks."

The MoneyCard Web site describes the new product as
a next generation Wal-Mart Prepaid Visa Card: "You can
continue using your existing Wal-Mart Prepaid Visa Card.
Any new benefits that we introduce are for both the Wal-
Mart MoneyCard and the Wal-Mart Prepaid Visa Card."

Wal-Mart has made no secret of its efforts to enter the
financial services arena, with an eye toward attracting the
estimated 73 million American adults who are considered
"unbanked" or "underbanked."

Wal-Mart's MoneyCard carries a one-time activation
fee of $8.94 and a reload fee of $4.64. But the reload fee
is waived for customers who add funds to their cards
through direct deposit or by cashing payroll or govern-
ment checks.

Wal-Mart also charges a monthly account maintenance fee
but waives that fee for those customers who add at least
$1,000 to their cards during the preceding month.

There are fees for ATM transactions; however, POS trans-
actions are free, according to the cardholder agreement
published on the MoneyCard Web site.

Prepaid cards are a burgeoning market. The consultancy
Mercator Advisory Group has estimated that consumer
spending using prepaid cards will top $236 billion by
2009, up from $165 billion in 2005.



YOUR RESIDUALS ARE NO LAUGHING MATTER.

+Conversion bonus +Residual buy-back +Production Bonuses
+No liability, No minimums, No restrictions +Life-time vested residual



DON'T TRUST THE JOKERS.

LET'S TALK ABOUT WHAT REALLY CONCERNS YOU, WHAT MATTERS MOST.
TRUST. SECURITY. PAYMENTS MADE TO YOU TIMELY.
HONEST PEOPLE WITH A PROVEN TRACK RECORD AND HISTORY. FLEXIBILITY.
A STABLE, STRONG, CREDIBLE PRESENCE, EVO HAS BEEN HERE FOR 15 YEARS, PLUS.

WE ARE RANKED AT THE TOP OF THE GAME AMONGST MERCHANT ACQUIRERS.

WE ARE LOOKING AT THE FUTURE, WHILE OUR COMPETITION IS LODKING AT US.
WE ARE CONSTANTLY REINVENTING THE WAY THIS BUSINESS IS DONE.
WE ARE FLEXIBLE AND CAN MEET YOUR NEEDS WHATEVER THEY MAY BE

TODAY... AND TOMORROW.
EVERYONE AND THEIR BROTHER OFFERS FREE TERMINALS, (ETC.) AND SO DO WE. NEXT.

HERE'S SOME EXAMPLES OF WHAT ELSE WE CAN DO FOR YOU.

COST PLUS PRICING
THE ALL-IN-ONE TERMINAL
SMALL BUSINESS CREDIT CARD FOR MERCHANTS
MERCHANT FUNDING
IN-HOUSE GIFT CARD PROGRAM
IN-HOUSE LEASING
MERCHANT REWARDS DISCOUNT PARTHER PROGRAM
CANADA
FOUR FROMT ENDS... EVO'S OWN PROPRIETARY, GLOBAL, CHASEPAYMENTECH, AND TSYS.

MAKE THE MOVE, AND EVOLVE WITH EVO.

®

MERCHANT SERVICES

TO JOIN THE EVOLUTION, GALL JIM FINK 1-B00-CARDSWIPE (227-3794), EXT. 7800
OR: VISIT US ONLINE AT WWW_GDEVD.COM.

EVD is a registered IS0 and MEP of HSBC Bank USA National Association, Buffalo, NY.




DoYouRemember?

10 vears ago in
The Green Sheet ...

* Five percent of all U.S.
bankcard acquirers
employed the services
of ISOs, but this hardly
scratched the surface of
ISOs' actual market control.

Whao Controls L - hamiisprey et Why? ISOs have always

Merchant s, meniuiplians o, i . |, aa : set pricing, sold programs,
Bankcard hos Fo e pupes A B I ST 2 ] serviced the accounts,

Acceptance in | e v figh st gt Bk Bty ] programmed POS terminals,
the U.5.7 s Sabeworvce Ongemiss- 30 bnger ) gt B2 provided credit scoring,
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% bask, e oy dev e smmvico of KO, bt ity 0 S 0 SRR acquiring 1SOs in the
oo e d i o coeet i e manksace. Sy ey iy il ] marketplace and estimated
o Nt wnl Trkve b 3
it wiaking ihe they controlled more than
' Holes; 50% of U.S. retail merchant
ek i locations.
MR Lok - i
" by : *  We also reported that more
- rograss S ] than 100 new ISOs were
. T e slish s opening for business every
L ot b L SRR week in the United States.
3 L fachon w' ¥ 3
it I, rTiBe ¥ .
- e ® We estimated the number of
Ea ! = merchant locations controlled
P by major ISOs.
T o B P [ ol L 3
- Bearing the Risk W) et The top three: Atlanta-
d by basks mad the g o Hiow many P50k are ] based First Data Corp. had

e et o ke w150 s il e wad b mruch e 525,000; Dallas-based First

USA had 250,000; and

e ar iy e I vy 48 S & ={ Atlanta-based National Data
P Sank  gasim By wllobmpti Bt 700 st I Corp. had 125,000. &
-y iM% [T st 'l'l'l - g risiple :, ... 0 ]

Read this issue online in the GS Archive at http://new.greensheet.com/gs archive.php?@issue_number=970602.



YOU THINKYOU KNOW USMS?
FRGET ABOUT IT!

WE OFFER:

Terminal Placement
Program

Build Your Own
Bonus Program

Top Notch Training
Recruiting Assistance

Superior
Agent Support

TQMS™

True guality merchant services™ 5 not ool our
vizhon but the foamdation of the way we do
business. This i apparent fn every aspect of the
carmpany from our people to the systems we
have In place. We conslder surselves o
"Bowtigue® processor and offer each agent
individuaiized aftention. We sirive fo provide
our agents with superior support that is
unparalieled in the merchant service industry,

Call us NOW for details!! 800.655.8767 x171 or x130

Come experience USMS™ quality Fwm
suite of products & services *.*‘
. i . e uU.s. MERCHAMNMT
Lovalty & Gift Card Programs Pre-paid Debit Cards SYSTEMS:

= Merchant & Customer Financing - Bankcard & Check Processing ;
Your boutigue 150

= POS5 Systems & Software = Cash Advances on Processing

Gary Breeds x171
« Check Guarantee = Internet Payment Gateways Ted Lasch x130
« Instant Credit Program = ATM Machines WWW,.USMS.COm
« Visa®, Mastercard® « JCB, PIN-Debit, EBT Pl ;

= American Express®, Discover® = Fast turm around times




The Facts Are In:

Fear-Based Marketing Does NOT Work!

staying that way for a long, long time,

the exact cost structure pramised,

This type of scare tactic may work against small companies. It's a legitimate concern if you are
working with a company with less than 25,000 active, income-producing merchants, Total

Merchant Services has over 75,000 active, income-producing merchants. For over 10 years,

we have paid out commissions to our sales partners on fime, evary manth! We pay out

upfront and residual commissions payments to over 2,000 sales partners. Total
Merchant Services is a very profitable and competent company. We plan on

We also just infroduced the best compensation reporting program in the industry.
With interchange-level detailed reparting, you cam confirm that you're getting paid
on every revenue stream, that there are no math tricks and that you're receiving

REVENUE SHARING PROGRAM -
0% - B5%
Interchange, Plus Assessments, Plus
Mothing, There are no math tricks.
There are no assessing fees after your
revenue-sharing split or selecting certain
revenue that is not part of the split.

PRODUCTION AND

CONVERSION BONUSES

Weekly payments of all upfront bonuses,
Get paid on Monday for last week’s
approved accounts F'Eljfl'l'llll"l[ 15 based
an the approval date — not the firsd
transaction date,

FRODUCTION BONUS REQUIREMENTS

Mow wou only nead 5 approved merchants

We don't know ANYONE who doesn't close
5 deals per month!

per monkh o qualify for production bonuses,

NEW UPFRONT BONUS

If your new merchants only require a
reprogram and we don't have o give away
ane of our free terminals, we'll give you an
extra $100 in cash! On these merchants,
you can now earn £300-3600 — upfront!!

EXFANDED PRODUCTION BONUSES

Qur production bonuses will now include
all merchanis — Retail, Home-Based and
Service Businesses as well as MOTO/
Internet-based merchants. The anly
merchants excludad are anes utilizing
our Free Wireless Terminal Program and
our Free to Sell/Lease Program.

Dion’t be frightened by fear-based marketing

Check out the details for voursell

at www.upfrontandresiduals.com

total merchant services

payment solutions for your business
www.upfrontandresiduals.com

Talal Mefchant Senices (TMS) 4 & Membar Sanace Prondes lof: HSBE Bank USA, National Associalson, Bullala, NY.,



Total Merchant Services
pays upfront and residual

commissions to over 2,000
sales partners accurately and
on time, every single month.
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Warning from page 1

through legislation that caps at $50 (or one-month's min-
imum charge) the penalty that can be assessed Arkansas
merchants who terminate processing contracts early.

The law, which takes effect at the end of July, also dic-
tates disclosure requirements, down to the size of the
print used in agreements.

Industry experts who have reviewed the law complain
that it is extremely ambiguous.

For example, exemptions are made for federally or state
insured financial institutions and affiliates that offer
credit card services.

But ISOs and merchant level salespeople (MLSs), under
MasterCard Worldwide and Visa U.S.A. rules, must
be agents of acquiring banks, said Mary Dees Griffith,
President and CEO of Creditranz.

So where is the bite in the law? Consultant Paul Martaus
said he doesn't think the legislation has any teeth.

Under Arkansas law, the legislature is adjourned until
January 2009, unless lawmakers are called back for an
emergency session.

This means the new law is on the books for at least two
years. Schulte said she didn't think a special session of
the legislature was likely.

She also said the state had no plans (or budget) for edu-
cating the acquiring and merchant communities about
the new law, which has been dubbed Act 911.

Asked about enforcement, Schulte said that the law,
in effect, gives merchants a legal basis for challenging
acquiring and processing agreements.

"If somebody wants to sue, there's now a basis for taking
their case to the state attorney general," she said.

Arkansas is one of about a dozen states to consider legis-
lation related to merchant acquiring. However, it may be
the only case in which a law was enacted with no prior
public debate or discussion.

"The really frightening thing is that this passed
without a whisper," Griffith said.

"It concerns me that something with provisions this spe-
cific to our industry, along with items that most industry
agreements would be in violation of, could pass into law
with very little media coverage."

Merchants and rights

All the attention being paid by the press and lawmak-
ers to card acquiring has created much confusion,
especially among the feet on the street, said
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CoverStory

>3 "We believe a better-educated merchant is more likely to be
. a Heartland customer. Our business is better than ever.”

Robert O. Carr, Chairman and Chief Executive Officer of Heartland Payment
Systems Inc.

He characterizes much of the public rhetoric over interchange as "intellectual

A ZCTO0

you’ll never forget!

A deal so good it will even cost
you nothing to call today!

1-866-253-2227

...and most important,
zero strings attached!

&
Alr;bavCac‘tqm

Robert O. Carn,

Heartland Payment Systems Inc.

dishonesty driven by lawyers and the
big merchants who just want to lower
their costs. It's not really relevant to
[smaller] merchants."

Martaus said all the talk of interchange
in the popular press has emboldened
merchants, but he noted "the popular
press usually gets it wrong."

Some in the acquiring industry, like
Carr, see the situation creating oppor-
tunities for ISOs and MLSs.

Heartland has been getting a lot
of press for the Merchant Bill of
Rights, a document it created (to
the chagrin of its competitors,
according to many observers) to "pro-
mote fairness and transparency” in
card processing.

Unveiled last fall, it includes provi-
sions such as the right to know the fee
for every card transaction, and who's
charging it, as well as the fees for all
surcharges and bill-backs.

"We Dbelieve a Dbetter-educated
merchant is more likely to be a
Heartland customer," Carr said. The
proof: "Our business is better than
ever," he added.

In June, Heartland reported that a
merchant survey it commissioned
found that only 26% of merchants
believe they are being treated fairly
by card processors.

Just 21% of merchants understand
the various rates, fees and surcharges
they pay, the survey revealed.

Not surprisingly, retailing groups
seem encouraged by the atten-
tion being paid to interchange and
related issues.

Mallory Duncan, Senior Vice
President and General Counsel to
the National Retail Federation,



GOING NOWHERE
WITH YOUR ONE WAY
ISO PROGRAM?

TURN IT AROUND BY BUILDING YOUR
OWN PLAN AT 1-800-BANKCARD.

Interchange Lucrative Instant FREE Non Bankcard
Pass Through - Signing Bonus Approvals Equipment Signing Bonus
Mo markups Shipping
FREE Conversion Faxed FREE Er Direct
Equipment Bonus Applications Equipment Leasing
Deployment
1 . 800 JOIN 1-800-BANKCARD TODAY.
B a n Call 1-800-BankCard
(1-800-226-5227)
today and ask for:
Rich Lopez
ey at ext. 5912,
=FEE=F= Joyce Sevhbetian
aﬁ::rw fﬂ""’fﬁi I;t- at ext. 5925 or
o OLNLAIN AVENLE, ar
MNew Providence, NJ 07974 ::z;f :F;;n

Direct Lease Funding and Services provided by CT d'bva Lease Finance Growp
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participated in a panel discussion on
interchange at the National Conference of
State Legislatures' spring forum held in
Washington, D.C., in April.

"The activities you are doing in the states to
shine a light on these fees and make consumers
aware of them is an important step in the right
direction," he said.

Duncan, who also chairs the Merchants
Payments Coalition, urged state lawmak-
ers to help control interchange pricing.
Among other things, he suggested that inter-
change is erroneously assessed on sales
tax amounts.

The MPC is a Washington, D.C.-based
group established to lobby lawmakers on
interchange.

It includes as members trade associations rep-
resenting most major categories of merchants,
including supermarkets, convenience stores,
drug stores, online merchants and florists.

The ETA steps in

The Electronic Transactions Association,
meanwhile, is trying to engage federal
policymakers in an educated dialogue on
interchange and other matters related to
card acquiring,.

On July 9, the group will hold a half-day edu-
cation and discussion forum for congressional
staffers and regulators.

The meeting, the ETA's second in as
many years, will feature industry experts dis-
cussing the responsibilities of parties to card
transactions.

Rob Drozdowski, ETA Senior Director
for Research and Information, said the
Washington, D.C.,-based association also
hopes to stoke interest among regional
payments industry associations to take
similar steps.

He said it's a real challenge for a national group
like the ETA to keep up with initiatives at the
state level.

Will you take up the cause in your hometown?

A little self-regulation could go a long way
toward keeping the legislators' focus off the
payments space and on issues wherein they can
do more for the common good. B
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Credit card interchange, a historical perspective

1958: Bank of America Corp. infroduces the first bank credit card,
BankAmericard. Within a few years, there is a competing group, the
Interbank Card Association.

In time, Interbank became MasterCard Worldwide, and BankAmericard
morphed into Visa U.S.A.

197 1: BankAmericard establishes an interchange fee to be paid by the
merchant's bank fo the cardholder's bank. The fee is initially set at 1.95%
per transaction. MasterCard follows suit.

The fee is explained as compensation for the risks of card-
issuing banks.

1979: National Bancard Corp. (Nabanco) sues Visa U.S.A.
alleging that when member banks set interchange rates it amounts to
price fixing.

1986: A federal appeals court rejects Nabanco's claim, observing that
the card industry is nascent, so price-fixing and other antitrust allegations

don't hold up.

At about the same time, Visa and MasterCard begin "incentive
pricing" of interchange to encourage merchant adoption of electronic
card capture.

1996: Retailers file a class-action lawsuit against Visa and MaserCard
challenging the "honor all cards" rule, which requires merchants accept-
ing any MasterCard and Visa products to accept all such products.

1998: The U.S. Department of Justice files antitrust actions against
MasterCard and Visa over so-called exclusionary rules that preclude
member banks from issuing nonbank cards, like those of American
Express Co. and Discover Financial Services LLC.

2001: A federal court strikes down the bankcard associations' exclu-
sionary rules. Visa and MasterCard appeal, but the appeal ultimately
gets rejected by the U.S. Supreme Court.

2003: MasterCard and Visa agree to multibillion-dollar
outof-court settlements with retailers, and to decouple credit and debit
card acceptance.

2005: Visa and MasterCard announce new interchange schedules,
which, for the first time, tie assessments to the types of card used. So, for
example, transactions using cards that are tied to rewards programs are
assessed higher interchange rates.

2006: With nearly a dozen legal challenges to interchange by
retailers and their champions, a federal district court consolidates them
into a single case.

2007: State lawmakers and the media enter the fray. Stories on inter-
change and other concerns raised by the merchant acquiring community
appear regularly in the mainstream press, including publications like The

Wall Street Journal and USA Today.
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SUKEEP YOUR RESIDUI

We’ve Eliminated BIN Fees to Pay You More!

This industry changes on a dime and EPI has heard ® No BIN or Risk Fees

your demands. Many MLS and 150s are paying “BIN

Fees; “Risk Fees"and even worse, “Downgrade W Free Terminals You Can Sell,
Surcharges; on their volume - essentially giving up Lease or Place

hard-earned residuals to their processor. When you

go to an account are you able W $500 for Health Insurance

to compete directly from
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Veritably valuable added services

By Dee Karawadra
Impact PaySystem

alue-added products are getting more attention

as the credit card processing market approach-

es saturation. They enhance a portfolio's worth

considerably, bring more flavor to the product-
offering table and provide an additional source of revenue
to ISOs and merchant level salespeople (MLSs).

Additional obvious benefits to agents who offer these
products include lower merchant attrition and increased
margins due to packaged pricing.

There is a wide selection available of value-added prod-
ucts and services, which are also known as value-added
reseller (VAR) products.

I have picked some of the more popular ones to discuss
in this article: check services, gift and loyalty cards, ATM
services, and remote deposit capture (RDC). In order to
sell these, MLSs need to have a fundamental knowledge
of the benefits the products bring to merchants.

Check services

Check service offerings have existed for a long time, but
those who are new to the payments industry may need an
explanation to better understand this product. There are
several different aspects to check services:

Check verification

This service compares information on checks that mer-
chants receive at the POS against a central database,
which verifies that there is no negative information per-
taining to the accounts concerned.

¢ Merchant benefit: Reduced number of bad checks
written at the POS

¢ MLS benefits: Residuals, lower merchant attrition.

Education index

Adam Atlas ... 80
Ken Musante....................coooiiiiiiiiiiieiie 84
JasonFelts............................... 88
Joel and Rachael Rydbeck .............................. 92

Electronic check transfer

The electronic check transfer (ECT) program converts
paper checks into electronic items at the POS. The elec-
tronic item is then processed through the automated
clearing house. Funds are automatically deposited into
the merchant's bank account, which cuts paperwork and
improves cash flow.

ECT combines the benefits of paper checks with the
speed, safety and ease of electronic money movement.
It delivers a streamlined check-acceptance program
for merchants.

The program requires that the customer writing
the check sign a printed receipt authorizing the elec-
tronic transaction.

A copy is given to the customer (just like a credit card
or ATM receipt). And the individual's bank statement
subsequently displays the merchant name, amount of
the transaction and settlement date.

ECT transactions are authorized and settled similarly to
credit card transactions.

* Merchant benefits: Reduced number of bad checks,
fewer trips to the bank for deposits, less paperwork,

improved cash flow

e MLS benefits: Residuals, lower merchant attrition.
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»3 Gift cards are quickly replacing paper gift certificates. The
. country's largest retailers and chain restavrants have been
using and heavily promoting them for the past several years.

simply enters the customer's information into the POS
terminal or cash register. Within seconds, the processor
authorizes (or denies) the check from its database.

This quick process helps prevent merchants from
losing customers whose checks are approved or from
delaying them at the POS. The processor basically pur-
chases the check for its full amount. If it does not clear,
the processor will do the running around to collect
the funds.

Merchant benefits: Guaranteed payment after
approval per guidelines, can be used in conjunction
with ECT or verification

MLS benefits: Residuals, lower merchant attrition.

Recurring payment product

This service enables merchants to process customer pay-
ments by automatically initiating a charge to their check-
ing account or credit card each time a payment is due.
This allows merchants to control the timing of customer
payments. It also enables them to schedule payments in
advance, according to their cash-flow needs.

* Merchant benefits: Reduced collection efforts on
receivables, better cash flow

¢ MLS benefits: Residuals, lower merchant attrition.

Gift cards

country's largest retailers and chain restaurants have been
using and heavily promoting them for the past several
years. Small to medium-sized merchants issue gift cards
as well.

Gift cards work just like old-fashioned paper
certificates. A merchant can set them up in predetermined
denominations or variable amounts. Cards are activated
at the POS.

When a customer redeems a gift card, the merchant
swipes it through the POS system to verify and readjust
the balance, based on the current transaction.

The newest trend in the gift card arena is third-party gift
cards. These are cooperative ventures involving popular
retail chains, Visa U.S.A., MasterCard Worldwide and
American Express Co.

Merchant benefits: Increased average ticket,
new customers

¢ MLS benefits: Residuals, lower merchant attrition.

Loyalty cards

Loyalty cards work the same as traditional hole-punch
loyalty cards. When customers make purchases, a set
value per dollar spent is added to their cards. When the
amounts on their cards reach a certain level, customers
can redeem them for discounts and /or products.

* Merchant benefits: Increased average ticket, cus-
tomer loyalty

¢ MLS benefits: Residuals, lower merchant attrition.

ATM services

Many may not consider the ATM arena to be value-added,
but it definitely is. The market for this involves fewer
merchants, primarily bars, hotels and convenience stores.

Residual revenue comes from two avenues: 1) the surcharge
added to each transaction by the merchant — usually $1.50 to
$ 3; and 2) revenue from the debit networks. Residuals are
usually paid to the processor, which passes them on to the
ISO after deducting the cost of the transactions.

ATMs may be placed at merchant locations in several
ways. Merchants can buy or lease them, refill the money,
as needed, and keep 100% of the surcharge. Merchants
can also own ATMs but have an ATM service company
refill the money. In this case, the surcharge revenue is
usually split.

Another common option is for ISOs or MLSs to own ATMs
for which merchants refill money, as needed. Surcharge
revenue is generally split in this type of arrangement.

¢ Merchant benefits: Additional income, more traffic,
increased cash expenditures at the POS

e MLS benefits: Residuals, lower merchant attrition.

Remote deposit capture

The value-added product that I hear the most about is
RDC, which is also known as remote back-office conver-
sion. Agents, agent banks and one merchant have recently
asked me about it. So what is RDC?

Basically, it is a way to truncate and clear checks
electronically. In simpler terms, it is a way to scan checks
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’ Valve-added products give us another sales avenve. They can
generate significant income for ISOs and MLSs.

at the merchant level and have them deposited to
merchants' banks.

The passage of the federal Check Clearing for the 21st
Century Act (known as Check 21) in 2004 eliminated
legal impediments to check truncation and revolutionized
banking. There is, however, some resistance, the major-
ity of which stems from concerns about increased risk of
compromised transactions.

RDC allows merchants to run checks and electronically
deposit them into a chosen account. This enables mer-
chants to access funds much more quickly than with
traditional deposits. RDC also eliminates frequent trips
to the bank.

RDC is an attractive product to offer agent banks. Margins
for the banks are shrinking due to current economic condi-
tions. RDC allows more deposits to be loaned out at better
margins than when certificate of deposit funds are used.

* Merchant benefits: Quicker access to deposited
cash, fewer trips to the bank

)
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),
POS DEPOT
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e MLS benefits: Residuals, lower merchant attrition,
ability to attract agent banks.

To sum it up, value-added products give us another sales
avenue. They can generate significant income for ISOs
and MLSs. I hope this basic information helps you cash in
on this potentially lucrative area.

If you have any suggestions, questions or just simply
want to say hello, please do not hesitate to get in touch.

Safari Njema (safe journey).

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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Legal ease
The lowdown on locked documentis

By Adam Atlas
Attorney at Law

ore often than not, you, as ISOs and
merchant level salespeople (MLSs), are
asked to sign standard-form agent and
ISO agreements. Sometimes those docu-
ments are sent in a format that prevents you from
proposing any changes.

Common formats used for this include PDF and locked
Microsoft Word documents. One processor has even been
sending documents that cannot be searched.

The question of negotiability arises every time a
processor presents an ISO or MLS with an agreement
to review and sign. The truth is everything is
negotiable, the 10 Commandments and card Association
rules excepted.

This article contains pointers for dealing with some
typical document format issues. I hope they help you in
deciding whether a given processor is right for you.

Form speaks volumes

A negotiation between a processor and an ISO or MLS
typically involves the processor sending over a draft of
the proposed agreement.

Take a minute to look at the format of documents you
receive, and consider the story this tells about the flexibil-
ity of the entity with whom you are negotiating.

When a processor sends a new ISO or MLS a locked PDF
document, for example, it is sending the message that the
deal is take it or leave it. That is not what most processors
want to or should convey.

If you are sent a document that cannot be searched, be on
notice that the sender clearly does not want you to easily
find issues of interest to you in the document.

The entity may also be trying to divert your attention
from something in the agreement it does not want you
to see.

In brief, the format of a document says something about
the organization that sent it. In my view, all first drafts
should be circulated in an unlocked Word document.

Reason opens doors

Remember, short of breaching card Association rules

or asking for something a processor is unable to
provide, everything in an agent or ISO deal is
negotiable. Do not take a locked document as an indica-
tion otherwise.

However, just because everything is negotiable does not
mean you should haggle over every clause in the agree-
ment. That would be counter-productive.

Take a stand on important issues such as termination of
residuals, notice and cure periods, limitation of liabil-
ity, and the right to assign residuals or move merchants
under certain conditions.

If you make unreasonable demands during your
negotiations, you will put in jeopardy the issues that
are most vital to your interests. When deciding what
is important, consider asking the advice of an industry
consultant or lawyer.

Changes can't hide

Other than wishing to avoid negotiations, one key reason
a processor sends a locked draft is to prevent tampering
with the document.

A devious agent could make a change to an
agreement that the processor might not notice. This
could give the agent an advantage in the deal, and
the processor would be unaware of it at the time of the
document's execution.

This concern, in my view, is unfounded. The functions
that track text changes and compare documents in Word
and similar software allow parties to modify wording in
an agreement and identify all of the changes made, as
well as compare documents to find altered text.

Locking a document for security purposes is outdated in
light of how easy it is to see precisely where changes have
been made.

Scanning can work

One simple solution to a locked document is to scan it into
your computer system and use text recognition software
to create an editable version.

This is a waste of time because an editable version of the
agreement exists on the processor's system.

Nonetheless, this is sometimes the only way to put an
unlocked version of the document in the hands of ISOs,
MLSs or their attorneys.
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>3 When examining a new agreement, pay attention to language,
and read the fine print. But also consider what the format says
about the organization that produced the document.

Most agreements are subject to copyright. Processors
spend significant money on lawyers to draft their agree-
ments according to their particular needs.

They do not want third parties to benefit from the invest-
ment they have made in the wording of their documents;
hence, the locking of agreements.

ISOs and MLSs should be aware of existing copyrights
and should honor them. That being said, when a proces-
sor asks for your comments on an agreement, you are put
in a tough spot trying to mark up a document that cannot
be edited or searched.

Openness builds trust

Always present your comments in an easily understood
manner. Use the Track Changes option in Word, or high-
light all the changes you propose.

Never make changes to a document without telling the
opposite party about them. That would be dishonest and
counterproductive.

At the end of the day, trust is the most important
commodity in our industry. Locked documents bespeak
a lack thereof.

When examining a new agreement, pay attention to
language, and read the fine print. But also consider
what the format says about the organization that
produced the document. (&

In publishing The Green Sheet, neither the author nor the
publisher is engaged in rendering legal, accounting or other
professional services. If you require legal advice or other
expert assistance, seek the services of a competent
professional. For further information on this article, e-mail Adam
Atlas, Attorney at law, at atlas@adamatlas.com or call him
at 514-842-0886.
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Shape up those level

4 merchanis - now

By Ken Musante
Humboldt Merchant Services

Standard exists to minimize the potential of card
breaches. The standard divides merchants into
four categories as follows:

Level 1: Any merchant, regardless of acceptance
channel, processing over 6 million Visa U.S.A. or
MasterCard Worldwide transactions per year
and merchants who experienced an account data
compromise

Level 2: Any merchant, regardless of acceptance
channel, processing 1 million to 6 million Visa or
MasterCard transactions per year

Level 3: Any merchant processing 20,000 to 1 million
Visa or MasterCard e-commerce transactions per year

Level 4: All other merchants. That is, merchants
processing fewer than 20,000 Visa or MasterCard
e-commerce transactions per year, and all other mer-
chants, regardless of acceptance channel, process-
ing up to 1 million Visa or MasterCard transactions
per year.

Level 4 in the spotlight

transaction volume, they comprise 99% of all merchants.

Because the Associations first wished to zero in on the
most sensitive data and protect the greatest number of
cards and cardholders, they initially focused on the first
three merchant levels.

This makes sense given the number of merchants in those
levels relative to the number of transactions.

Level 4 merchants were an afterthought. In fact, until
now, acquirers were not even required to validate compli-
ance for level 4 merchants.

Unfortunately, because level 4 merchants are the least
sophisticated technologically and overlooked because
acquirers were focusing on their larger merchants, these
merchants are targets for hackers.

Another reason level 4 merchants were the last category
given scrutiny is their processing hardware has been his-
torically difficult to hack.

Most level 4 merchants utilize dial-up terminals and are
well-protected because their standalone phone lines can-
not be accessed from the Internet.

A growing number of level 4 merchants, however, are
using integrated POS systems connected to high speed
Internet connections. These merchants are becoming tar-
gets at an increasing rate.

Emerging vulnerabilities

AmbironTrustWave's SpiderLabs found that out of 215
card compromises, 62% came from the food services
industry — by far the largest single category.

Surprisingly, 75% of the breaches studied came at
brick-and-mortar merchants who, according to the same
report, were less aware of the risks than their online breth-
ren. Seventy-one percent of the cases involved a compro-
mise of POS systems or software.

Integrated POS merchants are vulnerable because, typi-
cally, business owners are not proficient in the details of
their networks.

They do not fully understand the importance of properly
configuring a firewall. Too often they do not reset pass-
words from the manufacturers' defaults.

These business owners sometimes rely on third-party
vendors to ensure card data is not inappropriately stored
and protected. They may be using outdated or noncom-
pliant systems unknowingly.

Also, as more and more merchants migrate to
high-speed communication lines with enhanced report-
ing, the risks of a hack increase because the environment
is less secure.

In addition to card numbers, some of these systems store
magnetic stripe data as well. Further, with the costs of
integrated POS systems dropping, an escalating number
of smaller merchants can afford them.

Unfortunately, they cannot afford the expertise to
support them.

Breaches, breaches everywhere

By number, level 4 merchants represent the greatest num-
ber of breaches. However, the number of cards lost per
incident is dwarfed by the major breaches, so the level 4
breaches do not make news in the trade press — yet they
occur every day.

In an attempt to mitigate the number of breaches,
Visa is requiring all acquirers to develop a written data
security plan for level 4 merchants.
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Plans must be completed by July 31, 2007. At minimum, a
data security plan must include:

* Timeline of completion dates and milestones

e Prioritization of level 4 merchants into subgroups and
target compliance efforts for each subgroup

e Merchant education strategy, including timeline for
communication security alerts

» Compliance strategy designed to eliminate prohibited
data from being stored, protect stored data, make
sure merchants are only storing data they truly
require, and ensure compliance with PCI, which
includes ensuring payment applications are compli-
ant and any third party is registered

e Monthly compliance reporting to executive or board
management. Visa may also request these reports.

Onerous, but necessary action

The sheer number of level 4 merchants makes this task
intimidating. Yet the daily breaches from level 4 mer-
chants are causing real losses to the system.

When a breach occurs, issuing banks must enhance their

monitoring (or accept greater losses) and inconvenience
cardholders by blocking and re-issuing their cards. Re-
issuing cards is expensive.

The cost of postage, plastics, customer communication
and lost sales is problematic, especially when issuers
cannot plan for or predict the breaches. These costs are
over and above the lost confidence and lost sales from
concerned cardholders.

Yes, the compliance program is onerous, but I applaud
Visa for addressing this problem within the level 4 mer-
chant category.

To reiterate, this group represents 99% of all merchants
and individual merchants processing up to approximately
1 million transactions per year.

These merchants are least equipped to deal with threats
from card breaches and in most need of assistance.
These actions will help ensure we collectively better
equip level 4 merchants with the knowledge and tools
they need to accomplish their jobs. &

Ken Musante is President of Humboldt Merchant Services.

Contact him by e-mail at kmusante@hbms.com or by phone
at 707-269-3200.
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10 keys to unlocking your
million-dollar portfolio

By Jason Felts
Advanced Merchant Services Inc.

he American public is fascinated with the idea of

becoming a millionaire. If you were being 100%

honest, how many of you would say you have

viewed the game shows "Who Wants to Be a
Millionaire," "Deal or No Deal" or "Are You Smarter than
a Fifth Grader?"

The point is achieving millionaire status has long been
an American dream; we strive toward financial indepen-
dence and freedom.

Earlier this year, I was privileged to be a presenter at
the Southeast Acquirers Association meeting. Immediately
following the session, and for months thereafter, I
received phone calls and e-mails asking for copies
of the presentation. Based on the overwhelming response,
I've decided to share the talk's points in this article.

Very early into my bankcard career, I set an ambitious
goal to develop a multimillion-dollar portfolio. I realized
it would be difficult, yet possible, with the appropriate
plan of action. Some may be wondering, What does it
take? Following are 10 steps that worked for me:

1. Make a specific decision coupled
with unwavering determination

More often than not, it's not about ability, but rather
will. Can you versus will you? This distinction has
always meant the difference between championship
and mediocrity in any endeavor. After you've deter-
mined that failure is not an option, success becomes a
matter of when, not if.

2. Create a plan of action

If your desire were to develop a million-dollar portfolio,
it would require creation of a full-scale business plan.
You must have a road map that specifically includes
your achieving this goal.

Don't be among those who wander aimlessly within
the bankcard industry. Determine how you are going to
develop this portfolio.

3. Develop great processing and VAR

There are numerous quality ISOs and processors with

which you, the merchant level salesperson (MLS), can
partner. When making a selection, keep in mind there's
no one-size-fits-all provider. Therefore, your processing
partners should support your endeavor and take you
closer to your goal.

Avoid those offering a "vanilla box" you must fit in
so that they can support their own goals. Have discus-
sions with potential sales partners to help them under-
stand what you're looking for. Then involve them in
deciding whether working together will support your
mutual objectives.

Additionally, make sure you have the ability to pig-
gyback their relationships with value added resellers
(VARSs) or create your own. You may have a fantastic
relationship with a leasing company, for example, and
elect not to use their partners.

In addition, there are many qualified Internet gateway
companies, gift card providers, check processors, and
so forth. VARs will assist you in becoming an MLS with
comprehensive POS offerings.

4. Secure great contracts that protect
all parties involved, including you

An increasing number of one-sided agreements are
out there today. Signing one of these would leave
you vulnerable.

To avoid this, have an agreement reviewed by a good
bankcard attorney, for example, Adam Atlas, Anthony
Ogden or Paul Rianda.

They will make sure breach language is defined, cure
periods are agreed upon, residuals are protected, respon-
sibilities of both parties are identified, your relationships
are protected, and so on.

Are incentives written into your contract? Examples
include free terminals, bonuses, buy-backs and increased
performance-based residual splits. Make these a part of
your agreement.

Also, include a provision in your agreement that directs
your residual income to your spouse or heirs in the
event of your untimely demise. And make sure you
have residual stream portability.

Be sure to address acquisition, too. Many MLSs are con-
cerned about the potential fate of their careers if their



providers sold residual streams, merchants or the entire
company. Find out exactly what would happen to your
residual income if your processor or ISO sold the com-
pany or its merchants.

Having the right to continued residuals is imperative,
so preservation of this residual stream is a critical aspect
of any MLS contract. Without such provision, any ter-
mination of the contract, even one by the MLS, could
halt the agent's right to any further residuals under
the agreement.

Remember, your contract is only as good as the
company behind it. It's very important to fully under-
stand whom you are doing business with. Research
every prospective partner's reputation before signing
an agreement.

5. Have a marketing plan

There are many ways to create a flow of leads. As you
are becoming successful, you need to identify exactly
what your plan for lead development will be.

Lead generation will basically break down into two
categories: 1) direct lead development such as cold
calling, appointment setting, networking and Web
advertising; and 2) referral/endorsement programs,
which include working with agent banks, associations
and so forth.

For more information on lead generation, see the fol-
lowing articles, which I also authored: "Winning word
of mouth," The Green Sheet, Jan. 22, 2007, issue 07:01:02,
and "Word of mouth mojo," The Green Sheet, Feb. 26,
2007, issue 07:02:02.

6. Use professional marketing materials

If you want to have a million bucks, always portray a
very clean and professional image.

If you are prospecting with a copy of a copy that was
twisted sideways after having a few scribbles fixed, it
may not suit your purpose. Sometimes I look at what
our industry does in the way of street level marketing
and just shake my head.

Additionally, at any level, you should have a profes-
sional Web site or mirrored corporate site to promote
your efforts. Ideally, this would include your own con-
tact information and e-mail address that contains your
domain name.

7. Perfect your presentation skills

An excellent, professional presentation consists of
seven key components: Build rapport; ask great
questions; analyze and compare benefits and features;
present your offer; disclose the costs; close the deal; and
get referrals.

Education

8. Provide excellent service
with a personal touch

One thing you can offer that nobody else can is per-
sonalized, excellent service done by you. Return phone
calls, make sure POS equipment is installed and work-
ing properly, and so forth.

Don't ever rely exclusively on a third-party to service your
merchant base. Remember, it was in fact you with whom
the merchant chose to do business. Make sure your inter-
action is never limited to simply closing the deal.

9. Engage in ongoing education,
training and personal development

There are many ways to accomplish this within our
industry. Here are a few suggestions:

e Attend the industry's regional tradeshows, associa-
tion meetings, events and educational seminars,
which occur frequently throughout the year.

® Read industry trade publications such as
The Green Sheet.

* View online forums that can be a wealth of knowl-
edge. (The GS Online MLS Forum can be accessed

at www.greensheet.com/forum.)
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e Visit the Web sites of Visa U.S.A. and MasterCard
Worldwide, Hypercom Corp., VeriFone and other
leading industry entities.

10. Keep an eye on the numbers

Every professional salesperson should keep track
of certain components. You must understand and
track these numbers regardless of your method of sell-
ing, such as face-to-face, telephone, Internet or some
other means.

How many contacts does it require for you to set an
appointment?

What percentage of your appointments translates into
a full-blown presentation with a qualified prospect?

What is your closing ratio for presentations given?

Let's assume that your goal was to make 20 sales per
month. Here are the actual numbers for a seasoned,
top-producing MLS:

® The MLS requires 20 contacts per appointment and
sets two appointments per day.

® Ninety percent of appointments lead to presentations.
Thus, the MLS makes nine presentations per week.

e The closing ratio is 60%, which translates to five
sales per week.

This approach works for everyone. You just need to
plug your reality (better or worse) into the formula.
Once you've done that you have the ability to deter-
mine what you need to do every day.

The MLS in the example provided needs to make 20
new contacts and do two full presentations every day
to stay on track. How many doors or how many dials
do you need to make?

After understanding your numbers, it becomes sig-
nificantly easier to track the required productivity and
achieve your desired outcome.

Zig Ziglar said, "You were born to win, but to be a
winner you must plan to win, prepare to win and expect
to win." (&

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

What do your customers say about you?

By Joel and Rachael Rydbeck Why conduct a survey?

Nubrek Inc. Before you send out a survey, make sure your survey has

n this enlightened age, almost every piece of data a point. Ask yourself what you are trying to accomplish.

imaginable is just a mouse click away. However,

sometimes delving into the merchant's mindset is

completely overlooked. It is easy to examine con-
version rates and profits to analyze selling skills. But how
well do you know your clients?

When planning our product timeline, we send out a ques-
tionnaire or a survey asking our customers where their
pain points are or asking what features they would like
to see added to our product. A survey helps us align our
product with our customers' needs.

It can never hurt to stay in touch with your customers
to make sure they are still satisfied with the services they
are receiving. There are several ways to do this.

If you are providing ongoing service, customer satisfac-
tion might rank high on your list.

Our next survey will ask our customers if they would
like to receive our quarterly newsletter discussing new
features and upcoming training sessions.

Past articles we've written have discussed providing
online chat support and newsletters. This article is devot-
ed to customer surveys.

If you have something to offer or

want to see if there is interest

in a potential new product,

a survey is an effective,

inexpensive way to test
the waters.

Over the last few months, we have
collected information on various
survey tools. Almost every
week, one of our service
providers or partners asks

us to fill out a survey. o

We even received one - A L

. o . [ By keeping it short and
]usfc before writing this At 7 re}:lspectli)nggour custom-
;rtlcle. Surveys are an L-l ers time, we are able
ideal way f01j customers to repeatedly collect
to express their opinions. -@"‘3 their views

Our least favorite surveys I"-*""IL Another valuable function of a

promise to take only a minute of

your time, and you end up spend-

ing half an hour answering pointless
questions that all sound the same.

& survey is to see if your customers
had or are having a good experience

with your company.

Every time we use LivePerson (Authorize.Net's online
customer service chat vehicle) a pop-up survey appears at
the end of our session asking how our experience was.

Our favorite surveys, and the ones we are going to discuss
in this article, contain only a few well-worded questions,
and that is it. The good news is many survey tools are free

if you have a modest distribution list. This gives us a great opportunity to give immediate feed-

back. However, we find that since it appears every time,

First, we'll take a look at survey basics, check out a few ) . )
we have begun to ignore it unless we have a complaint.

great products, suggest some do's and don'ts and then
discuss what to do with the data. Products to peruse

Surveying in a nutshell | We only have space to review a few products even
though there are dozens of excellent choices out
there. We picked products that span the gamut from

1. Define the purpose of the survey. free to inexpensive.

2. Select a survey production tool that will meet

Here are four easy steps to carrying out a survey:

The more expensive solutions are software-based rather
than Web-based. We prefer the online products because
3. Write the survey. they are cheaper, require less set-up and support, and you
4. Analyze the results. do not have to host them on your own server.

your needs.
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SurveyMethods

This company's Web site was definitely the friendliest
we found and afforded the most information on the
product. Pricing ranged from free to $39.99 a month.

We really liked the charting and graphing provided, and
the thank-you greeting was a nice touch. The mid-tier
package is $9 monthly.

For the price, it offered a substantial number of features.
Getting signed up and started was very simple. Visit
www.surveymethods.com for more information.

SurveyMonkey.com

We heard about SurveyMonkey because we had filled
out so many surveys from this service and really liked
the layout and simplicity of the interface.

This application ranges from free to $200 a year. It
seems to have a lot of bells and whistles, including pre-
written questions, survey themes and organized ways
to view output.

Things we particularly liked were how easy it is to get
started and the ability to see a history of the surveys you
sent. The company's Web site is www.surveymonkey.com.

=T )

Zoomerang

When we received this survey, we appreciated the for-
mat. It was very easy to set up. A little pricier, the pack-
ages range from free to $599 per year.

The free package allows you to ask up to 30 ques-
tions and receive up to 100 user responses. The
expensive package provides templates, customiza-
tions and advanced reporting options. For full details,
visit www.zoomerang.com.

Do's and Don'ts

Following are some tips that should help you in writing
your surveys:

* Don't combine two questions info one.

* Give appropriate options for the questions. Nothing is
more frustrating than not seeing the right option. Even
a "none of the above" choice or a text box that allows
users to explain themselves are very helpful.

* Don't abuse surveys by making them too long or
sending them too often.

e Offer one prize drawing per survey for all returned
responses.
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* Have someone else (preferably a close customer or the
like) fill out the survey before you distribute it to ensure
the questions are straightforward.

® Make sure the survey looks professional, friendly
and easy to use. (Some survey tools allow you to
personalize the survey by including the recipient's
name in them.)

® Make sure survey participants know how the
information they provide will be used.

Analyze your results

This is perhaps the most important step in the survey pro-
cess. The entire reason for sending outa survey is to analyze
the results.

As you compare products, pay special attention to the
manner in which feedback is given to you. Will data

they were listened to is to send out a follow-up e-mail
detailing how the data you received will help affirm or
shape a direction your company is taking.

Send out a survey only if you really want to hear
from your customers.

Once they voice their opinions, they may expect to
see results, whether that is better customer service,
improved product offerings, lower prices or something
else of importance to them.

You can't always satisfy everyone, but keeping a good
pulse on what your customers want will assist you in
keeping them content and loyal for a long time. 5

Joel Rydbeck, Chief Technology Officer of Nubrek Inc., brings his
strong background in e-commerce and business process automa-

come in PDF format or have cool visual charts? Also,
make sure you can access the results long after the survey
has been completed.

tion fo the merchant services industry. Rachael Rydbeck, President
of the company, has a background in product management and
technical writing. Nubrek offers elSO, a Web application for
ISOs that tracks leads and provides automated residual and

Whatever your reasons for sending out a survey, the o , , ,
commission reports. For more information on elSO or to view

people who fill it out are doing so in the hopes that their

views will make an impression. a free demo, visit www.nubrek.com/eiso.html. E-mail Joel at

joel@nubrek.com or Rachael at rachael@nubrek.com. You have

One way to show your appreciation and let users know nothing to lose but your next sale.

arket
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How do I develop new
opportunities for non-retail |

EZ.

Tumn to EZCheck” At EZCheck we know that you have to

attack business from all angles to succeed. That's why

we've developed distinctive programs that target industries
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special buy rates and authornzation tools that work for each
industry’s unique business structune,
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* Mobile/Wireless

Let EICheck show you how our targeted approach to business can help
you diversify sales. Call EZCheck today at 1-800-797-5302, ext. 3313 or
email exsalesi@ezchk.com
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Kicking the horse

we all rode in on

By Biff Matthews
CardWare International

e have a problem. By "we," I mean all of

us who recommend, sell, service, warrant,

repair and (too often) replace POS devices

for credit card transactions. If you are a
merchant level salesperson (MLS), this problem applies
especially to you.

Over time, the price of POS devices has plummeted — and
so has their quality. In the past 24 months, the average
failure rate for new equipment, which we at CardWare
International monitor carefully, has risen precipitously.

The failure rate on such equipment, which held steady for
years at about 1%, has now tripled. Warranty issues have
quadrupled, too, from 2% to 8%.

And the trend line is straight up. It's noticeable, disrup-
tive and abusive. It also compromises the viability of the
businesses on which all of us rely for our livelihood.

The cost of repaired and remanufactured POS equipment
has been driven down as well. We have witnessed a star-
tling rise in failures for equipment that is tested prior to
deployment to the merchant.

There is also a substantially shorter average inter-
val before equipment fails during operation — even
when predeployment testing is thorough, repeated and
well-documented.

Nose diving prices versus quality

Manufacturers acknowledge privately that with selling
prices in virtual free-fall, they can no longer afford to
test components on arrival, nor can they test
finished assemblies.

There is a continuous push to use less-costly components.
The consensus is that a high failure rate is inevitable, and
the marketplace accepts that.

Twenty years ago, independent tests discovered that a
new and wildly popular coffee maker had a 50% failure
rate. The company knew it, but the profit margins were
so substantial that it didn't matter. The company simply
replaced the faulty units.

Well, this is not coffee. It is the livelihood of the merchants
we depend on. And we can't tolerate this downward

slide indefinitely.

An editorial I read recently opined that the biggest

problem environmentalists had to overcome was
that the environment has deteriorated so slowly that
it never seemed like an emergency demanding
immediate action.

At some point, breathing becomes difficult, and you can't
see through the smog.

That's the equivalent of where we're headed. Merchants
cannot conduct business when transactions are compro-
mised by inferior devices that don't perform properly.

It's more than equipment

High failure rates might — might — be more tolerable if
this were just about the gadgets. But, of course, it is not.
Replacements for failed equipment must be programmed
and encrypted.

Before that can occur, there's the entire swap-out scenario
that plays out: phone calls, rush shipping and so forth.

I can encrypt and program a terminal and put it on a
plane for same-day receipt at a merchant location. But
who is willing to pay for that, particularly given the low
perceived value of the equipment?

In an ideal world, same-day swap outs are challenging
to orchestrate. But even if they were easy, is this where
we want to be?

We're still talking about a merchant enduring a full busi-
ness day of useless POS equipment at a time when more
than 50% of transactions are credit card dependent.

Returning to the programming and encryption issue
for a moment, manufacturers, rather conveniently, do
not warrant these high-value, skilled services, even
though without them their devices are no more useful
than paperweights.

And for most retailers, a standby terminal is not an eco-
nomically viable option.

If the industry is unwilling to pay a fair price for quality
equipment, the alternative is acceptance of ever-climbing
failure rates. For the MLS, the issue is no less than reputa-
tion and its companion, customer retention.

Bye-bye, merchants?

With enough failures, customers walk. They may not
find better alternatives, but that will not stop them
from leaving.

This is particularly true if the failures happen, as Murphy's
Law assures they will, on holiday weekends and on
Saturdays. This is when the time needed to secure a
replacement is longest because no carrier delivers on
Sundays or holidays.
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’ It's no surprise that failure statistics on reworked equipment
have spiked in line with those for new devices.

Sunday is approximately 15% of the week and 20% of
retail volume. Equipment that goes down on Friday can
be up again on Saturday.

But if it goes down on Saturday on a holiday
weekend, the POS won't be up and running again until
Wednesday. That is half a business week, which will
always be devastating.

Manufacturers must understand that the products
they have created are nothing less than business-critical
tools. They must demand that quality be returned to the
manufacturing equation and commit to turning around
both failure rates and the mean time between failures.

The acceptance of higher failure rates for repaired and
remanufactured equipment is equally troubling. The atti-
tude appears to be, "well, it isn't new, and we can't check
every component."

It's no surprise that failure statistics on reworked equip-
ment have spiked in line with those for new devices.

Call today to get yours! 1-888-839-6925

Part of our work at CardWare is to check 100% of all new,
remanufactured and repaired equipment we receive,
whether terminal, PIN pad, integrated unit or whatever.

We identify failures and deal with warranty issues imme-
diately, so malfunctioning equipment never enters our
inventory, much less a merchant's store.

Even with an exhaustive quality protocol that tests and
proves all transaction types and works properly the day
it is certified, the failure rate for the first 30 to 90 days fol-
lowing deployment is stunning.

These are clearly component quality issues or problems
with shoddy re-assembly of the product by an authorized
warranty service facility or dealer.

We formerly used two repair facilities exclusively. When
failures rose, we changed facilities — and, (long story
short) we have now gone through a dozen or more
repair facilities.

We will pay out over

$20 million

IN commissions
this year.

Will you get yours?

% [ ——
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Take the road less traveled.

We don't give away free terminals. You won't hear us offering a free transaction fee. What we can
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»3 The issve of reliability falls to you who sell equipment.
: Merchants look to you to solve processing issues. You
recommend and install equipment, and now it's your

reputation that's on the line.

Every one has serious, chronic issues with equipment
repair. In the game of remanufactured equipment, switch-
ing the source for the equipment changes nothing but the
nameplate. They all use the same dismal repair facilities.

Heads up, MLSs

As MLSs, you are closest to the retailers. You can reap
hefty profits on equipment sales. As such, you must
become part of the solution by holding repair/remanufac-
ture facilities accountable for quality.

If there are component issues, they must be addressed.
The downward price pressure on new and remanufac-
tured equipment is making it uneconomical to service, so
there is no alternative to MLS involvement in addressing
these problems.

If you are not willing to support quality as an ethical
concern, merchants will continue to experience crippling
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levels of business interruption. I do not believe that is a
choice we want to make.

Whenever I visit a cell phone facility, there's always a
line of customers with service complaints. Prices in that
sector, too, have been driven down to where product
disposal is not just the technical inevitability, but also
a marketing objective. It is failure turned religion.

It's common business wisdom that price, quality and
service are the three pillars of business. And that you can
have two, but never all three.

Business gurus protest otherwise (mostly to sell books).
But, in fact, it is impossible to achieve all three for any
longer than a short term.

My concluding thought: You, as MLSs, must be willing to
pay a fair price for the quality and reliability customers
need to operate efficiently. Equipment is not a conve-
nience item.

The issue of reliability falls to you who sell equipment.
Merchants look to you to solve processing issues. You
recommend and install equipment, and now it's your
reputation that's on the line. Act accordingly. (Churning
is now officially out of fashion.)

I'm aware of companies hiring retention specialists and
high-level managers with the title of Vice President of
Retention at the ISO level. Many people are involved in
the supply chain, but, in the end, it all comes back to the
quality of POS terminals.

It's not the check guarantee company or the Discover card
processor, or the electronic benefit transfer processor that
creates the failure. It all flows through the terminal.

Whatever the cost of the equipment, it is miniscule com-
pared with the cost of business interruption. It's time we
all acknowledge that reality and work to fix these correct-
able quality problems.

The horse we all rode in on deserves nothing less.

Biff Matthews is President of Thirteen Inc., the parent company
of CardWare International, based in Heath, Ohio. He is one of
12 founding members of the Electronic Transactions Association,
serving on its board, advisory board and committees. Call him at

740-522-2150 or e-mail him at biff@13-inc.com.
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from our prlnc1ples

United Bank Card, Inc. (UBC) is the processing partner you can depend on to help
your office grow. We have designed our entire 150 program with the purpose of
helping you to achieve your sales goals, maximize your profitability and realize your
office’s full potential.

United Bank Card has an established reputation for helping our 150/ML5 partners
develop profitable merchant portfolios. We paid out over 520 million in residuals,
bonuses and commissions in 2006 and our program continues to improve.,

HOW?

It's simple. United Bank Card stays ahead of the competition by listening to our
I50/MSP partners and enabling them to close every deal with unparalleled sales
tools. We provide you with the most comprehensive assortment of merchant service
offerings available as well as the highest level of support.

WHY?

United Bank Card works with you to ensure your success, With online account report-
ing, dedicated Relationship Managers and 24 hour customer service and technical
support, it is no wonder that our program is preferred by over 1,200 150 partners.

Additionally, we do not compromise your interests by putting ourselves in direct
competition with our 150 partners. Unlike many competing organizations, our
corporate website does not market directly to merchants or encourage them to
bypass the independent sales channel. Instead of competition, United Bank Card
provides you with a variety of revenue generating programs to help you increase your
merchant portfolio and profit from our principles!

United Bank curdé

Read further to learn how United Bank Card

can improve your profitability.




SOME COMPANIES STAND OUT

FOR OBVIOUS REASONS...

United Bank Card is widely recognized as a payment processing leader and continues to set the standard for exceptional 150
programs within the industry. United Bank Card has achieved this position as a result of the tremendous success of our sales
partners, and in retwrn we are dedicated to helping you maximize your profitability. We offer you incredibly low transaction fees,
free equipment that can be sold or leased while keeping 100% of the profit, multiple value-added programs and a variety of

bonuses.

LOWEST TRANSACTION FEES
IN THE INDUSTRY

CENT

TRANSACTION
FEES

IP transactions are even lower
at 2 cents per transaction!

Residual splits of up to 65%!

Maximize your profitability with the lowest transaction fees in the
indhuestry and take advantage of our unheand of revenue splits of up
to 65E! Qur low processing fees and high réevenue splits will help
you make the most of your merchant portfolio and increase your
monthly residual income.,

VALUE ADDED SERVICES
25 FREE gift cards for all of your merchants

FREE Ingenice el Check 2500 check reader with check
services application

FREE WiVOpay 4000 contactless reader for gualifying
mrchants

Merchant Cash Advance Program

Registered IS0/ M5P Program - United Bank Card pays
your registration fees!

UNBEATABLE
BONUS PROGRAMS*

Combine your bonuses with free terminals that
you can sell, lease or place free of charge and keep

all of the profits!

Earn up to $455 in bonus money per deal
per week!

Earn up to 56,000 in quarterly bonuses!
Earn up to $25,000 in bonus money annually!
Receive a 5500 health insurance allowance!

NEW!

Conversion Bonus

American Express Bonus

Discover Bonus

Interactive Merchant System Bonus

NEW!

Mationwide Petroleum Program

Let us help you take advantage of the ever-growing
petroleum market. As an agent of United Bank Card, you
will have the ability to offer pay-at-the-pusmp processing
as well as Fleet Card, Wright Express and “Voyager

payments.
MNationwide Sales, Service and Support
for POS Systems

NOW OFFERING AMERICAN EXPRESS CARD ISSUING!

Issue your merchants American Express business cards through UBC
and earn residuals and bonuses!
Give your merchants the ability to apply for an American Express business card convendently from cur merchant

application. Unived Bank Cards card issuing program enables you po offer your merchants the opportunity to
earnAmerican Express Business Rewards and to receive a bonas from every approsied account.,

"l bors. programs are sebject 1o bemms. sl conditions. Flease contact Unibed Bank Card for detaits.

To learn more about United Bank Card, contact:

Brian Jones, Executive Vice President Sales and Marketing: B00-201-0461 x 136
Jonathan Brandon, Hational S5ales Manager East: B00-201-0461 x 145
Max Sknovod, Hational Sales Manager West: 800-201-0461 = 219
or Lo on 00 wwe, Boprogram. com for monge details



ENHANCED!
FREE EQUIPMENT PROGRAM

Why buy equipment when United Bank Card provides you with
state-of-the-art terminals for free?

United Bank Card launched the original free terminal placement initiathve and it continues to be the program of choice. With our

enhanced Free Equipment Program, you have the option of placing terminals for free or you can sellflease a brand new piece of
equipment at whatever price you want and keep 100% of the profit!

OPTION 1 — FREE PLACEMENTS!

This is the same popular program which has been sold by our
partners since the launch of the Free Terminal Program in
Hovember 2004, However, in addition to the Nurit 8320, you now
have the ability to offer a second state-of-the-art terminal, the
Hypercom T4100.

Hurit 8320 Hypercom T4100

OPTION 2 — PLACE, SELL OR LEASE AND RETAIN 100% OF THE PROFIT!

| | * | |

Hew] Comstar CHARGE How! WY Systems
MHurit 2085 AMYwhere Wireless Hypercom T7Plus MTT

Four completely free terminals! For every merchant application you submit, you will be able to choose from four advanced
terminals that are yours to sell, lease or give away free of charge. You will be able to place, sell or lease a new Murit 2085,
Hypercom TIPLus, WAY Systems MTT or Comstar Wireless unit at whatever price you want and keep 100% of the profit.

What Does a Partnership with United Bank Card Hold in 5tore for You?

2006 United Bank Card is a top 40 merchant acquirer with an fmpeccable reputation of excellence in the payment processing
industry, United Bank Card provides payment services to over 75,000 businesses throughout the country and processes in
eucess of b billion dollars anmeally. We commit owr resources to hedping our 150 and MLS partners succomed and give them the
tools they need to maximize their sales, Unibed Bank Card has set the standard for innovation and cur programs will continue
o provide our agents with a competitive edge. Contact United Bank Card and find out how our dynamic programs can improve
your sakes performance and increase your ¢arnings!

United Bank Card



HONESTY. INTEGRITY. RELIABILAN

www.impact




107

NewProducts

The Vega7000 is
designed as a
countertop device,
while the Vega9300
includes a handset
and base. Both have a
magnetic stripe reader
and a smart card reader.

The Vega9300 also has a
contactless smart card reader.
Both can support a variety of
applications and include a multi-
communications interface.

Castles Technology Co. Ltd.

+886-2-8913-1771, ext. 233
www. castech.com.tw
E-mail: jason@casauvto.com.tw

Vega9300 Vega7000

POS equipment
fit for royalty

- +
Company: Castles Technology Co. Ltd. G|GbEITEEh Leas : Inc.
Products: EZWave, Vega9300 and Vega7000 - ;

Your leasing pariner since 1995, *
hen VeriFone acquired Lipman Electronic . ™ -
Engineering Ltd., the number of players E ;
in the equipment manufacturing game 800.41 4. 7654*
Al *

got a bit smaller.

Not anymore. Castles Technology Co. Ltd., Taiwan's lead-
ing manufacturer of smart card readers and POS periph-
erals, is entering the U.S. market.

Castles currently has one distributor, Soundviewtech in
New York, and the company plans to expand throughout
the United States via the ISO channel.

Castles recently released its EZWave contactless smart
card reader. It also debuted two high-security multifunc- |
tion POS terminals: the Vega9300 and Vega7000. ! vant dge:

-

L A

EZWave can be used by both traditional and mobile e F;IC-E ¥
merchants. It is compatible with MasterCard Worldwide's
PayPass and Visa U.S.A.'s contactless payment programs.

It also supports near field communication transactions.

Kesponse in rminutes

* Next Dé‘};éFundin g-Guara n{ eed
1

EZWave can be integrated with existing POS devices, e a0
electronic cash registers or PCs via a USB, RS5232 or RS485 ™ By :

interface, which allows multiple applications to be config- «  WWW.E lob Hlﬂgﬂlﬂ easimng.com
ured on the same reader. "

i
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A gift-bearing kiosk
Company: Pay By Touch
Product: Reward and Gift Card Kiosk

ay By Touch, a San Francisco-based biometrics company, recently
debuted its Reward and Gift Card Kiosk. The standalone self-service
kiosk enables retail shoppers to design, print and purchase custom-
ized gift and loyalty program cards with ease.

No POS system integration or merchant intervention is required.

The Internet-enabled kiosk lets shoppers create store-branded and third-party
gift cards. They can be personalized with sender and recipient names, as well
as a range of graphic design elements.

Multiple merchants and brands can be supported on a single kiosk.

Merchants may also expand the Reward and Gift Card Kiosk to incorporate
Rapid Enroll, which is powered by Pay By Touch. Rapid Enroll allows for quick
and easy loyalty program registration, reducing processing time from weeks
to minutes.

When Rapid Enroll technology is added to the Reward and Gift Card
Kiosk, customers can sign up and print ready-to-use loyalty cards directly

simple.
reliable.
affordable.

All-In-One Wireless Payment
Solutions Without the Premium Cost

= PCI-PED, EMY Level 182 compliant

* (3o from mobile to retail with |
o mgdular mocems J

* Accept credit, debit, gift, e
loyalty, stored value, check,
and cash payments

= Procass paymeants through terminals,
laptops, PDs and mobile phones

£ BLUE BAMBOO

Far mare information, please conlact
saley@bluchbamboo.com

www.bluebamboo.com

from the kiosk without assistance
from store personnel.

The Reward and Gift Card Kiosk
is currently being piloted by
Green Hills Market of Syracuse,
New York, and will be available
through the ISO channel in the
near future.

Pay By Touch

415-281-2200
www.paybytouch.com

Reward and Gift Card Kiosk
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Let expresscheck21™ open more doors for you!

Your clients will love our brand new weh-based solution that allows them
to deposit ALL their paper checks ...without ever leaving their office!

expresscheck21™ is fast, secure, and convenient. All it requires is
internet access, one of our desktop scanners, and a personal computer.
All types of U.S. checks can be processed in a client’s back-office
where they are scanned and electronically deposited into their bank
account. No more time consuming bank visits, multiple register
scanners, AND high bank NSF fees!

Be a pioneer. Empower yourself with a cutting-edge solution that truly
benefits your clients...

and opens more doors for you!

For more infermation or web demo, please call or emaik:

1-888-313-7842

sales@securepaymentsystems.com

*Cacuri Payment Sywherot (P50 wall wires s mm: it g Pl T iegrmd Eottacts racnnd thiteoh Jurm 30, 07
Bk hovewver, ray choone do charpe the ot @ sei-ap tee. whach vl be paad back o B 550 by 5%

] AgY >
'h'l.l"u"u".'l.l'.EEEUFEF]E‘.I'HTEI'I'[E?EIEI'I'IS-EEH"I SECURE
L=




MADE FRESH DAILY

AFTER MORE THAN 30 YEARS SERVING 150s, BANKS AND THEIR CLIENTS,
WE'VE GOT THE RECIPE DOWN.

SIMPLY OFFER THE BEST QUALITY PRODUCT AND SERVICE AT A FAIR PRICE.

GCF DELIVERS

Sure we keep over 6,000 SKUs in stock - rolls, ribbons, terminals and mare. But we also have
cver &0, 000 square feet of raw materials and machinéry at the ready.

Whether you need custom ralls or forms, or just want to make sure your merchants have the
highest guality product avallable direct from the manufacturer when they nesd it, wherever they
nied it = GCFS gal your answer.

Give Teresa or Sandy a call and we can have your GCFDirect™ account up and anline in no time,

1.888.GCF.NEWS WHERE FORMS FOLLOW FUNCTION

GEMERAL CREDIT FORMS, INCORPORATED - 5505 RIDER TRAIL S0UTH =« EARTH CITY, k0 63045 ”F
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Facts do not cease to exist because they

WaterCoolerWisdom:

Are you living
in current reality?

magine driving 20 miles in rush-hour traffic to

find a boutique you planned to visit had closed

15 minutes before you arrived. You didn't call the

shop in advance or check its Web site to verify the
hours. After all, you'd been there last year, and it closed
at9 p.m.

What about this situation? You fly to Florida in April
and don't pack a coat because as a youth, you vacationed
there in April, and you frolicked comfortably on the beach
in a swimsuit.

However, this time the plane approaches the airport, and
the pilot announces the temperature on the ground is a
cool 40 degrees.

Or, imagine taking a potential client to dinner at a
bistro and waiting 90 minutes for a table, while other
groups with reservations are seated within minutes of
their arrival.

You didn't call the eatery in advance even though it had
recently received an excellent review in the local paper:
The last time you'd dined there, the bistro had refused to
take reservations.

What do these scenarios have in common? In each case,
incorrect, outdated information was applied to a new
situation, and the results were far from desirable.

The boutique had new hours, and you were closed out;
the weather changed, and you were uncomfortably cold
because you weren't prepared; the bistro had a new poli-
cy, and you strained a new business relationship.

What you don't know can cause troubles. But sometimes
things you think you know that turn out to be incorrect
can cause even worse problems. When making decisions,
it's best to put assumptions aside and find the necessary,
up-to-date facts.

Stay informed

Our industry moves at breakneck speed. Regulations,
technologies, companies, products and even applicable

are ignored.
- Aldous Huxley

laws continually change. Therefore, it is vital we frequent-
ly update our industry knowledge.

Rather than assume that nothing has changed, we need to
be sure that our information is current and accurate.

Here are some of the areas in which we all need to stay
abreast:

New technologies

When did you last attend an educational seminar
or sales training event? Last year? Two years ago?
Longer? You probably know enough to get by, but there
is always more to learn. And new technology is continu-
ally evolving.

Not only do you need to keep educating yourself, but
you also need to make sure the content of those training
sessions is appropriately revised and updated.
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Industry players

Keep tabs on appointments and promotions within
the payments space. Many leaders have been in the
industry for decades. Very few have been with the same
company for their entire tenure; people move on to new
opportunities. It's imperative to know who is working
for whom.

Our industry and its associated technologies change
frequently, so it makes sense that the brainpower behind
such companies and technologies will change as well.
Make sure you are apprised of such changes.

Also, if you are looking for a new employment opportu-
nity, you need to find out who is in charge at the com-
panies that interest you. If you are seeking partnership
opportunities, you need to know where your network-
ing contacts are employed.

Industry happenings

product announcements. If you don't know which
companies are merging, how will you know who your
competitors are?

And how will you compare your equipment provider or
processor to rivals if you aren't fully aware of competi-
tive product offerings and business services?

Usually, we base our decisions on our own experiences
or the experiences of others whom we know. And we
assume information that was valid last week remains
valid today.

We think that because others are doing something a cer-
tain way, that must be the only way to do it.

And, we are lazy. Instead of taking an extra five
minutes to check into something, we wing it.

But, saving five minutes now can be very costly later.

So, be sure you know the pertinent facts before you take
action in any given situation.

Good Selling!s™

Paul H. Green, President and CEO

Don’t Leave With Just A Piece,

With Unired Payment Services vou L'.nlﬂu.r.lﬂy fund
the right deal for you:

$200 Signing Bonus
per account raid weekiy)

L

L

Take the Entire Pie!!

Our Revenue Share Program is Amongst
the Most Aggressive in the Industry.

4 hour merchant approvals

Lyl roiis COMmmission stFiciiine
Personal account manager

Healeh insurance and Auro allowances
Large bonus structure

PLUS

L

Uiniged Payménd Servaces 18 o rggiabieed IROUMESP of BancorpSaouth Bank, Tepslo, M5

Conversion bonuses
Free :_'I.!I;:li'lﬂlll_'lll including wircless rerminals
Liberal underwriting guidelines

Amnerican Express amd Dhaoover reguade sepamile sppiovnl

Keep What You Earn, Call United Payment

Services Today! UNITED

PAYMENT SERVICES

1-866-8-UNITED

[1-86-886-4533)



| waited too long and the issue we
needed to be in sold out months ago!
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Call Danielle Thorpe at 707-586-4737
or Rita Francis at 866-429-8080

"I"hu Green Sheet Inc.
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Visit www.greensheet.com/tradeshows.htm for more events and a year-at-a-glance event chart.

P NACHA - The Electronic Payments
Association
jmewes The Payments Institute East

Highlights: The Payments Institute East offers an intensive five-
day curriculum providing an overview of the entire payment
system, including the automated clearing house, card systems,
electronic check, international payments, risk management and
fraud, and much more.

Registration will include hotel, most meals and special events.
Scholarships are available.

When: July 22 - 26, 2007
Where: Emory Conference Center Hotel, Atlanta

Registration: Visit www.nacha.org, e-mail info@nacha.org
or call 703-561-1100.

Regional

@

Midwest Acquirers Association
(MWAA)

MemI 5ih Annual Conference

Highlights: For the first ime, MWAA is offering free conference

Residual Buyout
Program

We buy all kinds of credit card
processing portfolios.

« Private Party Buyer (Mo Red Tape)

+ Close Transactions in as
Few as 5 Days

* We Don't Switch Merchants
From Existing Processors

* We Purchase Small & Large
Portfolios

Call i,
Darrin Ginsberg

949.200.7474

portiollo@buyresiduals com
wanar buyresiduals com

admission to MLSs; all other attendees will pay an admission
fee. The conference will offer educational sessions, panel dis-
cussions and an exhibit hall.

Topics will include how to pick a processor, Payment Card
Industry Data Security standards and how to sell effectively.
Tom Wimsett of NPC will be the keynote speaker.

Registration will include a party and dinner at the Rock and
Roll Hall of Fame and Museum. Registered 1SOs, MLSs and
exhibitors can also attend the Field Guide Seminar.

When: July 25 - 27, 2007
Where: Renaissance Cleveland Hotel, Cleveland
Registration: Visit www.midwestacquirers.com,

e-mail info@midwestacquirers.com, or call
Jim McCormick at 314-602-9832.

Industry

| /"1 Field Guide Enterprises LLC

W [ic/d Guide Seminar

Highlights: If you are headed to Cleveland this July for MWAA's
5th Annual Conference, arrive a day early for the Field Guide
Seminar, "A Practical Guide to ISO Sales Success."

The seminar, geared toward MLSs and small to medium-sized
ISOs, will provide insight on how to succeed in this business.

Six speakers will cover topics including lead generation; hiring,
training and keeping good salespeople; proposal selling; and
merchant retention. Admission to the Field Guide Seminar will
be included with MWAA conference registration.

When: July 25, 2007, 12:30 p.m. to 5 p.m.

Where: Cleveland Renaissance Hotel, Cleveland

Registration: Visit www.fieldguideforisos.com,
www.midwestacquirers.com,

e-mail mark@fieldguideforisos.com
or call 262-966-2215.

ACA International
[ 68th Annual Convention & Expo

Highlights: More than 1,100 credit and collection industry
professionals are expected at this four-day annual event,
from which attendees can choose 35 educational sessions
and seminars.

The exhibit hall will include more than 130 exhibitors. In addi-
tion, three free Campus ACA seminars will be offered. And
seminar and convention attendees can earn professional devel-
opment units toward an ACA Academy degree.



Networking opportunities will include a welcome reception,
happy hour, a golf tournament and the President's banquet.

When: July 25 - 28, 2007

Where: Hyatt Regency Chicago, Chicago

Registration: Visit www.acainternational.org,
e-mail murphy@acainternational.org,

or call 952-928-8000, ext. 114.

Regional

.‘% Western Payments Alliance
e Payments Symposium 2007

Highlights: The sixth annual conference will examine
electronic payment issues and trends. The event is designed
for executives, controllers, marketing managers, automated
clearing house (ACH) professionals, fraud and risk manag-
ers, payment processors, and payment technology providers,
among others.

Keynote addresses and panel discussions will include top-
ics such as back-office conversion, image exchange, remote
deposit capture, disaster recovery, risk issues and ACH
developments.

More than 300 senior-level managers and payment
professionals and approximately 30 corporate exhibitors

are expected. Speakers include executives from NACHA — The
Electronic Payments Association, IdenTrust Inc., NetDeposit Inc.,
the Federal Reserve Bank, Bank of America Corp., Electronic
Payments Network, Wells Fargo & Co. and WesCorp.

When: Sept. 9 - 11, 2007
Where: Harrah's Las Vegas Hotel and Casino, Las Vegas
Registration: Visit www.wespay.org or call 415-433-1230.

Trade
o 00

ATM Industry Association

[y ATM Security in the Americas

Highlights: This is the only conference in our
industry dedicated exclusively to ATM security-related topics
and issues. The two-day event is designed to provide attendees
with the information necessary to ensure the success of an
ATM program.

Attendees will learn how to establish a fraud-adverse culture in
their organizations and increase program stability. The confer-
ence will include group discussions surveying the legal and
regulatory landscape in the United States, Canada and Latin
America. Attendees will also learn about technologies and best
practices related to ethics and fraud prevention.

When: Sept. 11 - 13, 2007

Where: The Rio All-Suite Hotel, Las Vegas

Registration: Visit www.atmiaconferences.com,
e-mail dana@atmiaconferences.com,

or call 605-528-7270.
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Electronic Transactions Association
(ETA)
jaene Strategic Leadership and Networking Forum

Highlights: Leaders in the payments industry will meet for three
days of learning, networking and information sharing at a spot
over|oo|<ing the ocean in Palm Beach, Fla.

This event offers high-level interactive discussions focused on
issues driving the industry, as well as unstructured opportunities
for connecting with colleagues and potential partners.

Scheduled activities include deep sea fishing, wine tasting, o
catamaran cruise and a golf tournament.

The keynote speaker will be former White House Director of
Economic Policy, Todd Buchholz. Mark Sievewright, Corporate
Senior Vice President for Market Development at Fiserv, will
lead an educational session on Thursday.

When: Sept. 18 — 20, 2007

Where: The Breakers, Palm Beach, Fla.

Registration: Visit www.electran.org,
e-mail etareg@conferencemanagers.com

or call 703-964-1240.
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To add yvour company to our expanding listing, call 866-429-8080 today.

ACH - Check 21 BOC

Check 21 Direct
(888) 477-4500
www.check21direct.com

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

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

ACH - EFT
SETTLEMENT SERVICES

Access 1 Selectpay
(866) 764-5951 x203
WWW.3CCESSONeusa.com

ADVERTISING
DISPLAY SYSTEMS

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

ATM / SCRIP 1S0s LOOKING
FOR AGENTS

Access 1
(866) 764-5951 x207

AEEEEE ATM |

ACCESS ATM
(866) 874-0384

WAL BCOESSE0m.Com)

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

Data Capture Systems Inc.
(BO0O) 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.chintel.com

BANKS LOOKING
FOR AGENTS

Global IS0, LLC
(800) 757-1538
WWW.giS0.com

Group IS0, Inc.
(800) 960-0135
WWW.Qroupiso.com

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

Redwood Merchant Services
(800) 939-9942
www.redwoodmerchantservice.com

BANKS LOOKING
FOR 1S0s / MSPs

Global IS0, LLC
(800) 757-1538
WWW.giS0.com

Group IS0, Inc.
(800) 960-0135
WWW.Qroupiso.com

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

Redwood Merchant Services
(800) 939-9942
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

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

CrossCheck, Inc.
(800) 654-2365

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

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

Global Payments Inc.
(BOO) B01-9552
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

Integrity Bankcard Consultants, Inc.
(630) 637-4010

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

The Resource Guide is paid classified 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.



S0 Ted, do you think we will ever run out of agents for our free terminal program?

National Bankcard Systems offers real partner solutions for real businesses.

Everyone has the same cost, do you honestly believe that you can get a
free credit card terminal?

We have been providing solutions for our agents to help their customers
accept credit cards for ower 10 vears, We know what it takes to be
successful, and giving away free equipment Isnt it

We aren't going to make any promises for free equipment, that really
isn't free,

We aren't going 1o promise thousands of dollars per account, only to
take it back laver.

What we do promise, is upfront cash, true revenue sharing, and
whalesale pricing on equipment. You will have one-on-one suppoiT,
when you need it, It doesn’t matter if you need 3 rolls of paper rushed to
Alaska, or you need help to close that big deal,  We're here for youl

You'll receive a true partnership with residual income, up-front cash,
and a long term relationship with an honest company.

LIFETIME RESIDUALS : UPFRONT CASH

For information about an
agent program designed to
help you succeed,

please contact us at:
800.357.4984

or visit our website at:
www.MerchantAgents.com

HATIOHAL BANKCARD &YETEM]

WHOLESALE EQUIPMENT

Mational Bankcand Systems is a member service provider for:
Bancorp South, Tupelo M5, US Bank of Minneapolis, Minneapolis MM, JP Morgan Chase Bank.
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DEBIT TRANSACTION PROCESSING

Glohal 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) 3846151
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

TASA Technology
(800) 827-8297
www.tasg.com

TEERTRONICS
(800) 856-2030

The Phoenix Group
(866) 559-7627

TSYS Acquiring Solutions

(Formerly Vital Processing)
(BOO) 686-1999
WWW.tsysacquiring.com

\leriFone
(800) VERIFONE

FINANCING

AN
Americamicroloan

(866) CASH 456

www.AmericanMicroloan.com

RESOURCE FINANCE
COMPANY

(B66) 211-0114

www_resourcefinance. com

FREE ELECTRONIC
CHECK RECOVERY

ACCESS CHEX
(866) 746-CHEX
WW\W.accesschex.com

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

GIFT / LOYALTY CARD PROGRAIS

Comdata Processsing Systems
(866) 806-5016

FLEXGIFT/UMSI
(800) 260-3388

Glohal eTelecom, Inc. (GETI)
(877) 454-3835
www. giftcardtraining.com

SWIPE IT TECHNOLOGY
(888) 794-7348 X116
WWW.Swipeit.com

AVP Solutions
(800) 719-9198

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

D CheX
ID CheX

(800) 327-0291
vannw, [DCheX. net

INTERNATIONAL / OFFSHORE
RELATIONSHIPS AUAILABLE

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

IS0 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
(B66) 806-5016



IMAX Bancard Metwork is a registered ISOWMSEP of BancorpSouih Bank, Tupelo, M5

TAKE A STEP IN THE
RIGHT DIRECTION....

With iMAX Bancard, you can make your
processing relationship what you want it to be.
Choose a higher up-front bonus or a higher
residual rate. Sign the merchants you want
and get paid the same day to your account.

We give you 80% residuals or $200 on approvals,
and up to $1,000 on conversions. You can
expect instant approvals, lifetime residuals
that you own, faxed apps, instant live merchants,
file builds in seconds, the industry's highest
merchant approval rate, Internet gateway access
tools and reporting, sales training with in-house
support and so much more.

UP.

Ne're fﬂ@%ﬁ:

" In-House cash advance

A (%? Newr !/

+ Up to 40 times residuals portfolio
purchase when sales channel

included!! 4/ Aow !

+ Up to 24 times residuals for
portfolio purchase!!

v Up to 18 times residuals when a
merchant is purchased up front!!

A Newt!

AX

BAMCARD MNETWORK

www. imaxxbancard.com + www.imaxbancard.com + www.imaxbancard.com
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Electronic Payments, Inc. (EPI)
(800) 966-5520 x221

EV0 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 IS0, LLC
(800) 757-1538
WWW.giS0.com

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

Group IS0, Inc.
(800) 960-0135
WWW.Qroupiso.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

I1S0s / BANKS PURCHASING
ATM PORTFOLIOS

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

I1S0s / BANKS PURCHASING
MERCHANT PORTFOLIOS

AmericaOne Payment Systems
(888) 502-6374

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

Comdata Processing Systems
(866) 806-5016

EV0 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

I1S0s LOOKING FOR AGENTS

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

Century Bankcard Services
(BOO) 497-4650

Connect Merchant Payment Services
(877) 905-5900

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

EVI0 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 Carp.
(866) 651-3068

GET
(877) GET 4150

Group IS0, Inc
(B0O) 960-0135
WWW.Groupiso.com

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

Impact Paysystems
(866) 884-5544 x1555

Innovative Merchant Solutions
(800) 397-0707

Merchants' Choice Card Services
(800) 478-9367 x5
WWW.MCCS-COorp.com

Merchant$ $elect $ervice$ Inc.
(800) 636-9385
www.merchantselectservices.com

Money Tree Merchant Services
(800) 582-2502 x2
www.moneytree.com

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

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

North American Bancard
(888) 229-5229

of :
1 * Payment Sclotions thas Work ® |
PREFERRED CARD
SERVICES

(800) 656-0077

www.preferredcard.net

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



The quality or state of being of sound moral
principle; uprightness, honesty, and sincerity.

Wetster’s Newiforid Metionasy
Second College Fdifre

Celebrating 10 years
in the payment processing industry —

Contact us to discuss your customized Agent program.

S:'gﬂatm'e

8360 Melrose Avenue, Third Floor, Los Angeles, CA 90069 = 838-334-2284
waw.sigagents.com
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1S0Os / PROCESSORS SEEKING
H _SALES EMPLOYEES =~~~
Ll A N T AVP Solutions
FPRUCESSIMNG SEEYRELES [BOOJ 7’| 9_9" 98
i Prum iMax Bancard Network

HEIH“I: , mg (866) 702-8801

Services www.imaxbancard.com

(8771 B20-1222 x1in |
Wi M lEnEprODRSEMIGERrICES. Com |

ol

Signature Card Services
(888) 334-2284
WwWw.signaturecard.com

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

Transfirst
(800) 669-7228
www.transfirst.com

. PremiumCardSolutions |

A Fapras] ks Cipasy ]

Premium Card Solutions
(888) 780-9595

© www.premiumcardsolutions.com -

United Bank Card
(800) 201-0461 x 136

United Merchant Services, Inc.
(800) 260-3388

Nenex Merchant Services
(800) 705-2559 x511

IS0 / POS DEALER
LOOKING FOR AGENTS

CoreTranz Business Services
(877) 443-4455
WWW.Coretranz.com

LEASING

American P.0.5.
Leasing Corp.
(800) 349-6516

WWW. poslease.com

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

ABC Leasing
(877) 222-9929

LTASING
BARCLAY SQUARE
LEASING, INC

(866) 396-2754

First Data Global Leasing
(800) 897-7850

GlobalTech Leasing, Inc
(800) 414-7654
www.globaltechleasing.com

International Lease Center
(800) 236-2317

LADCO Leasing
(BOO) 678-8666

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

TASA Technology
(B0D) 827-8297
Wwww.tasg.com

TimePayment Corp.
(877) 938-5231
WwWw.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

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



Charge Anywhere!

Introducing the Newest, LOW-COST,
PCI/PED Compliant,Wireless Terminal...
Available Now Only through Comstar!

Get Ready to SELL MORE Wireless Terminals!
A

For more info on the hottest new terminal 'Y

b 4
in the market call 800.211.1256 x 150 / re®
or email sales@comstarmail.com L e

SH0T. Change Ampwherne LLC. DA, Comstar interactive.  All Tmdemarics, Servios barks, and Trade Marmes refersnced in this muiorial are the property of thae respoct oo wnes.
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PAYMENT GATEWAY Glohal eTelecom, Inc. (GETD)
...................................................... (877) 4543835
www.checktraining.com
APRIVA

(480) 421-1210
WWW.apriva.com

* Network
Merchants

Network
Merchants, Inc.

(BOO) 617-4850

www. networkmerchants. com

i
-~

USA ,lmv

USA ePay
(866) USA-epay
WL LIS3EpaY.Com

PAYMENT GATEWAY /
SERVERS / ISPs

eProcessingNetwork.com
(800) 971-0997
www.eProcessingNetwork.com

GET
(877) GET 4ISO

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

USAePay
(866) USAePay (872-3729)

CrossCheck, Inc.
(800) 654-2365

EZCheck
(800) 797-5302
www.ezchk.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

TASA Technology
(800) 827-8297
www.tasg.com

TSYS Acquiring Solutions

(Formerly Vital Processing)
(BOO) 686-1999
Www.tsysacquiring.com

PREPAID PRODUCTS
FOR TERMINALS

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

PRIVATE PARTIES
PURCHASING PORTFOLIOS

265
(949) 200-7474

PROCESSORS
LOOKING FOR 1SOs

Comdata Processing Systems
(866) 806-5016

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

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

NPC

National Processing

Company

(B00) 672-1964 x54883 |
WA IDC. NaT |

- _l'-

TSYS Acquiring Solutions

(Formerly Vital Processing)
(480) 333-7799
WWW.tsysacquiring.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

TASA Technology
(800) 827-8297
www.tasg.com

TSYS Acquiring Solutions

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

WWIRELESS RETAIL /
KEYED PROGESSING

eProcessingNetwork.com
(800) 971-0997
www.eProcessingNetwork.com

USAepay
(866) USA-epay



BLACKSTONE

prepaid solutions with you in mind™

= Are your customers
Buaw searching for the
Perfect Gift?

Introducing the new prepaid
Blackstone MasterCard® Gift Card

trood wrlererer MasterCard™ debit cards are welcomed!

o' v wmmed by Ml o kst e s = e a b m i o fn

BECOME A '@:Fauy DISTRIBUTOR

Earn Commissions And Residuals By Selling Prepaid Products

Make Money Offering
The Best In:

» Long Distance Calling Cards
* Prepaid Wireless Cards

= Bill Payment

* Pin-Secure Reloadable Cards
* Ringtones, Games and more
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FUELING YOUR FUTURE ¥ Process Fleet Cards

such as FuelMan®,

Wright Express®
With Electronic Payments as your full service acquirer, you can and Voyag ar®
now take advantage of the wide open convenient and pay-at-
the-pump market that previously was closed to many 1505 and -
MLS. With EPI, you have access to 6 different front-end networks ® Full Service Fuel

and the ability to process supermarket POS and inside/outside Prug ram - Inside
y-at-the-pump.

BApaR e RuRe and Out

Our team of 150 support staff knows this market and can help .

you with pricing proposals, IP/satellite/dial processing options, w3 Dﬂ}" erght

datacap/datawire setups, and various POS EIPTEEE and 2 nﬂ‘jl'

configurations for sales inside the store and Vv S |
outside at the pump. And with Electronic oyager Settiement

Payments, you even have a turnkey ATM
solution at your fingertips for valuable ATM I} P ATM Machine

placements and reprograms! Placements/

Reprograms
Get Started Today!
Call 1.B00.966.5520 1221
or visit www.epiprogram.com

Mever let a sale go by
way of the competition!
EPI has a I50 support
staff dedicated to
helping you with all

- B ELECT RONIE your pay-at-the-pump
- Iy PAYMENTS | sales and installs.

www.epiprogram.com 1.800.966.5520 x221



THE

OOUHTERTOP

T4210
Dial

PCI PED APPROVED

FASTER DOWNLOADS

WAY MORE MEMORY

Introducing Hypercom'’s new T42s:

Everything You Asked
For and More.

Starting might now, there’s a whole new line of high-perfformance countenop POS
devices. The Optimum Td42 Iin-=I from Hypercom is the next generation of sleak,
from three ;'.-r‘1-'1'|l|-"i:'.'1ri|'!". techn
with dial cup, of portat
waredass with dial batkup — —II wilh o (oG] kit and easy upgrading Built r|-"|l n.

;g & -""\ 7 B

L= T Privacy - Sermaart Card Ui Frioncdy
LTI & Erarlid v [ ] as

Mow you can meet demands in-store, move ransactions faster and more securely than
ever, and satisky the n f customers across the board, All from Hypercom, the tirst
name in Tousted Trans

_—— -
«_  HYPERCOM »

wwrw, hypercom.com/gs
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