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Do banking silos hinder

fraud prevention?

By Patti Murphy
The Takoma Group

Issue 10:02:01

ollowing a precipitous drop last year, spending on technology by North

American banks is expected to grow to $51.4 billion in 2010, from $50.3

billion in 2009. What's more, spending will continue to expand over

the next few years, reaching $55.2 billion in 2012. That's the upshot of a
new report from the research and advisory firm Celent LLC.

Jacob Jegher, Senior Analyst in Celent's Banking Group and author of the
report, IT Spending in Banking: A North American Perspective, said he's excited
by the trend. But there's a downside: most of the money will be consumed by
compliance and regulatory demands; post-merger, back-office integrations; and
maintenance.

"In an ideal world, spending on new investments and innovation would take
up the lion's share of the pie," Jegher said. "However, U.S. banks have slashed
spending on new investments, particularly those focused on retail banking."

It's a situation with potentially dire consequences for payment systems as
modern-day Willie Suttons find ever more insidious means to locate "where
the money is." (Remember Willie Sutton? He was the bank robber who, when
asked why he robbed banks, reportedly responded, "Because that's where the
money is.")

Forget guns and safe-cracking tools. Today's bank robbers don't even need to
walk inside a bank. Instead, they rely on Internet chat rooms and evolving tech-
nologies to siphon billions of dollars a year from banks and bank customers.

It's a huge and growing problem.

Spaghetti-ware
According to the 2009 LexisNexis True Cost of Fraud Study, credit cards are linked
to nearly half of all fraudulent transactions at merchant locations. In 2008, half
of all large retailers experienced an uptick in fraud, and 29 percent saw jumps
in fraud involving alternative payments.

The study, based on research conducted by Javelin Strategy & Research, also
points to greater incidences of "friendly fraud," especially among online retail-
ers. Friendly fraud refers to incidents in which consumers institute chargebacks,
claiming a card purchase was unauthorized or simply not delivered.

Financial institutions lose about $11 billion a year to fraud involving unauthor-
ized credit card transactions, according to the LexisNexis study, and merchants
lose approximately 10 times that amount.

While credit card fraud is the biggest category of payment fraud today,
[Id See Banking silos page 55
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Why sell to only one merchant at
a time when you can sell from the
top down through your affiliations,
which will enable you to meet hun-
dreds, if not thousands, of mer-
chants through endorsements?

See Story on page 72
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Seeking a smart terminal

A few editions ago, there was an article on a new terminal
that would select the "best rate." | have misplaced that arti-
cle and, of course, now have an interested customer. Could
you give me the name and manufacturer of the terminal2

| thoroughly enjoy your publication. | have 17 years in the
business. The portffolio keeps me busy enough that | don't
have a lot of time to keep abreast of the latest "thing." The
Green Sheet keeps me in touch. Thank you for your time.

David Pollock
Great Southern Bank

David,

| believe you are referring to Merchant e-Solutions' MES
e-Commerce Payment Gateway and MES Virtual Terminal.
We published a new product story about this solution,
"Secure customer data by not storing it," in The Green
Sheet, Sept. 24, 2007, issue 07:09:02.

The two primary attributes of the product noted in the article
are that the combined gateway and virtual terminal are
designed to eliminate any need for merchants to store card
data on their systems and that it enables transactions to
qualify for the lowest possible card fees.

The MES gateway and virtual terminal are likely not the only
products in the market that claim to offer these benefits.

| invite readers who know of other products that fit this
description to send a note to editor@greensheet.com, and
we'll print a follow-up note.

Editor

Generating lead generators

Do you know what lead generation companies 1SOs
are using? Also, I'm not sure the contact extension for John

Knauss given in the ProposalPortal.com company profile is
correct, and when | dial the 800 number, | keep getting only
a generic voice mail.

Tyler Kirby
Applied AffinCard Resources Inc.

Tyler,

Regarding lead generation companies, The Green Sheet
does not recommend specific companies to our readers,
and at this time our Resource Guide contains no lead gen-
eration companies, so | can't point you there for research.

| suggest you ask members of GS Online's MLS Forum
about this. If you haven't already registered, just click
Register Today! in the upper righthand corner of our home
fi,age (www.greensheet.com), and follow the prompts from
there.

As for the extension number you mentioned, all information
in our articles is current at the time of publication. However,
we do not routinely update archived articles. A disclaimer to
this effect should have appeared on the ProposalPortal.com
company profile's page. The following note now appears at
the bottom of the page: These are archived articles. Contact
names or information may be out of date. We regret any
inconvenience.

| was able to contact John Knauss via an e-mail form on the
company's Web site; | found out his current phone number
is 800-975-7659, ext. 708.

Editor

Call us, write us

Would you like us to cover a particular topic? Is there some-
one you consider an industry leader? Did you like or dislike
a recent article in The Green Sheet?2 What do you think of
our latest GSQ2 E-mail your comments and feedback to
greensheet@greensheet.com, or call us at 800-757-4441.

- IRS reporting to begin in 2011, not 2010

- "Uncle Sam's finger in the payment pie: A legislative update," The Green Sheet, Dec. 14, 2009, issue 09:12:01, provid-
- ed inaccurate information regarding when ochl)Jirers and other providers of credit and debit card settlement services must

- start keeping track of gross transaction totals,

y individual merchant, for annual reports to the Internal Revenue Service.

. The article stated that records must be kept for 2010 and the first reports are due to the IRS early in 2011. In fact, the
- record keeping must begin in 2011, and the first reports will be due to the IRS in early 2012. For further information, :
- please visit www.irs.gov/irs/article/0,,id=215740,00.html.

The Green Sheet regrets any inconvenience this error may have caused.









A quick summary of key articles in this issue to help keep yvou
up-to-date on the latest news and hot topics in the payments industry.

Cover Story

Do banking silos hinder
fraud prevention

Following a precipitous drop last year, spending on tech-
nology by North American banks is expected to grow to
$51.4 billion in 2010, from $50.3 billion in 2009. But how
will banks deal with vulnerabilities caused by a system of
compartmentalized security handling?

26
View

A PIN for all reasons

There's no doubt consumers today are more aware of card
fraud issues than they were three or four years ago. A
possible solution? A PIN pad for every countertop. Those
words might be as effective an economic stimulus as any-
thing else we have tried over the past year or so.

28
View
Merchant training:
Competitive advantage,
potential game-changer

Companies that invest in employee training benefit from
higher productivity, less downtime, lower turnover, less
need for supervision and reduced reliance on others. They
also gain a more satisfied workforce and a decisive com-
petitive advantage.

349
Feature

How prepaid cards
assist in disaster relief

JPMorgan Chase & Co. donated $1 million in aid to the
ongoing disaster relief efforts in earthquake ravaged
Haiti. Other prepaid card industry businesses have also
given hundreds of thousands of dollars. This article looks
back at the role of prepaid cards in the recent history of
disaster relief.

a2
News

Is online PIN
debit more secure?

As a debate unfolds about the competing merits of PIN
verses signature debit, a company called Acculynk has
emerged as a pioneer in the use of PIN debit online. Is such
a product an anomaly, or will it set the stage for a more
dramatic shift toward the use of PIN over signature?

a5
News

Social networking
meets the POS

As social networking increases in popularity, retailers and
financial institutions continue to look for ways to use the
medium to expand their marketing and sales capabilities.
Observers say opportunities for ISOs and merchant level
salespeople (MLSs) to offer social networking as a value-
added service to merchants, tied to a loyalty plan, are sig-
nificant.









48
News

llluminating the
compliance highway

To clarify complexities regarding Payment Card Industry
(PCI) Data Security Standard (DSS) compliance, secu-
rity solutions provider Trustwave and the Electronic
Transactions Association hosted a webinar on Jan. 26,
2010. Entitled PCI DSS Expert Panel: Common Questions
Answered, it addressed some common concerns of pay-
ment professionals and merchants.

50
Feature

Business mobile
paymenis warming up

A January 2010 report from research and advisory firm
Celent LLC discusses the potential in an emerging segment
of the mobile payment market — mobile B2X, or businesses'
use of the mobile channel to pay other companies, employ-
ees and residents. The report details how companies are
using mobile payments in a variety of new ways.

11

aOsGs

60
Education

Street SmarissM:
Gain traction on the red carpet

It seems that ISOs and MLSs are starting to gain more rec-
ognition in the world. This article discusses ways to spread
the word about your business, including through events,
networking, and the giving and receiving of awards.

64
Education

Digging into PCI - Part 8:
Assign a unique ID to each
person with computer access

Requirement 8 of the PCI DSS contains a long list of specific
technical requirements on how to implement access control
for computer systems at the POS. This installment of our
multipart series drills down on the eighth of the 12 require-
ments of the PCI DSS.




OsGs
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68
Education

Clarify your brand and use it

What is brand? Many companies are confused about the
subject of branding. Some think it's their name, logo, color
scheme or corporate style. If your company believes the
answer is one of these, you're probably missing the boat.

72
Education

Selling and giving
to specialized markets

Competition in our industry is fierce, as MLSs vie for the
same customer base. Why not differentiate yourself by cul-
tivating specialized vertical markets through industry asso-
ciations, buying groups and local chambers of commerce?

74
Education

Going alternative

There's been a lot of press lately on alternative payments

— most generated by companies that focus on this rapidly
emerging trend. Marketers are looking for every possible
way to not lose sales, and alternative payments also repre-
sent savings in fees. But which alternative payments should
you offer?

81
Inspiration

Make everyone your valentine

Some people believe Valentine's Day is meant only for chil-
dren who haul volumes of valentines to school or adults
struck by Cupid's arrow. That leaves an awful lot of people
out of the equation. Maybe your friends, family members,
co-workers or customers — maybe even you. This article
looks at some oft overlooked ways to send your love out
into the world.
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The Fed's 2010 payment
research underway

The Federal Reserve has undertaken research to get
a better handle on numbers and values of checks and
electronic payments moving through interbank payment
systems.

The 2010 Payments Study, the Fed's fourth such project
since 2001, will consist of three separate research efforts
to estimate the number, dollar value and composition of
noncash payments by U.S. consumers and businesses,
based on financial institution data reports.

Data collection and analysis is being coordinated and
implemented by the 12 Federal Reserve Banks, with
assistance from payment experts at Global Concepts and
McKinsey & Co.

Previous payment studies by the Fed Banks have pointed
to a continued decline in check usage, while card,
automated clearing house (ACH) and other electronic
payments have been growing.

"The Fed's 2010 Payments Study is a continuation of an
ongoing effort by the Federal Reserve System to measure
trends in noncash payments in the United States," said
Richard Oliver, Executive Vice President at the Federal
Reserve Bank of Atlanta.

"These studies underscore the ongoing evolution of check
electronification while providing additional insight to

help industry participants plan for the future."

Results of the research are expected in late 2010.

Help for Haiti continues

payments industry continues to provide support.
MasterCard Worldwide is waiving interchange fees on
donations for Haiti relief efforts to 15 specified relief
organizations using MasterCard-branded cards issued
in the United States, Canada, Latin America and the
Caribbean.

MasterCard also donated $250,000 to the American
Red Cross and pledged revenues generated through
donations to select relief organizations through Feb.
28, 2010. Additionally, it will donate twice the amount
given to the American and Canadian Red Cross by every
MasterCard employee.

Discover Financial Services pledged $100,000 to the
American Red Cross and up to $1 million more through
a card member matching program.

In addition, Coinstar Inc. enabled its centers to accept
donations for Unicef and is waiving processing costs
on the first $500,000 donated. First Data Corp. pledged
$100,000 to Haiti disaster relief and began an employee
donation program in which it will match funds. CO-OP
Financial Services and CO-OP Shared Branching are
donating $15,000 to CU Aid. CU Aid collects donations
for credit union employees, volunteers and members
affected by the earthquake.

The Green Sheet reported similar contributions by
American Express Co., Western Union, Visa Inc. and
MoneyGram International in "Chipping in for Haitian
relief," in Industry Update, Jan. 25, 2010, issue 10:10:02.

e According fo Mediamark Research & Intelligence's MRI American Kids Study 2009, mobile phone
ownership among children from 6 to 11 years old was up 68 percent in 2009 (representing 20
percent of children in that age range) compared to 2005 (11.9 percent).

¢ The Institute for Local Self-Reliance found that 2009 holiday sales for independent retailers saw an
increase of 2.2 percent over the previous year. It also noted that cities with "buy local" campaigns
averaged a year-over-year increase of 3 percent; sales in cities without such drives rose 1 percent.

e The 13th annual Global Powers of Retailing report conducted by Deloitte Touche Tohmatsu
International in conjunction with Stores Media indicated that among the top 250 refailers,
sales-weighted, currency-adjusted retail sales rose 6.3 percent in fiscal year 2008 compared to fiscal

year 2007.
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members at the end of 2009, its first year in existence.
The nonprofit payments industry security organization
welcomed Elavon Inc., ID Tech, Independent Purch-
asing Cooperative Inc., Voltage Security Inc. and GHL
Systems Berhad.

GHL Systems represents the SPVA's first Asian-based
company. It deploys payment infrastructure, services
and technology. Jason Phua, Vice President of Product
Marketing and Strategic Alliances for GHL Systems,
said, "This initiative reflects our ongoing commitment to
ensure the highest levels of security and conforming to
globally-recognized standards."

ID Tech, a Cypress, Calif.-based company with sales,
manufacturing and research facilities around the world,
specializes in mag stripe and smart card readers, bar
code readers, keyboards and PIN pads.

IPC negotiates the lowest cost for goods and services for
Subway restaurant franchises. Voltage Security delivers
solutions for end-to-end encryption, tokenization,
masking and stateless key management for data
protection, including credit card data. Elavon is a global
payment processor headquartered in Atlanta.

"We welcome these new companies and applaud their

efforts to join the conversation and dramatically impact
the industry in the coming years," said SPVA President
Steven Hughes.

ANNOUNCEMENTS

Apriva rolls out mobile phone apps

Wireless transaction and secure information messaging
solutions provider Apriva introduced two new wireless
POS solutions designed with mobile merchants in mind:
AprivaPay processes payments with Web-enabled mobile
phones through its browser; AprivaPay Professional
transforms smart phones into payment terminals via
downloadable software.

Arcot extends authentication to cells

Arcot unveiled a new Europay/MasterCard/Visa
Inc. (EMV) authentication solution for card-not-
present transactions in which cardholders authenticate
transactions with their mobile phones. The new solution,
ArcotOTP, makes the MasterCard Chip Authentication
Program available for a broader range of devices.

BOKU gets millions for mobile payments

BOKU Inc. raised $25 million in series C capital from DAG
Ventures Inc. and continued contributions from three
other venture capital firms. "BOKU is an outstanding
investment opportunity, especially considering the
widespread use of more than 4 billion mobile phones
worldwide, and their potential as a payment method
for online transactions," said Nick Pianim, Managing
Director of DAG Ventures.

A breach debrief

The Payment Cards Center of the Federal Reserve Bank
of Philadelphia released a discussion paper on the
Heartland Payment Systems' security breach of 2008
following a workshop on the topic held at the Center in
August 2009. Heartland Payment Systems: Lessons Learned
from a Data Breach, authored by Julia S. Cheney, Senior
Industry Analyst at the Philadelphia Fed, is available on
the Web at www.philadelphiafed.org/paymentcards-center/
publications.

FCP needs talent

First Capital Payments is hiring to accommodate
its national expansion. The company is enlarging its
headquarters in downtown Rochester, N.Y., and is
expected to hire 40 new employees.

iStream processes 1.2 million transactions

In December 2009, iStream Financial Services Inc
processed 1.2 million transactions comprising remote
deposit capture, ACH and direct deposit transactions,
which represented a total clearing volume of more than
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Staying ahead of the curve begins with information and ana-
lytics. Making business decisions without adequate informa-
tion is like trying to cross a creek by stepping on rocks while
blindfolded. To give merchants clarity on the way forward,
cash advance provider AdvanceMe Inc. devised a way to con-
veniently provide them relevant data tailored to their individual
business needs.

AdvanceMe now offers enhanced statements that compares
merchants' current credit and debit card sales with the num-
bers for the same month in the previous year. In addition,
AdvanceMe includes benchmark data, which allows merchants
to compare their sales to the averages of similar businesses
within their industries.

For Main Street, U.S.A.

"Small businesses need timely data to create strategies and
plans that will ensure future growth," said Mark Lorimer, Chief
Marketing Officer of AdvanceMe. "Reporting personalized
and aggregated card sales data monthly demonstrates our
commitment to small business success, helping owners to be
better informed and proactive."

This detailed level of reporting is made possible by accessing
the database of the Data Services Division of AdvanceMe's
parent company, Capital Access Network Inc. This peer-to-peer
data compares merchants' sales with the sales of other refailers
in the same merchant category, region (including population
size) and, in some instances, average ticket sizes.

Glen Goldman, President and Chief Executive Officer of CAN,
said, "Small businesses, employing fewer than 100 people
constitute the majority of businesses in the U.S., but are not
included in most same-store sales reports that usually focus on
big-box retailers and Wall Street-followed companies. The
data we provide through our Data Services Division is drawn
exclusively from Main Street merchants."

To view the format of the new enhanced AdvanceMe
statement, visit www.AdvanceMe.com/viewdocument/
AdvanceMeStatementSaple.pdf.

$1 billion. IStream processes for over 6,000 locations in 48
states and supports over 4,000 users.

MRI offers funding programs

Los Angeles-based Merchant Resources International
Inc. made its three basic merchant funding programs
customizable according to business type and needs.
Merchants can adjust estimated terms and holdback
percentages.

MRA awards scholarships

The Michigan Retailers Association made 34 univer-
sity and college scholarships available for its members,

their employees and families for the 20102011 school
year. The annual MRA scholarship program awards
$1,000 to university and college students and $500 to
community college students. The MRA said it is unique
in that it is a payment card processor for its members.

Paymetric launches
customer award program

Paymetric Inc. launched its 2010 Paymetric Customer
Innovation Awards to honor exceptional, innovative
achievements made by companies implementing
Paymetric solutions.

Winners will be named in four categories: most innovative
use of tokenization, best use of technology, best global
use of technology and best result of software-as-a-service
migration. Nominations close on March 30, 2010, and
awards will be presented in May.

Trustwave establishes knowledge center

Trustwave established a data security and compliance
knowledge center in London for businesses in Europe,
the Middle East and Africa.

Through the center, businesses can access information
and resources required for Payment Card Industry Data
Security Standard validation.

PARTNERSHIPS

PaySecure drawn to Spirit

Acculynk partnered with Spirit Airlines Inc. to add
PaySecure to its Web checkout in 2010. PaySecure allows
consumers to pay for products and services online with
PIN debit. "Airlines produce a majority of their revenue
via the Internet, and it is very encouraging that such
a Web-savvy industry has embraced PaySecure," said
Ashish Bahl, CEO of Acculynk.

Apriva introduces payWave vending

Apriva partnered with Visa Inc. to integrate Visa
payWave into its wireless payment vending solutions.
"We are delighted to join forces with Visa to actively
assist vending machine operators that are looking to
leverage the inherent financial and operational benefits
associated with cashless transaction solutions," said Bill
Clark, Apriva's Executive Vice President, North America.

TSYS signs Caterpillar, U.S. Bank

In a multi-year agreement, Caterpillar Financial
Services Corp. will use Total System Services Inc.'s
TS2 platform to process commercial credit accounts.
Caterpillar will also have access to TSYS' CounterPASS,
a virtual POS product that features Internet-based
reporting, statements and customer relations services.
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In other news, U.S. Bank enhanced its relationship with
TSYS using TSYS' processing services for its consumer-
directed health care benefit cards.

Glacier Bancorp selects DCS

Dynamic Card Solutions LLC signed an agree-
ment with Glacier Bancorp Inc. to introduce a card
program to instantly issue unembossed Visa cards at
Glacier Bancorp's bank branches. Glacier Bancorp is a
holding company of 11 banks and 94 branches in six
western states.

First Savings Bank taps Harland

First Savings Bank chose Harland Financial Solutions'
PhoneixEFE core processing platform. The Clarksvillle,
Ind., bank will also use Harland's Microsoft Corp.-based
platform for its newly acquired Community First Bank.
"The contemporary architecture of PhoenixEFE gives
us the flexibility we need to get products to market
quickly and expand our reach in the commercial market,"
said Tony Schoen, Chief Financial Officer for First
Savings Bank.

Fiserv delivers smooth conversions

Fiserv Inc. assisted MB Financial Bank, the Chicago area

operating unit of MB Financial Inc., with its conversion
of two Federal Deposit Insurance Corp.-closed banks it
recently acquired to the Signature Bank Platform.

"Our technology partner, Fiserv, has been most
responsive to our delivery needs as we continue to
grow and acquire," said Larry Kallembach, Executive
Vice President and Chief Information Officer, MB
Financial Bank.

Heartland joins with
restaurant associations

Heartland Payments Systems Inc., the National
Restaurant Association, and state restaurant associations
partnered to roll out a unified restaurant industry
payment processing platform.

The partnership's Full Course Business Solutions suite is
designed to help reduce expenses, improve operations
and increase profitability for restaurant owners across
the nation.

HSBC appoints Gemalto for EMV migration

The HSBC Group selected Amsterdam, The Nether-
lands—based Gemalto to facilitate the EMV migration
of HSBC's bank network across 19 markets in the Asia
Pacific region. "We bring these world-class solutions to
our banking customers so that their customers in-turn
benefit from the secure, fast and efficient banking
provisioning capabilities," said Tan Teck Lee, President
of Gemalto Asia.

IPS, QPS partner for floating solution

Due to a partnership between Integrity Payment Systems
and Quicksilver Payment Solutions LLC, qualifying
small U.S. businesses can commit a small percentage of
their daily credit and debit receipts to monthly overhead
bills via the companies' joint solution, PayFast

IPS' back-end technology allows it to "split the merchant's
credit and debit card batch multiple times to make
multiple micro payments," said Mike Ponder, President
and CEO of IPS.

Payoneer selects Cotendo

Global payments solution provider Payoneer selected
Cotendo Inc.'s content delivery network and site
acceleration suite to enhance the performance of its
payments platform. Payoneer reported a 75 percent
improvement in access times in some regions after
integration of the suite, which increased customer
satisfaction.

US Dataworks, The Bankers Bank partner

Oklahoma City, Okla.-based The Bankers Bank is
installing the Clearingwork platform from US Data-
works Inc. for its image check clearing network.
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"We see the Clearingworks-powered Image Exchange
network as another way we can expand our value-priced
service offerings to our colleague bankers' banks serving
the thousands of community banks across America,"
said Mark Keeling, Executive Vice President and Chief
Operations Officer of The Bankers Bank.

ACQUISITIONS

Elavon acquires Citizens
National's porifolio

Louisville, Ky.-based Elavon, a wholly owned subsidiary
of U.S. Bancorp, acquired the merchant processing
portfolio of Sevierville, Tenn.-based Citizens National
Bank. Citizens serves the three Tennessee counties. In
addition to acquiring the bank's merchant processing
accounts, Elavon has secured a 10-year referral agreement
for new business through its 18 branches.

PAI adds CPC's porifolio

Payment Alliance International completed its acquisit-
ion of the merchant processing business of Comdata
Processing Systems, a wholly owned subsidiary of
Stored Value Solutions. With this acquisition, PAI
gains more than 50 ISOs and 5,000 merchant locations

nationwide. Existing CPS clients will now benefit from
PAI's full range of products and services, PAI noted.

APPOINTMENTS
2Checkout taps new CMO

2Checkout.com Inc. appointed Christopher Daly as
CMO for the Columbus, Ohio-based e-commerce and
payments provider.

Daly's industry experience came from stints at Alliance
Data Systems Inc., PayPal Inc. and Bill Me Later.

FS-ISAC elects board members

The Financial Services Information Sharing and
Analysis Center elected or re-elected the following
board members for the three-year term that began Jan.
1, 2010: Max Morris, Vice President, Threat Intelligence
Services, Wells Fargo; Anish Bhimimani, Managing
Director IT Risk Management, JPMorgan Chase & Co.;
Mark Clancy, Managing Director, Chief Information
Security Officer, Depository Trust and Clearing Co.; and
James Doyle, Vice President — Corporate Investigations
Division, Prudential Financial Inc. B2
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A PIN for all reasons

By Scott Henry
VeriFone

PIN pad for every countertop. Those words
might be as effective an economic stimulus
as anything else we have tried over the past
year or so. Just about everyone — merchants,
payments industry businesses and individual consum-
ers — have felt pinched by the impact of the credit crunch.

For consumers, sky-high interest rates are prompting
more and more cardholders to dump their credit cards in
the drawer and rely increasingly on debit cards instead.

For example, the National Retail Federation released a
survey in November 2009 that indicated 45 percent of
consumers planned to use debit or check cards to pay for
gifts this past holiday season. Those planning to use credit
cards for similar purchases fell to 28 percent.

In May 2009, Visa Inc. reported that in the three months
ending Dec. 31, 2008, spending volume on debit cards
exceeded that of credit cards for the first time. By the end
of June 2009, debit accounted for more than 70 percent of
all Visa transactions.

Debit transaction fees by percentage

Percentage paid on a typical signature debit transaction:

1.2%

Percentage paid on a Visa or Mastecard transaction:

1.5% = 2%

Source: Federal Reserve

Consumer choice

Not only is debit card use increasing at the expense of
credit cards, but consumers are more often opting for PIN
debit. First Data Corp.'s SpendTrend report for November
2009 showed that PIN debit use was up 12.8 percent com-
pared to the same period in 2008, while credit and signa-
ture debit were up just 5.8 percent.

In the 2008 Study of Consumer Payment Preferences
conducted by BAI Research and Hitachi Consulting, it
was reported that PIN debit is "preferred by 45 percent of
consumers, while 35 percent prefer signature (20 percent
have no preference).

Those preferring PIN debit consider it more secure,
faster and easier to use than signature. Consumers prefer-
ring signature debit do so for the security, lack of fees,
their inability to remember a PIN and, in some cases,
rewards programs."

Paying for steerage

Is it any wonder that consumers are often steered to sig-
nature debit when they check out at the grocery store?
As the Boston Globe reported in late 2007, banks "prefer
the credit option for debit cards because they make more
money in fees.

For example, on a $200 transaction, a bank would make
$1.99 if the customer chooses 'credit' and signs his or her
name; according to one estimate that would be more than
three times the 60 cents they make from customers who
choose 'debit' and enter a PIN."

Merchants who are missing out on the trend toward PIN
debit are paying for it in additional interchange fees.
According to a Federal Reserve report on interchange
published in May 2009, interchange fees for PIN debit
"typically average 35 cents to 50 cents per transaction;
interchange fees for a typical signature debit transaction
are about 1.2 percent of the transaction value; and inter-
change fees for a typical credit card transaction for Visa
and MasterCard are in the range of 1.5 to 2 percent of the
transaction value."

It may seem counterintuitive to tell merchants how they
can lower their transaction fees, but remember, anything



that helps merchants achieve greater
profitability will increase loyalty and
retention.

Security is a value-add

There's no doubt consumers today
are more aware of card fraud issues
than they were three or four years
ago. Millions of cards have been
replaced due to breaches of retailer and
processor data centers, as well as pay-
ment networks.

PIN debit is inherently more secure
than signature debit, which requires
just a signature that few store clerks
attempt to verify. According to the 2009
Debit Issuer Study, commissioned by
Discover Financial Service's Pulse net-
work, POS losses for PIN debit were
just 15 cents per card issued in 2008,
compared to $1.81 for signature debit.

Nevertheless, when you're selling PIN
debit you need to be ready to answer
questions about skimming incidents in
which criminals have been able to sur-
reptitiously obtain card data and associ-
ated PINs.

These incidents have been attributed
to the compromise of pre-Visa PIN
entry device (PED)-approved systems.
Amazingly, there are still PIN pads
in use that predate any security
certification. As of July 1, 2010, these
pre-Visa PED systems must be removed
from service.

Today's Payment Card Industry (PCI)
PED systems feature certified tam-
per prevention and tamper detec-
tion schemes designed to ensure that
efforts to compromise systems will be
immediately visible and unsuccessful.
Merchants can use their new systems as
a compelling marketing point to show
customers that security is a priority.

PIN for any counter

There is no merchant scenario that can't
accommodate a PIN debit solution in
this day and age. PIN debit can easily
be added by selling merchants PCI PED
devices containing an internal PIN pad
or by adding a secure PIN pad to an
existing terminal. With security require-
ments becoming ever more stringent,
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many merchants must upgrade their terminals anyway, so why not provide
them with solutions that offer more flexibility and payment options?

Among those options are:

e Terminal-driven PIN pad peripherals: Compact PIN pads that attach to
existing payment terminals and take up little counter space are a quick
and easy way to equip merchants for PIN acceptance.

e Customer-activated PIN pads: Once seen only in supermarkets and
high-end department stores, consumer-activated facing terminals that
integrate with cash register systems are suited to high-traffic venues.

e PC-integrated PIN pads: Personal computer-based payment processing
is attractive to a growing number of storefront merchants; especially
appealing is a bundled solution that includes hardware and payment
processing software.

PIN is in

ISOs and merchant level salespeople able to offer merchants a variety of PIN-
entry device options will ensure maximum adaptability and security. When
you combine the cost savings associated with PIN debit with increasing card
volume, given current consumer trends and the higher security standards for
PIN debit transactions, you've got a winning formula for sales now and in
the future. &4

Scoft Henry is Director, North America Product Marketing, for VeriFone. He can be con-
tacted at scott_henry@verifone.com.




View

Merchant training: Competitive advantage,
potential game-changer

By Biff Matthews
CardWare International

ompanies that invest in employee training

benefit from higher productivity, less down-

time, lower turnover, less need for supervi-

sion and reduced reliance on others. They also
gain a more satisfied workforce and a decisive competi-
tive advantage.

I strongly advocate for merchant training for precisely the
same reasons. And from the ISO or merchant level sales-
person (MLS) perspective, training confers other impor-
tant benefits, too. It maximizes and locks in the revenue
stream: the more transactions, the higher the revenue.

Good training also thwarts chargebacks and other trans-
action anomalies at the retail site. Given that a percent of
total transaction revenue is your income stream, charge-
backs can quickly erode profits, making you (and the
merchant) poorer.

Good training is also an easy path to higher merchant
retention and satisfaction. This brings in my final point: it
sets you apart from the competition, who likely are pro-
viding little or no training for their merchants.

The complete regimen

Training should be comprehensive and start with the
assumption that the merchant knows nothing. Forget pre-
vious equipment, systems and software the merchant has
used. For best results, all aspects of the operation must be
re-emphasized — and all key elements covered.

Anyone can run an ordinary sale with little or no training.
But what happens during an emergency or when things
do not go according to plan? That is the focus of training.
The goal is the protection and security of every transac-
tion so there is no opportunity for chargebacks, disputes
or mischief.

Training should start with an overall statement of the
training's specific benefits for merchants. Emphasize shar-
ing of information with staff and future employees. By
this I mean not just the easy sale and credit procedures,
but where to find assistance when circumstances are out
of the ordinary.

In all cases, the first line of defense in protecting the
transaction is the quick reference guide (QRG). It should
be kept close by, and everyone should be trained — and
tested — on how to use it. The last line of defense should
be the help desk.

Checklists are invaluable, and training is one place where
they are mandatory. To start the training process, use a
checklist that covers all aspects.

Discuss fraud in its various forms and the measures in
place for fraud prevention, such as examining the card,
making sure it's signed, knowing what to do if there is
any question about the presenter or transaction.

Furthermore, communicate to merchants that substantial
rewards are available for the capture of stolen cards (or
cards severely over credit limits). And, since security is
everything, make sure they know that if a card doesn't
read when swiped, the keyed-in transaction should be
accompanied with an imprint to document presentation.

Check that

A plethora of atypical transactions go beyond the normal
sale, including credits and returns, voids and split pay-
ments (two cards for a large purchase). Also, gift and
debit card transactions fall into this category.

All merchants encounter these transactions, and all pro-
cedures need to be understood and followed. Training
should cover the merits of an address verification service
(AVS); if there's no match, merchants can use an AVS to
verify cardholder identity and evaluate any plausible
explanations for discrepancies.

The AVS acts as a guarantee that is not actually a guar-
antee, but it validates a good transaction. A "no match"
gives merchants the choice of whether to go forward with
the transaction. Merchants selling high-ticket items and
goods that are easily fenced should always be wary of a
"no match" on the AVS. (They should be equally wary of
international sales, but that is for another article.)

Voids and credits should be handled as carefully as sales
because an improperly handled credit can also create a dis-
pute and offset your revenue. With terminals performing
multiple applications, and with debit transactions grow-
ing as a percent of the total, PIN pad and split tender trans-
actions are also part of what merchants need to master.

In addition, unemployment and other government ben-
efits are now rendered with prepaid cards. Food stamps
and the Special Supplemental Nutrition Program for
Women, Infants and Children (known as WIC, which
allows only certain kinds of products to be purchased) are
also in widespread use.

One in eight Americans now receive food stamps, accord-
ing to Reuters (Dec. 20, 2009). This is more than $4.6 bil-
lion in circulation per month. About 6 million Americans
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»: Nothing demonstrates how important it is to fully train man-
. agers and line staff more than the explosion of transaction

receiving food stamps report they have no other source
of assistance, according to The New York Times. Clearly,
food stamps delivered on reloadable prepaid cards are
common currency, and merchants must understand their
requirements.

Also in circulation are purchasing cards, where the indi-
vidual presenting the card may be authorized only to buy
office supplies, and transactions on nonspecified goods
may not be approved. Here again, care in the application
of the QRG is invaluable.

Once a merchant believes he or she has a handle on
everything discussed above, the merchant is inevitably
presented with a closed-loop reward card. Here, the con-
sumer receives a percentage discount for buying specific
merchandise or from a specific merchant.

Train to avert disaster

Nothing demonstrates how important it is to fully train
managers and line staff more than the explosion of trans-
action types and the accompanying pitfalls. Worse yet,
criminal networks of every stripe are determined to iden-
tify and penetrate merchant vulnerabilities. They can, and
will multiply the problem before you can address it. So
prevention is essential.

The retail clerk must also be knowledgeable about check
guarantee and check imaging. Few things are worse for
the consumer than a clerk unable to quickly handle a
transaction; delays in the shopping experience cost sales.

Training can be a powerful competitive advantage. Done
well, it ensures the revenue stream and merchant satis-
faction, because customers have a good experience with
every transaction.

But back to training. Like a cash register, the POS system
needs to be balanced nightly or at shift change. The rea-
sons for this are numerous. Primarily they involve user
error: the clerk fails to follow procedures learned during
training. There can also be system or processor communi-
cations issues.

Any irregularity in the chain of communication can pre-
vent successful acknowledgement on the back-end. Big
things like lightning strikes and small disturbances like
line static (virtually anything to do with power) can be
at fault.

Some processors "force-balance" in the evening; some
"auto-settle." In these cases, the terminals end with what

they have, and the processor looks for any discrepancies,
such as an authorization without a capture.

Whom to call

As you move through the training process with merchants,
you'll reach the point of needing to know whom to call if
certain things occur. There are just a few phone numbers
merchants need regarding electronic transactions:

e If voice authorization or further security verification
at the processor is needed regarding a card, where
do | call?

®  What is the help desk number?
e If I need supplies, where do | call?

*  What if there are issues with leased equipment?

The difficulty is that for authorization and help desk,
there can be one number for MasterCard Worldwide,
Visa Inc. and Discover Financial Services, another for



View

30

American Express Co., a third for gift cards, a fourth for
checks, and a fifth for electronic benefits transfer.

It is important to have a comprehensive, universal autho-
rization and support list that includes all relevant phone
numbers on a single reference card.

The one remaining number, the one you'll have to sup-
ply, is your phone number, or that of someone from your
organization. This is about service and business retention,
after all. And that requires protecting the integrity of
transactions 24 hours a day, endeavoring to ensure there
are no issues, but if there are issues, that people and tools
are readily available to solve them.

On the POS

Another aspect of training is the POS system. In most
stores, this is a computer-controlled cash drawer, so the
computer is fully integrated with attendance and inven-
tory, accounts payable and receivable, and a cash system.
For lodging applications, it does even more.

Its successor, the personal computer POS (PC POS) sys-
tem, presents an entirely new set of training parameters.
Most PC POSs are tied to card-based transactions, but
there are also cash sales that lead to multiple tender trans-
actions. This is why your checklist is so critical.

If you are considering outsourcing training, find a compa-
ny that can train on multiple platforms and applications.
Ask to see the company's checklists, and make your own
additions and corrections. The training checklist, or script,
should be modular so what is learned is truly reflective of
the merchant's situation.

Follow up

You also want the ability to monitor the training culture,
so you might arrange randomly recorded training calls.
But whether you outsource or do your own installs and
training, you need a training checklist merchants can sign
off on, confirming that you — or your provider — covered
all items.

Finally, conduct follow-up training within a few
days to see if anything is unclear, has been overlooked
or has arisen through use. As a value-added service
designed to increase merchant efficiency, training can
help you and your merchants gain a powerful competi-
tive advantage. B2

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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Prepaid in brief

NEWS

FiSCA launches Haitian relief fundraiser

Financial Service Centers of America launched a
nationwide program to raise disaster relief funds for
survivors of the Jan. 12, 2010, earthquake in Haiti. The
funds raised by member store locations across the nation
will be matched by the Western Union Foundation and
subsequently delivered via money transfer by Western
Union Co.

The FiSCA Haiti Relief Fund program provides a vehicle
for participating stores' customers, employees and their
families to donate. The FiSCA also encourages member
store location owners to contribute.

ANNOUNCEMENTS

Get Home Card brings it home

Advanced Marketing Team Inc.'s Get Home Card won
the "Gives You The Business" radio promotion conduct-
ed by KTLK, a Minneapolis-St.Paul, Minn.-based radio
station. The prepaid emergency transportation card,
launched in March 2009, was designed for students and
others who find themselves unexpectedly stranded and
in need of transportation.

GlobalCollect opens Latin American office

GlobalCollect opened a new office in Buenos Aires,
Argentina, to serve the Latin American region. "We are
very proud to spread our service portfolio and com-
mercial footprint to accommodate an increased focus by
merchants to develop their e-commerce business in this
fast-growing region," said Jan Manten, Chief Executive
Officer of GlobalCollect.

RegaloCard expands to Guatemala

Mobile payment company RegaloCard has signed agree-
ments to bring the RegaloCard money transfer service to
Guatemala. RegaloCard Chairman and CEO Gregory
Keough said the service is free, available instantly and
can be used for amounts as low as $10 per transfer.

RushCard members rewarded at tax time

UniRush LLC's RushCard launched its second annual
"Lunch with Russell" tax season sweepstakes, in which
one cardholder will win a trip for two to New York City
for an exclusive lunch with Russell Simmons, philan-
thropist, entrepreneur and creator of the RushCard.

Solantic adds online ordering

Patients of Solantic's walk-in urgent care facilities, or
anyone who wishes to help said patients with medical
costs, can now purchase the Solantic Card online. The
prepaid card can be used at any of Solantic's 30 urgent
care centers. Solantic has care centers throughout Florida.

TransCard gets personal

TransCard rolled out a new application that allows
cardholders to customize cards with their own pho-
tos. TransCard CEO Craig Fuller said the solution will
increase cardholder adoption and brand visibility.

Trustcash to develop reseller program

Trustcash Holdings Inc. is developing an affiliate pro-
gram to make its suite of technology solutions available
to merchant account solution providers. The company
is inviting merchant acquirers to take a survey (avail-
able at www.trustcsh.com/signup_consumer1.php) to inform
Trustcash where and how they would like to employ
Trustcash's payment processing platform.

Trycera rolls out card program

Trycera Financial Inc. rolled out a new, network-
branded prepaid card program with "innovative, non-
traditional" payment reporting capabilities, the com-
pany said. Trycera also initiated marketing for its suite
of financial services to assist consumers in improv-
ing their credit scores through increased reporting to
credit agencies.

Tune Money revamps cards

financial services company, renamed two of its cards
and enhanced the cards' features. The Tune Money Visa
Prepaid Card is now called the Tune-In Card and the
Red Card, for 15- to 17-year-old cardholders, is now the
Pulse Card.

WebMoney serves 10 million

Russia-based online payment provider WebMoney
recently surpassed 10 million registered users. This is an
increase of 3 million in the past year. In addition to using



its mobile applications for Microsoft Corp. Windows
Mobile devices and Apple Inc. iPhones, consumers can
make WebMoney transactions via any Web browser on
any operating system, the company said.

PARTNERSHIPS

Consorteum, NxSystems ally

Consorteum Holdings Inc., through its wholly owned
operating subsidiary Consorteum Inc., partnered with
payment solution network NxSystems Inc. to add
NxSystems' NxPay multiple currency payment and
settlement platform to its stored-value projects.

Global Cash Card, Turbo Tax team

In forging an alliance with Intuit Inc.'s TurboTax,
Global Cash Card will offer TurboTax Federal Free
Edition tax preparations software and a 15 percent dis-
count on TurboTax online products from its portal at
www.globalcashcard.com. Global Cash Card users can
elect to have their taxes directly deposited onto their
prepaid cards.

Intercash, bank to offer new services

Intercash Europe partnered with European Banque
Invik to develop new card programs with increased
functionality. The cards are being unveiled at the
International Gaming Expo and the London Affiliate
Conference. Intercash said merchants will be able to
send payments in multiple currencies to Intercash
cardholders worldwide; additionally, cardholders will
have the ability to receive funds on their cards from any
Intercash participating Web site or network.

MoneyGram goes Hungary

MoneyGram International, through a partnership with
Corner Cash Keszpenz Zrt, is expanding its money
transfer network to Hungary. Corner Cash will offer
MoneyGram's service at 11 locations throughout the coun-
try, with plans to expand to more Hungarian locations.

Triple Canopy gets Travelex umbrella

Travelex partnered with Triple Canopy Inc., a security
and risk management company that provides services in
"high-risk" areas worldwide. The new agreement allows
Triple Canopy to pay its overseas work force using
Travelex's MasterCard Worldwide-branded Corporate
Cash Passport prepaid cards.

Ukash moves into France

U.XK.-based Ukash, in partnership with the France-
based issuing network known as la SAF, now provides
prepaid vouchers at POS locations in 15,000 outlets
throughout France. Consumers can still purchase the
vouchers online and with the prepaid Toneo card.
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APPOINTMENTS

MoneyGram names Everett EVP

MoneyGram chose Timothy C. Everett to be its
Executive Vice President and General Counsel. Everett
will report to Pamela H. Patsley, Chairman and CEO
of MoneyGram. Patsley declared that Everett "will be
invaluable to MoneyGram as we continue to accelerate
our growth and gain market share.”

CPI Card Group welcomes George

CPI Card Group welcomed Kathy George as Market
Manager of Prepaid Solutions. George will take charge
of market development of CPI's prepaid business in
North America. "This market segment is an important
growth area for CPI, and Kathy will play a key role in
working with our sales and operations teams to increase
our penetration of this market," said Steve Montross,
President and CEO of CPL

AccountNow taps Jones

San Ramon, Calif.-based AccountNow Inc., a Web-based
prepaid card issuer, selected 35-year financial services
industry veteran James G. Jones as its CEO. Former
CEO Tim Coltrell will remain on the Board of Directors.

FSV taps two

FSV Payment Systems Inc., a provider of network-brand-
ed prepaid debit cards and processing services, appoint-
ed Stephen W. Reesing as its Chief Financial Officer
and Matthew P. Frye as Chief Commercial Services
Executive. Reesing comes to FSV from Netspend Corp.;
Frye joins FSV from PreCash.

Coinstar appoints Valerio CFO

Coinstar Inc. named J. Scott Di Valerio as its CFO.
Valerio comes to Coinstar with over 25 years of finance,
operations and management experience. He assumes his
new post in March 2010. &%

Features

Prepaid expo
showcases
speakers, regs

he annual Prepaid Expo USA, mounted by the
Institute for International Research Holdings
Ltd., is poised to pitch its generous tent once
again. From Feb. 22 to 24, 2010, Las Vegas will
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play host to the largest prepaid card industry tradeshow
in the United States — a show that is growing in stature.

As a testament to the event's (and the industry's) increasing
relevance, the expo landed President Bill Clinton, founder
of the William J. Clinton Foundation and 42nd President of
the United States, to deliver a keynote address.

Since leaving office in 2000, Clinton launched the founda-
tion to focus on meeting the challenges of global interde-
pendence.

Clinton also serves as the United Nation's Envoy to Haiti,
a Caribbean country that recently suffered a cataclysmic
earthquake that destroyed much of its capital city, Port-
au-Prince.

With the emergence of prepaid cards over the past few
years as a primary mechanism for delivering monetary
aid to disaster victims, it is a safe bet that Clinton will
touch on how our industry can play an eventual part in
Haiti's economic and social recovery.

Feb. 23 promises to be case study and panel discussion
intensive. "State of the Market" presentations focus on the
closed- and open-loop card markets, as well as mobile,
virtual and next generation products.

Other sessions will focus on marketing to unbanked and
financially underserved consumers; discovering your niche
in loyalty, incentive and rewards programs; and under-
standing the international mobile payment landscape.

Day three

The focus on the final day of the expo shifts to the ever
more critical regulatory environment. Last May, the
U.S. Congress passed the Credit Card Accountability,
Responsibility and Disclosure Act of 2009, which made a
variety of prepaid card products subject to more extensive
consumer protection laws.

Also in May 2009, SellingPrepaid reported on the Financial
Crimes Enforcement Network's request for input from
the prepaid card industry concerning the definition of
stored-value.

FinCEN, a bureau of the U.S. Department of the Treasury,
wants to revise the definition of money services business
(MSB) so that issuers — as well as sellers or redeemers — of
stored-value products fall into the same broad MSB cat-
egory for purposes of regulating anti-money laundering
practices.

But by lumping many prepaid card products together —
without recognizing the differences between closed-loop
gift cards and open-loop, network-branded, reloadable

payroll cards, for example — the regulations threaten to
curtail or even destroy many prepaid card businesses and
market segments.

Other issues at stake include how the government and
law enforcement define money transfer, as well as the
possible creation of a consumer financial protection agen-
cy which, if it comes to pass, will likely have far-reaching
consequences for the industry.

Investing in prepaid

Jennifer Sobrino, Executive Director of Prepaid Expo USA,
believes the expo is an ideal venue to "maximize your pos-
sibilities by joining over 1,000 of your peers to help shape
the future of the prepaid and payments industry." &

How prepaid
cards assist in
disaster relief

PMorgan Chase & Co. donated $1 million in aid

to the ongoing disaster relief efforts in earthquake

ravaged Haiti. Other prepaid card industry busi-

nesses have also given hundreds of thousands of
dollars. Given the current crisis, it seemed appropriate to
revisit an article originally published in the Sept. 17, 2008,
edition of SellingPrepaid E-Magazine.

Entitled Prepaid cards help in disaster relief, the story
focused on how a prepaid card program implemented by
J.P. Morgan, the treasury arm of JPMorgan Chase, helped
victims of Hurricane Ike, which hit the U.S.'s Gulf Coast
on Sept. 13, 2008.

Since Hurricane Isabel in 2003, the American Red Cross,
working with J.P. Morgan, has had a prepaid card pro-
gram in place that allows for efficient distribution of
financial assistance to disaster victims.

According to Michael Brackney, Director of Service Delivery
Development at the Red Cross, card distribution is part of
the individual assistance phase of relief operations.

The first phase instituted by the Red Cross and other orga-
nizations, such as the Federal Emergency Management
Agency, provides for victims' basic needs, such as food
and shelter. It is also a time when authorities assess the
damage to communities.

Phase two

But once basic utilities, such as water and power, are
restored to disaster affected areas, relief efforts can focus
on individuals, Brackney said. At that point, Red Cross
case workers sit down with individual families and assess
their situations.
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"When power comes back on in some areas and some
people can leave the shelters and go home, it will become
clearer who can or who does or does not have a home to go
to, who is going to have longer term needs," Brackney said.
"And once Red Cross workers establish identity,
eligibility, how they were affected and what their individ-
ual needs are, then assistance is provided in accordance
with that," he added.

It is here that prepaid cards enter the mix. Instead of giv-
ing victims clothing or other supplies, the Red Cross can
issue them prepaid cards for making purchases.

"What we want is to give people the emergency assistance
they need or the means to acquire it," Brackney said. "For
example, if they need medicine or a certain size of cloth-
ing, it's better and easier and less expensive for us to give
them the means" to get it themselves.

A vital role

for use in emergency relief situations. Hurricanes Katrina
and Rita magnified the importance of debit and electronic
benefits transfer (EBT) cards as a part of the United States'
emergency response infrastructure.

J.P. Morgan issued over 414,000 emergency food stamp
benefit EBT cards in Louisiana for victims of those hur-
ricanes. ].P. Morgan also converted Louisiana unemploy-
ment checks to debit cards, which allowed over 300,000
cards to be issued to unemployed Louisianans to access
their funds even if they had relocated to other states after
Hurricane Katrina.

Back in 2001, in the aftermath of the terrorist attacks on
the World Trade Center and The Pentagon, J.P. Morgan
said it restored EBT services to over 1,200 small retailers
in Lower Manhattan after the attacks destroyed telecom-
munication switches in the World Trade Center, shutting
off the retailers’ ability to accept EBT cards. J.P. Morgan
coordinated with retailers and the government to keep
benefits flowing. &%

Making the case for
disaster relief cards

he 7.0 magnitude earthquake that struck Haiti

on Jan. 12, 2010, has brought untold death and

destruction to the island nation. According to J.P.

Morgan, the treasury arm of JPMorgan Chase &
Co., disaster relief cards for the Haitian people would be
of no use at the present time, but may play a role some-
time in the future.

"Ground usage in Haiti of any card-based products,
disaster or otherwise, isn't imminent," said Chris Paton,
Managing Director of ].P. Morgan's Public Sector Benefit

Payments Business. "Card programs require strong, stable
telecommunications networks, which we suspect are not
in place right now.

"Down the road, when telecommunications networks are
working again in some shape or form, the advantages of
card-based aid delivery can be leveraged, but only to an
extent as the number of merchants accepting card pay-
ments is quite limited."

Paton added that Haiti is one of the poorest countries in
the world. He cited MasterCard Worldwide statistics that
said only 3,000 merchants offer card payment capabilities
to the Haitian population, which The World Bank puts at
9.7 million citizens. In comparison, MasterCard's global
merchant base is 28 million, Paton said.

A disaster with scale

The U.S. corollary to the Haitian tragedy was Hurricane
Katrina of 2005, which was the costliest and among the
deadliest hurricanes in U.S. history. According to a case
study presented at the 2006 Prepaid Card Expo, Katrina
was a turning point in the use of electronic payments for
disaster relief.

In American Red Cross Prepaid Cards as the life raft
for wvictims of Katrina, Michael Brackney, Director of
Service Delivery Development at the Red Cross, and W.
Gregory Kerwick, Managing Director at JPMorgan Chase,
said a paper-based voucher system had been in place
since 1917.

It wasn't until the humanitarian crisis arose in the after-
math of Katrina that prepaid cards became the "pri-
mary financial assistance vehicle." Even in comparison
to Hurricanes Andrew (1992), Isabel (2003) and Wilma
(2005), Katrina was a "catastrophic event" that stretched
the capabilities of the Red Cross, the presenters said.

For example, in the wake of Andrew, the Red Cross had
to shelter about 50,000 individuals. But combining the
populations that required housing due to Katrina and
Hurricane Rita (which followed Katrina in September
2005), the number approached 500,000. Similarly, the Red
Cross doled out over 5 million meals and snacks to indi-
viduals for Andrew; over 45 million for Katrina and Rita.

A card with scale

But the most striking statistic may be the one the present-
ers cited for individual assistance cases. For Andrew, the
Red Cross helped less than 200,000 hurricane victims with
personal assistance; for Katrina and Rita, that number
was over 1.4 million.

Therefore, when catastrophic events occur, JPMorgan's
electronic disaster relief program enables the Red Cross
to scale its response to deliver the appropriate amount of
financial aid to potentially millions of victims. &
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1SO/MLS contact:

Pete G. Davis

President

Phone: 678-405-9248

E-mail: pefer.davis@vesdia.com

Company address:

Tower Place 200

3348 Peachtree Road, NE, Suite 300
Atlanta, GA 30326

Phone: 678-405-9208

Fax: 678-405-9209

Web site: www.vesdia.com

1SO/MLS benefits:

® Valve-odded marketing service

® Sales referral fee

e Zero ongoing IS0 support obligations
e Easy implementation

hriving companies begin with a solid foundation, the basis of which

is that all-important business plan. But sometimes, as times change

and a business grows, it can outgrow its original vision. Changing

an organization's direction can take as much research and planning
as developing an initial business plan. The right new direction, however, can
set a company into a better niche, strike a better balance of offerings or help it
communicate its message more effectively.

Just as a company can outgrow its business plan, so too can it outgrow its
founder. Such was the case, on both counts, with Vesdia Corp.

Baby grows up

Vesdia began in 2000 as BabyMint Inc., which offered programs that allowed
consumers to receive cash-back rewards for shopping at participating mer-
chants. In the BabyMint model, the rewards went to college funds. The com-
pany applied this model to similar programs for charitable giving, retirement
savings and investments. These programs are still available through Vesdia on
a direct-to-merchant basis.

"It was simply a way to bring the loyalty program concept to some of those life
events,” said Lars Holmquist, Chief Marketing Officer for Vesdia. The land-
scape changed when Citibank N.A. approached BabyMint in 2004, request-
ing a private-label loyalty solution for its cardholders. BabyMint executives
soon saw the potential in the loyalty space for private-label opportunities and
shifted the company's focus to concentrate on loyalty.

In 2003, the company changed its name to Vesdia Corp. to communicate a
broader purpose to both its microinvesting programs and its private-label
customer relationship management loyalty solutions. Vesdia launched its
first private-label loyalty program in 2005; now such programs are the
company's mainstay.

"We actually evolved into a company that's right in the middle of payments and
loyalty and marketing," said Pete G. Davis, founder and President of Vesdia.
Davis recognized a couple of years ago that his company had outgrown him.
"I think one of the best decisions that we made, or I made, was to bring in an
experienced manager/Chief Executive Officer who I now report to," Davis said.

Vesdia's new CEQO, Jim Douglass, had been serving on the company's board
of directors. Before that, he was Executive Vice President of Corporate
Development and Chief Financial Officer for CheckFree Corp., a large online
bill pay company. Though it was a difficult decision to relinquish the title,
Davis said it enabled him to focus on strategy and business development,
which he prefers over managing people.

Reaping rewards

Vesdia's entire focus is still loyalty programs. In the case of Citibank, Vesdia's
patented loyalty program is tied to Citibank's general purpose credit card
and debit card Thank You program. Vesdia added a merchant network to the
Thank You program that increases rewards for Citibank consumers, according
to Holmquist.
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The merchants in the network have agreed to offer
bonus points to patrons who pay with their Citibank
cards, he added. Consumers may earn one point per
dollar spent, but the bonus points for patronizing par-
ticipating merchants can be as high as four points per
dollar, Holmquist explained.

As has been widely reported in The Green Sheet and
elsewhere, debit use has seen a significant jump since
the economic downturn, and an increasing number of
companies offer debit loyalty programs. With Vesdia,
the rewards potential for consumers, and in turn the
consumer retention for merchants, can be increased
with the addition of merchant networks.

"[Debit loyalty] has grown dramatically already over
the last three to five years," Holmquist said. The reason
Vesdia's programs are attractive to debit card issuers
is because debit cards come with lower interchange
fees than credit cards, so there is less margin to work
with; connecting a merchant network to the loyalty
program is a great way to enhance the program's value,
he added.

Vesdia works with bankcard issuing and processing
partners such as MasterCard Worldwide, Visa Inc.,
Total System Services Inc. and First Data Corp. Vesdia
offers loyalty programs for financial institutions, affin-
ity groups, loyalty companies, commercial enterprises
large and small, nonprofit organizations, and for the
hospitality and travel industries. American Airlines
Inc. uses Vesdia for its AAdvantage program.

Matchmaker, matchmaker

One of Vesdia's strengths is its extensive merchant
network. "Not only do we have virtually all of the
[nationally recognized name brand] online retailers
in our programs, we have a very significant in-store
merchant network both on a national basis and a local
basis," Holmquist said.

"In an interesting way we actually are a very large
clearing and settlement type company where we act
as a matchmaker between merchants and the offers
that they have and consumers that are participating
in loyalty programs,” he noted. Vesdia added major
retailers to its merchant network last year. Holmquist
said the company signed home improvement retailer
Lowe's and AMC Entertainment Inc. The agreement
with American Airlines was also secured in 2009.
Vesdia implemented a program with the airline that
includes a shopping mall and an in-store network,
Holmquist said.

Vesdia also entered the prepaid market last year.
"We see [prepaid] as an emerging market," Holmquist
said. "Oftentimes the loyalty proposition on a prepaid
card is one where if [the cardholder uses] that prepaid
card at participating merchants, they have the oppor-



tunity to earn cash back that can be loaded back onto the
prepaid card."

WWW for mom-and-pops

For the e-commerce sphere, Vesdia leverages consum-
ers' online shopping and browsing histories to tailor
e-mails or offer placements on Web sites to suit each cus-
tomer's preferences.

To adapt the merchant networks for local and region-
al merchants, Vesdia invested about 90 percent of its
research and development budget "on a new technology
and services solution to efficiently manage and report to
local and regional merchants," Davis said.

This resulted in the company's revamped and updated
online shopping portal, which went live in 2009. The site
offers increased functionality, including detailed product
search, price comparison, offer comparisons and a local
participating merchant locator. Merchants can log in and
see their transaction history and reports.

Holmquist said the decision to upgrade the functionality
and look of the online shopping portal was the best deci-
sion Vesdia has made because "it gave us not only a series
of Web sites that are attractive, easy to use, intuitive et
cetera, but it gave us a lot of data to work with that we
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are continuing to reap some benefits from." Davis agreed,
adding, "Now the local merchants and these regional
guys are banging down our door."

Additionally, Vesdia sealed a deal with Open Table Inc. in
2009 to provide more consumer opportunities for loyalty
earnings. When consumers book reservations through
Open Table via Vesdia's shopping portal, they receive
bonus points or miles.

According to Holmquist, when it comes to building
online merchant networks, acquiring the transactions and
setting up the infrastructure is relatively easy. "The chal-
lenge is to make it consumer friendly so that consumers
will be motivated to return to the site and use it as a ref-
erence when they're going to do some online shopping,"”
he said.

Reaching critical mass

Regarding the in-store network, "the challenge there
is to actually sell and manage the in-store merchants,"
Holmquist noted. "It requires direct selling. It requires a
lot of analytics and reporting to demonstrate to the mer-
chant the value their participation brings in the form of
new customers.” He added that if anything in the loyalty
space is difficult, it is building and managing the network
of merchants.
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This is where the ISOs and merchant level salespeople (MLSs) have an oppor-
tunity to shine. Getting the first few merchants on board in a given network
is the hard part. But ISOs and MLSs have relationships with merchants, know
their pain points, and can communicate the value proposition to their mer-
chants and prospects.

Mentioning the significant brands that Vesdia has signed helps ISOs to reach
that critical mass, according to Holmquist. He believes merchants recognize
the value of tapping consumers who participate in the loyalty programs that
Vesdia offers with these major brands.

"One of our biggest challenges is to be relevant in all of the places where

the consumers that participate in our
loyalty programs might be located,”
Holmquist said. "Our objective is to
continue to grow our in-store network
as quickly as we can and to become
more and more relevant." ISOs sell-
ing Vesdia loyalty solutions have lit-
tle follow-up responsibility post-sale.
Vesdia handles the customer relations
and technical support.

Pick and choose

Vesdia offers companies complete
loyalty programs or will work with
companies to enhance existing pro-
grams. Companies can choose from
the following:

e Consulting services

e Credit, debit, and affinity reward
program design and management

e Customer database management,
targeting and analytics

¢ loyalty and reward program
design and management

®  Marketing services
e  Merchantfunded rewards solutions

e Relationship marketing tools and
services

* Reward redemption solutions

Together we can

Cynergy Data Inc. recently partnered
with Vesdia. "There's definitely work
to be done in trying to understand the
price point that the small to mid-sized
merchant is going to perceive as the
proper value for loyalty," said Randy
McCoy, CEO for Cynergy Data.

Vesdia believes its ISO reseller channel
could play a crucial role in expand-
ing its merchant network. Vesdia also
employs a direct sales force to target
large national retailers.

In addition, Vesdia teams with numer-
ous companies for lead generation,
business development, and product
and functional capabilities. As Vesdia
continues to grow its merchant net-
works and partner relationships, it is
taking that old saying, There's strength
in numbers, to the bank — both figura-
tively and literally. 52
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Is online PIN debit
more secure?

s a debate unfolds about the competing mer-

its of PIN verses signature debit, a company

called Acculynk has emerged as a pioneer in

the use of PIN debit online. Acculynk's prod-
uct, PaySecure, gives consumers the option of using PIN
debit when they make online purchases.

Consumers who enter debit information on a Web site
using PaySecure are shown a graphical PIN pad follow-
ing the entry of their card information, and are given the
option to have their transaction processed as PIN debit.

Those who opt against it have their transaction processed
as a signature debit and go directly to a purchase confir-
mation page; those who choose the PIN option enter their
PIN by clicking their mouse on the graphical PIN pad.

PaySecure includes a feature that scrambles the PIN
pad numbers following each numerical entry, to avoid
interception of that information by a keystroke reader.
The information is masked on the monitor and encoded
within the network over which it's transmitted.

’ Trends giving rise to the

use of PIN debit include

the increased use of debit
cards generally, as well as
heightened security concerns
among both merchants and
consumers.

Kevin Gallagher, General Managernr,
E-Commerce, for Merchant e-Solutions

According to Acculynk, seven merchants are processing
with PaySecure, which hit the market in March 2009.
Among them are AirTran Airways and the Jelly Belly
candy company. Two merchant vendors are currently sell-
ing the product: Merchant e-Solutions Inc. and Elavon Inc.

According to Kevin Gallagher, General Manager,
E-Commerce, for Merchant e-Solutions, trends giving rise
to the use of PIN debit include the increased use of debit
cards generally, as well as heightened security concerns
among both merchants and consumers.

"The shift over the last few years from credit to debit is
really driving this to be potentially a gangbuster product,”
Gallagher said. He added that PIN offerings can "open
up a channel for incremental business because there are
about 80 million debit holders that are only PIN-enabled
for debit."

PaySecure uses the electronic funds transfer (EFT) net-
work operated by providers like Discover Financial
Services' Pulse, NYCE Payments Network LLC and
Shazam. Interchange rates for online PIN debit transac-
tions on these networks are substantially lower than those
for online signature debit.

"What Acculynk does is become the stand-in for every issu-
er that agrees to [offer online PIN debit], and most issuers
would because it's a transaction they don't get today," said
Steve Mott, founder and Principal of BetterBuyDesign, a
payments industry consulting company.

"The Acculynk rate is significantly less than what the sig-
nature debit rate is and what the standard STAR or NYCE
rate would be if it goes directly through the issuer," Mott
said. "Acculynk is doing a separate deal through the EFT
network with the issuers. It's like a separate payment ser-
vice, the same way PayPal does it. Most of these alterna-
tive payment forms usually give you a 20 to 25 basis point
reduction from the signature debit rate."

According to Acculynk Chief Executive Officer Ashish
Bahl, transaction fees for merchants are 20 to 40 percent
lower with PaySecure than with online signature transac-









tions. He added that about half of all PaySecure custom-
ers, given the option of signature or PIN debit online,
choose PIN debit.

Mott said PIN debit transactions benefit consumers
because they tend to clear faster than signature ones. He
said most banks clear PIN debit transactions within a day
of purchase, whereas signature debit transactions gener-
ally take two to three days to clear. Within that extended
timeframe, consumers are more likely to overdraw their
bank accounts, he said.

Fraud fighter?

Both Gallagher and Mott touted the fraud-fighting ben-
efits of online PIN debit as well, although the capacity
of a program like PaySecure to reduce fraud in today's
e-commerce environment is questionable.

For one, Gallagher said merchants who adopt the pro-
gram invariably maintain a non-PIN payment option;
given that they do, the PIN feature would seem to do very
little to protect against traditional fraudsters, who can
simply choose the non-PIN payment option when com-
mitting fraud with stolen debit card numbers.

Despite that danger, Gallagher said the benefits to mer-
chants of using multiple payment channels outweigh
fraud concerns. "As a merchant, you probably don't want
to turn away anyone that wouldn't want to use the PIN
debit option," he said. "Lost sales are worse than whatever
extra basis points you would have to pay [for a signature
or nonauthenticated transaction]."

However, both Gallagher and Mott said even just hav-
ing the option of PIN debit helps guard against one type
of fraud in particular: "friendly fraud," or the practice of
making an authorized purchase and then disavowing it.

Consumers who use the PIN option, they said, will have
a harder time committing friendly fraud because they've
entered a password theoretically known only to the card's
real owner, making it much more difficult to credibly dis-
avow a purchase.

"What you're really trying to do with the PIN debit is
get the purchaser to own the transaction and not be
able to repudiate it," Mott said. "When you're [entering
PIN information], unless somebody's holding a gun to
your head and making you enter it, you pretty much own
the transaction.”

Mott added that PaySecure could set the stage for a shift
to the exclusive use of PIN debit online.

"With this, somebody like Acculynk and somebody like
NYCE or PULSE can go to the issuer and say, 'All the bad
guys are using signature debit, and you think you're get-
ting more money on interchange [with signature] ... but
after you deduct all the chargebacks and charge-offs from
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the signature debit, you're really better off doing a PIN
transaction," Mott said.

Fraud's hidden costs

Mott noted that "PIN debit is significantly the most popu-
lar form of payment for both consumers and merchants,"
and that issuers that favor signature for its higher inter-
change aren't always correctly calculating the total costs
of additional fraud.

"It's not just the direct losses, but it causes all this noise —
the customer service and all this stuff — and now you have
a bigger problem on the consumer side," he said. &

Social networking
meets the POS

s social networking increases in populari-

ty, retailers and financial institutions con-

tinue to look for ways to use the medium to

expand their marketing and sales capabili-
ties. In January 2010, POS solutions provider pcAmerica
integrated the social networking initiative of nationwide
frozen dessert chain Tasti D-Lite LLC into pcAmerica's
loyalty program.






This interface attaches the social net-
working habits of consumers to their
in-store and loyalty activity and is
designed to build brand, consumer
awareness and sales for Tasti D-Lite.
According to David Gosman, Chief
Executive Officer of pcAmerica, this is
the first time a retailer has connected
social networking with in-store pur-
chase capability, also known as multi-
site loyalty social networking.

"Tasti D-Lite is very conscious of brand-
ing and marketing as far as social net-
working goes," Gosman said. "They do
a lot of hands-on work engaging direct-
ly with their customers through Twitter
or FourSquare, so they wanted a means
to tie in the purchasing habits of their
consumers and incentivize them to talk
about their brand and their products.

"And by integrating customers' social
networks with a pcAmerica loyalty pro-
gram, stores and restaurants gain access
to a marketing tool that has an actual
dollar value for the consumer."

How tweet it is

Consumers who register for the
Tasti D-Lite loyalty program receive
a TreatCard, which they can register
online and connect to their Twitter and
FourSquare accounts. Every time the
consumer uses his or her TreatCard
when making a purchase, an automat-
ic Tweet and FourSquare check-in is
posted by pcAmerica's POS system to
the customer's account, indicating the
individual has earned points or a free
frozen dessert.

Tasti D-Lite awards an extra loyalty
point for each purchase as well as
for each Tweet or FourSquare check-
in posted. When customers earn 50
points they receive a free frozen des-
sert. Gosman said social networking is
an extremely cost-effective marketing
method and can be deployed to nation-
wide retailers in addition to smaller,
independent businesses.

He added that sending a tweet to cus-
tomers' accounts when they earn points
or free desserts can generate viral mar-
keting and exponentially spread a com-
pany's customer base. "When friends
tweet, most often they live close by each
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other and have similar interests,"” Gosman said. "So they see you getting mes-
sages on your social network regarding your points, and they're going to want
to know how to get those loyalty points as well.

Points are well taken

Gosman said opportunities for ISOs and merchant level salespeople (MLSs) to
offer social networking as a value-added service to merchants, tied to a loy-
alty plan, are significant and increasing all the time. PcAmerica offers its POS,
loyalty and social networking solutions through several ISOs and processors
across the country.

Gosman's goal is to evolve the company's social networking through loyalty
solutions as a stand-alone value-add that can be deployed through other POS
systems or processors' back-end servers.

He added that the company's loyalty program not only has cash value, but
also increases brand awareness by opening an extremely low-cost avenue
of advertising for merchants. Additionally, it eliminates printing costs and
mailing lists because social networking consumers are bringing a particular
merchant, its brand name, products and services, directly to their friends.

"So now, instead of just selling card processing and other basic merchant
services, ISOs and MLSs can introduce their merchants to social networking
revolving around payments,” Gosman said. "And tying a loyalty system into
our technology helps merchants increase exposure to their customers' social
networks, which is really the golden crown of marketing today." &
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llluminating the
compliance highway

o clarify complexities regarding Payment

Card Industry (PCI) Data Security Standard

(DSS) compliance, security solutions provid-

er Trustwave and the Electronic Transactions
Association hosted a webinar on Jan. 26, 2010. Entitled
PCI DSS Expert Panel: Common Questions Answered, it
addressed the concerns of payment professionals
and merchants.

The webinar's panel of Trustwave experts included Neel
Blair, Senior Information Security Consultant; Kevin Mott,
Enterprise Sales Engineer; and Colin Sheppard, Incident
Response Practice Manager. The colleagues offered in-
depth solutions to issues pertaining to compliance, secu-
rity and incident response.

Not an option

A common question asked by ISOs, merchant level
salespeople (MLSs) and other payment professionals is
whether complying with the PCI DSS is optional. Mott
said the card brands have required adherence to the PCI
DSS since 2006.

"Failure to achieve and maintain PCI standards can result
in noncompliance fees from the acquiring bank that are
assessed on a regular basis, usually monthly," Mott said.
"And the costs incurred to reverse damages in the event of
a breach are significant. Additionally, there are regulatory
fines and penalties, higher costs to process card transac-
tions or even losing the ability to do so completely, and
stricter compliance requirements for the merchant."

Make it relative

Another concern is the difficulty of interpreting the Self-
Assessment Questionnaire (SAQ).

"If you're struggling with interpretation of the SAQ
controls, then it might indicate possible risk," Mott said.
"Merchants need assistance interpreting what is required
of them as it relates to their environment. The criteria
generally are fairly black and white, but it is essential to
pay attention to the environment associated with those
requirements."

He added that PCI DSS compliance applies to all card
network members, merchants and service providers that
store, process or transmit card data. Any system compo-
nent included in or connected to the cardholder environ-
ment is within the scope of PCI.

Keep it simple

Educating merchant and ISO staff on security measures can
be time consuming and cost-prohibitive. Blair said the best
approach is to avoid one "overarching" training program.

"Everyone does need to be trained on some level, but
perhaps you want to divide the information up and think
about which pieces of the standard each individual or
group really needs," Blair said. He also suggested using
publicly available resources rather than "trying to invent
your own content."

He added that existing data loss prevention tools can
"go through systems and keep track of cardholder data
(that might be sitting in databases, files, spreadsheets
or e-mails) and help you find out where it is. That being
said, you have to know where to point your data loss
prevention tool."

Seal it up

Many small merchants feel they cannot possibly meet PCI
DSS requirements since most of them can't afford to hire
security specialists. Thus, a breach is often a merchant's
initial introduction to PCI.

"One thing to keep in mind with incident response is that
we also deal with remediation and sealing up that hole so
it doesn't happen again," Sheppard said. "There are a lot
of solutions for small merchants that aren't high-dollar
items. Compliance is obtainable, but we have to educate
them correctly." B2
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ResearchRundown

Business mobile payments
warming up

A January 2010 report from research and advisory firm
Celent LLC discusses the potential in an emerging seg-
ment of the mobile payments market — mobile B2X, or
businesses' use of the mobile channel to pay other com-
panies, employees and residents.

In Mobile B2X: The Next Mobile Payment Wave in Developing
Markets, Celent examines how financial institutions and
other companies are beginning to use mobile payments
for a variety of new uses including:

® Payments made by retailers to wholesalers for receipt
of consumer goods

Salary, commission and pension disbursements made
by companies and governments to individuals

Social benefit distributions from companies and gov-
ernments to individuals

Mobile B2X payments present new potential for revenue
streams for mobile payment solutions providers. The

Toll Free: 1-866-8 13-0616 x4727
Office: 678-813-4700

Greystone Direct:678-8 13-4727

Business Resources Corp - Fax:67R-813-4701

665 Molly Lane. Suite 130 dsmith@ greys tonebr.com
Woodstock, GA 30189

Denise Smith
National Sales Manager

WWW. Z1eyCo.Com

mobile B2X market "will not come easy and technology
alone will not be the only impetus for success," but sig-
nificant opportunities exist for mobile payment vendors
to offer one-stop integration for payers and payees alike,
Celent said.

For more information, visit www.celent.com.

Managing card fraud in the U.S.

Aite Group LLC published a new report in January
2010 to provide directional guidance on the most effec-
tive forms of card fraud management in the United
States today. Card Fraud in the United States: The Case for
Encryption is based on interviews with more than 30 card
fraud management professionals worldwide.

It provides an overview of the U.S. card fraud landscape,
examines available fraud prevention solutions and offers
an in-depth analysis of implementation costs and antici-
pated success rates.

Card fraud costs the U.S. payments industry approxi-
mately $8.6 billion annually, according to Aite. Fighting
card fraud effectively involves "triage and telepathy —
picking appropriate battles to fight while anticipating
fraudsters' next steps based on the rapidly evolving tech-
nological landscape," Aite said.

For more information, visit www.aitegroup.com. B

Prepaid distribution strategies
getting 'malled’

N ew research from Mercator Advisory Group identifies
and discusses seven major distribution channels used by
issuers today to sell their prepaid cards directly and indi-
rectly to consumers.

Consumer Prepaid Distribution Strategies And The 'Malling’
Of Prepaid reviews the nature and types of card distribution
strategies, with a specific drill-down on the prepaid mall
channel and how consumers use prepaid malls.

Mercator identifies and analyzes the best in-store market-
ing practices of major retailers and their mall partners.
Mercator collected survey data from 1,012 adult consum-
ers on a variety of payment topics, then identified the four
segments of prepaid card shoppers and their propensity
to use in-store prepaid card malls versus other modalities.

Also presented are estimates of money loaded onto
prepaid cards purchased from card malls and how that
money is distributed across the 13 card mall segments.

For more information, visit www.mercatoradvisorygroup.com.
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[TA2 Banking silos from page 1

LexisNexis said the research it commissioned found "pro-
nounced increases in fraudulent use of all major payment
methods."

"Terrorists and crooks are becoming more sophisticated,
and they can easily change the channels through which
they perpetrate frauds," said Maggie Scarborough of
FinServ Strategies, a Baltimore-based research and con-
sulting firm. "There need to be better integration efforts
by banks, especially in terms of fraud mitigation."

That's a tall order, given the operational silos that have
evolved at banks over decades of technology innovations
— what one industry analyst dubbed a "spaghetti-ware of
payment systems."

Siloed out

It's a situation that becomes ever more apparent in fraud
management, where different systems and staff experts
are generally tasked with identifying and preventing
fraud in different channels. For example, credit card, debit
card and check fraud management are typically handled
within different parts of banks, which use separate offices
that rely on different systems and procedures.

These operational silos have been generating concerns
within the banking sector for years; more recently such
concerns have begun to enter the public discourse, espe-
cially as they relate to the federal government's bank
bailout of 2009.

"Silo but deadly," reads a Dec. 3, 2009, headline on
Economist.com. "Messy IT systems are a neglected aspect
of the financial crisis."

Dan Schuster, Executive Director of the Financial Services
Technology Consortium, said it's the responsibility of
banks to address the implications these silos have on
efforts to combat payment fraud. The FSTC is an industry
think tank that promotes collaborative research and tech-
nology projects involving financial technologies.

In a message to FSTC member banks, Schuster wrote,
"The time has come for management to explore how to
better coordinate and manage their people and resources
applied toward physical and cyber security, new product
development, operations and maintenance, and risk man-
agement in a more unified fashion, measured and man-
aged through common metrics."

Some banks are responding to these concerns by creat-
ing payment hubs, from which all payment services are
managed. "Large and small banks alike are exploring an
enterprise payments strategy and applying a more holis-
tic approach to their payment architecture," said Susan
Feinberg, Research Director for Wholesale Banking at
TowerGroup.

"These hubs can be very beneficial," Scarborough said,
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provided they feature sophisticated analytics that can
assess risks across payment systems. The benefit is obvi-
ous: by capturing a broader view of customer activities,
banks should be able to gain a clearer understanding of
customer risk profiles.

Meanwhile, vendors and the card brands have begun to
introduce fraud solutions that cut across payment opera-
tions in an effort to catch what Scarborough refers to as
"fraud in flight."

Two birds with one solution

Many of these solutions rely on predictive modeling
techniques that assess the likelihood of various consumer
actions. They can help answer questions such as, "What is
the likelihood that a customer who withdrew $400 from
an ATM this morning would now be writing a check for
a $50 grocery bill?"

Global profiling is another emerging technology. It takes
the analytical process further by integrating cardholder
profiles with other pertinent facts, such as the frequency
of stolen card activity at a given venue.

For example, profiling might show a surge of transac-
tions at a certain ATM at a particular time of day (such
as around midnight); it might indicate the customer writ-
ing a $50 check for groceries is not the same person who
withdrew funds at an ATM from that same account earlier
that day.

Monitoring and analyzing transactions and related data
across payment systems is a challenge, one that few banks
can perform in isolation, according to Scarborough. "The
key is to be able to share data without giving away com-
petitive differentiators,” she said. "It's going to take time
before we see that kind of cooperation and coordination
between banks. It's just so competitive."

This is also the case within banking institutions where
silos dominate and payment offerings can differ widely,
not only technologically but legally. To put into perspec-
tive some of the most obvious differences in the evolution
and treatment of different types of payments, here's a
little background.

The ACH super fraudway

Check payments are paper-based, staff-intensive, back-
shop operations that have been slowly migrating to
electronic processes, such as truncation with electronic
check conversion. Check payments are governed by the
Uniform Commercial Code (a set of model laws that
get adopted state-by-state), as well as Federal Reserve
Regulations J and CC.

Reg ] details the responsibilities, duties and procedures
required of the Federal Reserve Banks and the senders
and payers of checks and check-like instruments (such
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as money orders). Reg CC speaks to consumer protection
issues, such as availability of funds from check deposits.

When checks are cleared electronically, however, the pay-
ments may also be subject to automated clearinghouse
(ACH) rules and the Fed's Regulation E, which stipulates
consumer protections for electronic payments.

The ACH was founded nearly 40 years ago as a replace-
ment for the check system; transactions generally post to
demand deposit accounts (DDAs, or checking accounts).
And although the ACH has made notable strides, checks
still outnumber ACH payments in the United States.

The ACH also supports the back-end of the credit and
debit card networks as the vehicle for net settlement
transactions.

For much of its history, the ACH has been considered a
relatively safe payment system. However, some experts
worry that fraud has become a bigger problem with the
growing popularity of consumer-oriented applications
(such as POS check conversion and online bill pay) and
increasing reliance on public networks (like the Internet)
by banks and customers alike.

"The ACH is the Hail Mary pass of payments," said indus-

try consultant Richard Crone at a conference presented
last year by the Federal Reserve Bank of Chicago.

In the first 10 months of 2009, alone, the FBI said it identi-
fied $100 million in attempted ACH fraud, including "a
significant increase" in frauds involving corporate check-
ing accounts, Crone said.

Much of the fraud involved malware that had been placed
inside bank or corporate computer systems, the FBI said.
The real culprit, though, is the absence of adequate con-
trols at financial institutions and third-party providers
of ACH services. "The lack of defense-in-depth at the
smaller institution/service provider level has created a
threat to the ACH," the agency warned in an Intelligence
Note released in November 2009.

Playing with plastic

Credit cards are lines of credit that are managed, typically,
from a bank's consumer lending division. Although they
were first introduced in the 1950s, it took nearly 25 years
for credit cards to really take off, with the introduction
of electronic data capture at the POS and sophisticated,
back-end network technologies.

According to the Federal Reserve Bank of Boston, which
last month released preliminary results of its latest survey
of consumer payment habits, 73 percent of Americans
today have credit cards.

Credit cards are governed by the card brands (Visa Inc.,
MasterCard Worldwide et cetera) and by Federal Reserve
Regulations B and Z. Enforcement of federal regulations is
carried out by the Federal Deposit Insurance Corp. (when
banks are involved) and the Federal Trade Commission,
which has jurisdiction over nonbank creditors.

Reg B deals with the credit granting prices. It prohibits
credit card issuers from discriminating against applicants,
and establishes guidelines for gathering and evaluating
credit information, among other things.

Reg Z (Truth in Lending) sets forth acceptable methods
for computing annual percentage rates, for disclosing
terms of credit and for resolving disputed transactions.
The Credit Card Act of 2009 ushered in several notable
changes in Reg Z, including limitations on card fees and
additional disclosure requirements, many of which take
effect this month.

While federal regulations are most concerned with con-
sumer protections, data privacy and fraud are major con-
cerns for the card brands, as evidenced by the Payment
Card Industry (PCI) Data Security Standard (DSS), which
applies to credit, debit and prepaid cards.

Debit - decoupled and prepaid

Debit cards crept onto the payments scene in the early



1980s with the introduction of ATMs and ATM networks.
But they didn't gain popularity until the mid-1990s,
when banks began issuing debit cards with Visa and
MasterCard logos, and the bankcard brands started pro-
moting signature debit options.

Today these cards look and act much like MasterCard and
Visa credit cards, except transactions are posted to card-
holder DDAs rather than deducted from lines of credit.
The cards also double as ATM cards.

According to the Boston Fed's payment research, today
debit cards are in the wallets of 80.2 percent of U.S. con-
sumers. Over the years, there have been several attempts
to marry POS debit to the ACH. While it seems like an
obvious tandem (since both access customer checking
accounts), it's always been a tough sell since most banks
manage ACH operations on the wholesale (corporate)
side of the bank, and debit cards are a retail offering.

The latest of these has been the introduction of "decoupled
debit" cards. With decoupled debit, the authorization and
merchant settlement processes are performed through the
card networks, but funds are deducted from cardholder
accounts using the ACH.

Decoupled debit card issuers may be banks but can also
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be merchants. One of the best known issuers of decoupled
debit has been the credit card bank Capital One Financial
Corp., which ran a year-long trial in 2008 that tied decou-
pled debit to a consumer rewards program.

Prepaid cards are considered debit cards, but they are not
always held to the same standard. For example, industry
consultant Paul Martaus noted that while the PCI DSS
and related standards apply to open-loop, network-
branded prepaid cards, closed-loop, private-label cards
issued by retailers are exempt.

"This could cause some serious problems," Martaus said,
adding that fraudsters are always on the lookout for pay-
ment system vulnerabilities. "We have to assume all kinds
of things are being tested by the crooks," he noted.

Taking off the stove pipe

As payment experts will tell you, successfully combating
fraud requires a multifaceted approach: security at the
POS and all the way through the life of the transaction,
ending in the total lockdown of cardholder data storage.

Given the vulnerabilities inherent in paying with plastic,
the elimination of siloed systems may be a crucial step in
keeping those vulnerabilities to a minimum. &
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Gain traction on the red carpet

By Jon Perry and Vanessa Lang
888QuikRate.com

aking the decision to attend a function can
alter the fate of a small business. In 2006, at
the onset of our business, we had to learn
very different skills than those required by
a corporate day job. Driving down a major highway on
our way to a networking event, we saw a sign.

Actually it was a billboard that said, "Entrepreneur Expo
— Where Business Gets Done." As brand-new entrepre-
neurs, we made a mental note to attend; that decision
would directly impact the direction and success of our
merchant service business.

Attending the expo was free. The City of Fort Worth spon-
sored the event to help drive the growth and success of
small businesses. There was also a lunch you could attend
for a fee that was expensive to a new startup. But others
who had attended said it was well worth the money, and
we decided to upgrade to the lunch and speaker program.

The expo was like any other tradeshow, with one
major exception: attendees were from all facets of
industry, from small-business start-ups to Lockheed
Martin Corp. and the U.S. Department of Defense — a
very diverse group.

We spent the entire day walking the aisles, handing out
business cards and meeting our local competitors. We
learned about organizations that were there to help grow
new start-up businesses. Then lunch came, and that was
when the interesting stuff started.

In the banquet hall, an agenda had been placed at each
seat. Within the agenda was a list of nominees for vari-
ous awards, including the Mayors Award, Small Business
Award and others. Following lunch, the award cer-
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emonies began. Each nominee was recognized on giant
screens, and with biographies and business descriptions
within the agenda. When the Small Business Award was
announced, my heart stopped and I said, "That will be me
next year."

And the award goes to ...

In 2007 we were announced as the Star Telegram
Small Business of the Year — just one year after we started
our business. We won $10,000 in advertising, and our
name was splashed all around the Dallas-Forth Worth
metropolitan area, in various papers, e-mail blasts and
Web sites.

The application for the award itself was a short five ques-
tions, which took less than a week to complete. In return
we received instant credibility among the thousands who
saw our award.

A close competitor of ours stopped by and commented
that he had never seen a merchant service provider win
an award and that it was time we start to show the busi-
ness community how we add value to the communities
we live in and serve.

It seems that ISOs and merchant level salespeople
(MLSs) are starting to gain more recognition. Henry
Helgeson, President and co-Chief Executive Officer of
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Merchant Warehouse, was a finalist for the Ernst & Young
Entrepreneur of the Year 2009 Award in New England.
Also in 2009, Merchant Warehouse was awarded ISO
of the Year at the Electronic Transactions Association's
Annual Meeting & Expo.

In 2005, 2006, 2007 and 2008, Authorize.net received the
Achievement in Customer Excellence (ACE) award from
CustomerSat, a division of MarketTools Inc. ACE awards
validate an organization's effectiveness in serving cus-
tomers and building loyalty. Who qualifies is determined
by regular customer satisfaction surveys.

Fast Transact Inc. (co-founder and President Anna Solomon
is a frequent contributor to GS Online's MLS Forum under
the moniker FastTransact) has won many awards. In 2008
the company picked up The Association of Washington's
Better Workplace Award and made the Inc. 5000 list. Fast
Transact was also a finalist in the Business Examiner's 2007
Top Places to Work for Washington State's South Puget
Sound area.

In 2009, Vanessa was nominated for a Stevie Award for
Best Young Entrepreneur, which can be characterized as
the Oscars for business owners. Many very well known
businesses, such as Constant Contact Inc.,, have been
recipients of Stevie Awards.

Out of hundreds of nominations, 888QuikRate.com was
a finalist. While we did not win, just the nomination and
the buzz it created resulted in increased visibility and
credibility. The point is ISOs and individuals are being
recognized for their achievements, and so can you.

GS salutes you

In many ways, the opportunity to write the Street Smarts
column in The Green Sheet was an award. We are very
new to the industry compared to past Street Smart
authors, but The Green Sheet staff saw us giving a presen-
tation at an acquirers meeting and approached us with
this opportunity.

It was another situation where simply attending a func-
tion and networking delivered an unforeseen bit of good
fortune. We have named just a few of the more prestigious
awards for payments industry businesses. Opportunities
for awards are around every corner and can be found
through research or word of mouth. A great place to start
is at your local chamber of commerce.

Awards like Member of the Month or Best Volunteer of
the Year can help increase the number of prospects you
gain and give you an edge over competitors. Local clubs
like Lions or Kiwanis clubs have annual awards as well.
Most recently, a very strong referral partner we work with
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»>: There is a reciprocity associated with awards. Don't just
think of receiving or being nominated. Go out and nominate
people you think deserve the recognition, and the karma will

. come back around.

was nominated as one of the Great Women of Texas, an
award offered by a well-respected local business publi-
cation. It was Vanessa who nominated the partner, who
ended up winning. There is a reciprocity associated with
awards. Don't just think of receiving or being nominated.
Go out and nominate people you think deserve the recog-
nition, and the karma will come back around.

Broadcast yourself

Once you receive an award, the next step is getting the
word out in a positive way. Social media is a very powerful
tool for spreading the word about company achievements.

Also, make sure to notify industry publications like The
Green Sheet, which will often write about such awards.
One of our longtime customers, and author of a book
about how to attain free publicity, does this for his clients
every day. He knows that when something is in print
people tend to assume it is true. Using awards and

achievements offers instant credibility and can help
increase the number of accounts you land per month.

While winning an award or being recognized for an
achievement will not guarantee success, it can be an inex-
pensive way to create buzz around your company. Talk to
your peers in the industry, to local chambers of commerce
and other associations you work with to find out what
award opportunities are awaiting your business in 2010.

Jon Perry and Vanessa Lang are the owners of 888QuikRate.com,
an ISO based in Ft. Worth, Texas, that was named Small Business
of the Year by the local newspaper, The Star Telegram. For more
information, tweet them at http://twitter.com/dfwcard, comment
on their blog at http://merchantservices.cc or visit their profile at
http://linkedin.com/in/jonperry or http://linkedin.com/in/vanes-
salang. Alternatively, you can contact Jon and Vanessa by phone
at 817-857-3557 or by email at jon.perry@888quikrate.com
or vanessa.lang@888quikrate.com.
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Digging into PCI -
Part 8: Assign a unique ID to each
person with computer access

By Tim Cranny

Panoptic Security Inc.

his installment of our multipart series drills

down on the eighth of the 12 requirements of

the Payment Card Industry (PCI) Data Security

Standard (DSS). The article discusses what the
issues are, what merchants need to do and what their
ISOs, banks or processors can do to help them.

Requirement 8 is "Assign a unique ID to each person
with computer access." It is the second part of the sec-
tion called "Implement Strong Access Control Measures."
The first part of that section (Requirement 7) laid out the
high-level principles for controlling who gets access to
sensitive cardholder data and systems. But Requirement
7 is deliberately short on details about what merchants
should actually do and how to do it.

Requirement 8 plugs that gap when it comes to comput-
ers; it contains a long list of specific technical require-
ments on how to implement access control. The other
main area of access control issues, physical security, is
covered in Requirement 9.

What Requirement 8 is all about

The core idea behind Requirement 8 is that before you can
control access, you first need to be certain who is trying to
gain access. To use an analogy, there's not much value in
having 10 bouncers at the front door of a nightclub with
a detailed list of invited guests if a 60-year-old man can
walk up and say, "I'm Paris Hilton. Let me in," and then
be admitted.

Recognizing and "authenticating" people is not the same
as access control, but it is the foundation of access con-
trol. And since modern computer systems can do access
control naturally and easily once the authentication piece
is taken care of, authentication has become the primary
issue in most peoples' minds.

Requirement 8 is all about making sure that when some-
one tries to get access to a computer resource (a file or a
program, for example) that relates to cardholder data, the
system knows specifically who the person is claiming to
be and can be reasonably confident that the individual is
actually the person he or she purports to be.

The challenges of Requirement 8

This requirement is fairly technical. Despite that, it is

usually not as problematic as other sections of the PCI
DSS, mainly because most merchants are aware of the
issues and the solutions, and also because many of the
requirements are in the "Do it once, properly" vein rather
than the more painful "Be sure to do this every day."

Not all parts of Requirement 8 are like that though;
important parts of it need regular attention and updating.
Requirement 8 is also simpler than Requirement 7 in that
it is less likely to trigger staff complaints or resistance;
the issues are almost purely technical, rather than social,
political or cultural.

What merchants need to do

To comply with Requirement 8, merchants need to ensure
that they use passwords (or a suitable replacement like
fingerprint scanning) carefully and completely. None of
the individual requirements are particularly difficult or
obscure. They include such steps as the following;:

1. Make sure each user has a unique identifier.
(Typically this means that all users have their own
accounts on computers, and /or individual accounts
for accessing applications). The idea is that you
must avoid things like having an account called
"cashier" that all cashiers share; you need to be able
to monitor and control access at an individual rather
than group level.

. Make sure passwords are required for all access to
sensitive systems or data.

. Ensure that passwords are long enough to be
reasonably strong and changed often enough to
prevent problems. (The rationale for changing pass-
words is that they become "stale" if kept too long,
giving attackers time to find or guess them. Not all
security experts agree, but it is part of the PCI DSS
that passwords be changed every 90 days.)

. Carefully manage passwords and accounts to make
sure they are only created for authorized users; that
they are promptly disabled when no longer needed
(for example, when staff are reassigned or terminat-
ed); and that passwords are themselves protected
like the sensitive information they are, since there
isn't much use in having a password if it can be
reset by an attacker or read by strangers off a piece
of paper or e-mail.

One requirement that will be less familiar to most mer-
chants is the requirement that "two-factor authentication"
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> Some Requirement 8 particulars, like setfing a minimum
password length or enforcing auvtomatic screensavers, are
generally "Do it once, properly” issves.

be used for remote access (that is, logging on to comput-
ers or applications off-site). Two-factor authentication
basically means using passwords plus something else
to prove who you are; the "something else" could be a
fingerprint, retinal scan, or a physical device like a smart
card or dongle.

Using something else in addition to a password makes the
authentication much stronger, which is a reasonable goal
because allowing remote access is riskier than allowing
on-site access only. The right approach to this issue is to
prohibit remote access unless there is a clear and unavoid-
able need for it. As with all security concerns, avoiding
the problem in the first place is the best route.

Some Requirement 8 particulars, like setting a minimum
password length or enforcing automatic screensavers,
are generally "Do it once, properly" issues. Others, like
ensuring that old accounts are disabled, are necessarily an
ongoing process and should be built into the company's
standard operating procedures.

Because meeting these requirements depends in part on
the behavior of payment applications used by merchants,
it is just one of many reasons why merchants should make
sure they are using certified systems.

What you need to do for your merchants

Most of the issues raised by Requirement 8 are fairly
familiar to merchants. As such, this requirement will
typically be a low-pain part of a general PCI awareness
and compliance program. ISOs and others should spend
most of their effort and time on making sure that their
programs can deal with the technical demands and sup-
port burdens of other, more challenging and painful,
parts of PCL

Dr. Tim Cranny is an internationally recognized security and com-

pliance expert and is Chief Executive Officer of Panoptic Security
Inc. (www.panopticsecurity.com). He speaks and writes frequently
for the national and international press on compliance and tech-
nology issues. Contact him at tim.cranny@panopticsecurity.com

or 801-599-3454.
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Clarify your brand

and use it

By Peggy Bekavac Olson
Strategic Marketing

hat is brand? Well, quite honestly, many

companies are confused. Some think it's

their name, logo, color scheme or corpo-

rate style. If your company believes the
answer is one of these, you're probably missing the boat
in terms of what a strong brand can do to improve your
business and bottom line.

Brand is the promise of value your company delivers to
its customers and the marketplace. It's what your busi-
ness stands for. It's the sum total of your tangible and
intangible business qualities and attributes.

Your brand promise describes the value proposition that
doing business with you represents and articulates what
prospects or target customers can expect from their expe-
rience with your company.

Your brand defines who you are, how you do business
and how you're different from the competition. It's the
words and images that pop into buyers' minds when they
hear your company's name or see your company's logo. In
essence, your brand is a promise of expectations fulfilled
— a promise that should be kept.

Why make promises?

You may think making a promise is a fluffy concept, but
let's examine real-world examples. The promises made
by brands like Procter & Gamble's Crest toothpaste and
Toyota Motor Sales U.S.A. Inc.'s Lexus automobiles are
clear and distinct.

Crest stands for white teeth, fresh breath and no cavities.
Lexus stands for luxury, elegance and excellence. Over
the years, Crest advertising slogans have touted, "Look,
Ma, no cavities!", "Nine out of 10 dentists recommend
Crest" and "Get lasting freshness and a whiter smile." For
Lexus it's been "The relentless pursuit of perfection" and
"Obsessive attention to detail."

Another example is Visa Inc. In its early years, Visa
focused on card acceptance, using the slogan, "It's every-
where you want to be."

More recently, the company has evolved its brand prom-
ise, which now centers on delivering innovative products
and services that can be used anytime, anywhere, and
that empower cardholders to experience life and business
their way and on their terms. The company's current slo-
gan, "Life takes Visa," embodies this promise.

Keep your promises

For your company to truly thrive, you must create a brand
promise, take responsibility for it, own it and relentlessly
drive it through your organization so that it becomes sec-
ond nature. It must be integral to your business essence,
culture and strategy. Your brand should dictate all of your
company's decisions and investments in people, products,
services, technology, processes and delivery channels.

Brand creates a laser focus that provides clarity and
consistency among your company's disparate activities.
How well you deliver on your brand promise determines
the value of your brand, and ultimately, the level of your
business success.

So how do you know if your brand is working to your
company's best advantage? To assess the health of your
brand, conduct a brand audit. An audit identifies where
your brand is weak or failing and uncovers sources of
brand equity to determine how to improve and leverage
that equity.

You will need to focus on the heart and soul of your com-
pany — what you believe in (values), where you're going
(vision) and how you want to come across (personality).

Ask these questions:

Does your company lack market awareness and cred-
ibility?
Is your brand image outdated?

Is your company name and corresponding logo mark
appropriate; do they reflect the true nature of your
business and offerings?

Does your brand promise match your customer experi-
ence?

Do your customers understand and believe your brand
promise?

Does what you promise meet your customers' needs
and requirements?

Do you redlly differentiate yourself from the
competition?

If you're unsure or answered no to any of these questions,
then seriously consider undertaking a brand revitaliza-
tion or rebranding initiative to fully leverage the power
of brand in your business.

Brand makeover

Brand revitalizing involves fine-tuning your brand to
make it modern and up-to-date, as well as competitive
and compelling. On the other hand, rebranding involves
starting over from square one with a new name, new logo
and new brand promise.
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Revitalizing is a reasonable approach in most cases to
strengthen the foundation you already have in place.
Rebranding is a must when the core or fundamental
nature of your business has changed.

In either case, these steps should be followed using the
results of your brand audit.

1. Develop a brand promise that is unique, distinc-
tive, compelling, relevant and credible. Make sure
your promise clearly articulates points of differen-
tiation that elevates your business from being just
one among many identical companies to one with
unique character and promise.

. Identify two or three key attributes of your brand
promise, sometimes called brand triggers, that are
critical to building the foundation for an emotional
bond with your customers. These triggers can be
tangible or intangible and have an intuitive, easy-
to-understand link to sales and profits.

. Align your organization so that it can consis-
tently deliver an experience that reflects your
brand promise by incorporating brand triggers into
your everyday business processes and activities,
companywide.

4. Convey your brand promise and triggers succinctly
and consistently, day-in and day-out, across all
communication vehicles, channels and touch points
— your sales pitches, materials, presentations, Web
site, advertisements, employees and so forth.

Communicating clearly about what your company
stands for and delivers will help you generate more
sales and revenue than ever before.

. Ensure that your customers experience what you
promise. Test brand experience by pretending you're
a customer to see if what you promise is reinforced
through every encounter.

Conduct frequent customer satisfaction surveys to
gauge brand experience and satisfaction. Remember,
customer experience is ultimately the fulfillment of
your brand promise.

Promise delivers

Ultimately, if you get it right, your company will truly
stand out. Many companies intuitively know they need
to improve their brand, so they undertake quick fixes like
redesigning logos or updating marketing materials and
Web sites, but these investments are cosmetic and change
only the face and image of companies.

To truly build a strong brand and capitalize on its power,
you first must strengthen your promise of value and then
embark on efforts to shore up your brand image, identity
and experience.

What separates winners from losers is the power of brand.

Use brand to deliver a message to the marketplace about
what your customers can expect. Use brand to separate
your company from the competition, add value to your
products and services, and engage better with prospects.
Use brand to build loyalty so that your customers buy
from you over and over again.

Customers don't simply buy your products and services;
they buy from you because of their perceptions, expecta-
tions and the reputation, trust, and likeability of your
company. At the end of the day, they buy because they
like your brand.

Remember, brand is a promise of value. When you keep
your promise, both your prospects and loyal customers
will be plentiful. B2

Peggy Bekavac Olson recently founded Strategic Marketing, a
full-service marketing and communications firm specializing in
financial services and electronic payments companies, after serv-
ing as Vice President of Marketing and Communications for TSYS
Acquiring Solutions for more than five years. She can be reached
at 480-706-0816 or peggyolson@smktg.com. Information about
Strategic Marketing can be found at www.smktg.com.
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Selling and giving to
specialized markets

By Jeffrey Shavitz
Charge Card Systems Inc.

ompetition in our industry is fierce, as merchant

level salespeople (MLSs) are competing for the

same customer base. Why not differentiate your-

self by cultivating specialized vertical markets
through industry associations, buying groups and local
chambers of commerce?

During the past several years, I have become deeply
involved with such groups, developing integrated pro-
grams to help my sales partners earn more business while
providing a real added-value benefit to the organizations
involved (in addition to their saving a few basis points on
processing fees).

Boost participation

Associations and buying groups, like nonprofit organiza-
tions, are losing market share because their membership
base is dwindling: new members are not joining, and
existing members are not renewing because of our dif-
ficult economic times.

Companies' annual dues could range from as low as $25
to more than $1,000, depending on the number of employ-
ees and office locations.

Payment professionals derive tremendous value from affili-
ations with special-interest groups, similar to the way they
benefit from joining the Electronic Transactions Association
or participating in regional acquirers associations.

But most people do not fully understand the advan-
tages to be gained by pursuing such affiliations or realize
annual fees more than pay off for those who become
actively involved.

It is possible to create a win-win program through which
an association helps demonstrate the value of your mer-
chant services while enjoying aggressive revenue-sharing
for the merchant accounts you board.

Through just such a program, my colleagues and I have
helped many associations increase membership during
what has been the worst economic period since the Great
Depression. And association endorsements have helped
active MLSs receive warm leads, which have a high clos-
ing ratio.

Gain trust

It's amazing how much more powerful a phone call is to
a merchant when you say something like, "John, this is

Jeff Shavitz of Charge Card Systems. We are the endorsed
vendor to XYZ Association, and I want to describe a val-
ue-added merchant services program now being offered
by your association," as opposed to using a random, cold-
call pitch for credit card processing.

Those few words — endorsed vendor, the vendor of choice,
preferred vendor et cetera — help differentiate you and
your service, which translates to more business and more
residual income for you.

Top-down selling is powerful and results in exponential
business growth. Why sell to only one merchant at a time
when you can sell from the top down through your affili-
ations, which will enable you to meet hundreds, if not
thousands, of merchants through endorsements?

Meet and give

Associations create a "meeting place" for industry-specific
executives to share information. Unfortunately, due to
the difficult economy, many companies have chosen to
cancel their memberships with local chambers and buy-
ing groups. And — worst of all — they have stopped giving
to charities that desperately need donations to continue
their programs.

An effective way to enhance your professional satisfac-
tion is to combine your sales career with a philanthropic
approach to life.

Take a position on something, for example, by contribut-
ing part of your residuals to a worthy cause. Some ISOs
and MLSs give to national causes; others choose to provide
aid to the local marketplace. Both choices are excellent.

Other possibilities abound. One is to help sales partners
create women-owned companies that contribute part of
their profits to causes that assist women's activities. Let
your imagination run wild. Just pick a cause that is close
to your heart.

It is a gift to be of service, whether it's giving a hand to
one deserving person, a charity that provides food to hun-
gry families or an association striving to attain a worth-
while goal. Think creatively about how you can combine
your career and personal missions.

Do it for the right reasons, and I guarantee you will feel
100 percent rewarded, and your business will continue
to grow.

Jeffrey Shavitz is one of the founders of Charge Card
Systems Inc. He is also an active member of The Green Sheet
Advisory Board and the First Data ISO Advisory Board. He
can be reached at jshavitz@chargecardsystems.com or 800-
878-4100. For additional information on CCS, please visit
www.chargecardsystems.com/gsadvisoryboard or the company's
corporate Web site at www.chargecardsystems.com.
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Going alternative

By Carrie Hometh
Payvision

here's been a lot of press lately on alternative

payments — most generated by companies that

focus on this rapidly emerging trend. The reality

is that alternative payment transactions account
for a very small percentage of transactions, and there are
challenges associated with them.

Merchants complain that some alternative payment trans-
actions are difficult to execute because the settlement
process affects how they ship products. There is a signifi-
cant amount of paperwork involved with certain types of
payments, and back-end operations can be altered signifi-
cantly. At times, this translates to delays in shipments and
customer dissatisfaction.

Despite these obstacles, merchants are clamoring for alter-
native payments and are seeking providers to process them.

Nontraditional payments

For the purposes of this discussion, alternative pay-
ments are those that are nontraditional to a given mer-
chant's country of origin (see sidebar accompanying this
article). Traditional cards, such as Visa Inc.-, MasterCard
Worldwide- and American Express Corp.-branded cards,
are used worldwide and are not country-specific.

On the other hand, Discover Financial Services-branded
cards are heavily used in the United States and are only
now being offered in a couple of other countries through
Discover's relationship with JCB International Co. Ltd.
That makes Discover card transactions an alternative pay-
ment type outside of the United States.

A popular type of transaction is the bank transfer. It occurs
in real time so merchants get paid faster and can ship
products quicker. Most European countries offer bank
transfers, and many countries also have their own credit
cards. For example, France has Carte Bleue, Germany has
Giropay, Italy uses CartaSi and Sweden has Nordea.

Alternative benefits

Alternative payments are important in the e-commerce
sphere for many reasons. Because of worldwide accep-
tance and ease of online shipping, the Internet has opened
an entire new channel of service with alternative payment
processing.

Furthermore, marketers are looking for every possible
way to not lose sales. If an online consumer shops in his or
her chosen currency, clicks over to checkout and doesn't
have the option of using a specific card or bank transfer,
the consumer will likely abandon the sale.

Examples of payment alternatives

by couniry:

France Bank transfer JCB
AmEx CartaSi MasterCard
Bank transfer Diners Club Nordea
Carte Bleve JCB Visa
Check MasterCard United
Diners Club Postepay Kingdom
JCB Visa AmEx
MasterCard Visa Electron Bank transfer
Visa Spain Check
Germany 4B Diners Club
AmEx AmEx JCB
Bank transfer Bank transfer Maestro UK
Diners Club Diners Club MasterCard
ELVY Euro6000 Solo
Giropay JCB Visa
JCB MasterCard United States
i MasterCard Visa AmEx
. Sofortiiberweisung Visa Electron Diners Club
: Visa Sweden JCB
Italy AmEx MasterCard
AmEx Bank transfer Visa

Additionally, alternative payments also represent savings
in fees. Fees normally associated with traditional credit
cards are not applied to alternative payment methods.

Merchant level salespeople (MLSs) are always searching
for ways to retain merchants and expand portfolios. By
being able to offer more types of payments to merchants
whose customers prefer country-specific payment types,
MLSs will increase their competitive edge and broaden
their selling footprint.

Picking the right provider

But which alternative payments should you offer? The
answer is determined by the provider you partner
with and how well your partner can meet your merch-
ants' needs.

Your provider must offer a comprehensive list of country-
specific payment methods and a single technical interface
to all relevant forms of payment, with a single set of
reporting on the back-end. Whether your merchant has
customers in Italy, Great Britain or Japan, your provider
must be able to advise you on exactly which payment
type matches your merchants' needs.

Internet Protocol address location tools are very impor-
tant so you can recognize where your merchants' custom-
ers are coming from and default to the payment type
normally offered in that country. Your back-end systems
may have to be altered for these payment types.

For digital merchants, it won't matter. But, for physi-
cal-goods merchants, the back-end operations will be
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affected. For this reason, it is imperative that you have an
experienced and capable alternative payment provider to
efficiently facilitate processing.

Equally important is technical functionality. For example,
there are industry-specific features that your provider
must possess, such as auto top-up, billing-on-demand
and recurring billing.

Auto top-up provides a safe and secure way to automati-
cally top-up credit whenever the balance falls below a
certain level. Billing-on-demand enables merchants to
automatically debit transactions from the customer's
account without requiring the customer to authorize each
transaction separately. Recurring billing allows merchants
to automatically bill customers' bank accounts, credit and
debit cards, or electronic wallets on a regular basis.

All merchants welcome

All types of retailers work well with and could benefit
from alternative payment types; the challenge lies in sell-
ing them. Country-specific alternative payments can be
confusing, can require a substantial amount of work to
set up and can delay the merchant account set up. I do
not recommend selling alternative payments cold. You
will make more money and sell faster with traditional
payment types.

Alternative methods are complex solutions — and the right
provider comes into play. It is critical to have an experi-
enced and knowledgeable provider helm your alternative
payment vehicle.

For your existing merchant customers, selling alternative
payments can be tricky. You have to know your merchants
well, evaluate their needs and keep in mind that if you
don't give them the alternative option, you could lose
them to someone who does.

Offering alternative payment methods establishes capa-
bility and credibility. Merchants are delighted to hear you
have it, but they may never use it. To offer or not to offer
— that is the question. But remember that checking the
alternative payment box can mean the difference between
a handshake and a wave goodbye. &

Carrie (Bardeen) Hometh is a respected industry professional
in the international marketplace with over two decades of
global experience and expertise. She currently serves as
Senior Vice President of Sales and Marketing for Payvision,
a leading international payment solutions provider that
offers a comprehensive suite of products and services that
include global acquiring, multicurrency processing and
alternative payment solutions. She can be contacted at
c.hometh@payvision.com.
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Separation of powers
Product: iPA280

Company: Ingenico

obile phones are all the rage these days
and, by extension, so are mobile payment
terminals. It follows that terminal provid-
ers and manufacturers are integrating the
various functions of personal digital assistants (PDAs)
with payment acceptance software in increasingly cre-
ative ways.

Payment terminal manufacturer Ingenico entered the
fray with a new offering, the iPA280 (colloquially, "The
Pay PDA"). Yet, the iPA280 is unique in that its hardware
is compartmentalized and interlocking, with separate,
attaching (and removable) pieces for PDA and card pay-
ment acceptance functions.

"In essence there are two [independent devices] which fit
together, and on one side we have the secure payments
system, and on the other side we have the PDA ele-
ment of it," said Duncan McLauchlan, Product Manager,
Integrated Solutions for Ingenico North America. "Think
of it as a hand-held PDA facing you, and then flip it over
and you'll see the PIN pad section. So it looks like two
halves glued together. But they come apart."

Physical firewall

According to Ingenico, this separation of technological
powers is a good thing — and for one very significant rea-
son: It creates an extra layer of security for the payment
terminal, a sort of physical firewall in addition to the bar-
riers and encryption schemes within the terminal itself.
If hackers access the device's Microsoft Corp. Windows
operating system, they have virtually no way of getting
into the separated terminal where payment data is stored.

"With other solutions that integrate the payment into the
Windows CE, the application can put the credit card data
at risk," said Lisa Shipley, Senior Vice President, Sales and
Marketing for Ingenico North America.

"This is two separate screens, two separate keyboards. ...
So I can take a customer's secure application on one of
our devices, download it to the payments side and be up
and running. Yet on the PDA side they can have their Web
store, inventory and Global Positioning System."

Though Shipley said the terminal is well fortified and
Payment Card Industry Data Security Standard 2.0-certi-
fied, it has the flexibility to export information for mer-
chant reporting. The user enjoys the same range of func-
tions that other PDA users do, including programs that

Features of the iPA280
mobile terminal include:

e Offers separate PDA, terminal devices that fit fogether

e Allows for interface between devices for merchant reporting
e Converts into barcode scanner

e Takes mag stripe, EMV and contactless card payments

e Operates in three different wireless environments

interface with the payment terminal to produce things
like e-mail receipts, virtual coupons and automatic loy-
alty updates through merchant Web sites.

"There's huge flexibility in getting the data from the pay-
ments side into the merchant's own database and being
able to do marketing programs based off that data,”
Shipley said.

Instant barcode scanner

The device is also good for a host of other functions. For
one, users can buy a triggered ("pistol grip") handle that
attaches to the module, converting it into a bar code scan-
ner. Merchants using the scanner can tag customer items,
read the prices as they pop up on the module's screen and
then accept a card payment for those items moments later
using the magnetic stripe card reader built into the side
of the device.

"You can use [the scanner] for bar coding, line busting and
taking inventory," Shipley said.

The iPA280 is equipped with an on-board printer and sup-
ports signature capture software for signature payment
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authentication with a stylus. On top of that, it accepts
both Europay /MasterCard Worldwide/Visa Inc. chip and
PIN cards, making it usable internationally, and contact-
less "touch and go" smart cards (used mainly by loyalty
programs) that rely on contactless payment technology.

According to Shipley, the iPA280 can operate in three
different wireless environments: Wi-Fi and Bluetooth for
short-range communications, and General Packet Radio
Service. for long-range ones.

"This is mobile on steroids," Shipley said. B2

Ingenico

678-456-1200
www.ingenico.com

Going out made easy

Product: TabbedOut
Company: ATX Innovation Inc.

few years back, ATX Innovation Inc. founder
and Chief Executive Officer Rick Orr was hav-
ing a relaxed lunch with some of his friends at
a local restaurant.

Orr said it was a sunny summer day, the meal was fan-
tastic and everything generally seemed swell. When the
group received its check, Orr brought out his credit card
and left it on the table for pick-up, fully expecting to leave
the restaurant a satisfied patron. But at this point things
took an unfavorable turn. "The server was just beyond
reach when I wanted to give her my credit card, and we
waited until about 55 minutes later when she actually
came back and ran the check," Orr said.

Yet the protracted wait proved serendipitous: it gave rise
to a new idea. Instead of waiting for end-of-the-meal
service, might there be a proactive way to speed it along?

"As technologists, we were thinking, 'There has to be a
better way than this," Orr said.

The product that came about

The result is a product called TabbedOut, which allows
patrons at restaurants and bars to pay their tabs using a
mobile device. For example, rather than jostling for space
and the bartender's attention at a crowded pub late at
night, a patron can close out the night's tab from his or her
table — or even on the cab ride home.

"This consumer pain point is what we're most explicitly
addressing," Orr said. "I always think of a couple sce-



narios: where you have kids screaming at the end of the
meal, and 10 or 15 minutes is like gold; and then the bar
scenario, when last call happens and you have to battle
five or seven people to get up to the bar just to get your
card back."

Consumers using TabbedOut are provided a code every
time they open the program, which is then communicated
to a bartender or server.

Ordering is still done conventionally, but each order, and
the aggregated tab amount, appears on the customer's
phone in real time, keeping TabbedOut users apprised of
their bill throughout the evening.

"The user experience is you have a code displayed on
your phone and you walk up to your server and say, 'Hey,
can I please open a tab TabbedOut? I'd like two drinks,"
Orr said. "As they're adding the drinks on the point of
sale, there's a button that has an exact same code they
just saw on the person's phone. ... So forevermore, when
I open my phone I can see all the things that are immedi-
ately on there throughout the night.

"Part of the historic motivation for that feature was friends
put drinks on my tab, and I wouldn't know until the next
day. I'd say, 'Wait, it couldn't have been that expensive
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... With TabbedOut you can review it anytime and go up
and say, 'Hey, man, I think you put this guy's drinks on
my tab," or T only got one of these, not three." It gives you
a power to see what the bartender is seeing."

Software as a server

Closing out one's tab (or paying the restaurant bill) can be
done completely on the program. The user simply selects
a payment card on his or her mobile device, notes the tip
amount and clicks the "pay" button to tab out.

TabbedOut contains a feature that allows venues to set a
minimum tip amount, so customers can't stiff their help
anonymously. It also uses a Global Positioning System so
users can discover what venues use TabbedOut in their
locality.

The program is only available on the Apple Inc. iPhone,
but Orr said development is underway for TabbedOut
applications on Google's Android operating system and
on Research in Motion's BlackBerry devices. &

ATX Innovation Inc.

866-626-8405
www.tabbedout.com
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WaterCoolerWisdom:

Make everyone
your valentine

he landscape may be a bit
stark and stormy, but
splashes of red hearts and
flowers are brightening
retailer displays throughout the
land. For it is February, the
month when we celebrate
love on Valentine's Day, and
business is brisk for florists,
card shops and purveyors
of fine chocolates.

However, some people
believe it is a holiday
meant only for school
children who haul vol-

umes of valentines — one

for every classmate — to

school. Others feel the

day belongs only to

adults who have been

struck by Cupid's arrow,

those who long to leave

work early so they can

prepare for a romantic

dinner in a secluded,
candle-lit restaurant.

That leaves an awful lot
of people out of the equa-
tion. Maybe some of your
friends, family members,
co-workers or merchant cus-
tomers. Maybe even you.

One solution for those who
feel left out is to ignore the
holiday completely. It is, after all,
just another day; it will pass soon
enough.

Another tack is to cynically pro-
claim that Valentine's Day is noth-
ing more than a good way to boost the

Love does not consist of gazing at each othenr,

but in looking together in the same direction.
- Antoine de Saint-Exupery

bottom line if you've been shrewd enough to have
landed merchant clients whose sales soar as a

result of the holiday.

However, while these approaches aren't
wrong per se, they are limiting. And
why settle for limits when you, like
everyone else, only enjoy a brief
time on earth to experience what

life has to offer?

Why not fully embrace the
day and think of new ways to
celebrate it that bring happi-
ness to others? Even those
who are deeply in love,
in addition to expressing
their passion, can also
find ways to express
many kinds of love.

Appreciate
proactively

This doesn't mean
sending valentines to
everyone you know.
It doesn't mean buy-
ing chocolates or roses
for your colleagues. It
doesn't necessarily mean
buying anything at all.
It means reflecting upon
what love for your fel-
low man means to you
and how you might best
express it, perhaps by send-
ing nuggets of love into the
world and letting them do
their magic.

Here are some possibilities
(there are countless others):

e Make a list of people who matter

most to you, personally and profes-
sionally, decide what you appreciate
specifically about each one and then let
each of them know. You can make the list in
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one day and take a month or more to contact everyone. You may want to letter to the editor of your local
telephone some, send notes to others and visit some in person. newspaper commending those
responsible.
* Pick an organization you admire that you haven't made a donation to yet,
and send in a check. e If you take a toll road or pay a
bridge toll on the way to work,
e Volunteer to do a presentation at a local school about your profession so pay the toll for the car behind
you can share what you love about your role in the payments industry you. Or if you buy coffee or tea at
and inspire youths in the process. a local shop in the morning, buy

a drink for the person standing
e Think of some things that your city or town is doing right, and send a behind you in line.

e If you admire the work of a visual
artist, choreographer, writer, pho-
tographer, filmmaker or other cre-
ative individual, send the person
a fan letter. Be specific about what
you like about the person's work.

e If your parents are still alive, tell
them how happy you are that
they gave you life.

e If gaining a particular merchant's
business helped your business
reach new heights or otherwise
turn a corner, let the merchant
know.

e The next time you pass a home-
less person on the sidewalk, look
the person in the eyes and say a
respectful hello.

e Call up the acquirers association
for the region in which you do
business, and volunteer to help
on a committee.

e If you are a religious person, do
something for your faith com-
munity that you don't ordinarily
do. Maybe it's helping out with
childcare during a service or tak-
ing a troubled youth under your
wing for a time.

Those who express their love for others
through words and deeds find a tre-
mendous satisfaction in doing so that
rubs off in all areas of their lives. Why
not join in this month and continue
throughout the year?

Good Selling!s™

Paul H. Green, President and CEO
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ATM Industry Association

jymemesl | 1th Annual Conference & Expo

Highlights: This event, titled ATMs 2010: Opportunities for
Enhanced Value, promises a wealth of information on how to
drive down operational costs while improving ATM return on
investment, customer service and functionality.

Keynote speaker Bob Tramontano, Vice President, Marketing
for NCR Corp., will provide a high-level vision of the industry's
future. Insiders will discuss developing self-service, ATM and
payment technology, as well as the likely impact of the current
regulatory environment on the financial services sector.

Slated workshop topics include Payment Card Industry Data
Security Standard compliance for payment devices, mobile
ATMs and ATM program management, to name a few.

Breakout sessions and panel discussions will address the needs
of international customers; self-service, third-party advertising;
the ATM's role in the payment sector; open platform software;
the global scourge of data skimming; international ISO expan-
sion; and much more.

When: Feb. 17 - 19, 2010
Where: Hilton Miami Downtown, Miami
Registration: www.atmiaconferences.com

Industry

"1 IRR Holdings Ltd.
= Prepaid Expo USA

Highlights: Prepaid card industry professionals from the United
States and over 25 other countries will converge on Las Vegas
to attend the annual Prepaid Expo USA.

Twelve case studies and nine market focus sessions are slated to
inform event participants on legal, regulatory and enforcement
challenges, industry-specific strategies, and the state of the
industry.

Keynote addresses will be delivered by Bill Clinton, 42nd
President of the United States, and Arkadi Kuhlmann, President
and Chief Executive Officer at ING Direct.

Workshops will be available for industry newbies. An
Innovation Showcase on the event floor will highlight the latest
technologies, products and services. The expo also promises a
golf tournament and a performance by Penn & Teller.

When: Feb. 22 - 24, 2010

Where: Rio All Suites and Casino, Las Vegas

Registration: www.iirusa.com/prepaid/online-registration.
xml@state=select_event

Highlights: This two-and-a-half-day meeting will focus on excit-
ing new trends and projects that are accelerating the wide-
spread acceptance, usage and application of contactless and
near field communication (NFC) mobile payment technology
for transportation and general retail payment applications.

The summit will include sessions on current U.S. and interna-
tional transit programs; contactless, NFC and mobile payment
technology developments; prepaid card initiatives; payments
industry fraud; Europay/MasterCard/Visa implementations;
and technologies for payment security.

It will focus on issuers and users of smart card technology in
the payments, security, and mobile spheres.

Attendees will learn how different markets use common chip
features and functionality to address their transaction needs.

When: Feb. 23 - 25

Where: Marriott City Center Hotel, Salt Lake City

Registration: www.smartcardalliance.org/pages/
activities-next-conference

Industry

"1 Bank Administration Institute

P BAIl Payments Connect Conference & Expo

Highlights: Between looming regulatory measures, legislation
and expanding payment channels, never has so much been
changing so rapidly in the payments industry.

This BAI conference, dubbed The Next Generation of BAI
TransPay, offers a deep dive into today's critical issues: fees,
rewards, customer acquisition and retention, as well as conver-
gence and channel integration.

The conference will focus on emerging payments — mobile,
online, cards and beyond — and offer strategic insights to
drive business.

It provides a chance to learn about new ways to replace lost
fee income opportunities and create new revenue streams in a
changing consumer, legal and regulatory environment.

When: March 1 -3, 2010

Where: Gaylord Palms Resort & Convention Center,
Kissimmee, Fla.

Registration: www.bai.org/paymentsconnect/index.aspx
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To add your company to our expanding listing, call 866-429-8080 today.

ACH - CHECK 21 ACH - PROCESSING SERVICES

AT / SCRIP 1S0s LOOKING
FOR AGENTS

ACH -CHECK 21 BOC

2000Charge, Inc
(800) 466-1481
www.agentek.net

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.
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United Cash Solutions
(800) 698-0026 x1430

ATTORNEYS

Adam Atlas Attorney at Law
(514) 842-0886

BANKS LOOKING
FOR AGENTS

(877) 635-3570
www.hbms.com

Up to 75% Residual
$5K Signing Incentive
Direct Bank Relationship
ISO Sponsorship Available

© Up to $200 Account Conversion Bonus

Comerica Merchant Seruices
(800) 790-2670

Group IS0, Inc.
(B00) 960-0135
WWW.Groupiso.com

Redwood Merchant Services

Division of Westamerica Bank
(707) 569-1127
www.redwoodmercantservice.com

BANKS LOOKING
FOR 1S0s / MSPs

America's BankCard Alliance, LLC.
(800) 757-1538
www.aballc.com

Group IS0, Inc.
(800) 960-0135

WWW.groupiso.com

Integrity Payment Systems
(888) 477-4500

Www.integritypaymentsystems.com

CASH ADVANCE
LOOKING FOR AGENTS

Proven Funding Recruit
(888) 744-8331
www.pravenfundingrecruit.com
CHECK GUARANTEE /
VERIFICATION

CrossCheck, Inc.
(800) 654-2365

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

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

Secur-Chex
(866) 464-3277

CHECK REPRESENTMENT

PROCESSOR LOOKING FOR MLSs

NFSdeposit
(877) 554-5154
www.nfsdeposit.com

EQUIPMENT

ATT Services
(714) 999-9566
Www.attpos.net

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

Budget Terminals and Repair
(985) 649-2910
General Credit Forms, Inc.

(BO0D) 325-1158
www.gcfinc.com

Ingenico
(800) 252-1140
WWW.Ingenico.com

Integrated Terminal Exchange Inc.
(800) 254-3366
Www.iteinc.com

JRs POS Depot
(877) 999-7374
WwWWw.jrsposdepat.com

Paper Rolls Chicago
(877) 298-6939
www.paperrollschicago.com

The Phoenix Group
(866) 599-7627

\lerifone
(800) VERIFONE

FINANCING FOR 1S0S

Super G Funding

(B00) 631-2423
www.supergfunding.com
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GIFT / LOYALTY CARD PROGRAMIS

Electronic Payments

(B00D) 966-5520 x221
www.epigiftcards.com

FLEXGIFT/UMSI
(800) 260-3388

International Merchant Solutions
(800) 313-2265 x104
www.officialims.com

National Transaction Corp.
(888) 996-2273
wWww.nationaltransaction.com

HIGH RISK
LOOKING FOR AGENTS

A.LP. Solutions
(800) 719-9198
Www.avpsolutions.com

1SO/POS DEALER
LOOKING FOR AGENTS

MSI, Merchant Services Inc.
(800) 522-3661
www. 1800bankcard.com

ISO RELATIONSHIPS AVAILABLE

(B0O) 882-1352

www.cocard.net

« BEST RESIDUAL STREAM IN THE BIZ

« MULTIPLE PROCESSING PLATFORMS

+ PRE-NEGOTIATED BUYING POWER
« NEXT DAY FUNDING AVAILABLE
+ UNIQUE EXIT STRATEGY

Elavon
(678) 731-5000
www.elavon.com

Electronic Payments
(800) 966-5520 x223
WWW.epiprogram.com

EVI0 Merchant Services
(800) CARDSWIPE x7800
WWW.GOEV0.Com

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

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

Group IS0, Inc.
(800) 960-0135
WWW.Qroupiso.com.

Merchant Data Systems
(800) 249-6377 x204
www.merchantdatasystems.com

Merchant Rewards Network (MRN)
(800) 366-1388 x210
WWW.partner-america.com

MSI, Merchant Services Inc.
(800) 537-8741
www. 1800bankcard.com

North American Bancard
(800) BANCARD x1001

United Bank Card (UBC)
(800) 201-0461
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I1S0s LOOKING FOR AGENTS

I1SOs / BANKS PURCHASING
MERCHANT PORTFOLIOS

Community Bankers

Merchant Services, Inc
(866) 333-9331 x201
www.merchantprocessing.com

Elavon
(800) 819-6019 x6
WWw.elavon.com

Global Electronic Technology, Inc (GET)
(877) GET 4IS0
WWW.gettrx.com

Glohal Payments
(800) 801-9552
www.globalpaymentsinc.com

Merchant Rewards Network (MRN)
(800) 366-1388 x210
WWW.partner-america.com

North American Bancard
(800) BANCARD x1001

1SOs / PROCESSORS SEEKING
SALES EMPLOYEES

Electronic Payments
(800) 996-5520 x223
WWW.epiprogram.com

EV0 Merchant Services
(800) CARDSWIPE x7800

WWW.Joevo.com

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

Frontline Processing Corp.
(406) 585-7443
www.frontlineprocessing.com

Global Electronic Technology, Inc (GET)
(877) GET 4ISO
www.gettrx.com

Group IS0, Inc

(800) 960-0135
WWW.Qroupiso.com

Merchant Rewards Network (MRN)
(800) 366-1388 x210
WWW.partner-america.com
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Money Tree Merchant Services PAYMENT GATEWAY
B egooboe e e IR —
Www.moneytreerewards.com

MSI, Merchant Services Inc.
(800) 351-2591
www. 1800bankcard.com

North American Bancard
(888) 229-5229

Pipeline Data Inc. ABC Leasing

(877) 754-0530 x16179 (877) 222-9929

www.pipelinedata.com American P.0.S. Leasing Corp.
(800) 349-6516
www.poslease.com

Azura Leasing

(888) 424-7142
WWW.azuraleasing.com

First Data Global Leasing
(800) 897-7850

LADCO Leasing
i (800) 678-8666
United Bank Card
(800) 201-0461 x136 W.Iadco.com
United Merchant Services, Inc. 10%585?3558_4985

(800) 260-3388 www.logicalease.com

Merimac Capital
(866) 464-3277

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

MULTI - CURRENCY PROCESSING

Nenex Merchant Services
(888) 918-4409 x511
WWW.JOXENEX.Com

LEASING

OFFSHORE BANKS LOOKING
FOR IS0s

APRIVA
(480) 421-1210
WWW.apriva.com
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Global Payments
(BOO) 801-9552
www.globalpaymentsinc.com
ProCharge
(B00) 966-5520 x221

USA ePay
(866) 490-0042
WWW.Usaepay.com

PAYMENT GATEWAY /
SERVERS / ISPs

Network Merchants, Inc. (NMI)
(800) 617-4850
WWW.NmMI.com

PCI DSS COMPLIANCE

POS CHECK CONVERSION

CrossCheck, Inc.
(800) 654-2365

EZCheck

(800) 797-5302
www.ezchk.com

Secur-Chex
(866) 464-3277

POS CREDIT CARD
EQUIPMENT REPAIR

ATT Services
(714) 999-9566
WwWWw.attpos.net

POS SUPPLIES

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

PRIVATE PARTIES
PURCHASING PORTFOLIOS

PROCESSORS
LOOKING FOR 1SOs

Elavon
(678) 731-5000
WWw.elavon.com

Humboldt Merchant Services
(877) 635-3570
www.hbms.com

REMOTE DEPOSIT CAPTURE

Gulf Management Systems
(B00) 947-3156
www.gulfmanagementsystems.com
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RISK MANAGEMENT PROVIDER Spectrur Fil Senices WEBSITE DESIGNS /SED
- X
ORPRODUCTS . WWw.spectrumfsi.com
TRAINING
Bankcard Boot Camp

(866) 276-6683
www.bankcardbootcamp.com

WIRELESS RETAIL /
KEYED PROCESSING

USAePay
(866) 490-0042
WWW.Usaepay.com
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Credit Cash ...t 27
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Hypercomu. ... 104
Imax Bancard........ooooveoeeeeieeeceeeceeeeeeeeeee e 86, 87
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JR'S POS DEPOL .ttt

Merchants Capital ACCESS........cueummiuniurierieieieeccrrcececeeeeeene 42
Merchant Services INC. ....o.vvveveieeieieeeeieececeeeeeeeee e 65
Merchant WarehOuSe .........c.ocveeeeeieeeeeieeceeceeeeeeeeeeeeeeee s 13
MLS Direct Network INC.....c.oooveeiiiieeieceeeeeeceeeeeeceeeee e 71

MONETIS SOIULIONS ...ttt s e sae e 12
Money Tree Merchant SErvices .........ccococuvcncuncuncncencenieneereneenns 61
National TranSaction ........cccceceveeeeieieieierieseseee e ee e eeeaeeens 48
Netcom PaySystem ........ccoceiiiiiiniiiceiniccecce s 30
Network Merchants Inc. (NMI) ........coooiiovocceeeecceeeeeeeeeeane 39

North American Bancard
INPC
Payments Gateway ........cccccevviieieiniiicinieicceccc s
Pivotal Payments.......
POS Portal Inc........
Prepaid Expo USA ..................
Reliable Payment Solutions......
Reliant Processing Services......
Secure Net Payment Systems
Southeast Acquirers ASSOCIAON. .......ccevueecercmrcmncrncireireereceenenne 66
SPArkBase........coouiviiicieiic
Sterling Payment Technologies
Stream Cash LLC ..o

The Phoenix Group...
Total Merchant Services.....
TransFirst ......cccccoovveeeeeennen.
TriSource Solutions LLC ....
United Bank Card Inc.........
UP SOIUION ettt ene e
USAEPAY ...ttt
Velocita Wireless... .
VEIIEONC......oiiiiiiieeee e
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