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Gooperation spurs
progress in 2012

his year will likely be remembered for the disruptive influences

that not only shaped perceptions about the economy, but also influ-

enced how Americans interact with converging technologies to make

decisions — whether they are responding to mobile coupon offers for
instant gratification or collecting data from online and offline sources for plan-
ning purposes.

Issue 12:12:02

Many economists accurately predicted a period of economic uncertainty sur-
rounding the 2012 elections. Post-election indicators suggest this trend may
linger as evidenced by congressional gridlock in early December debates over
actionable measures to avert tax increases and budgetary cuts stipulated by the
Budget Control Act of 2011, set to go into effect at midnight on Dec. 31, 2012.

Beyond the political wrangling in Washington, natural forces deeply impacted
business owners and residents along the eastern seaboard when Hurricane
Sandy struck the coast one week before the elections. But unlike Congress,
members of the payments industry proved that cooperation has the power to
dissolve barriers to progress and rebuild entire communities.

Rising to the occasion

Many payments industry companies contributed to Hurricane Sandy relief
efforts. U.S. Bancorp Inc. donated $250,000 to the American Red Cross Disaster
Responder Program. Merchant Cash and Capital extended disaster relief fund-
ing to businesses affected. The Northeast Acquirers Association plans to con-
duct a silent auction to raise funds for Hurricane Sandy relief during its Winter
Seminar & Outing in January 2013.

These are but a few examples of how the payments industry stepped up to the
plate this year. To encourage further outreach, The Green Sheet introduced a new
feature, Gift of Giving, which highlights the charitable causes ISOs support
throughout the year. In another development, the publication received special
recognition, earning its fifth Grand Award and a Feature Writing award in the
APEX 2012 Awards for Publication Excellence.

Advancing EMV initiatives

Last year at this time, the Visa Inc. Technology Innovation Program was on
course to eliminate the Payment Card Industry (PCI) Data Security Standard
(DSS) annual revalidation requirement for merchants processing 75 percent
of their transactions on dual-interface Europay/MasterCard/Visa (EMV)
chip-enabled terminals. This marked the first step along a planned road map
for migrating U.S. cardholders and merchants to the EMV standard, which is
widely used elsewhere across the globe.

Stephanie Ericksen, Head of Authentication Product Integration for Visa,
stated, "Migrating the U.S. market to chip will help build an infrastructure for

[Id¥ Cooperation continued on page 51
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G NotableQuote

. More consumer education is needed,
° too - not just information about the
. technology and how it can be used

. for mobile payments, but also guid-

- ance on using mobile payment devic-
. es safely and securely.

See Story on page 44 E"‘ m"
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Forum 5

Payment companies on the 2012 Inc. 500/5000

Some of our readers have told us they would like to see a list of all the payment companies that made it onto the 2012 Inc.
500/500 list. We published highlights of interviews done with a cross section of the listed companies in "Secrets of the Inc
honorees," The Green Sheet, Nov. 26, 2012, issue 12:11:02.

Given our tight deadlines and limited space, we did not attempt to conduct interviews with every company on the list. We
reached out to a range of companies and worked with those that responded to our query. We do agree that publishing a
full list is a good idea, though, so we're going to do it right here.

We wish to congratulate all that made the list. Following are the payment companies on the Inc. 500/5000 list, beginning
with the top-ranked company:

Rank Company Rank Company
T Unified Payments LLC 2072 ..o ATM Equipment.com
< JOTUTTOR Bluefin Payment Systems (formerly 2190.....c........ Infinitech

Capital Payments LLC| 2299 ..oooooo.... ACH Direct Inc.
18 i, Merchant Services Inc. 2336 . eGlobal
19 i, Complete Merchant Solutions LLC 2340 AccountNow Inc.
87 i Century Payments Inc. 2352 Federated Payment Systems LLC
105 i Transcendent One Inc. 2397 SignaPay Ltd.
330 Repay-Realtime Electronic Payments 2483 Billeo Inc.
340 TMG Financial Services 2578 Alpha Card Services Inc.
369 ., Allied Wallet Ltd. 2740 .. USA ePay
415 Braintree Payment Solutions LLC 3115 ... Element Payment Services
566............... 1st Merchant Funding LLC 3156 ... ECSI Corp.
982, Paylease 3183 ... Datalink Bankcard Services
983 s Clearent LLC 3261 .. The Merchant Equipment Store
598 i, Merchant Services Direct 3330 . Omega Processing Solutions
050 e Elite Merchant Solutions 3350 Payment Alliance International
804 ....cceenn. Alpine Payment Systems 3427 PayPros
811 i Valued Merchant Services 3458 Velocity Merchant Services
980, AffiniPay 3804.............. United Merchant Services Inc.
1026 Miva Merchant 4419 ., Nationwide Payment Solutions LLC
1059 e, Entrust Bankcard 4444 .............. Electronic Data Payment Systems
1109 .. Payment Solutions Inc. AAT7A ATM Network
1219 s Security Card Services LLC 4555 ... Electronic Payment Systems LLC
1340.............. Electronic Payments Inc.
1538 Yapstone Inc. If your payment company made the Inc. 500/500
1562 . Central Payment Co. LLC list and it doesn't appear here, please get in touch

at greensheet@greensheet.com, and we'll add your
company's name and rank to the online version of

1658 .............. Gravity Payments this page.

1611 o Payscape Advisors

The best is yet to CoOme

We want to thank our readers and advertisers for relying on The Green Sheet to provide essential information to the
payments community, as well as a means for communicating effectively with professional peers, potential partners
and prospective clients. We look forward to serving you in the coming year and welcome your questions and sug-
gestions. Reach out to us via email at greensheet@greensheet.com, by phone at 800-747-4441 or on Facebook at
www.facebook.com/thegreensheetinc.
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A quick summary of key articles in this issue to help keep you
up-to-date on the latest news and hot topics in the payments industry.

Cover Story

Cooperation spurs
progress in 2012

2012 will likely be remembered as the year of disruption
in the payments industry. New technologies threatened to
upturn business models. And new regulations impacted
how every payment company does business. But 2012
should also be remembered for the generosity shown by
ISOs and others in the face of challenge and tragedy.

22
News

Experts doubt SAFE WEB Act
slows cyber crime

In early December 2012, the U.S. Congress reauthorized
the U.S. SAFE WEB Act, which gives the Federal Trade
Commission broad cross-border fraud fighting powers.
But security experts question whether the reauthorization
will have an effect on the amount of fraud dealt the pay-
ments industry by international gangs of cyber thieves.

27
News

CFPB seeks to refine money
transfer rules

In its effort to refine the rules that govern the business
practices of remittance transfer providers (RTPs), the
Consumer Financial Protection Bureau seeks to lighten
regulatory burdens on RTPs. Risk and compliance experts
breathed a sigh of relief that the CFPB is easing up on the
disclosure requirements for exchange rates and liabilities
for customer errors.

29
News

Retailers appeal preliminary
approval of antitrust settlement

A codlition of retailers and retail associations said it will
appeal the proposed $7.2 billion settlement of the class
action antitrust lawsuit brought by some 7 million retail-
ers against Visa Inc. and MasterCard Worldwide over
inferchange fees. The dissenters object to the setflement
because it would forbid them from suing the card brands
over interchange issues in the future.

29
News

Technology spurs
cashless adoption

The self-service payment sector is growing. USA Technolo-
gies Inc. is equipping vending machines to accept near
field communication-based payments via Isis' mobile
wallet. And VeriFone Inc. innovated with technology that
allows motorists to buy lottery tickets when they pump gas
from VeriFone PayMedia-equipped terminals in Minne-
sota.

349
Selling Prepaid

Blumenthal bill targets gift card
fees, expiration dates

More federal gift card legislation was introduced. If
enacted into law, the Gift Card Consumer Protection Act
would modify the Electronic Fund Transfer Act to eliminate
expiration dates and certain fees from all types of gift
cards, including promotional and loyalty-driven cards.

But is the bill yet another case of a solution looking for a
problem?
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36
Selling Prepaid

First ATM-dispensed, multibrand
gift card program in pilot

Better ATM Services Inc. entered a pilot program in Ari-
zona for a solution that allows ATMs to dispense multire-
tailer-branded gift cards. The myGIFT One Card Many
Choices Discover Prepaid Card initiative is considered

a first in the global ATM industry, as well as a potential
boon for service providers seeking to extend the revenue
generating potential of ATMs.

a2
Views

The confusing state of mobile

Recent reports call into question the ascendancy of mobile
banking and payments. Research suggests that consumer
adoption hasn't been robust. The reason may be that
consumers — and payment providers — are confused by
the proliferation of mobile wallets and other solutions. The
problem may be solved by closer collaboration among
solution providers.

Howdy Partner!

Strategies to Grow Your Business

11

58
Education

Street SmartssVv

Five predictions for 2013

Predicting the future is a hit-and-miss proposition. But five
payment predictions included in this article, along with
responses to those predictions shared by members of the
GS Online MLS Forum, reveal that even if the predictions
don't necessarily come true, 2013 will be an exciting
year for the payments industry.

Education

Making sense of 'sensemaking’

The antidote to the disruptions engulfing the payments
industry may be found inward. By adhering to a practice
called "sensemaking," payment professionals can create
corporate environments that mirror their inward calm.
Such a discipline may hold the key to enabling compa-
nies to thrive in the tumultuous payments world.
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64
Education
No reservations about
mPOS at eateries
The flip side to a packed steakhouse is that sometimes
customers leave before they are seated because of long
lines. Mobile POS solutions promise bigger profits and
quicker table-turns, which translates into more customers
paying more — but served in less time. It is a wide-open
market for ISOs and merchant level salespeople (MLSs)

to tap.

66
Education
Crunch time for holiday
shopping data
The 2012 holiday shopping season is over, but the pre-

liminary numbers suggest it was a marked improvement
over 2011. While fraud was a constant, data showed

double-digit growth in online sales, especially on the big
shopping days of Thanksgiving, Black Friday and Cyber
Monday.
68
Education

Subtle but crucial factors in

With The Industry’s First | pritlocels

Selling merchant portfolios is not just about overall sale

price multiples, earn-outs, post-close payments and attri-
tion. ISOs and MLSs should also consider less obvious
factors, such as who receives residuals that might accrue

in January but are paid in February, and what do post-
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T00L

For Merchants nepirarion

Change be with you in 2013
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NEWS

ETA heralds 2013 board,
opens registration for expo

The Electronic Transactions Association elected three
new members and re-elected three current members to
its board of directors.

The organization also made appointments to its
Presidential Advisory Council and named more than
200 payment professionals to 13 standing ETA commit-
tees for 2013.

The three new directors elected to their first two-year
term on the board are John Barrett, Senior Vice President
of Sales at First Data Corp.; Henry Helgeson, Co-Chief
Executive Officer for Merchant Warehouse; and Joan
Herbig, CEO at ControlScan.

Three current directors who were re-elected to addition-
al two-year terms are Robert Baldwin, Vice Chairman
for Heartland Payment Systems Inc.; Gary Goodrich,
CEO at ProPay Inc.; and Kurt Strawhecker, Managing
Partner for The Strawhecker Group.

For a full list of the ETA's board of directors, officers,
council and committee members, and volunteer leaders,
please visit www.electran.org/content/view/862/536/.

In other ETA news, the association opened registration
for the 2013 ETA Annual Meeting & Expo, to be held
April 30 to May 2 at the Ernest N. Morial Convention
Center in New Orleans.

The largest annual industry tradeshow will feature
the New Mobile Pay Zone, the New Payments Next

Zone and the New Mobile Payment Innovations
2013. Payment professionals can register online at
www.electran.org/am13.

Contactless payments take to the skies

Contactless payments are taking flight. MasterCard
Worldwide said US Airways is the first airline to accept
in-flight contactless payments.

Passengers can buy food, beverages and other services
in-flight by tapping MasterCard PayPass-enabled cards
or mobile devices on PayPass-accepting readers. The
system uses the transaction processing platform of
onboard store technology firm GuestLogix Inc.

Dave Meadon, who heads MasterCard's Global Chip
Solutions and Engineering division, said the contactless
payment system allows consumers to travel virtually
cash free.

MasterCard is targeting PayPass for quick-service res-
taurants, retail stores, airports, vending machines, taxis
and other businesses where payment speed and conve-
nience are priorities.

Hector Adler, US Airways' Vice President of Inflight
Services, noted that the solution allows crews to provide
faster in-flight food and beverage service. The airline
said it will also offer increased transaction limits for
signature-less payments.

Brett Proud, GuestLogix President and CEO, is not sur-
prised US Airways, a four-year customer of GuestLogix,
became the first airline to adopt the contactless payment
technology. "It has been an extremely forward-looking
customer," he said.

According to The NPD Group Inc.'s Consumer Tracking
Service, cookware is expected to capture 40 percent of
houseware gift spending dollars this year and multi-piece
flatware sets will dominate serveware sales at 80 percent
of anticipated spending in this category.

Business analytics firm comScore Inc. revealed that during
the first 30 days of the 2012 holiday shopping season,
online sales surpassed $20.4 billion, up 15 percent from
the same period a year ago.

According to Research and Markets' Cosmetics, Beauty
Supply & Perfume Stores report, beauty sells. Collectively,
the sale of products in these three categories through an
estimated 13,000 U.S. stores generates about $11 billion
in revenue annually.



ard
The Power of We.

A streamlined community of uniquely
skilled 1SOs, CoCard realizes there is
power in numbers. Together, our more
than 70 offices nationwide create
value by sharing services, slrategies,
best practices and technology.

Collaborate. Co-Operate. CoCard.

fiM | COCARD

89 1159 | WWW.COCARD.NET

COCARD s A uNIQUE COMPANY THAT WAS ORGANIZED BY 1505, 1S OWNED AND MANAZED BY 1505, FOR THE
BENEFIT OF THE INDIVIDUAL 150. OUR MISSION IS TO PROVIDE A PATHWAY FOR 1505 AND /GENT RESELLERS TO
MAXIMIZE INDIVIDUAL BUSINESS STRATEGIES WITHIN THE PAYMENT PROCESSING ARENA. BY COLLICTIVELY POOLING OUR
RESOURCES AND BRAIN TRUST OUR GOAL IS TO ENHANCE THE OVERALL ECONOMIC RETURN FOR ALL MEMBERS.



16 IndustryUpdate

Visa Europe appeals EC decision

VisaEurope Ltd. is appealing the European Commission's
decision to reject its request to modify its debit inter-
change rates, according to court documents published
Dec. 10, 2012.

Visa Europe is asking the General Court, the European
Union's second highest court, for the EC decision to be
annulled. The EC is the EU body responsible for legisla-
tive actions and proposals.

In 2010, Visa Europe agreed to cap debit card multi-
lateral interchange fees (MIFs) at 20 percent to settle
an antitrust complaint brought by retail trade asso-
ciation EuroCommerce. In July 2012, the EC denied Visa
Europe's request to change the cap.

That same month, the EC informed Visa Europe its
consumer credit and debit card MIFs may violate EU
antitrust rules by restricting competition among banks.
The EC also notified Visa Europe its MIF rules may be in
violation of European antitrust rules prohibiting cartels
and restrictive business practices.

In appealing its cap request rejection, Visa Europe is
alleging the EC violated the EU's Charter of Fundamental
Rights "by not providing Visa Europe with the opportu-
nity to effectively make known its views on the relevant
facts and on the Commission's objections."

Europe not ready for SEPA direct debit

International strategy consulting firm Edgar, Dunn &
Co. recently reported that most European businesses are
not ready to transition to Single Euro Payments Area
(SEPA) direct debits.

Direct debits are electronic money transfers commonly
used to make recurring payments. All EU businesses
using credit transfers or direct debits in euros are
required to migrate to SEPA Direct Debit by February
2014.

EDC studied 300 businesses in France, Germany and the
United Kingdom and found 30 percent of French and
German businesses and 60 percent of businesses in the
U.K. have not started to work on SEPA migration.

It said migrating to SEPA direct debit could be a mam-
moth task for unprepared organizations, given the short
amount of time before the deadline.

UnionPay, Discover, Cardinal
team for online shopping

China UnionPay, which reportedly has issued more
than 3.2 billion bankcard worldwide, will now give
Chinese shoppers with UnionPay cards the ability to
make online purchases at the websites of participating

Discover Financial Services merchants. Integration will
be achieved through the CardinalCommerce technolo-
gy-neutral platform, the companies said.

UnionPay's UnionPay Online Payments (UPOP)
e-commerce solution was developed in response to the
need to offer UnionPay cardholders a safe, secure way to
make purchases online around the world. Cardholders
include numerous Chinese nationals studying in the
United States.

UPOP is expected to be available to Discover's merchants
early in 2013, using the Cardinal's Centinel Universal
Merchant Platform. Discover merchants already using
Centinel can simply place the UPOP payment button
on their checkout pages to support the new payment
option; no implementation is required, and no changes
are necessary to existing settlement and reporting from
Discover, the companies noted.

ANNOUNCEMENTS

Alaric expands in Central America

Global processor and data security firm Alaric
International deployed its Authentic payment solution
at about 500 Grupo Sanborns retail locations in Mexico
and Central America. Alaric said Authentic is a high-
performance, intelligent transaction services hub that
empowers customers to customize payment options.

Apriva offers cashless vending discount

Mobile communication and payment services provider
Apriva LLC said it will continue offering a discounted
rate program to merchant acquirers and ISOs that resell
its Apriva Vend cashless vending solution. Apriva pre-
dicts the discounted rate will continue to attract vending
operators to the program.

CPP rewards employees for
holiday generosity

On Thanksgiving week 2012, Dallas-based Certified
Payment Processing began its annual holiday food drive
to help local charity Metrocrest Social Services feed the
poor and hungry.

CPP employees, including members of its two sales divi-
sions, earned rewards for donating needed food items
to the charity. CPP reported supplying the charity with
nearly 700 pounds of food, along with over $1,400, in
2011. The food drive ran through Dec. 14, 2012.

Clearent delivers real-time updates

Clearent LLC rolled out its new Application Status
Report to give its sales partners real-time status updates
on new merchant applications. Clearent said a problem
that plagues ISOs is being kept "in the dark" on the status
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of new applications as they make their way through the
underwriting and boarding process.

EPI ranks 120 on Fast 500

Fresh off its inclusion on the 2012 edition of the annual
Inc. 500/5000 list, Electronic Payments Inc. was named
to Deloitte's Technology Fast 500 for the third consecu-
tive year. The Calverton, N.Y.-based ISO ranked 120th on
the 2012 Fast 500 list.

Mega church converts to donation platform

Payment platform provider Financial Transmission
Network Inc. said Seattle-based Mars Hill Church com-
pleted the conversion of its check donation processing
to FTNI's ETran platform. The software-as-a-service
platform allows for the remote deposit capture (RDC)
of checks. FTNI said the mega church's membership
growth was putting stress on its manual system of pro-
cessing contributions.

HPS exec honored

Kris Herrin, Chief Technology Officer at HPS, one of the
nation's largest payments processors, was named a 2013
Premier 100 IT Leader honoree by IDG Computerworld,
a source of technology news and information for infor-
mation technology (IT) influencers worldwide.

The Premier 100 spotlights 100 leaders from both the
technology and business sides of companies for their
technology leadership, effectively managed IT strate-
gies, and innovative approach to business challenges.

Intuit launches pilot in U.K.

Business management software provider Intuit Inc.
entered a mobile payment pilot in the U.K. for small
businesses. The pilot for Intuit Pay is reportedly being
tested by hundreds of small brick-and-mortar and on-
the-go merchants. Intuit Pay involves a downloadable
mobile app and a chip and PIN card reader.

LevelUp hits 1/2 million milestone

Boston-based LevelUp Inc. said Nov. 28, 2012, it had
reached 500,000 users of its mobile payments platform.
LevelUp does not charge merchants interchange; instead
merchants pay the processor for marketing and loyalty
campaigns that grow merchants' businesses.

LevelUp CEO Seth Priebatsch said the user milestone
is the result of LevelUp's main effort: to motivate main-
stream consumers to adopt mobile payments.

Health care payments via ACH approved

NACHA - The Electronic Payments Association adopt-
ed a new health-care payments rule as part of its auto-
mated clearing house (ACH) operating rules.

The new rule gives health plan and health-care provid-
ers access to the ACH network for electronic health-care
claims payments. Providers benefit from faster deposits
and access to funds, as well as cost savings from not hav-
ing to deposit paper checks.

Payers also benefit by replacing the handling of paper
checks with electronic payments via the ACH, said
NACHA President and CEO Janet O. Estep.

Ciao, Panini

Poste Italiane tapped RDC hardware provider Panini to
deploy scanners at postal locations throughout Italy.

The Panini Vision X scanners are being installed at
over 21,600 postal locations to institute the post office's
"payment slip dematerialization project." Panini said it
worked with Poste Italiane for the past two years to cre-
ate the electronic solution.

UPS Capital boosts merchant services

UPS Capital subsidiary UPS Capital Trade Protection
Services Inc. said it enhanced its merchant services for
small and midsize businesses. Services include speeding
up the settlement process and expanding its retail, online
and mobile payment channels.

UPS Capital, the financial services arm of United Parcel
Service of America Inc., teamed with Frisco, Texas-based
ISO Century Payments Inc. to launch UPS's merchant
services business.

PARTNERSHIPS

Banno teams with ProfitStars

Mobile application, online and personalized payment
card services developer Banno LLC partnered with
ProfitStars, a division of Jack Henry & Associates Inc.,
to deliver the iPay Solutions integrated bill pay and
Remote Deposit Anywhere mobile remote deposit solu-
tion through its financial support tool, Grip.

This will enable financial institutions to offer a branded
mobile services app, the companies stated.

Optimal Payments powers Wahanda

In becoming a preferred partner of London-based
Wahanda, Montreal-based online payment processor
Optimal Payments PLC now supports payment pro-
cessing for the Wahanda Connect online appointment
booking system for spa, salon, beauty, health and fitness
businesses.

PAI, Cash Connect open vault

Payment processor and independent ATM deployer
Payment Alliance International formed a strategic
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alliance with ATM vault cash and cash forecasting ser-
vices firm Cash Connect to deliver an exclusive vault
cash and forecasting program being marketed as PAI
Cash Alliance. The new service will be available through
PAI's nationwide network of ATM market partners.

Payscape Advisors partners with NCR

Atlanta-based ISO Payscape Advisors became an NCR
Corp. reseller partner and will begin offering the NCR
Silver, an Apple Inc. iOS-based POS solution, as a soft-
ware-as-a-service product.

"This partnership provides our clients the infrastructure
and knowledge to make more data-driven decisions
when running their business," stated Jeremy Wing,
Payscape co-founder and President.

Veracity signs Michigan
business association

Michigan-based ISO Veracity Payment Solutions Inc.
signed an agreement to process payments for the nearly
17,000 members of the Small Business Association
of Michigan through its affiliate Midwest Transaction
Group. SBAM said it plans to offer credit and debit card
processing through "MTG Powered by Veracity" as a
benefit to its members.

ACQUISITIONS

Alpha Card, Comstat integrate

ISO Alpha Card Services Inc. acquired payroll services
provider Comstat Payroll. ACS said it will now integrate
Comstat into its Alpha Payroll Services division and
begin offering more advanced software and payment
platforms to Comstat's existing blue-chip payroll clients.

EVO to buy Deutsche Card Services

U.S.-based EVO Payments International LLC signed
an agreement with Deutsche Card Services GmbH, a
wholly owned subsidiary of Deutsche Bank, to acquire
100 percent ownership in the Germany-based merchant
acquirer. DCS serves multinational businesses in 39
European markets. Terms of the sale are subject to regu-
latory approval.

FTS acquires two

Pittsburgh-based ISO Financial Transaction Services
LLC purchased two affiliated payment processors,
Dependable Payment Processing and Discount Payment
Processing, which are also located in Pittsburgh.

The deal is designed to expand FTS' merchant portfolio
within the state of Pennsylvania. According to FTS, both
processors will retain their staffs; terms of the sales were
not disclosed.

Greenwich to acquire Javelin

Greenwich Associates, a global financial services con-
sulting firm, reached an agreement in principle to
acquire Javelin Strategy & Research, a retail strategic
insights and research firm that specializes in mobile
banking, payments, security and fraud. The acquisition
is expected to be completed by the end of 2012.

NCR purchases Retalix

NCR Corp. entered a definitive agreement to acquire
Retalix Ltd., a retail software developer for high-vol-
ume merchants. NCR said the acquisition will further
enhance its hardware-enabled, software-driven business
model. The cash purchase is valued at approximately
$650 million.

Vantiv completes Litle acquisition

Payment processor Vantiv Inc. completed the $361 mil-
lion cash purchase of e-commerce services provider Litle
& Co. Under terms of the agreement, Litle will operate
as a subsidiary of Vantiv, extending its e-commerce solu-
tions to Vantiv merchant and financial institution clients.

APPOINTMENTS

HPS names Breakiron-Evans to Board

HPS named Maureen Breakiron-Evans to its board
of directors and audit committee. Breakiron-Evans, a
certified public accountant, is currently a director with
Cognizant Technology Solutions Corp. and the Federal
Home Loan Bank of Pittsburgh.

Brown joins Alaric

Andy Brown is the new Head of Global Marketing
at London-based payment services provider Alaric
International. Brown comes to Alaric from ACI
Worldwide Inc. where he was Director of Product
Marketing. In his new role, Brown is responsible for
building brand and product positioning.

Virtual Piggy taps Dwyer

Virtual Piggy Inc., an e-commerce payment solution
provider targeting the under-21 age group, installed
Joseph Dwyer as its new Chief Financial Officer. Dwyer
comes to Virtual Piggy from OpenLink Financial LLC, a
support software solutions provider, where he was CFO.

Fiserv puts Flink on Board

Payment and financial technology provider Fiserv Inc.
named Chris Flink to its board of directors. Flink is a
Partner at the innovation and design firm IDEO and a
Consulting Associate Professor at Stanford University.
A Fiserv statement noted Flink has experience helping
companies innovate and grow. &
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n Dec. 4, 2012, the U.S. Congress reau-
thorized the U.S. SAFE WEB Act, which

- s confers on the Federal Trade Commission

o " broad cross-border fraud fighting powers.

3_11_‘1'51 But payment security experts don't expect the reau-

_mml'n'r CES thorization to have much impact on fraud and theft
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The act, first passed in 2006 and now renewed to
2020, allows the FTC to share cross-border cyber
fraud information with consumer protection agencies
in other countries, receive confidential cyber crime
information from foreign consumer protection agencies,
sue for acts of cyber fraud involving foreign commerce
or misconduct in the United States, sue on behalf of
foreign victims swindled by U.S.-based cyber crimi-
nals, and make criminal referrals for cross-border cyber
criminal activity.
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Cyber crime still a growing business

Julie Conroy, Research Director at Aite Group LLC, stat-
ed, "While the reauthorization of the U.S. SAFE WEB
Act certainly isn't a bad thing ... it has only succeeded
in addressing the tip of the iceberg in the six years since
its inception.”

Conroy said the wave of attacks against the pay-
ments value chain has only grown worse since the
legislation passed. She expects attacks to continue to
increase because "there is so little in the way of adverse
consequences” for international cyber criminal gangs.
"Defensive strategies are currently the predominant
approach to combating the crime, and at this point, the
forces of good are losing," she added. "The bad guys
don't need to make a business case to deploy new and
innovative attacks whereas businesses usually do."

Conroy noted that fraudsters keep a step ahead
of the law by exploiting the communication
challenges between law enforcement bodies in each
jurisdiction and spreading their illicit activities across
multiple countries.

"[W]hat is needed is an international task force, solely
focused on combating cyber crime, that is empowered
to cut through the red tape and act quickly to stem the
tide," Conroy said. "Until there is a deterrent in the form
of a real risk of capture and prosecution, we will con-
tinue to see the rising tide of cyber crime attacking the
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The likelihood of a
"cyber-Pearl Harbor'

In a Dec. 6, 2012, opinion piece published in the
New York Times, two U.S. senators criticized the
Senate's failure to pass cyber security legislation
in the current congressional session. Sen. Joseph
Lieberman, I-Conn., and Sen. Susan Collins, R-Maine,
said the United States is as ill-prepared for cyber
attacks today as the country was for the attack on
Pearl Harbor that initiated America's entry into World
War |l

The senators said they borrowed the analogy from
U.S. Defense Secretary Leon Panetta, who said in
a recent speech that a "cyber-Pearl Harbor" would
paralyze the nation. The senators illustrated the
problem by noting the recent combined cyber attack
against Bank of America Corp., JPMorgan Chase &
Co., Wells Fargo & Co., PNC Bank, among other
financial institutions. The attack is considered the larg-
est sustained denial of service attack in history.

"We know that our digital networks are being tested,
on a minute-by-minute basis, by would-be cyber
terrorists, criminal gangs, rogue hackers and rival
nations who look for unguarded digital back doors
that would allow them to seize control of our most
essential computers," the senators wrote, odding that
it will be up to the next Congress to pass "compre-
hensive legislation to defend our nation against this
gathering cyber threat."

financial services value chain, and the bad guys will con-
tinue to have the edge."

Criminal cyber activity
abundant in payments

Brian Krebs, a former staff writer for The Washington Post
who covers computer security and cyber crime, reported
Nov. 29, 2012, on his security blog, KrebsonSecurity.com,
that one criminal enterprise is boldly advertising on
Russian language cyber crime forums that it will assist in
laundering money stolen in U.S. cyber crime schemes.

Krebs said the advertisement tells potential clients the
enterprise has a network of agents in six major U.S. cities
who will not only help clients steal and launder money
but will also pick up high-value merchandise purchased
through cyber fraud. In return, the network keeps 40 to 45
percent of the value of the theft. Krebs reported the service
regularly launders $30,000 to $100,000 a day.

A white paper released the first week of December 2012
detailed the discovery of powerful malware used to infect
bank systems and intercept text messages containing
transaction authorization numbers.

In the report, security researchers Eran Kalige, Head of
Security Operation Center at versafe Inc., and Darrell
Burkey, Director of IPS Products for Check Point Software
Technologies, estimated the malware helped thieves steal
over $47 million from more than 30,000 bank customers in
Italy, Germany, Spain and Holland.

The malware was not only able to get around banks'
computer security, it was also able, once it breached
banks' computers, to use banks' own systems to authenti-
cate transfers.

More doubts and concerns

Montreal-based payment attorney Adam Atlas said he
doesn't expect the act's reauthorization to have a serious
impact on legitimate payment providers. "It may create
more litigation for high-risk providers that service dubi-
ous merchants," he said. "The law raises more privacy
issues than it does core-payment issues."

Jason Oxman, Chief Executive Officer at the Electronic
Transactions Association, said the payments industry is
n "the forefront of instituting self-regulatory measures"
in the fight against cyber crime. He noted the payments
industry was not included in several cyber security bills in
the U.S. Senate this year that addressed the security needs
of many other industries.
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Those industries "may not have the same level of pre-
paredness as the payments industry," Oxman said, adding
that criminal activity "should be addressed by targeting
the criminals, not by imposing new regulatory obligations
on payments companies that already have systems and
procedures in place that protect consumers and insulate
them from liability for fraudulent use of their cards."

CFPB seeks to refine
money transfer rules

he Consumer Financial Protection Bureau is refin-

ing the rules that govern the business practices of

money transfer providers. The CFPB proposed in

a Nov. 27, 2012, bulletin that refinements be made
to the rules requiring remittance transfer providers (RTPs)
to disclose exchange rates, fees and taxes to consumers;
the bureau also wants to change the rule that covers RTPs'
liability for customer errors.

The CFPB bulletin stated the proposed adjustments will
help RTPs implement and comply with the rules without
impacting consumer protections. The bureau said it will
"proceed on a fast track” and issue a formal notice of pro-
posed rulemaking in December 2012 to detail the changes
and receive public comment.

The bulletin said the bureau will issue a final rule "as
quickly as possible" after considering public comments.
The final rule will be in effect 90 days after the proposal
is finalized.

Remittance implementation

The Dodd-Frank Act of 2010 added a new section to the
Electronic Fund Transfer Act (EFTA) that requires the CFPB,
an agency created by Dodd-Frank, to develop disclosure
and error resolution requirements for overseas RTPs.

CFPB's proposed Remittance Rule Implementation
would add a new section to Regulation E of the EFTA
requiring RTPs disclose all costs of remittance transfers
to consumers prior to transactions being consummated. It
also makes RTPs liable for remittance transfer errors even
if customers provide inaccurate account numbers or rout-
ing information.

Public objections

Following publication of its proposed rule changes, the
CFPB received public comment that pointed out it would
be difficult for RTPs to comply with the rules requiring
them to keep accurate databases of national and local
taxes, as well as other fees charged by financial institu-
tions in various countries around the world.

The proposed rule refinements would require RTPs to

track and disclose only published bank fee schedules. It
also would require that RTPs report and disclose only
national taxes that apply to money transfers.

Other comments received by the CFPB objected to hold-
ing RTPs liable for nondelivery or late delivery of remit-
tance transfers when customers provide incorrect account
numbers. The CFPB now proposes to release RTPs from
liability if they can demonstrate that consumers pro-
vided wrong information. However, RTPs would still be
required to make good faith efforts to recover the funds.

A sigh of relief

On Dec. 3, 2012, retail risk expert David Lott wrote on the
Retail Payments Risk Forum of the Federal Reserve Bank
of Atlanta, "While these modifications are termed 'limited'
by the CFPB, remittance providers must be breathing a
measured sigh of relief, especially regarding the shift in
liability from consumer-created errors. It will be interest-
ing to monitor the impact of these regulations to deter-
mine if there has been any constriction in the number of
countries served due to the additional requirements."

The final rule governing foreign remittance transfers
is set to take effect Feb. 7, 2013, but the CFPB said it now
expects its proposed refinements to Reg E will push that
date back to "sometime during the spring of 2013." &
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he Home Depot U.S.A. Inc. and a coalition of dis-

senting plaintiff retailers and retail associations

served notice on Nov. 27, 2012, to the U.S. Eastern

District of New York they will appeal the prelimi-
nary approval of a proposed $7.2 billion settlement of their
class action antitrust suit. The merchants allege Visa Inc.
and MasterCard Worldwide interchange fees violate U.S.
antitrust law.

In his preliminary approval order, U.S. District Court
Judge John Gleeson scheduled the final approval hearing
for Sept. 12, 2013. He also issued an injunction prohibiting
any member of the class from challenging the settlement
agreement pending its final approval.

Retailers claim due process violated

The settlement was negotiated with the card companies
by attorneys appointed by the court to represent the more
than 7 million merchants in the plaintiff class. Dissenting
retailers object to the settlement because it forbids them
from filing related claims of anticompetitive interchange
practices against MasterCard and Visa in the future.

In a request for a stay of the preliminary approval order
pending appeal to the Second Circuit Court of Appeals,
the objecting merchants told the district court the future
claims release deprives merchants of their due process
rights. The retailers specifically objected to the order
allowing them to opt out of the class so far as past dam-
ages are concerned but preventing them from bringing
similar antitrust claims in the future.

"Given that merchants likely will be exercising their opt-
out rights for claims concerning ongoing conduct — includ-
ing, most importantly, the continued fixing of interchange
- providing opt-out rights only for past damages, without
the ability to enjoin and obtain damages for ongoing con-
duct, substantially impairs the value of opt-out rights for
past damages," the objecting merchants stated in their stay
request. "This exacerbates the already serious due process
issues raised by this settlement."

Pro-settlement retailers,
card companies respond

Attorneys for Visa and MasterCard, along with the attor-
neys who negotiated the settlement on behalf of the

merchants, stated that refusing the stay would not harm the
objecting retailers, but granting a stay would irreparably hurt
retailers who support the settlement because, among other
things, the retailers stand to lose the benefit of the settlement's
proposed eight-month interchange reduction, worth an esti-
mated $1.2 billion, which is to begin in July 2013.

Robert Vizas, an attorney representing the card compa-
nies, added, "Complex cases could not be settled if the par-
ties and the settlement were at risk for collateral attacks
and disruptive litigation during the approval process." B

Technology spurs
cashiess adoption

vidence that the self-service payment sec-

tor is growing can be found in two recent

developments. USA Technologies Inc. is equip-

ping its vending machines to accept near field
communication- (NFC) based payments via the Isis mobile
wallet. And VeriFone Inc. said gas station customers can
now buy lottery tickets at VeriFone PayMedia-equipped
pumps in Minnesota.
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Vend and conquer

On Dec. 3, 2012, USAT said up to 7,500 vending machines will be equipped
with NFC to accept Isis Mobile Wallet payments. The vending machines accept
Isis payments through USAT's NFC-enabled ePort technology and ePort
Connect service platforms. Customers tap their Isis-enabled mobile devices on
ePort terminals to initiate the NFC payments.

The Isis-enabled vending machines will initially be found in Austin, Texas, and
Salt Lake City — the only cities where Isis is currently available. Isis Chief Sales
Officer Jim Stapleton said vending payment expands the list of places where
consumers can use the mobile wallet.

ALPHA CapD SEAVICES

Visit www.thealphaedge.com,/ getsticky
because it" s your only hope of

staying in business!

Stephen Herbert, USAT Chairman
and Chief Executive Officer, said,
"Our work with Isis sends a clear
message to vending companies in
these two cities — and to the broader
market we serve — that there is tre-
mendous opportunity in cashless
adoption. Through the Isis Mobile
Wallet, we believe these merchants
will have unparalleled new opportu-
nity to attract consumers, as well as
participate in marketing programs
with global brand names."

'Play' at the pump

In a Nov. 29 statement, VeriFone said
its "play at the pump" implementa-
tion represents an untapped market
segment for state lottery commis-
sions. The Minnesota State Lottery
agreed to a trial of the technology
at nine Minneapolis-area locations.
VeriFone's lottery-enabled pumps
use the Ling3 payment platform,
which allows lottery ticket sales
at ATMs and other unattended
POS devices. Consumers can buy
Powerball and Mega Millions tickets
using debit cards at the same time
they buy gas. The first sale of a lot-
tery ticket from a Minnesota gaso-
line pump occurred Nov. 13.

Ed Van Petten, Minnesota Lottery
Executive Director, said play at the
pump will increase the sale of lot-
tery tickets and help lottery retailers
grow their businesses. "This delivery
method reaches a casual player who
may want the convenience of mak-
ing a lottery purchase while at these
locations," he noted.

Lottery consumers are age-verified
and enrolled at the pump, according
to VeriFone. Winnings under $600
are automatically deposited to cus-
tomers' debit card-linked accounts.
Consumers can check purchases
online and sign up for mobile text
notifications.

"Many consumers forget to play the
lottery or just simply don't have
the time to make an extra stop, so
VeriFone's media solution makes it
easy for them to play," said Jennifer
Miles, Executive Vice President at
VeriFone North America.
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NEWS

SVS claims victory in
patent infringement case

Ceridian Stored Value Solutions (SVS) said a panel
of the United States Court of Appeals for the Federal
Circuit affirmed SVS's 2011 victory in a patent infringe-
ment lawsuit filed by Chicago-based processor Card
Activation Technologies Inc. SVS said the ruling vin-
dicates SVS's position that its gift card technology does
not infringe on CAT's patent.

In 2009, CAT sued several national chain store
businesses, claiming they were wusing CAT's
patented technology for the activation and process-
ing of gift and other stored-value cards. CAT sought
royalties from the companies for their card practic-
es. Additionally, CAT wanted an injunction against
the companies issuing gift cards until the companies
obtained licenses from CAT.

SVS, the gift card processor for businesses named in
CAT's suit, sued CAT in return. The U.S. District Court
for the Northern District of Illinois, Eastern Division,
ruled in favor of SVS. CAT then appealed. The subse-
quent legal wrangling resulted in the December 2012
ruling by Judge Kent A. Jordan of the United States
Court of Appeals for the Second Circuit.

Special Starbucks card goes fast

For many dedicated coffee lovers, the launch of the
Starbucks Metal Card was bittersweet. On Friday, Dec.
7, 2012, the Starbucks Coffee Co. made the limited edi-
tion gift card available at online retailer Gilt.com. But,
within moments of the launch, the 5,000 cards were
reportedly sold out, leaving Starbucks devotees bitterly
disappointed.

On the foodee website Eater National, blogger Amy
McKeever reported that the stainless steel gift cards,
each one loaded with $400 and sold for $450 apiece,
sold out "instantaneously." She quoted Facebook and
Twitter users lamenting the quick sell-out of the cards.
On Dec. 8, reports surfaced that Starbucks Steel Cards
were selling on eBay Inc.'s online auction site for more
than double their value.

Square enters mobile gifting space

Square Inc. joined the mobile e-gift card world via
Square Wallet. "Historically gift card programs have

been complicated, cumbersome and expensive for busi-
nesses," the San Francisco-based mobile startup said.
"Square enables businesses to seamlessly accept gift
cards at no additional cost with no additional tools."

Square's mobile app allows users to search for retailers
local to the person receiving the gift card, choose a card
amount and email the e-gift to the recipient. The card
art and gift amount are then loaded into the recipient's
Square Wallet.

ANNOUNCEMENTS

Open-loop fuels record
Arroweye production

Prepaid card producer Arroweye Solutions Inc. report-
ed record card production volumes in the second and
third quarters of 2012. The company said demand for
open-loop, network-branded cards accounted for the
production levels. Arroweye's digital, on-demand card
production technology allows consumers to customize
prepaid cards online.

BillMyParents gets Bieberized

BillMyParents Inc., the teen payment solutions brand of
Socialwise Inc., signed teen pop star Justin Bieber to pro-
mote the company's MasterCard Worldwide-branded
teen card. Bieber will produce videos that expound on
responsible teen spending and offer "unique cardholder
experiences."

Giftango to provide e-gift
employee benefits

U.K.-based Asperity Employee Benefits Ltd. selected
e-gift card provider Giftango Corp. to manage Asperity's
e-gift card program for its newly launched U.S. operation.
Asperity said Giftango's platform will allow Asperity
customers to benefit from a wider selection of retailers,
as well as the instant delivery of rewards.

InComm eliminates fees up north

Prepaid card distributor InComm reported it imple-
mented in July 2012 a no-fee model for its proprietary
line of Vanilla prepaid products in Canada. Users of
Vanilla MasterCard and Vanilla Visa cards in Canada
pay no monthly maintenance and card replacement
fees; the cards have no expiration dates as well.

MasterCard powers up in the U.K.

MasterCard expanded its rePower cash reload service
to the United Kingdom. Users of the Kalixa prepaid
card, managed by the CQR Payment Group, are the first
cardholders that have access to the rePower network
in the UK. MasterCard intends to expand rePower to
other European markets in the coming months.
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Tax coalition taps NetSpend
for refund cards

The National Community Tax Coalition, which offers
free tax advice to low-income working families, selected
NetSpend Holdings Inc. to provide prepaid card servic-
es to NCTC clients beginning in the 2013 tax season. The
agreement follows a successful NetSpend pilot program
conducted in Chicago during the 2012 tax season, said
the coalition's executive director.

APS returns call center to the U.K.

U.K.-based Advanced Payment Solutions Ltd. said it
will bring its call center home to help the U.K. economy.
APS, which operates the Cashplus prepaid card pro-
gram, did not specify where the call center had been
located, but noted that the center would be relocated to
Liverpool, England, where 300 new jobs would be cre-
ated over the next three years.

Plastic Jungle launches in-store exchange

Online gift card exchange operator Plastic Jungle Inc.
launched a quick response code-based exchange pro-
gram in 7,400 CVS/pharmacy stores in the United States.
The service allows customers to use smart phones in-
store to swap unspent gift cards for CVS/pharmacy gift
cards. The service is also available online.

M-Cash offers reload alternative

Mobile financial service provider Security First
International Holdings Inc. entered the prepaid
reload sector by rolling out M-Cash. The service allows
American Express Co. prepaid card users to reload cards
and have reload transactions billed to mobile phone
bills. The "no cash" funding gateway is aimed at the 43
million underbanked consumers in the United States, the
company said.

Direct Express cardholders
to receive rewards

The U.S. Department of the Treasury said Social
Security recipients who receive funds on MasterCard-
branded Direct Express cards will soon be rewarded
with "sweepstakes-based incentives." Direct Express
users will receive rewards for engaging with PayPerks
Inc.'s web- and mobile-based financial education plat-
form. The service is in beta testing until early 2013.

PARTNERSHIPS

New e-gifting team in Trans-Tasman region

E-gift network operator CashStar Inc. will offer its ser-
vices in Australia and New Zealand via the area's gift
card processor WEX Inc.

CashStar said the partnership will allow Australians and

New Zealanders to purchase e-gift cards online and per-
sonalize them with custom messages, photos and videos.

Pariners launch insurance
card in South Africa

A collaboration between South Africa-based Hollard
Insurance, MasterCard, claims processor ValueCard
(Pty) Ltd., program manager Opengate and prepaid
technology provider Tutuka resulted in the launch of the
Hollard ClaimsCard. The card allows claimants to shop
at retailers to replace goods covered by specific insur-
ance claims.

InComm provides e-gift
redemptions for SkyMall

InComm inked a deal with SMV, the loyalty division
of online catalog provider SkyMall Ventures Inc., to
become the e-gift card distributor for the loyalty and
rewards programs managed by SkyMall.

Yalamanchili chosen for prepaid platform

India-based Yalamanchili became the prepaid platform
provider for EZ-Link Pte Ltd. Co.'s AmEx-branded
Imagine Card launched in Singapore in October 2012.
The platform fulfills Know Your Customer requirements
by allowing Imagine Card users to upload identification
documents when registering cards online.

ACQUISITIONS

AccountNow completes nFinanSe purchase

AccountNow Inc. reported in early December 2012 it had
completed its acquisition of nFinanSe Inc. AccountNow
said the acquisition expands the prepaid card provider's
retail distribution by 15,000 locations.

U.S. Bank adds FSV Payment Systems

U.S. Bank, the lead bank of U.S. Bancorp, said it is
acquiring Florida-based prepaid card processor FSV
Payment Systems Inc. to broaden the bank's range of
prepaid programs for companies, governments and
other financial institutions. The acquisition is expected
to be completed in December 2012. Financial terms of the
transaction were not disclosed.

APPOINTMENTS

BillMyParents hires Hernandez

BillMyParents board member William Hernandez was
named President of the teen payments solution com-
pany. Hernandez brings over 30 years of experience in
the global financial services sector to his new role of
growing both current and future product categories and
geographies. &
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n Nov. 23, 2012, U.S. Senator Richard
Blumenthal, D-Conn., introduced the Gift
Card Consumer Protection Act. If enacted
into law, the legislation would modify the
Electronic Fund Transfer Act to unilaterally eliminate
expiration dates and certain fees from all types of gift
cards, including promotional and loyalty-driven cards.

S. 3636, entitled A bill to provide increased consumer protec-
tions for gift cards, reads, "It shall be unlawful for any per-
son to impose a dormancy fee, an inactivity charge or fee,
or a service fee with respect to a gift certificate, store gift
card, or general-use prepaid card."

Sen. Blumenthal said, "This bill bars absolutely draconian
deadlines and abusive fees and charges that unfairly con-
fiscate consumer gift card cash. Gift card companies fatten
their profits and shrink consumer wallets with exploit-
ative expiration dates and petty, underhanded junk fees.
Gift cards should not be the gift that keeps on taking. This
measure assures that consumers get their money's worth,
no matter when they use the gift card."

Consumer protections overdue?

Zilvinas Bareisis, Senior Analyst at consultancy Celent
LLC, believes the bill addresses gaps in consumer pro-
tections. "I think, in fairness, gift cards probably needed
some additional consumer protection,” he said. "And I
think the fact that you would have these maintenance fees
... by the time you get around to using the card, half of it
might be depleted — all of that probably sounds unfair to
the customer."

The bill also prevents issuers or retailers from offering
basically any kind of prepaid card if they had filed for
bankruptcy protection; in addition, those entities must
honor unredeemed cards even if the entities are in a state
of bankruptcy. "This provision would prevent consumers
from buying or being stuck with a worthless gift card after
a company goes out of business," Blumenthal's office said.

Blumenthal referenced the 2008 bankruptcy of electronics
retailer Sharper Image: the company's customers were
forced to spend double the amount on their unredeemed

gift cards, and then the company stopped accepting gift
cards altogether after it filed for bankruptcy. The office
also noted two other companies, Circuit City Stores Inc.
and Linen 'n Things, that filed for bankruptcy protection
in 2008 but allowed customers to buy gift cards from their
stores anyway.

"If the firm is bankrupt and can still sell you a gift card,
that's probably not a good way of treating your custom-
ers," Bareisis said.

Consumers Union, the advocacy arm of Consumer
Reports, endorses Blumenthal's bill, especially the bank-
ruptcy prohibition, according to Consumers Union Senior
Staff Attorney Michelle Jun. She said allowing bankrupt
retailers to sell gift cards "simply doesn't make sense."

A solution looking for a problem?

S. 3636's expiration date prohibition would also extend
to loyalty, promotion and reward cards. "These are cards
consumers receive by redeeming credit card points or buy-
ing a certain product,” the senator's office said. "Currently,
most of these cards have very short expiration dates —
sometimes as short as 30 days, which confuses customers
who assume these cards have the same protections as
gift cards. Under the Gift Card Consumer Protection Act,
these cards would have the same protections as gift cards.”

Banning expiration dates on such cards is one aspect of
the bill that troubles Rebekka Rea, Executive Director at
the Retail Gift Card Association. "Promotional gift cards
are designed to enhance the enjoyment level of a product
or service one has already received," she said. Promotional
cards are issued to reward consumers for completing cer-
tain tasks, such as making purchases, filling out surveys
or returning to store locations at future dates, she noted.

"A restaurant may promote a special offer of a free $5 gift
card when you buy a $20 gift card," Rea said. "If it is a
promotional gift card, then there would be a set timeframe
that the $5 promotional gift card may be used. If the recipi-
ent chooses to use it, great. However, if they choose not
to use it, they have not lost anything, as it was a free gift
to them. If a consumer chooses not to use a gift or partici-
pate in a special reward offer, what do they need protec-
tion from? They didn't buy the promotional gift card, it
was a bonus.

"By lumping promotional gift cards into a nonexpiration
category, the unintended consequence of the Blumenthal
bill will be that the added perks and benefits that consum-
ers have enjoyed from their favorite brands will no longer
be offered."

But that is not all that Rea takes issue with concerning
the Blumenthal bill. She said closed-loop, retailer-specific
gift cards never have expiration dates and dormancy
fees because the industry self-regulated those practices
out of existence years ago. "While we certainly support
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consumer protection, we believe this is a solution looking
for a problem," she added. &

First ATM-dispensed,
multibrand gift card
program in pilot

n early 2012, Better ATM Services Inc. went public

with new technology that turned ATMs into Visa

Inc.-branded gift card dispensers. Now, the Mesa,

Ariz.-based ATM technology developer is leverag-
ing that technology for another innovation: a program
allowing ATMs to dispense Discover Financial Services-
branded gift cards that can be used at a network of select
retailers.

Todd Nuttall, Better ATM Services' Chief Executive Officer,
called the myGIFT One Card Many Choices Discover
Prepaid Card initiative a global ATM industry first. "As
far as we know, this has never been done anywhere else in
the world," he said. "And even the whole idea of grouping
merchants together is very rare."

SellingPrepaid

In the prepaid card industry, restricted authorization
networks (RANs) are understood as a collection of mer-
chants pooled onto one network-branded, general pur-
pose reloadable card, for example a movie theater, restau-
rant and café located in the same entertainment district of
a city.

Nuttall said Better ATM Services' program leverages RAN
technology, but in a new way; instead of distributing cards
by mail, as typical RANs do, the myGIFT One Card is dis-
tributed via the more robust ATM channel.

One-stop ATMs

Better ATM Services partnered with program manager
InteliSpend Prepaid Solutions LLC on the initiative.
Nuttall said InteliSpend provides the connectivity to the
national, brand-name retailers in the network. Macy's,
Lowe's and Outback Steakhouse are among the nine retail-
ers currently on the Discover gift card, with more report-
edly to be added over time.

"It's hard to have 300 different gift cards available from
the ATM, like you do in a grocery store," Nuttall said. "But
what you can do is pick the top 10, 20 or 30, group them
all on a card, and have that as one card."

Nuttall believes the solution only enhances the value of
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ATMs for consumers, boosting ATMs from check depos-
iting and cash withdrawing mechanisms into "one-stop
shops" for consumers' gift card needs as well.

Better ATM Services research shows that 81 percent of
consumers who use ATMs are also gift card buyers, just
not at ATMs. "People who use ATMs are the same people
going down the street and buying prepaid products,”
Nuttall said. "And so it's funny. Here they are. They are at
a bank, at an ATM, and they don't go into the bank to get
those products.”

Nuttall said the reason they don't enter banks to purchase
gift cards is due to lack of convenience. "You're not going
to get out of your car and go stand in line at a bank just to
get a gift card," he said.

So even though it has been more convenient for shoppers
to pick up gift cards from grocery store racks, ATMs that
dispense gift cards can now change that dynamic. "This is
the chance for the banks now to be more convenient even
than a grocery store," Nuttall noted.

According to Nuttall, studies show consumers view drive-
up ATMs as more convenient for the services they provide
than quick service restaurant drive thrus for the services
they provide. "[Banks] are already seen as incredibly con-

SellingPrepaid

venient for cash because of their ATM drive-ups," he said.
"By leveraging that convenience factor that they already
own, we've now made it to where they can be perceived
as the most convenient prepaid product source as well."

Donation engine ATMs

The myGIFT One Card program is in pilot mode at 11
Banner Federal Credit Union ATMs in Arizona. The pilot
is scheduled to last into the first quarter of 2013. For every
ATM-dispensed myGIFT card sold through March 2013,
50 cents will be donated to the credit union's charity,
Banner Health Foundation.

Banner Federal was considered a natural fit for the type
of program being offered, because of its ATMs located in
hospitals throughout Arizona and with one of its core con-
sumer constituencies being health professionals.

"If you study doctors and nurses, they have to work all
the holidays," Nuttall said. "And so they are some of the
most impacted with gifting. Gift cards are seen by them as
a real option."

Nuttall thus reported the pilot has been well received, as
hospital staff can purchase gift cards via in-hospital ATMs
and realize their purchases are helping the charity they
have a vested interest in seeing succeed.
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Insider's report on payments

The confusing state
of mohile

By Patti Murphy

ProScribes Inc.

everal new reports call into question the

ascendancy of mobile banking and payments.

Consumer concerns over security, as well as tech-

nology issues, have been a drag on momentum.
In November 2012, the Federal Reserve Bank of Boston
released a report — Mobile Phone Technology: 'Smarter” Than
We Thought — that suggested consumer security concerns
about mobile technologies are a huge barrier to broad
adoption of mobile banking and payments.

"The unfamiliarity and complexity of the mobile device
and associated technologies create security concerns for
consumers who want to be confident that their personally
identifiable information and actionable financial informa-
tion (e.g., account numbers, PINs, security codes and
passwords) are protected in storage and while being used
to process mobile payment transactions,” the Boston Fed
report stated.

Meanwhile, a report by the Oliver Wyman Group noted
that globally banks are "showing insufficient urgency" in
responding to competitive threats from new entrants into
areas like payments.

"Banks believe that merchants are reluctant to adopt the
new technology because they fear customers will not use
it, and vice versa," said the report's author James Sherwin-
Smith, Senior Manager in the payments practice at Oliver
Wyman Group. "The risk for banks is that new competitors
will invest enough in both the technology and the market-
ing to overcome these barriers."

The report, Advanced and mobile payments: what's stopping
you?, was a joint undertaking between Oliver Wyman
and the European Financial Management Association. "Banks
no longer have the payments field to themselves and have to
fight against retailers, mobile phone providers, tech firms
and new startups to position for a share of the market," said
Patrick Desmares, Secretary General of the EFMA.

Ann Arbor, Mich.-based ForeSee, which specializes in
customer experience analytics, just released its satisfac-
tion index for financial services, which illustrates how
mobile banking services are consistently out-performed
by retailers. "Satisfaction matters just as much for mobile,
and perhaps even more in some cases, as it does in any
other channel because it represents the future of customer
engagement,” ForeSee stated.

Views

It does, indeed. And I believe satisfaction with mobile
technologies has a lot to do with generational divides.
I'd venture to guess that few of us born before 1975 can
maneuver smart phones with the speed and agility of
someone younger.

I discovered this recently when my thirty-something niece
asked me to use my mobile's web function to find a restau-
rant she wanted to eat at. Soon realizing I was inept at the
assigned task, she pulled out her own mobile, found the
restaurant's web page and called the restaurant all in the
time it took me to google the name.

I suspect that's why mobile banking and payments have
been slow to gain traction. Baby boomers are still calling
the shots in the commercial world, and too many of us are
dumbfounded by our smart phones. And it shows. Square
Inc., a compelling disruptor to the status quo in merchant
acquiring, for example, was created by thirty-something
Jack Dorsey.

A similar dynamic was at play in the 1980s and 1990s, first
with cards issued by banks for use at ATMs and later with
cards issued for use at both ATMs and at the POS. Baby
boomers pounced on the trend, but not our parents. I recall
convincing my mother, eventually, to get a debit card. It
was the late 1990s.

Technological hindrances

Today, 81 of the top 100 U.S. banks offer customers
mobile financial services, such as account balance inqui-
ries, payments and remote check deposits, according to
First Annapolis Consulting. In addition, Javelin Strategy
& Research reported that financial institutions added 10
million Americans to their mobile banking customer rolls
in 2012.

Mobile banking adoption, which tracks closely to smart
phone adoption, is greatest among customers of large
regional banks that offer app-based and text messaging-
based mobile banking in one package. Among these banks,
the mobile adoption rate was 28 percent in 2012.

Mobile check deposit is the hottest new twist in mobile
banking, and by most accounts, it could be a real game
changer. Asked recently by the consultancy AlixPartners
what types of products and services would cause them to
switch banks, one-third of respondents said the ability to
deposit checks using their smart phones.

So why do mobile banking and payment adoption num-
bers fail to meet expectations? The Boston Fed report sug-
gested confusion is partly to blame. Not merely confusion
among consumers, but confusion across the board, from
solution providers to regulators.

For example, the report noted that although the underly-
ing mobile technologies "may be relatively proven for
other purposes, they are still considered nascent for mobile
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Recently, when a friend asked me to explain "cloud" computing, | likened
- it to a giant filing cabinet somewhere out on the web. It was an over-simpli-
- fication, but it sounded more intelligent than my first thought, which was to
- describe it as a giant data center in the sky. Cloud technologies in support
. of payments have the potential to shake things up. But there's a downside.

- With cloud-based payments, no actionable information — name or access
© codes, for example — is stored on the mobile device. Instead, the device
- accesses the web to exchange tokens and authorizations with a remote
. server to facilitate payment. And that's seen by some as a vulnerability.

- Time and again, consumers have said that concerns about the privacy and
- security of personal financial information are top of mind.

Federal regulators also have reservations. In July 2012, the Federal Financial
- Institutions Examination Council, an interagency body that prescribes uniform
. standards and bank examination procedures, addressed these concerns and
- offered risk mitigation considerations examiners will be looking for when
- evaluating bank information technology departments.

payments ... in other words, not all mobile technologies are optimum for all

payment-related purposes.” Near field communication (NFC) is an example.
It offers many potential benefits, but it presents challenges too. Two chal-
lenges looming are that not all smart phone manufacturers have adopted NFC
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and no uniform standards exist. Also,
merchants, as a whole, haven't com-
mitted to upgrading POS devices to
enable two-way NFC.

More consumer education is needed,
too — not just information about the
technology and how it can be used
for mobile payments, but also guid-
ance on using mobile payment devic-
es safely and securely, the Boston
Fed wrote.

The report examined cloud tech-
nologies as an alternative to NFC.
Merchants like cloud-based payment
options because it requires no new or
upgraded terminals. But the follow-
ing negatives must be addressed:

e The need for customers to reg-
ister with each individual mer-
chant before making mobile
payments

¢ Dependency on uninterrupted
Internet connectivity

* Concerns about the safety and
security of consumer financial
data stored in the cloud

The report's conclusion urges
all involved parties — banks, non-
banks, telecom carriers, government
agencies, networks and the card
brands - to collaborate now to avoid
future problems.

"Together they need to identify poten-
tial vulnerabilities, share applicable
data, conduct security analysis of
weak points in the mobile process,
and determine who is responsible for
fixing them," the report stated. "Then
they will have the tools to develop
reliable controls, education plans and
standards that may be needed.

This is a complex task that will not
be achieved in silos, or by just one
entity, but only through collaborative
efforts, which will be a win-win for
all mobile stakeholders, especially
the consumer." &

Patti Murphy is Senior Editor of The Green
Sheet and President of ProScribes Inc. She
is also the founder of InsideMicrofinance.
com. Email her at patti@greensheet.com.
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f— American Microloan

American
Microloan LLC

I1SO/MLS contact:

Juck Miller

Director of Business Development
Phone: 201-793-3455

Email: jmiller@americanmicroloan.com

Company address:

2125 Center Ave, Suite 308

Fort Lee, NJ 07024

Phone: 866-227-4456

Fax: 201-292-8172

Website: www.americanmicroloan.com

1SO/MLS benefits:
o Fixed installment loans and "split"-based
merchant cash advances

o Lower interest rates than typical
cash advances

® Transparent contracts with no point or
origination fees

o Qualification for merchants with no credit
card acceptance

o Personalized customer service
 Quick turnaround

Fixed payment loans for
small husinesses

merican Microloan LLC offers what it calls a more predictable

and cheaper alternative to merchant cash advances: nonbank

loans, sold through ISOs, that merchants can amortize in fixed

installments. The company offers cash advances and loans; how-
ever, it has made loans its premier product and sells considerably more of
them than cash advances, according to Jack Miller, the company's Director of
Business Development.

"We do have nonfixed options, but most of our products are fixed" in terms of
repayment, he said. He added that the company sells primarily to retail mer-
chants, but it will also sell loans to other vertical markets when businesses meet
specific credit history and cash-flow requirements.

Funds for small to midsize businesses

Loans generally begin at $15,000, and the company has no upper limit on how
much it will loan, Miller noted. "We don't have a cap," he said. "We don't want
to do less than $15,000; maybe we'll make an exception and do $10,000, but our
average deal is around maybe $60,000 to 70,000."

Founded in 2001 by Craig Sheinker, who also owns Quantum Corporate Funding
Ltd., American Microloan was established to provide small and midsize busi-
nesses a cheaper alternative to merchant cash advances, according to Miller.

"It was founded to offset the heavy costs from the cash advances," Miller
said. "We offer a much more reasonable product for qualified merchants." He
said merchants who don't qualify for bank loans often turn to merchant cash
advance, and cash advance products tend to carry higher interest rates and fees
than most bank loans.

American Microloan provides a loan that's cheaper and easier to qualify for
than the average bank loan. It is harder to qualify for than most merchant cash
advance products, but is in certain ways a superior alternative to either cash
advance or a bank loan for those who do qualify, according to Miller.

Some merchants prefer cash advance because the repayment is made as a per-
centage of card receivables, meaning it ebbs and flows in line with a merchant's
business. When business is good merchants pay higher installments; when it's
bad, they pay lower ones. For example, if the "split" is 15 percent, a merchant
who brings in $1,000 one day pays $150, but only $15 on a day it brings in $100.
By contrast, loans are repaid in fixed amounts.

Multiple advantages to loans

However, for merchants with reliable cash flows, a loan offers several advan-
tages over a cash advance, Miller said. For one, American Microloan's typical
loan is 70 percent cheaper than a typical cash advance, according to Miller.

Cash advance providers also tend to charge higher rates of interest because
they aren't subject to state laws that govern interest rates on loans, Miller noted.

Furthermore, he said that advances tend to be loaded with additional fees —
sometimes "hidden" fees that aren't announced upfront — while his company's
loans are relatively unloaded and transparent.
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Loans with a six-month payback period carry a 12 percent
interest rate; loans paid back over nine months an 18
percent rate; and loans over 12 months a 24 percent rafe.

American Microloan's rate structures are simple and
straightforward, Miller stated. Interested parties can visit
American Microloan's website and use the "payment
estimator” to calculate what type of loan they're likely to
qualify for.

Loans with a six-month payback period carry a 12 per-
cent interest rate; loans paid back over nine months an
18 percent rate; and loans over 12 months a 24 percent
rate. There is a $275 application fee to cover the costs of
underwriting, but no other fees are imposed — no point or
origination fees, according to Miller. There is also no basis
points levy on the ISO, a fee that is contained in many cash
advances. "There's no charge to the ISO," Miller said.

Because loans are repaid in fixed installments, borrowers
know precisely how much they'll be paying over a given
time, which is in contrast to the uncertainty of a percent-
age-based rate, where the repayment fluctuates depend-
ing on a merchant's daily intake, according to Miller.

Simplifying the process further is that the money is
docked — Monday through Friday, via the automated
clearing house (ACH) network — from merchant check-
ing accounts, rather than pulled as a "split" from their
incoming receivables. The latter process also requires the
integration of new software into merchant POS systems
and special arrangements with their processors, Miller
pointed out.

Because some processors don't support cash advance, mer-
chants who want the product commonly have to switch
processors, Miller said. With an American Microloan loan,
merchants never have to change processors, and the tech-
nical complications of a split-based cash advance repay-
ment are obviated, he added.

Additionally, because American Microloan recoups its
loan by taking ACH-based payments from merchant
checking accounts, and not percentages of credit card
receivables, merchants who don't accept credit cards or
who otherwise make most of their money with cash and
check payments can qualify for the program. The loan is
based strictly on a business's total revenue, without con-
sideration to methods of payment acceptance, Miller said.

Strict yet flexible criteria

While American Microloan prefers not to adjust the terms
of any loan, there is sometimes a measure of flexibility
for merchants who find themselves temporarily saddled
with extra costs, lower revenue or otherwise in a position

where it's difficult to make the agreed payments, Miller
pointed out.

"We're very flexible," he said. "If a client calls us and says
it's been a really tough month, we may take that into con-
sideration and cut the [payments] in half or something.
It's a family run company and we're all easy to reach and
talk to about these kinds of things. Obviously [adjusting a
loan] is something we prefer not to do, but we have done
it and will continue to do it where we feel it's appropriate.
We have a partnership with the merchant, and our goal is
to keep them healthy."

Miller said that, while the company's eligibility criteria
are fairly strict, it can be more flexible in considering new
clients because of its close-knit executive structure and
personalized service. "We're all within arms length of each
other," he said, referring to the company's officers.

Miller noted that the company recently approved a
$150,000 loan for an Arizona company that had only been
operating for four months.

Typically, that wouldn't be a long enough history to quali-
fy, but American Microloan's team was able to take a close
look at the particulars of the deal and make an exception,
Miller said. However, he stated that the company is "the
most conservative cash provider" in the industry. "We do
not lend to sole proprietors,” he said. "We consider them
individuals. We only lend to businesses, and they have to
be credit-worthy and have a good cash flow."

Tony Palazzo, Managing Member of the ISO, Advance
Smart LLC, said American Microloan's products are a
good fit for his company's higher-end merchants. "Being
that they're the cheapest money, they're the strictest
around, too," Palazzo said. "So it's for the higher-end
business with better credit and better volume, since the
cheaper money comes with stricter policies."

Palazzo pointed out that at a time when bank loans are
difficult to obtain, American Microloan's products have
five- to seven-day turnarounds. "So it's a lot easier to get,"
he said. "Generally [my clients] use it for inventory and
equipment, then after that facility upgrades, and aside
from that, it's just working capital."

While approving merchants on a loan is sometimes
difficult, finding merchants who are interested is not,
Miller said. The value of the company's product comes
from its attractiveness compared with other financing
options, he said. &
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134 'Cooperation' continued from page 1

accepting NFC [near field communication] mobile pay-
ments, enhance international acceptance and reduce
fraud." After initiating an aggressive campaign, Visa
estimated that 1 million Visa-branded, EMV chip-enabled
cards had been issued by the end of 2011, which had
grown to 1.5 million by June 2012.

Randy Vanderhoof, Executive Director for the Smart
Card Alliance, reported increased activity and interest
in NFC and EMV this year. In July, the SCA formed the
EMV Migration Forum to support the alignment of EMV
implementation steps required by all parties involved in
the U.S. transition from mag stripe technology to EMV
contact and contactless technology. ISOs were welcomed
in the ongoing forum discussions, and a new resource was
created at www.emv-connection.com.

According to Vanderhoof, with EMV one size does not
fit all. A lot depends on what level of payment capability
merchants manage themselves and what they contract out
to third parties. He recommends starting with an internal
audit for each merchant to identify the partners involved
in payment acceptance, a process that takes time and
should begin immediately.

"Based on experience in other countries, we've learned that
it's much more complicated and takes much more plan-
ning and testing and training of merchants to be ready to
begin accepting EMV," Vanderhoof noted. "There's going
to be a shortage of time for that level of testing and certi-
fication when it gets to crunch time around the deadline."

Crunch time for most merchants will be October 2015,
after which fraud liability will shift to merchants for
contact chip cards not processed through EMV termi-
nals. October 2017 will be the deadline for petroleum
merchants. Acquirers and processors must be enabled to
handle full EMV chip data in transactions starting in April
2013, or they, too, will face increased liability.

Embracing new models

With no apparent winner on the mobile wallet front,
jockeying for top position continues. In June, Google Inc.
released upgrades to its software and cloud-based Google
Wallet first launched in September 2011. In October 2012,
JVL Ventures LLC's Isis rolled out its mobile wallet in two
U.S. cities. By November, 53 banks and credit unions had
signed onto Visa's V.me digital wallet.

Brandes Elitch, Director of Partner Acquisition
for CrossCheck Inc. and a member of the Electronic
Transactions Association's Speaker Committee, said a key
question raised by analysts at the ETA meeting in April
2012 was, where is the wallet? Experts debated whether
data in the future would be housed in the cloud or in the
secure element of mobile handsets.

The implications of further erosion of the existing pay-
ments infrastructure also weighed heavily in ETA panel
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discussions. "Now there are four players in each trans-
action and each works independently," Elitch noted.
"They all have their own agreements. It's an inflexible
technology model. But in the cloud, it's a different model,"
and information can be stored on a server rather than in
the wallet.

"There is going to have to be a new connector created from
the POS device to the cloud," Elitch added. "If you could
do that, you could bypass the acquirer and the processor,
which is a critical issue for the ISOs, because that's how
they get paid."

Another trend gaining traction is the convergence of
online and offline retail channels. "There has always been
a Chinese wall between online and offline," Elitch noted,
but that is not the case any more.

He said that for these channels to operate seamlessly,
everything has to be integrated, which means industry
stakeholders will need to align with the right partners and
strategic players within the ecosystem to be successful.

Bruce Dragt, First Data Corp. Senior Vice President and
Division Manager of Payment Acceptance, agreed, stating
that the interaction between consumer and merchant is
now occurring in ways previously not possible. Because
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converging technologies are literally transforming con-
sumer expectations, First Data proclaimed 2012 the year
of "universal commerce," a term coined to describe the
convergence of brick-and-mortar, online and mobile
commerce channels.

As a first responder to these advancing payment
technologies, First Data formed the Innovation
Exchange about a year ago, bringing together industry
thought leaders to foster partnership in the universal
commerce ecosystem.

The company also developed Rapid Connect, an open
platform that allows partners to launch products more
quickly, in addition to its OfferWise loyalty and redemp-
tion program for merchants. Others have developed
similar platforms.

In August, a consortium of the nation's largest retail-
ers joined together to create the Merchant Customer
Exchange. The stated purpose of the group is to deliver
a comprehensive mobile commerce experience that is
consistent across retail environments. Joining MCX in
the early stages were retail behemoths Wal-Mart Stores
Inc., Target Corp., Sears Holdings, Best Buy Co. and
7-Eleven Inc., among others.

"We are seeing tremendous interest from merchants of
all sizes," said Dodd Roberts, an MCX executive and
payment consultant. "Merchants recognize mobile pay-
ment adoption will be limited until it can be used where
consumers regularly shop. MCX offers unmatched
scale, representing merchants with more than $1 trillion
in annual sales across nearly every merchant vertical."

Along with the emergence of the omni-channel retailer,
big data surfaced as more than just a buzzword this
year. The ongoing challenge for chief information
officers will be to develop systems that are capable of
managing the onslaught of information now available
through data collection and to apply that knowledge in
meaningful ways that enhance the customer experience
and build brand loyalty.

Networking empowerment zones

Another trend that became more apparent as the year
progressed was the return of record turnout at regional
and national conferences. The allure of educational
insights into value-added reseller opportunities dur-
ing this era of revolutionary technological change and
margin compression packed conference halls and filled
industry forums where information exchange was the
imperative.

The Northeast Acquirers Association, the oldest acquir-
ers association formed nearly 15 years ago, hosted
the industry's first event of 2012 with 500 gathering
in Vermont in January. It hosted a second event in the
summer and plans to do the same in 2013. In March,
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more than 600 payment professionals attended the
Southeast Acquirers Association conference in Dallas.

In July, the Midwest Acquirers Association celebrated
its 10th anniversary conference and set a record with
600 descending upon Chicago. And the Western States
Acquirers Association eclipsed 900 attendees for the
first time at its fall conference in southern California.
In October 2013, WSAA plans to celebrate its 10th anni-
versary in San Francisco.

The ETA 2012 Annual Meeting and Expo in Las Vegas
also saw near record attendance with 168 exhibi-
tors and 2,850 attendees. The ETA also launched the
Mobile Payments Committee, with representatives
from 45 top technology and payment companies join-
ing in the initial teleconference.

The committee's goal is to develop and implement
industrywide solutions to policy and business solu-
tions related to mobile payments. The ETA added
a Mobile Payments Innovations conference to the
agenda for its upcoming 2013 annual meeting in New
Orleans.

Despite the best protection, fraud remains a pernicious
problem. Two major data breaches joined the grow-
ing ranks of fraudulent activity that has drawn public
scrutiny in recent years. On March 31, 2012, Atlanta
ISO and payment processor Global Payments Inc.
reported a data breach thought to have compromised
1.5 million North American accounts.

Upon further investigation, Global revealed that a
limited portion of its North American card processing
system had been affected.

In August, Global Payments reported the first quarter
data breach incident had cost the company $84.4 mil-
lion in remediation and card company penalties this
fiscal year, and the company anticipates it could spend
an additional $55 million to $65 million in remedia-
tion in 2013, depending on whether insurance offsets
certain costs.

The second major data breach was reported on October
24, when Barnes & Noble revealed that criminals had
planted bugs in PIN pad devices at 63 of its stores, forc-
ing the company to temporarily disconnect PIN pad
devices at all stores nationwide.

In this incident, the breach apparently allowed com-
promised devices to capture card and PIN numbers
and only affected card-present transactions, the com-
pany stated at the time.

One year after debit interchange regulation took effect
on Oct. 1, 2011, under the Durbin Amendment to the
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2010 Dodd-Frank Act, reactions were mixed about whether the savings real-
ized had benefited merchants and consumers as intended. Electronic Payments
Coalition spokeswoman Trish Wexler said, "One year after implementation,
retailers have taken home $8 billion, while many of their customers pay more
at the register." The EPC said it validated this claim by making identical pur-
chases at merchants both before and after the regulation took effect.

Heartland Payment Systems Inc. took a more proactive approach to debit
interchange regulation, launching an online program dubbed Durbin Dollars
to educate retailers about the new rate changes and potential cost savings to
merchants. As of Oct. 1, 2012, Heartland estimated it had delivered more than
$262 million in signature debit savings to its U.S. merchant customers as a
result of the interchange regulation.

On Novw. 9, 2012, a New York federal judge gave preliminary approval on a
$7.25 billion multidistrict litigation settlement against Visa and MasterCard
Worldwide in a lawsuit brought by a class of U.S. retailers in 2005. The lawsuit
alleges the card brands interchange fees violate U.S. antitrust law.

If the settlement agreement receives final approval, defendants will be pro-
tected against future litigation regarding interchange and other U.S. rules at
issue in the case; defendants will also modify rules to permit retailers to impose
a surcharge on credit transactions subject to interchange regulation.
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transportation, and health and medi-
cal service business categories con-
tinued to show the most consistent
growth rates overall this year.

The dongle wars accelerated in 2012,
with Square Inc. reportedly on track
to process an annualized $5 billion
through its payment system. Terminal
manufacturer Ingenico S.A. became
parent company to ROAM Data Inc,,
whose secure ROAMpay mobile
POS system competes with Square.
PayAnywhere, North American
Bancard's mobile POS solution,
launched a national retail channel
through Wal-Mart, Sam's Club, The
Home Depot U.S.A. Inc., and others.

As in previous years, mergers and
acquisitions continued at a brisk
pace. In March, payment processor
Vantiv Inc. launched an initial pub-
lic offering on the New York Stock
Exchange and later acquired Litle
& Co., expanding its e-commerce
footprint.

First Data added global electronic
payment processor OmniPay Ltd.
to its international network. Global
Payments acquired Accelerated
Payment Technologies, increasing its
merchant base in a number of value-
added reseller vertical markets.

Merchant Warehouse acquired Avatas
Payment Solutions to jointly ser-
vice utility companies. Total System
Services Inc. acquired ProPay Inc.,
expanding its reach into the micro-
merchant market.

TransFirst LLC acquired soft-
ware developer CurveNorth Inc.,
bringing  Merchant-Flo  work-
flow automation to its merchants.
ISO SignaPay Ltd. acquired Equity
Commerce LP, further broadening
its platforms and relationships with
multiple sponsor banks.

The common thread at work in near-
ly every major development that
occurred within the payments indus-
try 2012 was the concept that through
cooperation we can all build a
better future. B4
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The prognosis for payments - 2013

udging by recent Javelin Strategy & Research studies, the 2013 payments landscape will reinforce the
continuing rise in online and mobile payments. However, it appears fraud will continue to take a toll on the finan-
cial services industry. 52
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Five predictions for 2013

By Jeff Fortney
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he end of the year always brings an interesting

array of articles and news stories about emerging

trends and predictions for the coming year. Many

of these articles are based on facts and research,
while others come from more colorful sources and leg-
ends. One such source is the well-known prognosticator
Jeane Dixon.

During her lifetime, Dixon made thousands of predic-
tions. Looking back, her followers would point to two that
they believed predicted the assassination of U.S. President
John F. Kennedy and the attempted assassination of Pope
John Paul II.

Prognostications versus a Magic 8 Ball

When these and other predictions were examined, it
could be seen that all of Dixon's predictions were extreme-
ly vague, which could allow events to appear to fit a given
prophecy, but there was no conclusive demonstration
that any of her prophecies predicted specific events that
occurred. This vagueness allowed for ambiguity.

Given the speed at which the payments industry is chang-
ing, it may be easier to predict the future by reading the
results from a Magic 8 Ball. Yet we all want to know what
to expect to help us prepare for the future. So allow me to
share predictions for 2013. Since many of my ideas may
be like Ms. Dixon's prognostications, I will also share the
results from my trusty Magic 8 Ball.

1. The 'cloud' will become more intelligent,
not just a place to store data

Futurist Magazine recently unveiled its predictions for
2013 and beyond. Most were not truly applicable to our
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business, but there was one that stood out, as it pertains
to the payments world.

To quote the article, "Cloud intelligence will evolve into
becoming an active resource in our daily lives." Others
have predicted that the cloud will increasingly be used
as a kind of external brain. And the Internet will become
more "intelligent" through its ongoing evolution and
interplay with society.

In the payments world, we are seeing more and more ref-
erences to "the cloud." There are actual products that have
begun leveraging the cloud for data transfer and storage.
Much has been written about security measures and the
benefits provided by the cloud. Even so, is this predic-
tion near term or long term? Is it something our industry
should begin actively selling?

When discussing this question with others in the industry,
I came to the conclusion that this prediction is too eso-
teric. Most asked a simple question, "What is the cloud?"
Don't get me wrong, techies and early adopters are defi-
nitely interested, but there is confusion about the benefits
to merchant level salespeople (MLSs).

Because the cloud is constantly developing and we are



seeing new uses for it emerge nearly
every day, I have to say that this is a
long-term prediction.

Magic 8 Ball Answer: Someday

2. Mobile payments will
reach $1 trillion by 2017

This prediction comes from a recent
study performed by IDC Financial
Insights. IDC also indicated that the
driving force behind this prediction
is near field communication (NFC).
This projection is based on the com-
pany's belief that merchant accep-
tance of NFC will increase.

When asked to provide their predic-
tions for 2013, many fellow members
of GS Online's MLS Forum raised the
specter of NFC.

JTMERCH feels that NFC will grow
in the coming year. "One thing seems
pretty certain: more mobile and more
players entering mobile with a sim-
plified pricing model."

On the other hand, MBRUNO sees
serious issues with implementation.
"The implementation of NFC will be
a cluster. Both because of technology
mishaps and 'flying monkey attacks'
(that is, buy this terminal or your
shop will implode)."

In conversations with others, I have
found the consensus to be that both
ideas may be correct. Some feel that
the demand for NFC will result in
more offerings, added solutions for
terminals and POS systems, and
increased opportunity. These same
people feel that the actual need
may not be that great throughout
the year, and that actual usage will
grow slowly.

One forum member used the recent
— and arguably unsuccessful — pilot
of Isis' mobile wallet in various com-
munities as an example. JGARZA
went so far as to predict the com-
pany's failure, stating, "Isis will not
exist by the beginning of 2014."

As with the cloud, the ultimate driv-
er of mobile payments will be mer-
chant acceptance. Based on my con-
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versations, it seems that merchant acceptance will be regional in nature. Some
markets may see a demand; others of equal size may lag well behind. It just all
depends on who chooses to use a smart phone or similar device for payment
instead of a physical card. This is another case in which the rollout will be slow.

Magic 8 Ball Answer: Not this time

3. EMV will continue to be a hot topic,
EMV acceptance will be nonexistent

Europay/MasterCard/Visa (EMV) resurfaced as a hot topic of conversation
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well over a year ago. Visa Inc. published dates by which it wants all merchant
terminals to be able to accept payments made with EMV-equipped cards,
often referred to as smart cards. Visa has even tasked authorization vendors to
enable EMV acceptance as well, with dates as early as April 2013.

Because of that deadline, one would think that EMV would be a major
player in 2013, but two key points must be considered. The first is a historical
perspective.

In 1997, talk of smart cards dominated many conversations. New terminals
were built and were smart-card enabled. Everyone was talking about how chip
and PIN usage was coming later that year. In 1998 and 1999, smart-card accep-
tance was the main driver of almost every terminal manufacturer (and in those
years there were as many as five or six major players in the terminal world).
However, within two years, the conversations waned. Terminals still appeared
that had a slot for a smart card, but there was no reader inside. There was no
reason to include it, as it only added cost to the terminal and served no real
purpose.

If you examine the reasons why smart cards failed to penetrate the market in
1999, it would appear that it was directly tied to issuance. The cost of a smart
card was as much as three or four times that of a traditional mag stripe card.
This raises the second key issue related to EMV.

Issuers have until 2015 to issue EMV-enabled cards or face a change in liability

O On Deck

SMALL BUSINESS LOANS
Offer Your Merchants the Best

» True business loans, NOT merchant cash advances

* Easy online deal submission and real-time tracking

e Over $300m funded to date

Partner With Us Today & Earn!
888.269.4246

www.ondeckcapital.com | partners@ondeckcapital.com

on very specific transactions. Even
with this date looming, cost is caus-
ing most issuers to put off reissu-
ing cards for as long as possible.
Therefore, it seems natural to many
that until issuers get EMV cards into
the hands of consumers, the demand
for EMV-enabled terminals and read-
ers will be slow.

MLS Forum member AGENT dis-
agrees with this line of thinking. "I
believe 2013 will be the year EMV
finally arrives on American shores,"
AGENT wrote. "Because EMV is hard-
ware driven, we just might see equip-
ment companies who couldn't get
'the cloud' right switch their focus to
EMYV add-ons."

On the other hand, VZAGUY11
believes EMV still has to show value
to the merchant, stating, "I respect-
fully disagree with AGENT. The econ-
omy plays a big role with merchants'
interest. Maybe new merchants will
be interested, but existing ones are a
different story."

Magic 8 Ball Answer: In all likelihood

4. POS systems will
continue to evolve,
usage will increase

Depending on whom you ask, POS
systems are either the only thing
MLSs sell to merchants looking for
a change in their POS equipment,
or they are the one thing they avoid
at all costs. Those who avoid them
say that the cost of a POS system far
outweighs the benefit to most small
merchants. Those who think usage
will grow in the near future feel the
cost will be offset by new features
and the changing needs of merchants
as they grow.

MBRUNO feels strongly about the
POS system question. He predict-
ed that in 2013 "tablet devices will
become more prevalent as the costs
go down. More POS systems will
start offering this technology either
through a hybrid (traditional POS
with a potential tablet add-on) or as
a stand-alone (just a tablet). [Mobile]
POS systems will continue to be
more integrated into various pay-
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ment forms (online ordering, tablets and 'off-site sales' all
integrated into one system)."

Others agreed with him. JGARZA stated, "VARs and soft-
ware providers will make a stronger push into payments,
and they will become the new 'ISOs.' They will begin to
imbed payment talent into their organizations and execute
direct ISO agreements with processors."

1SLICK67 spoke clearly about his experiences repre-
senting the opposite side of the coin. "I tried adding
more value-added products to my book of business,
and while, yes, I wrote many deals, my overall revenue
was down when compared to each of the past seven
years," 1SLICK67 stated. "I compared boarded accounts,
retention, residuals, time in training, time with service,
and several other factors and the ROI was down." His
belief is that although more accounts were added, the
actual value of those accounts was less than those using
conventional terminals.

Both sides have valid positions. Sure, it's logical to say
that as technology improves, we will see more advanced
solutions. But will POS systems overtake terminal usage
in 2013? In my opinion the answer is no, but POS systems
will definitely see an increase in market share.

Magic 8 Ball Answer: Yes and no
5. Opportunity will abound in 2013

Some may call this wishful thinking, but hard facts sub-
stantiate this prediction. For example, a recent study in a
large Northwestern city showed that 4,700 new businesses
opened between January and August of 2012. That number
appeared to represent a slower pace in new job growth
when compared with corresponding numbers for 2011,
except that there were only 500 closures, as opposed to over
3,700 closures in 2011. The net growth was much higher.

Other communities are reporting similar statistics. New
businesses are opening, but just as importantly, fewer busi-
nesses are closing. The Small Business Administration's
published statistics for the first two quarters of 2012 show
similar trends nationwide. Statistically, the numbers bode
well for 2013. But opportunity isn't always about the num-
bers. No matter how good they appear, the efforts of each
MLS are what will ultimately define his or her success.

DEE MALIK predicted that merchant cash advances will
make a significant comeback. "I think that MCAs [mer-
chant cash advances] will continue to evolve and become
an important part of the ISA/MLS toolbox," DEE MALIK
wrote. "We hear all of these opinions about loyalty and
POS, but really, any company that is not thinking about
positive cash flow and working capital will not be in
business long enough to worry about merchant services,
loyalty or POS.

"Therefore, the future looks bright for those who offer

nontraditional capital. As it relates to retail, what entity
has contact with merchants daily and can provide them
with the working capital that they need? You've got it ...
the ISA/MLS."

Others believe that nontraditional companies will see
success and help drive opportunity. JGARZA predicted
that "one or two other companies similar to LevelUp will
emerge and use processing successfully as a loss leader.”
In all cases, those who see the opportunity in 2013 recog-
nize that success will be driven by their efforts. As Thomas
Edison said, "Opportunity is missed by most people
because it comes dressed in overalls, and looks like work."

Magic 8 Ball Answer: Most definitely

2012 has been an exciting year, yet not all positive excite-
ment. 2013 has the potential to be the best year in our
industry in some time, especially if we recognize that suc-
cess is driven from within each of us. No prognosticator can
control or diminish our individual and collective success
because our efforts will define it. Onward to 2013!

Jeff Fortney is Vice President, ISO Channel Management with
Clearent LLC. He has more than 17 years' experience in the
payments industry. Contact him at jeff@clearent.com or 972-6186-
7340. To learn about how Clearent can help you grow faster and
go further, visit www.clearent.com.
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By Dale S. Laszig
Castles Technology Co. Ltd.

he year 2012 has been tumultuous for the pay-

ments industry, a high-stakes drama of disruptive

technology, changing regulations, and an evolv-

ing commercial landscape that offers more choice
and more voice to consumers. Merchant level salespeople
(MLSs) have done a commendable job of helping mer-
chants adapt and capitalize on leading-edge mobile pay-
ment technology to keep existing customers happy and to
attract new ones.

We can anticipate that merchants will continue to rely on
our expertise as we enter the next big chapter in payments,
which will include, but not be limited to, chip cards,
mobile wallets, and various mobile and cloud-based tech-
nologies. But we can't rest on our laurels, especially when
an increasing number of competitors are battling over a
shrinking pool of merchants.

The first step in sensemaking
is listening and observing.
How would you describe the
merchant's environment? Is
it formal or informal?

So how do we stay ahead of the game as new players enter
our space and vie for our merchants, enticing them with
a virtual buffet line of traditional and alternative payment
systems? We can begin by being in the moment, observing
the world around us without rushing to judgment.

The practice of "sensemaking," a Westernized version
of mindfulness, was developed in 2009 by Karl Weick,
an organizational theorist and professor at Michigan
University's Ross School of Business.

"Sensemaking is dynamic and requires continuous updat-
ing and re-accomplishment," Weick wrote. "As a leader,
don't let people languish in the feeling, Now we have it
figured out.' They don't have it figured out. Why? It's not
that kind of an issue.

Recovery is about workable, plausible stories of what we
face and what we can do. But these are not final stories.
They are stories that should be modified based on new
inputs and new opportunities and new setbacks."

When we apply Weick's sensemaking metrics to a work-
place environment, we create a conceptual framework for
understanding how managers think and how employees
interact, or what is commonly called a corporate culture.
This culture shapes everything about a company's busi-
ness, including how decisions are made.

Observe live action

The first step in sensemaking is listening and observing.
How would you describe the merchant's environment? Is
it formal or informal? When people need an answer, do
they call, email or walk to a workstation? Are decisions
made by committee vote or by a business owner?

Your observations will provide the basis for your presen-
tation, its degree of formality or informality, and create
the appropriate tone to use in addressing your decision-
maker. To achieve the right perspective, take a few steps
back and try to read the room.

"To have a distanced perspective of someone does not
mean being cold, unfeeling or non-understanding," wrote
Robert M. Branson, Ph.D., in his book, Coping with Difficult
People. "My own experience is that the opposite is often
true, particularly with those I care about, or need, the
most. A truism that usually holds here, too, is: the more
you can see others as truly separate from yourself, the
more you are able to see them as they really are."

Understand the primary drivers of change

The second step in sensemaking is to identify what is
working and not working at any merchant organization.
We frequently ask merchants what they like about their
current processing systems and what, if anything, they
would like to change.

We should never stop asking these questions, even after
we get the account. But let's not be satisfied by their
explanations. If we take the time to observe the checkout
process at work, we can usually identify ways to improve
process flow and streamline efficiencies.

Direction is where strategy meets execution, a critical
piece of the payment processing puzzle. Sometimes it
may be easier for a merchant to replace all equipment and
start over instead of trying to patch together analog and
digital components. MLSs can help merchants make these
important decisions and effectively incorporate new tech-
nologies into their standard way of doing things.

We frequently assume our customers are just like us.
Branson suggested that this kind of thinking can hinder
business development. "We all tend to believe that others
are basically like ourselves, that they have similar values,
assumptions and feelings," he wrote.

"Consequently, when they do not act as we expect or
would like, it is 'logical' to assume that their unex-
pected and unwanted behavior must be due to hostile



intentions, a faulty personality or
just plain personal 'difficultness." As
a result, we conclude that it is up to
them to change."

In a majority of cases, the onus is
on us, the MLSs, to take the time to
reflect, do more research and rethink
our approach.

Stay connected,
pay attention, update

While staying in touch with one's
customers has long been a guiding
principle of effective account man-
agement, online tools have made it
easier than ever to stay connected
with our personal and professional
networks.

Social media has been around since
Plato introduced his bulletin board
system, but today's "Web 2.0" tools
are much more user-friendly and
have helped to create an always-on,
social learning environment, accord-
ing to Tony Bingham and Marcia
Conner in their book titled The New
Social Learning.

"The new social learning leverages
online communities, media sharing,
microsharing, content collabora-
tion and immersive environments to
introduce people to ideas in quick
bursts, when it suits their workflow,
without being a big learning curve,
and in a way that more closely mir-
rors how groups interact in person,”
they wrote.

Be candid and respectful in
all communications

In today's always-on, always-con-
nected environment, where it is pos-
sible to send images and live video
around the world in seconds, people
react immediately to situations and
share views in a variety of media,
including blogs, chat rooms, televi-
sion, print and radio.

There has never been more coverage
and more sharing of alternate points
of view, which means we must care-
fully manage our communications
and the personal information that
we choose to share in social media. A
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cute cat video can become a global sensation, but a simple mistake can also go
viral, creating a storm of controversy.

In his book, How to Start a Conversation and Make Friends, Don Gabor empha-
sized the importance of tempering criticism with encouragement and positive
feedback. "Even though there is always room for improvement, when you are
giving feedback it's better to praise the positive attributes of someone's efforts
first, even if you really have to search for something good to comment about,"
he wrote.

For best results, avoid using praise and criticism in the same sentence,
which could turn off listeners and make them less receptive to suggestions
for improvement.

Be in the moment

We're living in extraordinary times. Our industry is changing at the speed
of innovation, and the best way to deal with it is to ride the wave: be in the
moment, observe what's going on and continue to be fascinated by the endless
possibilities ahead. Sensemaking isn't magical. It doesn't claim to demystify the
unknown, but it can help us analyze a vibrant and changing culture. It can also
help us stay alert and aware of industry trends, changing consumer behavior
and the changing needs of our merchants.

Dale S. Laszig is Senior Vice President of Sales in the United States for Castles Technology
Co. ltd., a manufacturer and global provider of smart card, contactless and POS solu-
tions. She can be reached at 973-930-0331 or dale_laszig@castech.com.tw.
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By Rick Berry
ABC Mobile Pay Inc.

he steakhouse restaurant Claim Jumpers in my
backyard of Santa Clarita, Calif., is seemingly
always busy at dinnertime. When the place is
rocking, thirsty patrons pack the bar, and families
milling about like hungry cattle fill the waiting area by
the stone fireplace. And, yes, we are always very hungry.

Good food and excellent service are reasons enough to
justify spending the time waiting to be seated. Claim
Jumpers is so busy, in fact, that when I'm short on time
and the line is long, I go elsewhere for faster service.

And I'm not the only one who does. Often, I've seen others
turn around and leave, muttering their disappointment.
When potential patrons leave unsatisfied, that means lost
revenue. And some customers may never return.

Capturing the overflow crowd

Have ISOs and merchant level salespeople sufficiently
tapped this market for mobile POS? Such restaurants
are a golden opportunity to provide servers with mobile
devices. Mobile POS equipment has the potential to speed
up orders, speed checkouts, and increase orders and total
revenue through up-selling and faster table turns.

A tremendous amount of time is wasted by servers'
repeated trips to the POS station for every add-on, order
or request. Cutting servers' wasted time is an ideal way for
restaurants to boost revenue during peak demand times.

How many trips are required to the POS station in the
payment process alone? Usually, five or six trips are
required to complete a credit card payment. The server:

 Presents the check at the table

e Comes back for the payment card

* Goes to the POS station for authorization

* Returns to the table, presents bill and then leaves

e Keeps an eye on the table while the customer adds
in tip, signs receipt, and separates copies, keeping
one

e Returns to the table to pick up merchant copy of
signed receipt

e Goes back to the POS station, enters the amount
with tip and processes the transaction

How many steps do you count? How much time does
such a repetitious process take when you add in the never-
ending customer requests, interruptions and distractions?

Walk a mile in their shoes

When restaurants put mobile devices configured with
mPOS in the hands of servers, all those trips to the POS
are eliminated. This gives wait staff more time to focus on
what really matters: serving their customers. Servers no
longer have to wait their turn to place orders for drinks,
appetizers, meals and desserts. And they no longer need
to make countless trips to the POS to complete payment
at the end of a meal.

Servers can also use wireless devices to access a wealth of
information in real time, such as menu changes, calorie-
count information and ingredient lists, to answer ques-
tions about the contents of dishes. Servers can help cus-
tomers avoid foods that pose dietary problems for them,
such as nuts, gluten or milk. These questions previously
required time-consuming trips to the kitchen. The devices
also can be programmed with prompts to help ensure that
every order is complete.

Ensuring the last impression is a good one

How many times have you impatiently looked for your
server after you've finished your meal and you were ready
to pay, only to have the server take forever to settle up?

Customers may have enjoyed a wonderful meal with
great service. But if they have to wait long for payment
to be completed, their last impression will negatively
impact the overall customer experience. Once I'm ready
to pay and go, I find further delays are annoying. To me,
this is as important a part of the dining experience as any
other aspect.

With mobile POS technology (mPOS) in a restaurant's
arsenal, making customers wait to pay becomes a thing of
the past. Diners simply swipe their credit or gift cards at
the self-serve payment station kiosk. Or they can present
their cards to the server, who processes payment at the
table via a mobile terminal or device such as an iPhone
encased in a combination card reader and receipt printer.

Servers can even swipe loyalty cards to record purchases
for discounts or points. With mobile devices' and kiosks'
ability to accept PIN debit transactions, customers can
securely type in their PIN codes. For credit card transac-
tions, they may sign on the device after swiping their cards.
Improving the dining experience

Several advantages of mPOS enhance customers' dining
experiences. Mobile technology eliminates patrons' fears
related to payment cards leaving their possession, while
providing a unique and differentiating dining experience.

Servers equipped with mobile devices can wirelessly send
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kitchen, bar and pizza oven : When credit and debif cards are processed

all at the same time so that :

customers get their food and . OM the spot, they are handled by servers
drinks without delay. Every : jm full view of customers at all times so

important detail can be cap- :

tured to ensure the best experi- . eIl payment cards never leave customers'
ence for guests, such as their supervis"on.

side dish preferences and how -
a steak should be cooked. Real-
time information from the kitchen
also lets servers know when orders
are ready for pick-up, so food is
delivered within moments of prepa-
ration.

When it comes time for a guest to pay,
servers can process payments at the
table with a self-serve tabletop tablet.
When credit and debit cards are pro-
cessed on the spot, they are handled
by servers in full view of customers at
all times so that payment cards never
leave customers' supervision.

Without all the trips to the POS, serv-
ers are more attentive to customers
and are able to provide better service.
Customers are more satisfied, servers
get larger tips and the restaurant sees
more repeat business.

Key benefits

Mobile POS technology provides
three key advantages over tradi-
tional restaurant POS systems, plus
several ancillary benefits [ haven't yet
mentioned:

* Improved payment card secu-
rity: With mPOS technology at
the table, diners have the peace
of mind that comes from never
losing sight or even possession
of their credit cards. Credit
card skimming becomes almost
impossible. Also, the card can't
be inadvertently charged twice.
And a diner's payment card
won't accidentally end up in
the hands of the wrong guest.

¢ Increased server productiv-
ity: By eliminating trips to the
POS, server productivity is
increased. The same number
of servers can now provide bet-
ter service to more tables, help-
ing contain staffing costs with-

out impacting service quality. At the same time, servers can make more
in tips and improve their job satisfaction, thereby reducing turnover.

e Increased sales: Since the overall time that it takes to provide the entire
dining experience is reduced, service is faster, and the restaurant turns
tables more frequently, providing higher revenue. As servers take
orders on the mobile devices, they can up-sell related items, such as
wines that complement the entrees that have been ordered. Restaurants
can serve more customers in the same amount of time, and the average
check size grows.

Mobile POS is a win-win for restaurants, servers and patrons. And maybe the
next time I head to Claim Jumpers, I'll be able to breeze past the entrance to an
unoccupied table.

Rick Berry is the President of ABC Mobile Pay Inc., a Valencia, Calif.-based company
specializing in providing affordable, software-as-a-service POS solutions. Rick can be
reached at rick@abcmobilepay.com.
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Crunch time for
holiday shopping
data

By Nicholas Cucci

Network Merchants Inc.

he holiday shopping season has ended, meaning

it's time to crunch the numbers. I'll close this arti-

cle with some sales trends of note from this year.

But we can already say that early sales figures
for the 2012 holiday period showed improvement over
2011, with early online shopping rising 12 percent year
over year. With Cyber Monday deals and Amazon Prime
accounts, who needs to wait in line?

The advent of discounted shipping arrangements like
Amazon Prime has hurt traditional retailers like Best Buy
Co. Inc. For a yearly fee, Amazon Prime account holders
get free two-day shipping or discounted overnight ship-
ping on eligible products. Not surprisingly, Best Buy, once
a high-flying consumer technology store, shut 50 stores in
2012 to cut costs.

'Tis the season of skimming

With more people using credit cards and online shopping
growing exponentially, fraud is inevitable. When data
becomes available, I expect to see a jump in the volume
of credit card numbers reported stolen the day following
the most recent Cyber Monday, or what I call "Cyber Theft
Tuesday."

According to the Association of Certified Fraud Examiners,
self-service machines at checkout stands will most likely
be the culprit. These machines in retail stores incur the
most fraud. And more of these self-checkout machines are
being installed as stores reduce operating costs. We, in the
payments industry, have a stake in helping our merchants
make sure their e-commerce and retail store transactions
are secure.

Here are a few tips to help your merchants any time of
the year:

1. Monitor transactions closely: Make sure to
capture signatures when required. Over specific
dollar amounts or in case of a questionable pur-
chase, ask for an ID and be sure to copy the ID
with the transaction receipt. This will help a mer-
chant prove in a chargeback case that the customer
was present. Don't hesitate to deny transactions
that do not feel secure. By monitoring these precau-
tions, merchants will find trends regarding where
cards can be breached and minimize the number of
customers affected.

2. Update systems: Merchant systems should con-
form to the Payment Card Industry (PCI) Data
Security Standard (DSS), as well as take further
precautions to protect against fraud. Make sure
your merchants understand that both you and they
have a responsibility to protect customers' card
information.

The PCI DSS focuses on protecting cardholder data.
Business owners who choose to store cardholder
information have an obligation to protect that data.
They must restrict access to sensitive cardholder data
based on business needs, making sure that absolutely
no one can access it without appropriate safeguards.
Businesses that store card details must use both
encryption and masking, so anyone gaining access to
card data will not be able to make use of it.

3. Visually inspect PIN pads regularly for physical
evidence of tampering: Retailers should look for
discolored or faded swipe attachments, as well as
make sure mag stripe readers function properly
and have not been tampered with. Most of all, mer-
chants should not let anyone drop in for unsched-
uled servicing of their machines. ISOs should make
clear to their merchants that updates and servicing
will never be done without prior notice. This will
solve most of ISOs' skimming issues.

Fun facts

Following are some sales trends for the 2012 holiday
shopping season. According to surveys conducted by the
National Retail Federation:

e 27 percent of consumers shopped online on
Thanksgiving Day.

* 47.5 percent of consumers shopped online on Black
Friday.

* 41.3 percent of consumers shopped online on Cyber
Monday.

Also, the IBM Digital Analytics Benchmark reported:

* The percentage of consumers using mobile devices
to visit retailer websites is 28 percent, a 10 percent
increase over 2011.

* Online sales on Thanksgiving 2012 rose 17.4 per-
cent over turkey day 2011.

¢ Black Friday's online sales were up 20.7 percent
over the prior year. &

Nicholas Cucci is the Director of Marketing for Network Merchants
Inc., a graduate of Benedictine University and a licensed Certified
Fraud Examiner. Cucci is also a member of the Advisory Board
and Anti-Fraud Technology Committee for the Association of
Certified Fraud Examiners. NMI builds e-commerce payment gate-
ways for companies that want fo process transactions online in
real time anywhere in the world. Contact him at ncucci@nmi.com.
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Legal ease

By Adam Atlas
Attorney at Law

hen selling a portfolio of merchant
accounts, an ISO or merchant level sales-
person (MLS) usually considers big-ticket
items. These may be overall sale price;
multiple, or the number of months of revenue to equal the
purchase price; earn-outs, or the post-closing purchase
price payments; and attrition.

However, before signing a sale deal, ISOs and MLSs
should consider other issues that are more subtle but
equally important. The purpose of this article is to high-
light some of those issues. This is not an exhaustive list,
and some of these may not be relevant to your situation.
But they are all worth considering before inking your
portfolio deal.

Who gets paid on the last month?

Let's say the deal closes Jan. 15, 2013. A critical issue to
determine is who receives the residuals that accrue in
January but are paid in February. This last month's trailing
residuals are sometimes paid to the seller and sometimes
to the buyer; at times, the money is split between buyer
and seller.

This should be discussed prior to closing and specified in
the transaction documents. If you are the seller and you
continue to service merchants during a month for which
the buyer is being paid the residuals, consider the value
of the service you are providing, as well as the value of
the risk you carry opposite the processor during that time.

How is attrition calculated?

Many people have a clear idea of what attrition means, but
they sometimes forget that what is obvious to them is not
obvious to others. Attrition, of course, is the loss of value
or size over time of a given portfolio.

Every portfolio that is not adding new accounts will even-
tually diminish to zero in value through attrition. While
detrimental to the value of a portfolio, attrition must
simply be managed and addressed like other commercial
issues in a portfolio sale.

Many methods are used to calculate attrition. The one that

suits you may not suit another party. Here are three dif-
ferent examples of a 10 percent attrition threshold. These
are not full clauses and are written in legalese, but they
will give you a sense of attrition measured by numbers of
merchants, by revenue, and by numbers of merchants and
revenue combined:

* Merchants: Over the course of each year of the first
three years of the term hereof, the rate at which
merchants, by number of merchants, decreases
shall not exceed 10 percent per annum.

* Revenue: Over the course of each year of the first
three years of the term hereof, the rate at which
revenue in respect of merchants' decreases shall not
exceed 10 percent per annum.

* Merchants and revenue: Over the course of each
year of the first three years of the term hereof,
neither the rate at which merchants, by number of
merchants, nor the rate by which revenue in respect
of such merchants, shall decrease by more than 10
percent per annum.

The fun with attrition does not end there. When we talk
about attrition of revenue, the parties have to define the
benchmark of revenue. Should it be the revenue last paid
prior to the sale? Should it be an average of, say, three
months of revenue before the sale? Should it include a pro
rata share of annual fees, such as Payment Card Industry
Data Security Standard compliance and other expenses?
Should it include early termination fees and other mer-
chant penalties?

The best way to address the task of defining attrition is
to run your portfolio through a handful of scenarios and
create realistic expectations for yourself regarding the out-
comes of those scenarios. Attrition is relevant to portfolio
sales, of course, because some portion of the sale price
is often conditional on there being less than a defined
amount of attrition.

Buyers also have issues as to how to calculate attrition in
a portfolio that they are evaluating. Buyers have to find a
way to create a realistic expectation for themselves of what
will happen to the portfolio they are buying.

What about a personal guarantee?

Having a seller provide a personal guarantee in a port-
folio sale is not uncommon, most importantly to protect
the buyer from a dishonest seller who re-solicits the mer-
chants the seller has just sold.

Sellers have to be wary of the extent of the personal guar-
antee. Is it unlimited? When does it start and end? To what
extent does the personal guarantee cover post-closing
transaction processing, which is normally the responsibili-
ty of the buyer? To what extent can the personal guarantee
be negotiated to be somewhat limited — in time, quantum
or application?
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Many buyers and sellers agree that the seller will become an
agent of the buyer after closing. This is not uncommon, and
the decision fo do so will usvally put upward pressure on the

purchase price.

Many buyers and sellers agree that the seller will become
an agent of the buyer after closing. This is not uncommon,
and the decision to do so will usually put upward pres-
sure on the purchase price. To increase that upward pres-
sure, sellers sometimes make minimum new-merchant
commitments under such new sales relationships, such as
a certain number of new merchant accounts per month for
some period of time.

The subtlety here is to ask what a new merchant account
means. At one extreme, it could merely mean applications
submitted to the buyer, whether or not the applications
become real live merchant accounts.

A middle ground is that a merchant identification number
(MID) is created as a condition to counting toward the
minimum. In another scenario, the MID must process at

Contact us teday to find out more
information about this unique solution
with programs designed for child care,
charitable organizations, municipal offices
and property management companies.

877.290.1975 <5488
salessupport@getnationwide.com
www.nps.egivingskiosk.com

least one transaction. Some parties will agree that the MID
must remain active for at least some period of months.

Naturally, the higher the bar is set, the more difficult it will
be for the seller to achieve the desired minimums. No one
answer for calculating the new deal count applies to all. The
best answer is the one both parties find agreeable, which
should then be reflected in the transaction documents.

In contract drafting, clarity is the mother of contentment.
Taking a little extra time to flesh out ambiguities saves all
parties a lot of heartburn.

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




Flexible Compensation Plan

Choose an option for each merchant you sign.

OPTION 1: 95%

OPTION 2: 80% + $250 Bonus
OPTION 3: 60% + $650 Bonus
OPTION 4: $1,000 Bonus

New Agent Start-Up Bonus Agent Referral Bonu;
30 Activations within 90 days - 54,500 bonus $1500 for each referredagent
60 Activations within 90 days - $10,000 bonus

Cash Advance Bonus Online Application Submission bonus
5% Payout on Advanced Amount 525 per submitted application

B RELIABLE 585

SOLUTIONS

1.877.526. 9332

info@cpreliablesolutions.com
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Empower your email

By Brian Jones
Harbortouch

n my training sessions, I cover several strategies

for launching a grassroots sales campaign. One key

component is communicating with your prospects,

that is, cold calling, following up, etc. A well placed
email is very important in opening doors or moving the
sales process forward. This article offers tips to employ
when sending emails to prospects, especially for your
initial contact.

Subiject line

Think of your subject line as your headline. When done
correctly, your subject should grab the attention of your
prospect even before the email is opened. Most business
owners are barraged with emails and consequently delete
most of them without ever opening them.

Your subject line should be:
1. Short and memorably phrased
2. Intriguing
3. Easy to distinguish from a spam message subject

B
Looking for capital

to get your 150 to the next level?
Stream Cash purchases 150 residuals and merchant portfolios,
bath big and small. We also make serious loans to

serious players. Backed by industry veterans that
understand your business, we fund in days.

Call Jay Bice ar Divid Edelen

866-976-9666
streamcashresiduals.com

EducationContinued

Introduction

Your first line should compliment your prospect or state
a very specific positive comment or observation. Here's
an example: Congratulations on expanding into your new
location! It seems like you are having great success with
your new product lines.

Suggestions on where to find information for your open-
ing statement include:

* Google: Search for the business on Google and see
what comes up.

e Company website: The business's website is usu-
ally the best place to start.

e Manta/Hoovers: If it is a larger business, these are
great resources for company information.

* Review sites: Local review sites (for example, Yelp
and City Search) can provide good information on
businesses.

Content and closing

Transition your focus from the recipient to your own
offerings. For example, fill in the blanks in the following
statement: We at have also been making news.
We've been recognized for In fact,

Now, incorporate the following;:

* Create a message that's relevant, and express it
uniquely. Remember, your message must stand out
from everything else the recipient is hearing.

* Make it clear how your product, customer care pol-
icy and economic model are satisfying your current
customer's needs, and explain how they can benefit
the prospect as well.

e Mention your newsworthiness, press clippings,
awards, etc., to increase credibility.

* Make it actionable. Invite your prospect to do some-
thing, or tell the prospect to expect an action from you.

* Be concise; frame your value statements succinctly.
If you choose to include features, organize them
with a short list of bullets.

Next, sum up your message with a strong closing. Think
of it as your 30-second sound bite, or what sales veterans
refer to as your elevator pitch. Email is an invaluable sales
tool. It is more time effective than making phone calls
and allows prospects to interact with you on their own
schedules. By following these guidelines, you can help
empower your email for maximum impact. &4

Brian Jones is Executive Vice President of Sales and Marketing
for Harbortouch, an established payment processing company
and an emerging leader in the POS industry. Jones is responsible
for managing the recruitment of sales agents for Harbortouch, as
well as for overseeing the company's marketing initiatives. If you
would like to know more about Harbortouch, contact Brian at
bjones@harbortouch.com.
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decade ago, The Green Sheet reported on the partnership between check guarantee provider CrossCheck Inc.
and ISO National Processing Co., First Data's legal battles with Visa Inc., and the receivership of Certified
Merchant Services Ltd. But those stories weren't the only news in December 2002.

Fast food moves toward
cashiess payments

The quick-service restaurant sector was
just implementing electronic payments,
becoming one of the last major market
segments to adopt the technology.
McDonald's, Burger King, Wendy's,
Kentucky Fried Chicken, Long John Silver
and Subway planned on jumping on the
plastic bandwagon beginning in 2003.

ATM fraud
devices showcased

The inaugural ATM Industry Association
Summit & Awards took place in San
Diego. A highlight of the event was
a slide presentation of "sophisticated"
fraud devices, including the "Lebanese
Loop" and ATM overlays that featured
false fronts to cash traps and entry-door
skimmers.

A Kennewick, Wash., man bounced a
$4.43 check for a meal at Wendy's.
Subsequently, the restaurant chain's
collection agency sued the man for
$285.50 (the amount of the check
plus collection, handling, attorney
fees and interest). "This is crazy for a
cheeseburger," the man said.

Read archived issues back to 1995 at
www.greensheet.com; click on Publications.



Quit playing the rate game!

Change the rules with free POS systems.



A Truly Unparalleled Opportunity to Revitalize Your Revenue Stream!

By leading with POS systems, you will get infront of more decision makers. Avoid the “rates and fees” sales pitch and bagin affénng
something of real value 1o the marchant. Onge the maerchant realizes the advantages of 8 Tull-featured POS System over a standard
credit card terminal, the sale becomes efforfless. Instead of being just another eredit card riep, this pragram quickly makes you the
mrchant's most impartant vendor, Harbortouch's frea POS program has changed the rules of the gama!
More than double your average monthly residual!
Double your average monthly processing volume!
Benefit from approximately 66% less merchant attrition!

Earn up to 5500 up-front commission per POS system!
An average merchant neads 2-3 systems, which means 51,000 - 51,500 in vour pocket

YOUR PATH TO A STABLE,
MORE PROFITABLE RESIDUAL PORTFOLID

Higher Margins!
Due 1o the high value offered by a free POS system, there is no need to decrease your marging by lowaering the merchant’s processing
rate. The processing rates and fiees become a secondany concem, allowing you Io maintain a lucrative residual on thesa axcounts,

Larger Accounts!
Wuu me alsu sl i peauh U leeitn goolty, igles sobuem oechanis win teguivg s ailiviewy sl oepuoiieyg ol @ Tol lvayned POS
systam.

Lower Attrition!
Since a POS system & ntegral to the mechant’s business operatians, Harbortouch offers unmatched retention banefits. This fsck of
attrition provides you with a much moee stable residual stream and & more valuable bank card portiolio overall,

Harbortouch Offers More Than Just POS

Free POS Systems | Free Electronic Cash Registers | Free Terminals | Free Gift Cards | Free POS Leads
Muobile Payments | Check Services | ATM Servicas | a-Commarce | Cash Advance

Visit www.isoprogram.com today

for maore information on the free POS program
and how to become a "Certifiec Harbortouch Resellar”

Foi mgng mioimsbon, ooetact
Brigm Jonas, EVP Soles wnd Marketng: 00-201-0461 x 136
Jonathas Brandon, Matenal Seles Manager Easl: B00-700 0461 x 145
Brian Fitrgerald. Matioral Sales Manager Central: B00-200 0451 x 257
Max Sinaves, Natianal Ssles Masager West: B00-201-0461 x 219 HARBORTOUCH

Harborioas® m a regaianed [SONSF of Famf Maticnal Bank of Dmahas, TESD Dedge S, Umaha, NE - Mamber UL
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Product: HioPOS Plus
Company: Regal Payment Systems [LC

a strategic partnership with multinational

retail and hospitality software developer ICG

Software to bring the HioPOS Plus system to
U.S. markets.

In doing so, Regal set out to reach untapped markets with
a cost-effective alternative to cash registers and lower-end
POS systems that lack the programming options this solu-
tion apparently offers.

"We have selected the HioPOS Plus system due to its
value, superior quality and advanced technology," stated
Karen Whiteley, Vice President of Sales for RPS. "By com-
bining the use of our payment gateway with exclusive
products and services, we are able to bring a cost-effective
payment solution to merchants that have not had the
same opportunities as their competitors."

The HioPOS Plus system comes bundled with an adjust-
able-tilt, 15-inch touch-screen display, thermal printer
with automatic cutter, customer-facing display unit, inte-
grated Wi-Fi, Microsoft Corp. Windows OS, and POS
software that is capable of running 21 business models.

Retail and hospitality enterprises supported include tra-
ditional restaurants, quick service restaurants, bars and
pubs, coffee shops, bakeries, beauty salons and clothing
stores, among others.

According to RPS, the HioPOS Plus system was ruggedly
built, so that it can withstand the pressures of the variety
of environments in which it must function. Standard with
each system is aluminum housing, a fanless cooling sys-
tem, and water- and dust-resistant features.

To operate the system, merchants simply select their busi-
ness type, enter business data, then select product catego-
ries and enter pricing for individual items.

RPS noted that the software provides a visual display of
selected product groupings, with user-defined sorting
capabilities; total sales and sales on hold reporting func-
tions; permissions-based user access and employee pres-
ence controls; inventory control; as well as cash closing
and control systems.

According to RPS, the system is self-installable, which
means very little training or support is necessary, if at all.
For merchants who sell items by weight, the HioPOS Plus
also connects with scale systems, and it can process sales

Features of HioPOS Plus include:

¢ Self-installable, all-in-one POS system

® Preloaded software supporting 21 business models
® large 15-inch POS touch screen terminal

e Customerfacing display unit

* Integrated Wi-Fi, Microsoft Windows OS

based on bar codes, as well. Among the accessories that
can be added as needed are a fingerprint reader and mag
stripe reader, bar code reader, cash drawer, and a scale for
selling items by weight. &4

Regal Payment Systems LLC

866-939-9397
www.regalpaymentsystems.com

Product: Press 1 Campaign
Company: Live Reps Call Center

or over a decade, Cincinnati-based Live Reps Call

Center has operated a personalized call center

for organizations seeking to outsource outbound

and inbound telephone campaigns. The company
believes that in that time, it has perfected the art of inter-
active voice response (IVR) for clients.

Now ISOs can take advantage of this service. The Press
1 Campaign created by Live Reps is designed to deliver
a cost-effective strategy for generating leads that frees
agents to focus on closing sales.
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"It's the same technology that is used for the political cam-
paigns," said Steve Wachs, Chief Executive Officer and
Founding Partner of Live Reps. "It's basically a 30-second
message that's sent to a targeted list of prospects daily.

"The message can pertain to credit card savings, lending
or really anything." Live Reps noted that it offers voice tal-
ent for a nominal fee and provides guidance on message
content to help optimize response.

Businesses receiving the messages that respond by
pressing 1 on their phones can be routed directly to the
ISO or its sales department for a quote, or they can be
routed to a Live Reps professionally trained call center
representative.

"We can qualify that inbound caller and ask them specific
questions,” Wachs said. "An ISO called us from Texas who
was running an IVR, and he literally could not field all
the calls. So many calls were coming in seven days a week
that he called us to handle his inbound calls to qualify the
leads." Live Reps can instruct merchants to email state-
ments or provide information about their credit card pro-
cessing patterns, he noted.

Qualified leads are submitted to ISOs via email, fax or
through a customer relationship management system.

Everything you need to succeed -

Iraning. ﬂIEISIlIII‘l:EIS I[Ill|3

A Membership Communiy Die

Monthly Live Webinars

Turnkey Agent Recruiting System
T|_,lr|1l|:1:l,' .ﬁ.gl_'r't Video T rainmng Fr CeJran
Sales Strateqy Developrment
Mo r'|1:’|'||':|-' P -
Guest Cont :
Industry Interviews
Monthly Mewsletters

“T've taken 15+ years of fraiming, sales maternal, agent recrialing
programs and experence fo develop fhe Bankcard Tool Box”

Marc Beauchamp, Author “How fo Sunave and Thave

ir? the Mevrchamt Services indusiy’

Wisit us at hitpMinyud comdgreensheeloffer |

Email; suppori@bankcardioolbox.com
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® Personalized 30-second prospect message

e Professionally trained staff to pre-qualify leads

® Full reporting of leads, call activity

® Daily or weekly call volumes determined by ISO

* Negotiable rates based on call volume, support level

Unlike other companies with similar systems for con-
tacting businesses, with Live Reps, if someone should
press 2, the opt-out function, they're never contacted again,
Wachs noted.

"In your industry, this is the best way I've found to reach
customers, because if you do it manually, it burns out your
people and takes forever," Wachs said. "We like helping
businesses grow, and it's just a very cost-effective way of
helping them grow." Live Reps generally prefers to work
with lists provided by ISOs. Pricing, which is negotiable,
is generally based on blocks of 10,000 calls.

Live Reps Call Center

513-607-0312
www.liverepscallcenter.com

-f'.-::lnr' Guides

Member Resources
Email Support
Downloadable templates
= Automated training platform for large |

1-888-285-1225

1SOs

TOOL BOX

CONNECT. LEARN. PROFIT,
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articles  were

Editor's Note: These first published by
InsideMicrofinance.com in November 2012. Reprinted with per-

mission. All rights reserved; © 2012 by Patti Murphy.

ostal banking isn't new. Post offices have been

outlets for financial services in European coun-

tries for generations. Consumers there use "post-

al giros" in lieu of bank accounts for a range of
financial transactions. In the United States, postal money
orders are used by millions of consumers; the United States
Postal Service also provides a remittance service that covers
10 Central and South American nations.

However, the USPS operates deeply in the red. (It was
recently reported that it has a $9 billion operating deficit.)
Yet nonbank financial services are big business: under-
banked Americans spent nearly $9 billion last year in fees
for prepaid cards, money orders, bill payments and other
payment products.

didn't see it coming. But then, I may have my head

stuck on old stereotypes. I've always thought of

American Express as a card for the well-healed,

and I've often characterized Wal-Mart Stores Inc. as
banker to the working poor.

So the notion of American Express Co. and Wal-Mart
teaming on an alternative to traditional bank accounts was
beyond my scope of understanding.

But that they did. Last month they took the wraps off
Bluebird, a prepaid debit card available at rock-bottom
prices and replete with bells and whistles (including the
ability to deposit checks using smart phones).

Dan Schulman, Group President for Enterprise Growth at
AmEx, described Bluebird as a card for consumers who
have been disenfranchised by traditional financial insti-
tutions. This is what he said next: "In an era where it is
increasingly 'expensive to be poor,' we have worked with
Wal-Mart to create a financial services product that rights
many of the wrongs that plague the market today."

Features

By embracing this population, the USPS could provide
needed financial services while increasing its revenues.

The notion of post offices facilitating financial inclusion is
addressed in Global Panorama on Postal Financial Inclusion:
Business Models and Key Issues, a new report by the United
Nations Universal Postal Union (UPU). The report was
released at the 25th Universal Postal Congress recently held
in Doha, Qatar.

According to the report, over 1 billion people, world-
wide, use financial services offered through postal offices,
and they spend $304 billion a year for those services. In
some countries, financial services generate more than 50
percent of postal service revenues. "The postal network
offers tremendous potential for fostering financial inclu-
sion," Alexandre Berhaud, a co-author of the UPU report,
said in a press release. In fact, the report noted that dur-
ing the financial crisis, postal services in several countries
that offer financial services saw increases in customer and
account numbers.

The report also identifies five business models that are
being used by postal operators to foster financial inclusion.
These models range from being cash merchants for govern-
ments to full-blown banks. &

This sounds a little disingenuous. After all, AmEx is a
bank, or more specifically a bank holding company. (That's
how the company qualified for a government bailout in
2008.) And Wal-Mart has been trying for years to own a
bank, only to be thwarted by lawmakers. Now, together,
they want to be banker to America's working poor.

What the card has going for it is virtually no fees: $2.00 for
loading cash from a debit card and $2.00 for withdrawing
cash from ATMs not in Wal-Mart's MoneyCard network.
But I'm betting Bluebird won't stay cheap forever.

After all, back in the mid-1980s, when public consterna-
tion abounded over the loss of American jobs to low-wage
countries, Wal-Mart made a big deal about selling only
goods made in America.

Today the retailing giant's dependence on foreign-sourced
products is legend. It was a matter of economics, so the
company said, and I'm not convinced that the economics of
prepaid debit cards can support the current pricing struc-
ture on Bluebird, over time. For now it seems Wal-Mart and
AmEx will seek to profit from interchange — the discount
merchants take for accepting card payments.

One potential problem: many merchants don't accept
AmEx cards because they cost much more to accept than
do MasterCard Worldwide and Visa Inc. cards. I also ques-
tion whether the unbanked are so status conscious that
they'll take an AmEx-branded reloadable prepaid card
product over a Visa- or MasterCard-branded product. Time
will tell. &8
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2013
events calendar

To submit your evant 1o this calendor, email o press release io press@gresnsheel.com, Pleass include
the nome, date and location of the event, as wel as highlights of planned ackvities and registration
conlaci intarmation.

Evant Date Lecation Weabsite

MEAA, 2013 Winler Saminar & Ouling Jan. 29 - 31 Mournt Snow, VT Wi sorthecsiocgiirers. com/evenl. him

Prepaid Card Complionce Jan, 29 = 30 Waoshingion hitps;/ronsactions.c Sgroupinc.com

2013 Payments Summit; The &th Annval Conference Feb, 5-7 Salt Lake City www cvenl.com

ATMIA US Coplerence 2013 Fab, 19 - 21 Scottsdals, AZ www, simia. com,/conference-usa/welcome
Southeos! Acquirers’ Association Annuwal Seminar March 4 - & Loke Busna Visha, FL www, sowtheasiocquirers. comy/press/annualconference
Il Haldings, Prepaid Expo March 4 = & Orlando, FL www, irvsa.com/prepaid/registration smif step=start
BAl, Payments Cannect Conference & Expo Mearch 11 =13 Phoenix www. hal.ong

Basi Proclices in Retail Financiol Services Symposiom Maich 13 =15 Coarlsbad, CA www.amaricanbanker. comy conlarences  redail

17th Annwal Nalisnal Collections & Credit Risk Conferance  March 25 - 27 M Crrlaans wiww. collectionseradiirisk. com,/confarences /ncer
25t Annual Cord Forem & Expo April 7 =10 Boco Rokon, FL ww, popmenissource. comy/conferences /cle

2013 ETA Annual Meeting & Expo April 30 - May 2 New Orleans www.dleciran.org/content/view,83 1 /5 18/

Cards and Paymants - Middle Ea Mary 14 - 15 Dubei, LIAE . PR OO

Fih Annual Mobile Banking ond Commerce Summit June 3 -5 Miami wwews sourcavnedio com

8tk Annval Underbanked Finoncial Services Symposiom Jung 5=7 Migmi www, sourcamedia.com

Amarican Conference Institute, The Power of Prepoid June 3¢ - 28 Washinglan hitpa://transoctions.c Sgroupinc. com

MW 2013 1 1eh Annual Conference July 1718 Chok Brook, IL wnw, nidwasiocquiners. com

Prepaid Press, ippEXPO°13 Aug. 12-14 Las Viegas www, prepaidpressenpo, com

Money 2020, Monev2020Exp0 October & =9 Las Yedas hite: /S monay 2020 com

NORTHEAST ACQUIRERS

Jan. 23 - 31, 2013

EAA

SOUTHEAST
ACQUIRERS

ATIODOCIATIDN

March 4 - 6, 2013

April 30 - May 2, 2013
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Visit www.greensheet.com/datebook.php for more events
and a year-at-a-glance event chart.

Northeast Acquirers
Association

Highlights: The NEAA's winter show is the oldest regional
acquirers tradeshow in the United States. The event, now in its
28th year, is returning to The Grand Summit venue near Mt.
Snow, V. It is an outgrowth of the NEAA's mission to serve as
an educational forum for financial institutions, 1SOs, merchant
service providers and merchant level salespeople in the acquir-
ing industry.

The focus of this event will be to provide information and net-
working opportunities to help attendees and vendor pariners
prosper in the ever-changing payments industry.

Registration categories for the show are attendee, industry
expert and vendor. This seminar is underwritten by its prereg-
istered, exhibiting vendors and cannot accommodate "roaming
vendors."

When: Jan. 29 - 31, 2013

Where: Grand Summit Resort, Mt. Snow, Vt.

Registration: htip://www.northeastacquirers.com/events/
2013_winter_attendee_reg.pdf

Smart Card Alliance

Highlights: In this sixth annual conference, the Smart Card
Alliance will continue its coverage of all leading transaction
platforms, including Europay/MasterCard/Visa (EMV), mobile
and transit payments.

Taking place in a larger facility than previously, the event will
bring together leading smart card practitioners, solutions devel-
opers, end users and suppliers.

On the agenda will be how to achieve the migration of the
U.S. payments ecosystem (the largest in the world) to the EMV
global transaction security standard; how to provide clarity for
the financial institutions, card issuers, acquirers and merchants
involved; near field communication and mobile wallet integra-
tion; and the role transit payments can play in expanding the
use of open standards-based contactless bankcard and mobile
payments.

When: Feb. 5-7, 2013

Where: Grand America Hotel, Salt Lake City

Registration: www.cvent.com/events/2013-payments-summit/
event-summary-7c5bd01867cc4bé4b85ea8bb33a97c16.aspx

Industry

"1 ATM Industry Association
s ATMIA US Conference 2013

Highlights: For its 14th annual U.S. conference, ATMIA will focus
on innovation as the industry seeks to adapt during a time of
significant transformation. Topics addressed will include the
advent of multichannel payments, Europay/MasterCard/Visa
migration, regulatory developments, differential surcharging
and advances in ATM technologies.

The keynote speaker will be Stephen J. Dubner, co-author of
Freakonomics and SuperFreakonomics, which have reportedly
sold over 5 million copies in 35 languages.

Dubner promises a presentation that provides a wealth of
insights on economic, business and social issues, with the aim
of helping attendees gain new perspectives on the problems
and challenges they face.

When: Feb. 19-21, 2013

Where: Kierland Westin Resort & Spa, Scottsdale, Ariz.

Registration:
www.atmia.com/conference-usa/registration-information

Industry

(/"] IIR Holdings Ltd.
[ 8th Annual Prepaid Expo

Highlights: This annual event welcomes the entire stored-value
payments industry, providing a platform where prepaid profes-
sionals can discuss regulatory issues, emerging and mobile
payment technologies, distribution challenges, and consumer
behaviors affecting the industry. This year, the expo will ana-
lyze the evolution of payments, including disruptive technolo-
gies such as mobile wallets, near field communication and the
Europay/MasterCard/Visa global standard.

Event organizers promise ample networking opportunities with
industry executives, exclusive analyses designed to help attend-
ees uncover market potential, and information on the impact
upcoming rules and regulations are likely to have on the pre-
paid sector.

Through programs, workshops, panels and case studies,
the event aims to help attendees maximize opportunities for
growth, both domestic and international.

When: March 4 -6, 2013

Where: The Peabody Orlando, Orlando, Fla.

Registration: www.iirusa.com/prepaid/registration.
xml2step=start#.UKOQou-2rlc
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He who resolves upon doing a thing, by that very

WaterCoolerWisdom:

Change he
with you in 2013

hat short period when one year is coming to a

close and a new year is beginning is often a time

set aside for reflection. It is a time when we take

stock of our careers and lives. We make resolu-
tions and promise ourselves we will keep them.

Often, what we are saying is that we want to change in
some way. Perhaps we want to change how we
spend money so we can save more, change

our diets so we can lose weight, or -
change how we interact with

The changes we seek
are always positive.
Our thoughts are
focused on how we
can be better people
and professionals, how-
ever we choose to define
"better." But then, of course,
you know what tends to hap-
pen a few weeks into the new
year: many of us have done noth-
ing about what we'd passionate-
ly resolved to change on New
Year's Eve.

That's the problem with an end-of-the-
year mentality. It feels good to make prom-

ises to ourselves. We sometimes even convince
ourselves that making these promises means we are tak-
ing action and making changes. However, too often, we
stop there. The key is to put our resolutions into action.

The difference between making the promise and mak-
ing the change is doing the work. One way to jump start
action is to write the resolution down on paper. Don't
just type it into your computer and save it as a Word file.
Make it tangible. Write it down with pen and paper and
display it prominently, whether on your refrigerator door
or the bathroom mirror. This will help you remember in
March the promise you made to yourself in January.

The goal is to develop a deliberate, self aware approach
to action, as opposed to acting impulsively. For example,
leaning on your car horn when traffic is not going fast

e

=
others so our relationships \“
can be more fulfilling. m <

resolution, often scales the barriers to it and
secures its achievement.

- Samuel Smiles

enough for you is a reactive response to a frustrating situ-
ation. But blaring the horn never makes rush hour traffic
bend to your will.

It is better to channel frustrations in a productive direc-
tion. A note attached to the refrigerator that says, "Relieve
stress by exercise, not by overeating," provides a reminder
to keep you on track.

Be steady

Take small steps. If you try to make a change in one fell

swoop and be done with it, you are less likely to suc-

ceed. Making a change is a process, not an event.

Change involves taking one step, then another

and another until the change becomes your
normal behavior.

< For example, losing weight and
keeping it off are two distinct
outcomes. If you starve your-

self, you are assured of
losing weight. But
you won't keep the
weight off if you

expect to stay alive.

However, if you reduce
your intake of processed
sugar, you will experience a

boost in energy, which might spur

you to take walks at lunchtime. Slowly,

you will start to lose weight and feel better.

That feedback loop builds on itself until you find

yourself rarely craving sugar. The change is becom-
ing permanent.

Be resilient

Never give up when you hit a roadblock. There will
always be obstacles to achieving your goals. If you falter,
don't get down on yourself. You will never be perfect. Just
get back up and try again.

Although change is difficult, it is profoundly satisfying
when you succeed at it. Achieving one goal is evidence
that you have enough control to achieve another, and
another. And this could spur you to embark on even
grander makeovers that propel your life in new and excit-
ing directions.

Good Selling!s™

Paul H. Green, President and CEO



a2 ResourceGuide

To add your company to our expanding listing, call 866-429-8080 today.
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ATTORNEYS

LAW OFFICES OF
MICHAEL A. BREVVER, APC
(949) 579-8060

www.brewerlawyergraup.
com Jcclitigation

Premier paymenl processing aemeys |
spicializieng in creditcard procetiing
150, Acguiring bank and Meschant
Fepretentation with officed
i\ Deange County snd Log Angiles,

Biggins |
Law

Experienced. Proven.

(877 817-8700
(213) 223-2234

e gqinslaw. com

LR

!.ﬁhnn Erra

Adam Atlas Attorney at Law
(514) 842-0886

BANKS LOOKING
FOR AGENTS

Redwood Merchant Services

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

BANKS LOOKING
FOR 1S0s / MSPs

ALP. Solutions
(800) 719-9198
www.avpsolutions.com

Integrity Payment Systems
(888) 477-4500
WWWw.integritypays.com

ResourceGuide

CASH ADVANCE
LOOKING FOR AGENTS

&y GBR

(678] B13-4727
www_gbrfunding.com

Merchamt Loan and
Mercham Cash Advanos Producls
Tuims &4 korg a8 15 months ac 1.31
Funding upto 52000000 per AffSation
Mo Processor Switch Requined

Easy Waney for kerchants.

EASIER MONEY
FOR YOU.

Wiy el ar residuals 0o add up to
make & fortune? bake big money
wefling cash adwances with the moss i
AR R COMBRENTICR DRoEram
i Eha indiasiry

Iﬁl CAPITALf

MERCHANTS

CALL 1-B55-5&63-7101 _J

FUMDING

15 Merchant

(866) 710-BANK [2265)

wanw. 1 strmerchantiunding.com

Board More Merchant Accounts]
Inshant dpprowal Calculolor
Co-Fund & Peohib cn Youwr Chan Daals
F5000 Signing Bonis
Same Day Funding Awailoble

>

83

CHECK GUARANTEE /
VERIFICATION

CrossCheck, Inc.
(800) 654-2365

EDUCATION / TRAINING

Special Pricing for
Green Sheet Readers! |

BANKCARD

TOOL BOKX

CONNECT. LEARN. PROFIT

Questions? Call us:
1-BB8-2B5-1225

hikpc fJ Byl com geeenaheatalier

Everything You need to succeed.
Training. Resources. Tools y

EMPLOYMENT OPPORTUNITIES

HiTeCH
HMERCHANT SERVICES
Jaan Chur I'|"'|l'|nninE| Team
Exclusive Credit Card Fraud
Guorantes Progrom Availoble

Fer Our Agenks
Call for Debails:

(718) 234-9500 2216
relabonsEttachmerchants. com

Advance Restaurant Finance
(650) 341-2850 x20
www.arfcash.com
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EQUIPMENT

POS DEPOT

(877) 995-7374
sales@jrposdepot.com

ATT Services
(714) 999-9566
Www.attpos.net
Discount Credit Card Supply
(877) 298-6939
www.discountcreditcardsupply.com

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

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

JRs POS Depot
(877) 999-7374
WwWw.jrposdepat.com

='m | — POS Portal
. (B66) 940-4/67

PORTA

The Phoenix Group
(866) 599-7627

\leriFone
(800) VERIFONE

FINANCING FOR 1S0S

Super G Funding

(BO0) 631-2423
www.supergfunding.com

GIFT / LOYALTY CARD PROGRAMS

Electronic Payments

(BOO) 966-5520 x234
www.egiftsolutions.com

ResourceGuide

FLEXGIFT/UMSI
(800) 260-3388

Global 't%m Inc. |
(877) 454-3835 1
v eitcardtrammng. com j
FEEEEEEE PrrTTTT——
HIGHRISK
AUP Solutions

(B00) 719-9188
www.avpsolutions.com

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

Elsciron: Pyt Procesdang Sobtons

(5611 B55-3670
WANW.ITEDDS. COm

R

1SO/P0S DEALER
LOOKING FOR AGENTS

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

ISO RELATIONSHIPS AVAILABLE

il COCARD

(BOO) 882-1352

W cocard.net

A stresmbicesd etvwodk of uniguily
keillisdl 150 ColCand croates value
By sharning fervices, SErat eghed,
bast practices and technalogy.

The Power of We, Collaborate., Cosperate.

>

s
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JOIN THE INDUSTRY

LEADER

CUSTOMIZED LIFETIME

RESIDUAL PROGRAM

SIGNING BONUS $3,000
§1,000 BONUS PER MERCHANT

NO CANCELLATION FEES

CALL 855-211-1611

GoMAB.com y

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

Electronic Payments
(B00D) 966-5520 x234
www.bankcardprogram.com

EVO Payments International

(B0O) CARDSWIPE (227-3794) x7800

WWW.GOEV0.Com

Harhortouch
(800) 201-0461

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

North American Bancard
(800) BANCARD x1001

Total Merchant Services
(888) 848-6825 x9411
www.upfrontresiduals.com

1S0s / BANKS PURCHASING
MERCHANT PORTFOLIOS

- -
Nationwide

n
Fmprrasnd

(B77) 290-1975 5210
www.getnationwide.com

Unigue buyoul opporiunites
with or withoul prodection
Lt MIPS sersice your meschanl basa
Coll us fodoy ho discuss the optony
FIPS hoa do ofes

w




Redefining POS

*POS Systems Ship in as little as 48 Hours *Signing Bonus up to $3,000

*POS Retail & Hospitality Solutions *Bx Profitability Bonus

*Free Terminal Programs *Next Day Funding including AMEX
*Free Electronic Cash Register *Residuals Paid On Time Every Time
Program

Make up to $1,000 Per Merchant plus
Customized Residual Splits up to 80%

Call Naomi Mastera theMerchantSolutions
BBB-TOT-2836 ext. 7005 The B1 Scurce forCraait Card Processing
naomiithemerchantsolutions.com www.theMerchantSolutions.com




Lot Pl

(888) 818-3552 202
- www.VelocityFunding.com

St.a!iu-r Fortlolio Vohsation
ick Turnaround Time
Wil Mot Swilch Processor

DeanCoso@velocityFunding.com

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

North American Bancard
(800) BANCARD x1001

[P rescanertetpice com

The Leanding Marketplace for Buyers &
- Bllers of Portfolios Kesiduals o Connect,

IList Kestduals for Froe Online

‘www ResidualMarketplace.com

1S0s LOOKING FOR AGENTS

- Enjoy the Industry s
§.Lnr'gnuEmmFmg'am
[ Lowest Transaction Fees.
B Most Comprehensive
©  DOne-Stop Merchant Source.
Customer Service &
24,7 Technical Support.

~B8Nd maximize your revenue!

B66-253-2227 ext. 253
‘www.theAlphaEdge.com

ResourceGuide
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Netcom
(B00) 875-6680

WWW.NELCOMmpaySyStem. com

An Agest of RBS WirddPoy
UlePay ot IC + Coll For By Rate
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JOIN THE INDUSTRY

LEADER

GUSTOMIZED LIFETIME

RESIDUAL PROGRAM

SIGNING BONUS 53,000
§1,000 BONUS PER MERCHANT
NO CANCELLATION FEES

CALL 855-211-1609
GoMAB.com

LIANT

PROCESSING SERVICES

(B877) B50-1222 x101

‘Whe offer 2 7030 split sbowe
Interchange or a0 sggrediine
upfront Bonus Program paying
WOU 0N Every approved
mierchant account

ﬁ_.mﬂg“—.%.

(888) 918-4409

WAW. QOKENEX.COM

¢« Lifetime residual program

o Aggeesshee iIncome shanng on all iems
© » MuRiple Frocessing  Platforms:

t « Same day spproval for rerchant amd
D lease spplications

BLUESEUARE

RENDLUTIOM®E

1-888-355-50LIARE

: satmn bumel@bluesoareresobutors. oom

CentralPayment)

(B88] 881-3818
WA, Dy, COM

Digital/
Qayuml group

1866-555WIPE
[B6B] 557-8473
www. digitalfg.com

Electronic Payments
(800) 996-5520 x234
www.bankcardprogram.com

EVO Payments International
(800) CARDSWIPE (227-3794) x7800
WWW.J0Ev0.com

Harhortouch
(800) 201-0461 x136



Two ways to reach the high way
Introducing Our Premier Partner DUAL COMP PLAN

Choose the best program per merchant while delivering state-of-the-art payment solutions.

50, Option A
o I * ¥
$100-51,000 in upfront bonus per
merchant paid weekly and 504

Payout above interchange + C03

4 [—

A

:."EJ' | Option

T0% payout to maximiz your
residual income averaging 75 basis
points per merchant belore split

Same day funding option, one of our many premier solutions.

Offer your merchants the option of two batch out times: 4:00 a.m. (EST)
with same day funding* and 9:00 p.m.(EST) for next day funding:

Join CREDOMATIC's Partner Sclutions Program.

Partmer Benefits:

= On time residuals-paid mnnlhhl

+  50:.70% TELE profit :h.:ringnn:llpr-l;n:ﬂ:-hg e
» WO BIN fees, MO risk fees, MO downgrade surcharges

+ Uplrent and Residual incomse on all payment senvice:
+ 1% conweriian Banus-up te S1000.00 per accaunt

+ Mctivation bonuses-up to 5 300,00 per account

+ 5% commissian on merchant cash advances

= harme and mewt day trarmiaicn of furds v peanntesd by
CRIDOMATIC, Actusl povting of all deponits o merchant acocund
in determireed by menchant depoai oy bank

With Credomatic, it's always possible

= Free terminals to sellflease or place

= Free Payment Softeane with Quickbooks Flug In
= Acomplete swite of TSYS [Vital) Payment Solution
= Complete state-of-the-art web-based touchsones

= All services {oreditdebit, checks, Eiﬂ cards, and

Mernchant Solutions:
« Same day funding option® on all transactions sdtled by 4 am. [EST)

Multiple billing options

includina_‘-'trihﬂe WHS10, Werifone
VESTO, Hypercom 4o POS Terminal,
and hypercom TT Plus

POS solutions for restaurants (ORDYK), retail
{IMVENTRAK), and healthoane | MPAY GATEWAY]

cash advances) billed on one statement and settle
through a singhe deposit

« For Btiered pricing or straight pass thru pricing

For almost 30 years, we have been continuusly forging profitable relationships.
Join our Partner Solutions Program today. for more information, go to
www.credomaticpartner.com or call us ;t 1.888.82AGENT (1.888.822.4368)

COMDOMART 1 & spafereed P08 of BT iorida Back, BAL 1 korali Birvh & 5= iFbartn of CIICOMATIC

Mivc CREDOMATIC.

Member AL | IREDDMATEC heebwark



GROUP 150
800.722 G150 (4476)
WANW, QrOUIESD. CO

Money Tree Merchant Services
(888) 211-2991 x9411
WWW.moneytreerewards.com

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

Experience The NS Differencs

- (8771 290-1975 xb447

Wi geEnatiomande. com

o

North American Bancard
(888) 229-5229

@'”,
oial merchant senvices

Total Merchant Services
[B8E) B4B-6825 x9411

W, isooftheyear.com

United Merchant Services

(800) 260-3388
www.unitedmerchant.com

1S0s SEEKING SALES EMPLOYEES

Total Merchant Services
(888) B48-6825 x9420
www.isooftheyear.com

ResourceGuide

LEASING

LEASING

BARCLAY SOUARE
LEASING
[B66] 396-2754

www. barclayleasing.com

‘Wl Bund & wprvice ol cur looue
Seea day unding - Fast sconing,
Leve fmctars — Wiitten wasifiootions
Oinlin repesting — Fosobla/POF lawe
Al month wireless — Split lundeeg

o

(B88] BB4-6111 » 3007
w1 sEamieasing com

L We lease ATM, wireless and credie
cond terminals. Approsals in 2 hows
with funding the next business doy.
: Greaf Rates, underwriting guidelines,
i ond 24 hour verification

EXECUTECH..,

r S L ALY L Krr

(BBE] 574-9178

Wl Elgleasang com
kylermi@elgleasing. com

&0 month beosing on OO erminals

ATMs ond POIS syslems with £1.00
: buyoat ovoilobie, Soera Doy Funding
» 24/T wppar brom acoounl PG

il

Azura Leasing
(888) 424-7142
www.Azural.easing.com

First Data Glohal Leasing
(800) 897-7850

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

Northern Leasing Systems, Inc.
(877) 325-6469
www.northernleasing.com

MARKETING

Call to fmd out abowut oar
new large custom box at

866-429-8080
waww.greensheet.com

v

MARKETING AND ADVERTISING

W L=
.‘ Strategic Marketing

(480) 706-0816
www.smikbg.com

s Pubdic Reltiors
B:mﬂ'rgﬂ'dimﬂbrldtnurr
Procuct Launche:

» Sabes and Marketing Materials
+ ek Design, Strateqy and mose_

-




The 2013
UHE Buyers Guide

is now taking reservations

A targeted publication with
an easy to use index for
customers to find and
contact your business.

Extra distribution at most
major industry events.

Customizable boxes for
greater recognition.

Get 3 FREE Bronze listings with
phone number and URL.

Upgrades to Bronze listings
available at a nominal cost:

=<

-@- T T TS

The Green Sheet

Buvyers Guide Gold
With large phone listing

ond lorge UKL lissing

-Eﬂ'“rr.r e _{IT T I

The Groen Sheet
Buyecrs Guide Silver
With large phone listing

'b\‘_ and large UEL ksting

Silver Upgrade

Allows you o shorl space io list your
irnced of produch

Call The Green Sheot
today for details

\

The Green Sheet
Buyers Guide
Platingm

® SRowd you 19 hgve
your loge. plone
nember and URL in
an easy o résd box

* Alows you 1o ploce
plchures of your
product, sale) leam
or anyihing else

® Lish yaur infarnation and
any ather serviced of

special offers in any font
fcall far dedails)

Any Offers or
Services..

wr o o oF

* Dasign
Groen Sheet

have
help you

Call The Gron Sheet

Gold Upgrade

today for details

_

Platinum Upgrade

To make your reservations today visit
www.greensheet.com/buyers_guide.php

or call 800.757.4441
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A Payflow | | Ptimeg an

Acquired Marketing trom PayPal 1 [B5o) 945-97/7
L E | ' |'=|'l_1".,,;_'l'_. (E H_J
Aomuire Marketing | | s
from experienced ! 1-855-456-1320
payments professmanats i !
paypal.com/payfiowpartner |
!
([917) 743-5258 ! P - 3
www.aCqUiredmarketing.com § * Express Checkout | - TI'LJS'[WE_WE
A o « Bill Me Later® : M2 8737500 |
Mbvertising « Public Relofions « Trgining | W ErUStwave. com i
Secial Media - Sales Collleral | * Buy rates & revenue | T M LI _..-'t
Proseniofions « Cinect mesponce i !
________________________________________ = share models _)
PAYMENT GATEVAY PORTFOLIO PURCHASES

AND LOANS

A T oo oo ]
_ EFr%?ssl o 12|
™I/ WO \
NMI N i -}
Nerwonk Mimciass I 1 The everywhere Procesaing Metwork, '__L—
=
——— Anywivers Merchants Do Business | iR |
Building Payment E't“‘.'ﬂ Purchasing Residual Streams and
One Partner at a Time 800-296-4810 Portfolbos with Strength, Speed, Trust
www ePNReselier com
(800) 617-4850 1-610-451-4096
WAYOILCOM 3 B ettt > www.cutterfinancial.com
= IPCH Complian Customer Vailg'™ Pr‘OChar‘ge LE _..,.IJ
= Encrypited Retsd Swiped Solugions (800) 966-5520 x221
= M-I Transactean Routing
=« B30 7 MALS Teandpanent Branding USA ePay
= Mon-Compete Gulsrantse (866) 490-0042
J W Usaepay.com _POS CHECK CONVERSION

CrossCheck, Inc.
(800) 654-2365

. _— ¥
fhﬁ-l\ . ‘J._p--—t__ e L —— i i T
.

Did you know?

You can now ad text ¢to your large custom box.
You can list your sevices or company buy line.

For more information call 1.800.757.4441



T m Central Payment is an affiliate and part of a joint venture with TSYS (NYSE: TSS)

A winning career move

Give yourself the double career advantage of aligning yourself with a leader in theindustry AND
a company that will partner with you to reach ultimate success.
Now offering huge upfront, weekly and monthly bonuses on top of residyals,

* Next day funding (evening settlement time) * AMEX One Point  * Upfront commissions (paid daily)
* Bonuses (volume and monthly)  * Aggressive Interchange splits inot break evan)
* Competitive residual buyback program
* President's Club (trip to corp office, investment into your business and maore)
* Free equipment promotions (stand alone terminal, mobile processing device, e-commeice solution)
* CEM - Agent Portal with superior on-line management tools
* Detailed earing reports (residuals/commissions)
= Exceptional agent support, customer service (24/7) and technical support (247)
* Mo annual fees with minimal PClfees  » Transparency, full disclosure and no hidden fees

Referral Program EXCLUSIVE PRODUCT Spﬂtn

:’ﬁ%ﬁmf@rﬂmﬂw SpotOn ks OMLY available to Central Payment
I':hi-lﬂﬂj' submit. HﬂEIﬂﬂE‘PﬂZE A consumer [ag f-‘] |l:l:.'|:||.‘.'|-' program [that El:ll'"n:'!-
necessary, we ide all of the Ira'mir'rg with a F=IF-.- I.ahl(j'._-.ur';! .} ITHET |'|.-'|.I'|| facing

i marketing machine. M 1o M contract and
and support. View referral reporting aneé law monthly fee. No ranisction feet
|hrﬂughnm agent IHHT.B' CRM. aned nio charge for lowalty cards.

We will work with you to create a compensation program customized to your needs.
Call Jason Chan, Director of Recruiting, today.

888-881-3818

Central PaymeEtD

Inc.S001S000

2 Years - 2000 and 2011 Inc. Magazines Top 500 Fastedt Growing Cormpanies in 2010 - Ranked 181h in Finencial Services

WWW.Cpay.com

werefacebook.comicentralpayment

NEW ENHANCEMENTS: Next Day Funding with late settlement time and Amex One Point

Lesrvirsl Fayrreend s o Hegagevesd R0WSHF of Welh Farga Bank, M A Walnut Lreek. LA
Cantrsl |'.|:|'-.u o] il & Hegiigesed OGRS ol Firt Mational Bank of Omau, Oemakua, MNE



POS CREDIT CARD
EQUIPMENT REPAIR

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

Bartlett Info Tech
# Services, LLC

(=01) 4846191

POS DEPOT

Serving the Trunsaction Industry

(877) 999-7374
claeciirposdepat, com

E The Green Sheet
ol 800.757.4441

f“‘*""-

g ——

ResourceGuide

POS SUPPLIES

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

PROCESSORS
LOOKING FOR 1SOs

Clearent
(866) 205-4721
www.clearent.com

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

Jetpay, LLC
(972) 503-8900 x158
WwWWw.jetpay.com

PUBLIC RELATIONS

CID ADVANCED

SOLUTIONS
Advanced PR Solutions

(314] 2229085

asorwgranger@grral com

05 LARGE CUSTOM BOX
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SERVERS / ISPs

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

SITE SURVEY

Spectrum Field Services
(800) 700-1701 x286
www.spectrumfsi.com

WIRELESS RETAIL /
KEYED PROGESSING

USAePay
(866) 490-0042
WWW.Usaepay.com

G5 RGNLCUSTOMBOX

F

J-

To find out how The Green Sheet can
offer a customized Resource Guide
solution for your company, call

Rita Francis at 866.429.8080
rita@greensheet.com

Danielle Thorpe at 707.284.1686
danielle@greensheet.com



0 Years and Counting,
CrossCheck still Driving Sales.

CrossCheck Celebrates our
30th Anniversary in 2013!

In 1983, we started our business with
a simple and unique philosophy to:

* Offer affordable check
guarantee services

* Increase sales and reduce risk
for our merchants

* Provide revenue opportunities
to our resellers

Visit www.Cross-Check.com
for information about:

- On-going residuals

- Revenue-sharing opportunities
- New electronic check processing services

Have a happy and prosperous New Year!

75 :
_ \,  Ppartnersacross-check.con
(800) 654-2365
=m— www.cross-check.com
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ﬁﬂgift

You've asked and it’s finally here!

eGiftSolutions is now accepting ISOs and agents for gift and loyalty accounts only!
MNo merchant account required!

Flexible Programs with Revenue Stare Options  Easy Setup and Integration with (nline Reporting
In-House Customer Service and 24/7/365 Technical Support  Comprehensive Promational Package
QriddStart ~ Easy Startup Package

Discover ALL the benefits at
www.egiftsolutions.com and OPEN your doors today!

www.egiftsolutions.com (800) 966-5520 - Option 7




E uu I n ox WWW.EQUINOXPAYMENTS.COM

PRYMENTS

SECURE &
RELIABLE

NOW THAT’S PEACE OF MIND.

[n]

¥
L.

Entry level Advanced Dial and IP terminal Wireless terminal that Wirgless with
dial-only terminal dial-cnly terminal =our best seller requires a poOWer source complete mobility

Contact us today to learn more:
financial a equiroxpayments.com



Isn "t time you were treated
as a true partner?

[Lm; CaRD SERVICES

The Industry s Largest
Bonus Program & LOwest Transaction Fees.

+

The Industry"s Most Comprehensive
One-Stop Source for Merchants.

4

The Industry s B_Eit Customer
Service and Technical Support Team.

Increased Income for You!

Ask us about our new
iPad Merchant Application




f Merchant Services ]
L 2
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g Payroll Services »

( | f Cash Advance

ey o P
: 2 FAN d ATM Services

» Bonuses are paid on monthly productivity. We have the largest ISO bonus program in
the industry!

« Zero transaction fees

« Residuals are always paid on the 20th of every month

= Aggressive residual splits (with or without bonuses)

= Next Day Funding & Petroleum

« TSYS, First Data (Front End) and Global (Front End)

» Free merchant statement analysis

« Zero hold times with our 24/7/365 Multilingual Customer Service & Technical Support
» Relationship Managers ensure your Alpha Card Services’ experience is exemplary

» Dedicated merchant setup and retention teams

» Quarterly quality assurance calls

« East coast and west coast offices to better support you and your merchants

Contact us today to become a true IS0 partner.

866.253.2227 ext. 252

www.thealphaedge.com

ALPHA CaAaRD SERVICES

ACS_DM_0612
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You Want

chc DIE‘F‘"l{l"g
- '.II . 1 il (L[] (=g
ur simple pay-as-you-go mode

Earn Bonuses Un Every Deal

Three Minute Online Application Process
With Instont Approvol

FREE App & Cord Reader
Mo limit to the number of units v

Generote New Leads With Each
Merchant Transaction

phone /

The Feature
Merc s Ne

Y |: |
Easy To Create & Sort Inventory

b b b

In App Sales Reporting & Free Online Portal
Supports QuickBooks*
Cash Drower Functionality

AirPrint & Star Printer Compatibility

PLUS,(
F s
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Merchants save, you earn!

phone I

Call Now 855.733.7 266 | phoneswipeagents.com/gs



THE MOST
IMPORTANT
THING TO
REMEMBER ISN'T
THAT WE WON

IT'S THAT
EVERYONE
ELSE DIDN'T.

ﬁeuhuni services

vt your business free

CALL US TODAY AT (888) 848-6825 X9411
WWW.ISOOFTHEYEAR .COM



WE WON:

( ETA'S 2012 ISO OF THE YEAR
ﬁ?g
8q55)
057582
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