
Tom Dailey's proclamation comes
after a turbulent time during which
Discover Card treated the independ-
ent selling community more like a
pesky annoyance than a productive
alliance – a treatment that was not
well received by the ISO industry.
An excerpt from a letter sent to The
Green Sheet in 1998 summed it up:

"We have given Discover thousands
of merchants over the years, and I
ask WHAT FOR? Well, no more
from this ISO. If all ISOs stopped
promoting Discover, Discover might
wake up to our industry."

And so it has. Clearly, Discover
has been jolted out of bed and is
scrambling to secure favor with
independent resellers.

Why didn’t it court ISOs from the
beginning? When Discover hit
the market in 1985, it was a
new bankcard offering a
new network – a network
that needed structure and
expansion through sales.
The processing world was
dominated by banks in
the mid- to late '80s, and
ISOs were not a mighty
marketing force at that
time.

So Discover set
up its own direct
sales force and
maintained that

predatory philosophy throughout the
next decade. However, like a preco-
cious child that cannot be ignored,
the ISO industry grew into a full-
fledged force to be reckoned with
during that time.

Bankcard companies like Amex rec-
ognized the implications and in the
early '90s answered with the first
ESA (External Sales Agent)
Program. That program established
an alliance between American
Express and the ISOs that is produc-
tively enjoyed to this day. It’s taken
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My guess is that unless
there’s a rapid turnaround in
consumer spending, the
Interlink fee hike will fall by
the wayside. And, eventual-
ly, I suspect, so will Interlink.

See Story on Page 19

Hallelujah, They’ve Seen the Light

Historically, ISOs didn’t feel we were open to working
with them. It was an accurate portrayal at that time.
The message now is that we have a completely dif-
ferent perspective and embrace the ISO model and

are happy to do business with that channel." 
-- Tom Dailey, Senior Vice President, Discover Card

"





a bit longer for Discover to make its move. 

"We ultimately thought the ISO industry came around to a point
where they provided coverage nationwide," says Dailey. "They

became a very professional industry. We took a good long look
and decided to starting working with those ISOs." 

Discover also took a good, long look at its figures and
realized that the number of merchants it needed to sign

to meet sales figures could only be obtained if it
opened a channel to the ISO arena.

"We support the entrepreneurial picture of ISO
programs. It provides us a channel for greater
coverage than we could do internally," says
Dailey. "For two years running, we have had
more signings through ISOs." 

Dailey says Discover radically changed its
business model even though it continues to
have an in-house sales force with external
agent sales augmentation. According to
Dailey, Discover has changed its philoso-
phy and now makes it easy for ISOs to
value-add Discover to merchants. It also is
encouraging ISOs to put Discover in their
first offerings.

From a sales perspective, Discover
believes that every ISO sells full-service
solutions to merchants. It knows that mer-
chants are not eager to negotiate with three
and four different parties.

"If you get there first, you don’t have to
become an add-on," says Dailey. "We want to

be the first part of the sale."

Discover also offers a bounty, though an exact
figure wasn’t quoted. According to Dailey, it is a

fixed dollar amount that has variables depending
upon who Discover is doing business with and the

type of merchant. 

Discover even has created an in-house division solely
to support its new ISO partners. Its corporate headquar-

ters is in River Woods, Ill., but Discover’s back office – the
brains of its ISO operation – is in Columbus, Ohio, staffed

by 20 to 30 employees. This dedicated department handles all
ISO channel sales issues. During extended normal business

hours, more than a dozen Discover staffers respond to the special
needs of independent agents.

What They Were Saying Then ...

In 1998, The Green Sheet asked ISOs to
share their views about Discover. Here's a
sampling of the responses:

"In my opinion, Discover has taken an adversarial
position in establishing a relationship with the mer-
chant. In the end, Discover will most likely change their
way of operating their sales activity. Hopefully there will
not be too much damage. If not, Discover will ultimately
lose the battle with merchant signings and will continue to be
disliked within the ISO industry. Come on, Discover, take a
partnership approach! Hey, if Amex can tailor a program to
the ISO that works and makes sense, why don't you?"
(98:08:01)

"I've been in the biz for some time now and, yes, it's all true. ...
Hostile attitude, steal leads, pirate merchants, need ESA program,
blah, blah, blah. Nothing new here; it's been the same story for
years. Yes, we ISOs are frustrated that this unfair situation exists.
Obviously, our anger is directed at Discover for being the parasites
that they are." (98:08:02)

"We have long considered Discover a competitor in our marketplace.
For years Discover has attempted to steal our merchants and under-
cut our rates in competitive situations. It is for this reason that we
refuse to give out the Discover phone number to merchants interested
in accepting the Discover Card (we tell the merchants we don't have
the number). Additionally, we make sure our system is installed and
finalized before even discussing Discover, for obvious rea-
sons."(98:07:01)

"A few years ago, we attempted to form a working relationship
with two of the local Discover reps. We had lunch with them and
agreed to refer each other and swap leads. We found out that
the same day we had the lunch meeting, another Discover Rep
was out stealing a seven-location restaurant chain from us! That
kind of said it all."(98:07:01)

"I have been disenchanted with Discover's modus operandi
for several years. In recent months they have begun selling
MC/Visa processing along with equipment . . . thus pre-
senting themselves as direct competitors. I have urged
all of our salespeople to negatively sell Discover
whenever the prospective merchant
inquires."(98:07:01)

"Maybe Discover will take notice and realize
that the future of their card acceptance in
the marketplace is in the hands of
groups like us."(98:07:01)
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"We have created a department that solely supports this
segment of the industry so a rapport can be created
between ISOs and our internal folks," says Dailey.

But, by far, the biggest change is the turnaround time for
setting up an account. Dailey says Discover’s new service
standard is 24 hours, adding, "We want our merchants up
running as quickly as possible."

Discover is actively working on speeding up that process
from 24 to a few hours – quite a change from the old and
sometimes offensive two- to three-day wait period. 

Discover is also working on an initiative for all interac-
tions to be electronic. It still does some phone, fax and
Internet communication and transactional processing for
account setup and reporting. Even though a merchant is
signed through an ISO, a separate contract with Discover
is established for each merchant.

Discover provides reporting back to
ISOs in a variety of ways – some by
hard copy, some by fax, some by e-
mail. Discover also offers its Web
site (www.Discoverbiz.com), where
registered ISOs can go to implement
services. 

Is Discover selective in its choice of
ISO-centric merchants? According
to Dailey, it is relying on the ethics
and honesty of its ISO pairings as
well as its internal risk management
division.

"We’re not able to physically see
each merchant the ISO brings to us,"
he says. "Through good underwrit-
ing and determining risk exposure,
we make sure we are making the
right decision." 

Discover is working with more than
2,200 ISOs. They come in all sizes.
"We have individuals that do great selling as well as the
major players," says Dailey. "We’re happy to work with
anyone who meets our certification criteria." 

Discover has found the ISO community to be an effective
sales channel. And with that channel comes sound quality
control by Discover. "ISOs are representing Discover to
the merchants," Dailey says. "We do a fair amount of mon-
itoring. We simply want to make sure that we preserve as
we expand our program ... as much as practically possible.
For our ISO program, the acquisition cost is better than
many other channels we use. However, we don’t want to
expand without maintaining our quality control." 

That attention to quality control while improving and
enhancing its position has not gone unnoticed or unappre-
ciated by the payment-processing community. Heartland
Payment Systems President/CEO Bob Carr has followed
Discover Card’s metamorphosis the last few years and
even wrote about it in his "Knowledge is Power" series for
The Green Sheet (Issue 98:06:03).

"They definitely have improved," says Carr. "They have
come out with a nice program for ISOs. It’s a little late, but

it's a decent program. I think
Discover continues to have chal-
lenges with some of their salespeo-
ple who don’t have the message
that they’re not supposed to steal
accounts from their ISO partners.
Many do have that message, and
Discover has improved a great
deal."

Discover also saw the need to
change another aspect of its prior
business plan – namely, listening to
the chatter on the streets. Discover
has sent and continues to send its
senior officers to trade shows like
ETA, where they hear what is
working and what isn’t.

"We feel we have responded to ISO
reactions to improve the program,"
says Dailey. "After all, we do have
a vested interest."

Especially since it is a low-cost channel for Discover
Financial Services. Discover has seen the light ... and it is
green.

Discover Financial Services

ISO contact:
Dan Kniola, Director of Indirect Sales
Phone: 847-405-3320.
E-mail: dankniola@discoverfinancial.com

Company address:
2500 Lake Cook Road
Riverwoods, IL 60015
Phone: 1-800-DISCOVER or
847-405-0900
Web site: www.discoverbiz.com

"They definitely have improved. They have come out with a nice program for ISOs."
– Bob Carr, President/CEO, Heartland Payment Systems





Great Audience!

Everyone here at GoEmerchant.com
would like to offer our sincere apprecia-
tion for the recent article written about us
in your publication ("E-commerce Made
E-easy," 01:10:02). We are very happy
to say that we have received a great
many responses from this article.

Quite obviously, The Green Sheet has a
wonderful audience. We are sure that
the piece on our company has helped to
educate the public significantly on our
product and clearly explain our tech-
nologies and the benefits of using
GoEmerchant.com as their e-commerce
provider.

Once again, thank you. It has been a
pleasure working with your organiza-
tion, and happy holidays.

The staff at GoEmerchant.com

Past Perspective Accurate?

I seem to recall that American Express
refused to allow the banks to touch its
cards years ago and that Discover was a
baby of Sears. The banks worked
around it. Has this come up in the
antitrust litigation?

I also would like to comment on two
additional yet equally important issues:

• Cash Management: Already men-
tioned in The Green Sheet.
• Control: Controllers do not want
employees taking blank checks out and
spending money. It supercedes authori-
zation levels set by boards of directors
(for good reason).

Pat Alexander
Chicago

Dear Pat:

First, your question regarding Amex and
Discover antitrust litigation:

No, the issue of banks working around it
has not been brought into the proceed-
ings, and the reason is that the circum-
stances have changed for all of the par-
ties. The court also would have to
remember that Visa was
BankAmericard, even though it is not
today, just as Sears has no relationship
with the Discover Card organization of
today. As for Amex, both bank and non-
bank acquirers have been packaging
Amex with bankcards for some time, but
they could not be issuers until now.

Second, regarding your comments on
cash control, you couldn’t be more right!

Good Selling!
Paul Green

Editor-in-Chief
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Debit Demographics

I’m looking for information on debit card
usage among males ages 18 to 34 and
25 to 34. 
Can you point me to any statistics you
might be aware of? 

Mark Wolford
Universal Business Services

Dear Mark:

We do not have this data and are not
aware of where to send you to find it.
We suggest you try posting your query
on the ISO Forum on Greensheet.com to
see if any of our online readers might be
of help to you. 
Thanks for your question!

Good Selling,
The Green Sheet Staff

Help Wanted

I’m looking for information on back
office software. 

Ken Donaldson

Dear Ken:

Unfortunately, we are not able to answer
your question based on the details you
provided. Again, we suggest that you
register online in the ISO Forum and post
this query to your peers. Try to include
exactly what you’re hoping to find out.
We have approximately 300 registered
Forum users who ask and answer all
kinds of questions for each other based
on their own experiences as ISOs.

Good Selling, 
The Green Sheet Staff

Neal Anderson
Payformance
Clinton Baller
PayNet Merchant Services 
John Beebe
Global eTelecom
Stacy Bell
Advanced Payment Tech 
Audrey Blackmon
POS Portal
Jason Burgess
Artaban Solutions 
Robert Carr
Heartland Bank
Steve Christianson
Transpay Processing
Todd Davis
Nobel Electronic Transfer
Tom DellaBadia
NOVA Information Systems
Steve Eazell
Secure Payment Systems
Mike English
Ingenico
W. Ross Federgreen
ECSRSI

Jon Frankel
Certified Merchant Services
Ed Freedman
Total Merchant Services
Patrick Gaines
LML Payment Systems
Alan Gitles
Merchant First Bankcard
Russ Goebel
Horizon Group-Hypercom 
Tom Haleas
Bridgeview Payment Solutions 
Larry Henry
L. Henry Enterprises 
Holli Hobbs
Thales e-Transactions 
Robert Joyce
Alliance Payment Systems
Allen Kopelman
Nationwide Payment Systems
Lee Ladd
LADCO Leasing
Gary LaTulippe
Schmooze 
Mitch Lau
Money Tree Services 
Dan Lewis
Electro-Check
Douglas Mack
Card Payment Systems

James Marchese
IRN Payment Systems
Paul Martaus
Martaus & Assoc.
Craig Millington
Compass Bank
Patti Murphy
The Takoma Group
Steve Norell
US Merchant Services
Christopher O’Hara
Profitscentric
Bill Pittman
RichSolutions 
Brian Rogers
PurchasingPower
Stuart Rosenbaum
U.S. Merchant Systems
Paul Sabella
Next Day Funding
Dave Siembieda
CrossCheck 
Matthew Swinnerton
Merchant Services Direct
Jeff Thorness
ACH Direct 
Scott Wagner
Hypercom
Dan Wolfe
US Bankcard
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Brand New Chapter,
Same Old Values

A
s part of a third-generation, family-owned busi-
ness, Steve Elefant grew up believing that
everything was done on a handshake – the old
school of doing business with your word as your

bond. Today, that belief still holds true for this veteran of
the payment-processing industry.

Throughout his long and interesting career, Steve's philos-
ophy has been to conduct business ethically and treat peo-
ple right. Now, after taking time off for the last year to
travel and fly his private plane, he's looking to apply his
beliefs to a new venture.

"I’m going to take all my experience and put it to good
use," he says. "I’m tired of playing with toys, like my
planes. I like building com-
panies. I’ve learned a lot
over the years – the funda-
mentals of running an hon-
est, ethical business is still
the key. What was true 30
years ago is still true
today."

At an early age, Steve was
immersed in his family’s
wholesale jewelry and
manufacturing business in Northern California. He was
just a little kid when he started sweeping the office floors.

During high school, Steve spent his summer vacations
going from department to department, learning all aspects
of the company started by his grandfather. Upon gradua-
tion, Steve headed to UCLA and earned a degree in polit-
ical science in 1980. 

Returning to the family business, Steve continued to hone
his professional skills, skills that became valuable when
his folks decided to retire. But Steve made a decision to
change course as well, and he started a software company.

Now, you may wonder, "jewelry to software?" But it was
the smart choice for Steve. He had gained technological
expertise in design and implementation of software during
his many years working for his family’s distribution and
manufacturing business.

Having worked with systems that originally cost a half-
million dollars or more to set up, Steve pioneered in hard-
ware sales to support software. Originally, he looked at
manufacturers and distributors of a variety of products and
decided to start taking credit cards.

"It just seemed silly to buy a box from VeriFone for a com-
munication function that a PC could handle," said Elefant.

But it seemed he was the only one who thought it was
amusing. At the time, Steve was working with Wells
Fargo. When he shared his idea of doing credit cards on
personal computers, they laughed at him. Call after call,
Steve was met with "no way." After more than two dozen
calls, he finally found someone who said it was possible
technically, but highly improbable, in part because of the
company's security concerns.

Steve didn't give up. He got their specs so he could talk to
their systems. He had done extensive work with other
communication systems in the past, and in 1991 his tin-
kering led to an internal product that was not just useful
but marketable. ICVerify was born. 

"We reinvented the company," said Steve. "We phased out
of hardware/software and phased in credit cards, com-

pletely changing our busi-
ness model. Our biggest
challenge was that we were
inventing a new industry.
No one had done it before.
We were creating a para-
digm shift from credit card
box to PC systems."

Steve began telling the
world about that new indus-
try. He did a lot of traveling,

attending trade shows and joining fledgling bankcard serv-
ices organizations like Bankcard Service Association, now
the ETA. 

At first, vendors and financial institutions were skeptical
about a completely horizontal product. It presented a dif-
ferent philosophy. Undaunted, Steve persevered. He met
with banks, ISOs and software developers. "We had over
2,500 developers and showed them our value-added prod-
uct," says Steve. "We would help them with integration,
and they would become our eyes and ears on the streets."

Always adding functionality, Steve was careful not to step
on the toes of ICVerify's partners. "Our partners were the
POS specialists. We wanted to become their specialists for
the bank card industry," he said. Under Steve’s leadership,
ICVerify added debit, ATM and check guarantee. 

Processors started taking advantage of the functionality of
ICVerify’s product. The banks’ response was positive, but
the terminal manufacturers weren’t so warm and fuzzy
toward Steve’s new concepts. "Our value proposition was
so much more compelling than theirs," he said, "and it was
so easy to sell."
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Steve said that once ISOs understood the technology, they
got excited about it, and ICVerify was in a class by itself.
"Our competition didn’t arise for a number of years," said
Elefant. "We really were creating the industry in such a
big marketplace that we would rarely run into any compe-
tition." It was certain to change.

By 1995, Steve realized that even though ICVerify was the
market leader of an immature market, to maintain that
leadership he had to ensure his company kept a big piece
of the expanding pie. Steve started researching venture-
capital avenues and secured $5 million in his first round
and an additional $5 million in the second round, an amaz-
ing feat considering that venture capital money rarely
went into the payment-processing arena. 

"We maintained our leadership through the funding and
grew substantially from 12 to 125 people in all depart-
ments, including research and development, engineering
and sales," he said.

Business was great for Steve’s software
development/technology company, which provided alter-
native payment-processing solutions. Sales were in the
black, and the company was headed toward an IPO.

Unfortunately, the market took a downturn. Rather than
going on another venture capital search, Steve joined
forces with another industry visionary, Bill Melton.
Melton’s company, CyberCash, complemented ICVerify
with great technology, great people and a whole bunch of
money in a public marketplace. 

For Steve, it was like taking the rocket into outer space.
The $75 million merger in 1998 turned into a $350 million
company. Steve became Vice Chairman of CyberCash,
which was headquartered in Virginia. With Steve’s invalu-
able input, CyberCash ultimately rolled out products to
more than 250,000 customers in 21 countries, translated
into a half-dozen languages, and European headquarters
were set up in Germany.

There was one problem for Steve: taking the rocket into
outer space meant taking the airplanes across the country.
He spent long hours commuting from his home in
California and decided it wasn't for him. 

"I didn’t want to live on an airplane," he said. "It was a
good time for me to take some time off."

Steve left CyberCash, but not before befriending a fellow
board member, Steve Kahn. The two executives forged a
partnership, and with Kahn’s venture capital and Elefant’s
acumen, a new company was created. This time it was in
the online auction world, and it was called Price Radar.

As Executive Vice President in charge of sales, service
and business development, Steve brought to the job years
of experience in dealing with thousands of retailers in a
myriad of industries. From restaurants and hotels to
amusement and entertainment, Steve was privy to all of
the major retail industries that used credit cards, from
mom-and-pop stores to giant hotel chains.

Price Radar’s original vision was a consumer site – a blue
book for Internet users to know not just where things were
but, most important, what they were worth. Steve’s soft-
ware secured data from the big three – eBay, Yahoo and
Amazon. Steve and his partners had developed a propri-
etary software that sifted through the auctions and broke
down data into more than a million categories from the
hundreds in existence.

Price Radar partnered with the big three sites as the
dot.com revolution continued to change the playing field.
Steve geared his company toward change as well. 

"We changed our business model from a consumer to a
merchant model," he said. "We took technology and mod-
ernized it to make sense for companies wanting to sell
stuff."

Page 113
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Sharper Image was one of the first
companies to take advantage of Price
Radar’s complex system. Reader's
Digest followed suit. Vendors were
charged a flat fee for software. Price
Radar actually ran auctions and pro-
vided completed orders with their
data numbers to merchants.

"We created a gravy business for
merchants, a new channel for them
to sell their merchandise," Steve
said.

That business continued to be well
received as Steve expanded the staff
to 60 employees. Ever aware of the
need for capital, Steve championed
funding for Price Radar and raised
$10 million in angel investors.

From its start in ’99, Price Radar
matured to acquisition by eBay in
2001. "We wanted to take Price
Radar to the next step, but the stock
market wouldn’t support it," said

Elefant. "eBay made us an offer not
to be refused." 

So Steve Elefant, successful entre-
preneur, noted business leader and
veteran of the payment-processing
and software/technology industry,
finds himself once again at a cross-
roads. After his time off, Steve’s
inner battery is recharged, and he’s
ready to get back into the game with
a new team.

"I’m looking for the next great
opportunity," he said. "I’d like to
find something where I can help an
existing team on the verge of break-
ing out and becoming the next super-
star company."

Where is he actively looking? Steve
still likes the payment-processing
world a lot, with his more than 10
years in that industry coupled with
more than 20 years in technology. He
sees the market heating up.

"The government is putting in
money, and the Internet is a reliable
industry," he said. "I see it taking off
again."

However, Steve does acknowledge
that the payment-processing industry
is somewhat dependent upon the
general economy. "It will become
more and more profitable as the
economy picks up, and I want to take
the next step," he said. 

Steve has invested in several VC
firms. He continues to look at a lot of
deals and start-ups, though a pure
start-up is not his first choice
because he knows the market won’t
support it at the moment.

His favorite pick would be an organ-
ization in its intermediate stage with
secured VC money and at least $10
to 20 million in sales. A company
ready to blast off … with Steve in the
commander’s chair.

EBT
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GOING PLACES?
NURIT 3010

THE FLEXIBLE, WIRELESS TERMINAL
FOR TRANSACTIONS ON THE GO.

Today’s consumers are on the move, and so are the businesses that serve them. Speed and convenience
are primary drivers for enhancing the transaction experience. Wouldn’t it be great to offer your merchants a
payment solution that moves along with their business? What if they could process transactions wherever and

whenever they needed to? The Nurit 3010 Portable Payment Solution provides three flexible options
for ensuring the transaction event, even in remote, poor-coverage areas: a high-gain
replacement antenna, a “store offline and forward later” feature and a landline dial-up
option. Bottom line: They’ll never miss a transaction opportunity or a card present rate.

Think about how such a flexible system would improve productivity
and customer service. Think about Lipman. Think about Nurit.

For more information call 1.800.454.7626 or email to sales@lipmanusa.com
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Steve has learned he needs to move
quickly, act quickly to take advan-
tage of opportunities. According to
Steve, the old rule of doing a lot of
analysis and months of strategy
doesn’t work anymore. His formula
involves raising the money, building
the team and getting out the product
to take advantage of the market. His
business philosophy today is a com-
bination of the old and the new
school.

"You can’t sacrifice quality for
speed," he said. "But you need to be
speedy. Lose the paralysis of analy-
sis." 

He doesn’t see doing it alone,
though. Having enjoyed incredible
teams of really smart people, Steve
believes that working with a good
staff is highly rewarding.

"Working with people who are oper-
ating on all cylinders, it’s fun," he

said. "That’s why I want to get back
in – to make and have fun. One of the
byproducts of our recent downturn is
that there are so many great people
out there. It’s easy for me now to put
together a great team. There are a lot
of super people out there today, and
I’m eager to connect with them." 

Steve is eager to bring in not just the
right people but smart VC money
and put it to work efficiently and
effectively, whether in payment pro-
cessing or a related technology
space.
"Technology is still sorting itself out,
like smart cards," he said. "Biometric
technology is very interesting as
well. Internet security also is another
area that is moving ahead."

Steve also sees the whole retail POS
market becoming more and more
sophisticated. If he can put together
the right team with the right product,
he knows he’ll have a home-court

advantage -- an advantage that he
envisions will finally take him to an
IPO, an experience he has yet to
enjoy.

He raised over $20 million dollars in
venture capital equity financing and
completed a successful $75 million
merger with CyberCash. He forged
strategic partnerships with American
Express, Intel, Visa International,
IBM, JDA, First Data Corp. and oth-
ers. He currently serves on several
technology-company boards of
directors and advisory boards and is
a limited partner in several venture
capital firms. But he has never been
part of an initial public offering.

For any savvy and selective compa-
ny looking to throw a party on Wall
Street, send Steve Elefant an invita-
tion at steve@theelefants.com.
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NOVA

INFORMATION SYSTEMS, INC.

At NOVA, we focus on what’s important to
your business – bringing together the best
experience, tools and communications to help
you implement innovative strategies that lead
to profitable, lasting customer relationships.

That’s why you need a strong business partner
to help you cut through the clutter and maxi-
mize your sales potential. 

We offer a long list of customized services and
programs that you won’t find anywhere else.
And we don’t make it complicated. Through
our MSP Bankcard Program, you make the
choices based on your specific business needs,
and we service them.  It’s that simple. 

We’re growing...and we want you to join our team as a NOVA
MSP Bankcard Partner.

NOVA’s Bankcard Program
Highlights:

• Aggressive Buy Rates
• Transaction Fee Income
• Monthly Minimum Income
• Mid/Non-Qualified Surcharge 

Income
• Statement Fee Income
• Annual Fee Income
• Residuals Paid Monthly
• No Liability/Risk
• Unlimited Income Potential
• Leasing with NOVALease.com
• Residual Stream Purchases
• NOVA’s Proprietary Downline 

Compensation (DLC) Software

For more information about becoming a part of this remarkable program, please contact our

Relationship Management Team at: 1-800-964-7716, ext. 5158 and refer to code 0600GS.

NOVA is publicly traded on the New York Stock Exchange (“NIS”).

NOVA Information Systems, Inc. is an EEO/AA employer.          001





T
he Green Sheet is teaming with payments con-
sultancies Martaus & Associates and The
Takoma Group to offer the online Payments
Learning Center.

This unique new learning center will have a range of
courses that support payment systems professionals
throughout their careers. Courses will feature fundamen-
tals, for newcomers and seasoned professionals in need of
a quick refresher, as well as detailed analyses of technolo-
gies and other instruments of change in the payments busi-
ness.

The course developers – Paul Martaus, President of
Martaus & Associates, and Patti Murphy, president of The
Takoma Group – are two of the industry’s most knowl-
edgeable experts. Combined, Paul and Patti have worked
for more than 50 years in the payments arena as bankers,
consultants, researchers, commentators, teachers and jour-
nalists. Each is a frequent speaker at industry events, and
Patti’s columns on payments issues are a regular feature of
The Green Sheet.

"Keeping up with the changes in this business is an awe-
some task," Martaus said. "The Payments Learning
Center, in addition to being a professional development
tool, is intended to help payments professionals keep up
with these changes and the consequences for their busi-
nesses."

In addition to these two world-class consultants, other top
industry experts will be enlisted to develop additional
course content in response to demand. The first course to
be placed online at the Payments Learning Center is titled,
"Evolving ePayment Technologies and Services." The
course provides a detailed examination of leading-edge
payment technologies. 

Courses can be accessed directly at www.paymentlearn-
ing.greensheet.com and through links at The Green Sheet
Online (www.greensheet.com), Martaus & Associates
(www.martausandassociates.com) and the Takoma Group
(www.takomagroup.com). A nominal fee will be charged
for each course.

Green Sheet subscribers are encouraged to share with us
any ideas they may have for additional course offerings at
the Payments Learning Center. Please send your course
ideas and feedback to Paul Martaus at paul@martaus.com.
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A
merican Express
Co. scored a coup
when a federal
judge ruled that

Visa and MasterCard must
abolish rules that prohibit
banks from issuing non-
bank card products, such as
Amex and Discover cards.

Then came the earnings report: Amex revenues were down
60% in the third quarter relative to third quarter 2000. 

That Amex lost money isn’t surprising, really. With the
economy showing signs of a slowdown in summer, it
would not have taken much to affect a company like
Amex, with its focus on travel and entertainment. The
events of 9/11 were more than enough. Amex card billings
were down 3% for the quarter despite being up in both
July and August by about 2% over previous months,
according to published reports. 

The company also reports that it took a $98 million direct
hit as a result of the destruction of the World Trade Center
buildings – including business interruption costs (Amex
offices were across the street from the WTC and had to be
moved to contingency sites), credit exposures in the travel
industry service establishments, insurance claims, and
waived finance charges and late fees. 

Amex says it is hunkering down and trying to weather the
economic and social storms that define the day. Oh, and
then there is the opportunity – presented by a federal dis-
trict court judge last month – to woo banks to the Amex
card fold.

The court ruling, handed down in U.S. District Court for
the Southern District of New York, was a victory (of sorts)
for Amex but a blow to the U.S. Department of Justice,
which had filed an antitrust suit over Visa and MasterCard
rules that allow banks to issue both card brands. Although
the court ruled the card “duality” is not anti-competitive,
the bankcard associations were out of line when they
adopted exclusionary rules to keep banks from issuing
Amex, Discover and other general-purpose cards.

In her written decision, Judge Barbara Jones specifically
cited debit cards as a reason why Amex should be allowed
to issue payment cards through banks.

“The evidence demonstrated that the future of credit card
products will be built on, and dependent upon, debit func-
tionality,” Jones wrote.

Visa and MasterCard are developing multi-function cards
– like online/offline debit cards – that pivot on the demand
deposit account (DDA) relationship, Jones noted. “Credit
cards that do not have debit functionality will fall by the
wayside,” she wrote.

There’s been much speculation since the ruling about
which banks might join an Amex card-issuing network.
Amex officials will say only that they are in “conversa-
tions with a number of banks.” 

It can only be speculation at this point because Visa and
MasterCard are expected to appeal the decision. That
could delay any dismantling of the associations’ exclu-
sionary rules by at least another two years.

Uncertain Future Could Spell
Interlink Breakup 

By Patricia A. Murphy



IVI Checkmate and Ingenico have joined forces to become 
the world’s largest company in secured transaction systems 
with over 1.2 million terminals shipped in 2000. Combined, 
IVI Checkmate and Ingenico bring the Power of ONE, a company
dedicated to providing the industry’s most advanced and 
secure electronic payment terminals and software.

The new company will operate under the name Ingenico and will 
benefit our customers through;

• Increased research and development

• Exposure to world markets and the knowledge gained by working 
in these markets

• A sophisticated software development architecture called Unicapt, 
a simple and secure multi-application tool that can be leveraged
through an entire product line of terminals

• Expertise and leadership in EMV standards and migration strategies

• Terminal asset management and Value-added software and network
services

• Stand alone, portable and wireless transaction solutions that 
support magnetic stripe and chip based transactions

There is an Exciting 
New Leader in Secured

Transaction Systems

Ingenico, the power of one...
the choice of many.

To find out more about Ingenico call 1-800-594-6000
www.ingenico-us.com



Since we’re in the realm of specula-
tion, though, I asked Paul Martaus,
President of Martaus & Associates,
Mountain Home, Ark., to offer up an
opinion. Paul’s take on the ruling: If
the bank card associations have to
open their issuing networks to com-
petition from Amex, then Amex
should have to open its authoriza-
tion/processing network to bank card
acquirers.

“I’m talking about allowing acquir-
ers direct access to the closed author-
ization network that has been a stal-
wart of Amex,” he said. “Turnabout
is fair play.”

It’s an interesting concept to ponder.
Today, merchant acquiring is a
closed loop in the Amex system.
Bankcard acquirers and their sales
agents can receive a bounty for mer-
chant referrals, but only Amex can
authorize and acquire Amex card
transactions. The relationship with
the merchant is exclusive to Amex.

Interchange does not exist.

Nothing in the district court’s ruling
addresses the acquiring side of the
equation. But in today’s litigious
society, it wouldn’t be surprising if
someone raised the argument in this
or another court. The new fee oppor-
tunities alone are too great to ignore.

That is, unless you consider Amex’s
third-quarter revenues and you
believe the country is headed for a
long-term recession that will severe-
ly crimp travel and entertainment
spending.

If that happens, debit functionality
for payment cards will become even
more important.

Visa, obviously, understands this.
That’s why Visa has been putting so
much energy into promoting “check
cards.” Check cards look like credit
cards and act like credit cards, except
that transactions result in debits to

DDAs rather than extensions of
credit.

Merchants aren’t too happy about
accepting these offline debit cards.
Merchant fees for check card pur-
chases are the same as they are for
credit cards even though the risks are
substantially different.

So a group of merchants (led by Wal-
Mart) has sued Visa and MasterCard,
challenging the associations’ “honor
all cards” rules. Those rules require
that a merchant accepting Visa cred-
it cards, for example, also accept all
Visa-brand card products.

That suit, which has been in limbo
for the past year, may be ready to
move. Last month, an appeals court
in New York rejected Visa and
MasterCard arguments that the
retailers’ suit did not qualify for
class-action status. 

Meanwhile, Visa is backing down on
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its plan to hike the interchange rate on its Interlink debit
card network. Interlink is an online debit card that com-
petes with the regional ATM/POS networks, such as
Honor and NYCE. (NYCE, you may recall, recently
was acquired by First Data Corp.; Honor was acquired,
too, by Concord EFS.)

Fees for Interlink transactions were set to rise by more
than 100% in October. What had been, on average, a 20-
cent transaction was to cost as much as 45 cents, accord-
ing to sources. Visa has put the fee hike on hold, citing
“deteriorating economic conditions.”

The economy might have something to do with Visa’s

decision. If Amex charge volume is down, credit card
transactions run through the banking system must be
waning, too. 

As Jones noted in her decision, debit functionality is
about to become critically important in the payments
card business. Visa may not want to anger merchants
anymore than it already has by forcing merchants to
take offline debit cards and pay the same fees they pay
for credit card transactions. Wal-Mart and a handful of
others already have made clear their intentions not to
accept Interlink cards if the planned price hike takes
hold.

In a deteriorating economy, it doesn’t seem wise to be
irking customers. 

Visa said it still plans to impose the price hike sometime
next March. My guess is that unless there’s a rapid turn-
around in consumer spending, the Interlink fee hike will
fall by the wayside. And, eventually, I suspect, so will
Interlink.
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No lion . . . you’ll love this program!
Merchants’ Choice Card Services-
the industry king of Customer Service &
Tech Support
- Competitive discount rates

- Transaction fee income including Debit and EBT

- Income from statement fees

- Rollover Bonuses

- American Express bonus and residual income

- Discover and Diners Club bonuses

- No liability for merchant losses

- Same-day approvals

- Liberal underwriting

- Guaranteed equipment leasing

Call 800-478-9367 to go with a proven

team. . . ‘cause it’s a jungle out there!

Visa may not want to anger merchants
anymore than it already has by forcing
merchants to take offline debit cards and
pay the same fees they pay for credit card
transactions. ...In a deteriorating economy,
it doesn’t seem wise to be irking customers. 
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C
oncord EFS, which oper-
ates three large ATM/POS
networks under the STAR
brand name, will imple-

ment changes in its planned inter-
change pricing structure in stages,
the company announced.

In a move to create unifor-
mity among its net-
works, STAR will put
in place the previous-
ly announced POS
interchange fee
increases in two stages:
Phase One, effective Jan. 1,
2002, will leave POS interchange
fees at the current STAR network
rates for all three networks, which
includes STAR, MAC and Cash
Station. In Phase Two, effective
March 1, 2002, interchange rates
will increase network-wide. 

"With recent developments in the

PIN-secured debit industry, we felt
that we needed to step back and
assess market conditions before
moving ahead with an across-the-
board increase," said STAR
President Ronald V. Congemi. "The
STAR network is committed to pro-
viding a consistent, uniform and bal-

anced interchange pricing
structure, and we

believe that this
phased approach
achieves uniformity
on our original sched-

ule while continuing to
effectively balance the

interests of financial institu-
tions and retail participants."

As the use of offline debit cards, or
check cards, gains in popularity
among consumers, costs to mer-
chants are inching up across the
board. Following Visa Interlink’s
interchange fee increase, Concord

announced new STAR interchange
fees, which are expected to top out at
34 cents per transaction for most
merchants; grocers and supermarkets
will pay a flat fee of 19 cents per
transaction. Interlink raised its fee
for each debit card transaction from
20 to 45 cents, with fees for grocers
set at 22 cents.

On Oct. 13, Wal-Mart announced it
will no longer accept Visa Interlink-
serviced debit cards because of the
125 percent increase in transaction
fees recently put in place. While
Wal-Mart handles more than 350
million PIN-based debit transactions
each year, less than 10 percent of its
total debit card business is handled
by Interlink. Retailers say the fee
increases will result in higher prices
for goods. The largest beneficiaries
of the increases in interchange fees
will be the banks that issue debit
cards to consumers.

STAR Interchange Fee Increase to Come in Stages



Customers will give you a lot of credit 

for accepting charge cards out here.

Remote downloading of new
applications allows you to
create new opportunities for
value-added services.

Companies on the move are making it easy for their customers 
to pay anywhere. And they’re using the MagIC 9000 Mobitex from
SchlumbergerSema. The Mobitex wireless link supports fast online 
payments wherever customers are–at home, in taxis, at sporting
events, even on the highway. The MagIC 9000 Mobitex checks
and processes all card transactions, from traditional credit and debit 
cards to sophisticated smart cards. Its open platform supports multiple 
applications with built-in firewall protection. SchlumbergerSema offers a
complete range of POS terminals, including RF, IR, portable, stationary 
and PC-connected units–and the MagIC Management System Solution. 
To learn more about where a MagIC POS terminal can take your 
business, call SchlumbergerSema at 800.732.6868, ext. 202 or visit 
us at www.slb.com.



Thales e-Transactions
Names Fred Silverman
President/CEO

T
hales e-Transactions Inc. has a new President
and CEO. Fred Silverman was named to the
position on Oct. 15, and he will head the
Atlanta-based provider of POS transaction

equipment, a division of The Thales Group. 

Silverman’s career spans three decades in the financial
services and information systems industries. His back-
ground includes more than 10 years at CitiGroup where
he served in key positions on teams developing a nation-
al credit card business, helping to create a worldwide
revolution in retail banking. 

Silverman’s experience also includes innovative work
in e-commerce. As one of the founders of CyberCash
Inc., the Internet payments pioneer, he contributed to the
development of patent-pending technology for debit
card processing and
developed key relation-
ships with companies
like AOL. Most recently,
he served as CEO for
KeepMore Inc., an
Internet start-up.

"I’m honored to be given the opportunity to lead a part
of The Thales Group. Thales e-Transactions in North
America has the virtues of a great market position, tal-
ented and motivated people, and a healthy parent, both
able and demanding," Silverman said. "I expect to be
kept on my toes, but that will be just one more element
to help us grow faster."

The Thales Group is one of the world’s largest technol-
ogy companies, employing more than 65,000 people in
countries around the globe, with aerospace, defense and
IT&S divisions.

Silverman served as an officer in the U.S. Army’s 1st
Special Forces Group in Asia. He has a degree in eco-
nomics and psychology and did graduate work in mar-
keting and financial management. 

He lectures regularly on the Internet’s impact on socie-
ty and financial services for the FDIC, and he trains
bank examiners. He lives in Bethesda, Md., with his
wife and two teen-age children, and is active in civic
groups and boards.

BofA, Thales Team Up for
Wireless Solution

B
ank of America has introduced its Merchant
Services Wireless Solution, which includes a
wireless payment terminal and access to an inter-
carrier network. The handheld device offers

businesses of all sizes an innovative and flexible way to
accept and process credit card transactions.

"The Bank of America Merchant Services Wireless
Solution takes credit card payments directly to the customer
at the point-of-sale," said Bette Wasserman, Senior Vice
President, Bank of America Merchant Services. "With one
call, this full-service product gives users a mobile answer to
the challenge of receiving credit card payments in the field
within seconds, ensures the transactions are secure and cuts
down on expenses."

Fred Silverman, President and CEO, Thales e-Transactions,
said, "The processing terminal fits easily in the palm of the

hand and is ready to go
wherever card transactions
are made. Now anyone can
become a mobile merchant
and accept all major credit
cards accurately, rapidly and
safely."

The Merchant Services Wireless Solutions is ready to use
right out of the box. It comes preprogrammed with user-
friendly software that guides merchants through the trans-
action process. Manufactured by Thales e-Transactions, the
Artema handheld device is lightweight and battery-operat-
ed. An integrated thermal printer for receipts operates easi-
ly, and the included base unit doubles as a base for per-
forming dialup downloads and as a battery-recharging sta-
tion.

The Wireless Solution accesses US Wireless Data’s inter-
carrier network, eliminating the merchant’s need to set up a
separate account with an additional fee. Because the net-
work covers 90% of U.S. metropolitan areas, users also can
roam nationwide at no extra charge.

The system offers users the option of performing transac-
tions offline when they are not in a coverage area.
Transaction data can be stored in the terminal and forward-
ed later when the user is back in a coverage area, avoiding
the higher rates for manually entered account numbers. 

For more information, visit their Web sites at
www.bofa.com or www.thales-e-transactions.com. 
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O
ne trillion dollars in
Fedwire transfers. Three
billion dollars in wire
transfers processed daily

on behalf of more than 100 U.S.
financial institutions. Two million
electronic checks (e-checks) and one
million Fedwires handled annually. 

These are impressive figures, but it
took BankServ of San Francisco
only five years to reach these mile-
stones in electronic payments pro-
cessing. Since its start-up in
September 1996, BankServ has
become one of the nation’s leading
providers of Federal Reserve Wire
Network (Fedwire) and Automated
Clearing House (ACH) electronic
payments processing for financial
services companies and businesses.
BankServ began with two employees
and now has a staff of 45, placing it
among San Francisco’s 100 largest
employers.

In five years, BankServ has accumu-
lated other impressive business sta-
tistics. Five of the most profitable
banks in the U.S. use BankServ elec-
tronic payments products. It has
become the only non-bank company
with coast-to-coast Fedwire access.
BankServ customers operate in 11 of
12 Federal Reserve Districts in the
country. One-quarter of the nation’s
12 Federal Home Loan banks have
adopted BankServ’s GFX system to
provide their automated wire servic-
es.

According to BankServ president
David F. Kvederis, the company’s
growth can be attributed to several
factors, including the development
of cost-reducing products, imple-
mentation of state-of-the-art ACH
payments software and the recent
economic downturn. BankServ has
survived where most dot-com pay-
ments processing companies have

not. Also, said Kvederis, now that
the economy has stumbled, business-
es are finding that outsourcing their
funds-transfer activities makes
sense. 

"BankServ can eliminate the need
for entire wire transfer computer
departments, the need to handle and
move paper checks, and we can
turnkey a bank’s entire wire funds
transfer business through our GFXN
(Global Funds Transfer Network)
product," Kvederis said. "In some
cases, where a bank is unwilling to
give up its investment in hardware,
we can still reduce their costs by
offering funds transfer software."

BankServ recently introduced "Just-
In-Time Payments" service for con-
sumers. With JIT Payments, busi-
nesses create, clear, settle and recon-
cile eChecks, whether the eChecks
and transactions originate over the
phone or Internet.
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TransFirst LLC

ISO contact:
Terry Hannum
Phone: 303-402-8108
E-mail: thannum@transfirst.net

Company address:
5151 Arapahoe Avenue
Boulder, CO 80303
Phone: 303-417-0000
Fax: 303-417-1020
Web site: www.transfirst.net

ISO benefits:
• Complete line of credit card pro-

cessing solutions geared to ISOs.
• Exceptional flexibility.
• Settles its own transactions, so it

performs like a bank.
• Web Trak information system pro-

vides fast and efficient service.
• Relationship manager assigned to

each reseller.
• Fast turnaround time of less than 24

hours.

Gassed Up and Ready to Go

W
ith more than $100
million in venture-
capital money and
plenty of processing

services to complement any ISO
program, there’s a service provider
in the marketplace that has the pedal
to the metal for unique and flexible
credit card processing solutions.

Back in 1994, a small group of sen-
ior executives that had been a part of
Bank of Boulder’s bankcard pro-
cessing division made a decision to
break away with the hope of funding
a start-up in the bankcard processing
industry with particular focus on
community banks.

TransFirst (formerly ACS Merchant
Services) was founded in 1995 and
successfully launched an agent pro-
gram, largely because of those execs'
expertise and understanding of the
banking mentality and customer
point of view.

TransFirst began processing in the
second quarter of 1995. By 1996, the
company had tripled its volume and
signed its 50th agent bank. From the
beginning, TransFirst strove to be a
leading provider of merchant
bankcard processing and related
payment products to community
banks and merchants throughout the
United States. 

In July 2000, TransFirst received a
commitment of more than $100 mil-
lion from GTCR Golder Rauner
LLC, a private equity-investment
firm and long-term strategic partner.
The recapitalization of TransFirst
centered not only on cementing its

position as one of the industry lead-
ers in acquiring strategic partners to
complement sales growth but also to
expand its commitment to the ISO
community. 

That commitment includes offering
quality point-of-sale (POS) process-
ing, clearing and settlement products
and services directly to independent
sales organizations. TransFirst pro-
vides:

• Dial terminal and PC software
applications. 
• Address Verification Service
(AVS). 
• Corporate and purchasing card pro-
cessing. 
• Integrated point of sale ATM debit
card and EBT processing. 
• E-commerce solutions (bankcard
and electronic check processing) for
Internet merchants. 
• Check verification and check trun-
cation processing services. 
• Audio Response Unit (ARU) trans-
action processing via telephone. 
• Wireless bankcard equipment and
software solutions.
• LAN solutions allowing multiple
terminals to use a single phone line
for card processing. 
• Leased-line solutions for mer-
chants with high on-line transaction
volumes. 
• High-speed dial phone line solu-
tions for processing high volumes of
authorizations. 
• Batch processing solutions that
process up to 250,000 transactions
per file. 

These services are provided for mer-
chants in all areas of business.
TransFirst tailors processing solu-



tions for any specific business
type, including retail, restau-
rants, hotels, car rental,
mail/phone order, B2B and
Internet/e-commerce.

TransFirst provides processing
for all major credit cards (Visa,
MasterCard, American Express,
Discover, Diners, and JCB) as
well as a variety of electronic
terminals, printers and PIN pads
that can support all business
types. TransFirst also works with
ISOs to set up third-party soft-
ware and hardware packages to facilitate all of their mer-
chant transactions. 

With its core competency in serving the community bank
niche of bankcard processing marketplace, TransFirst is
able to offer a full line of products and services that have
exceptional flexibility.

"The key to our success is our flexibility," says TransFirst
President Rusty Schaeffer. "At the same time, we don’t
intend to be a product-development company. We don’t

have an interest (in being) the
first kids on the block with a
brand new technology. We are
not a product-proving ground." 

TransFirst settles its own trans-
actions, maintaining full control
and responsibility. TransFirst is a
non-banking entity but performs
as though it is a bank, doing all
its own charge backs and
retrievals.

"We move the money ourselves,"
says Schaeffer. "We take full lia-

bility across the board. We like being able to drive our own
bus."

TransFirst also offers a superior Web-based information
system for all of its customers, whether they be ISOs, mer-
chants or agent banks. That proprietary system is called
Web Trak, provided in a password-protected environment
and capable of holding data for a year.

"Web Trak is a heck of a product, a tool for us to use in
appealing to ISOs selling on our behalf," says Schaeffer.
"What clearly makes the difference is the speed and accu-
racy with which we provide information and service."

What TransFirst hopes will appeal to ISOs is that, relative
to price, Web Trak frees up ISOs to provide much needed
information to merchants in a timely and stress-free man-
ner, thus ensuring customer loyalty and retention. "We
believe that value is important," says Schaeffer. "We
appreciate folks selling on our behalf who do business the
same way we do." 

TransFirst is working with 20 ISOs, 400 banks and more
than 40,000 merchants and is determined to increase those
figures considerably. Competing with the usual list of sus-
pects, TransFirst works from a number of different playing
fields. It is actively looking to acquire companies, target-
ing community banks and aggressively seeking ISOs and
ISAs to resell their products.

TransFirst recognizes that its growth depends on generat-
ed sales at a healthy pace. Because bankcard processing is
a sales-consolidating industry, TransFirst knows that to
stay competitive it must acquire portfolios as well as sales-
generating companies. Its key strategy is to complement
its internally generated sales with community banks as
well as downstream ISOs and ISAs.

TransFirst’s target market is ISOs and banks servicing
small to midsize merchants. 

In addition to the comprehensive suite of products,
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"Web Trak is a heck of a product,
a tool for us to use in appealing to
ISOs selling on our behalf.  What
clearly makes the difference is the
speed and accuracy with which we
provide information and service."

— Rusty Schaeffer
President, TransFirst  
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TransFirst believes its 24/7 customer
support also will make a difference
for those entities looking to join up
with a solid service provider.

Both ISOs and agent banks are
resellers, and each one has a rela-
tionship manager, someone who
deals specifically with them. This is
part of TransFirst’s strong support
system at its reseller level.

"ISOs can make one phone call into
our office and know their relation-
ship manager will take the call," says
Schaeffer. "We will seek out the
solutions and not make them have to
go all over the company."

And with TransFirst's internal-track-
ing capabilities incorporated in Web
Trak, exceptional help for customer
support is automatically built in for
ISOs on a Web-based level as well. 

Again, because TransFirst owns,
operates and controls this system as
well as an in-house risk management
division, it believes it delivers supe-

rior customer service on many lev-
els.

For more large-scale things such as
back-end accounting and authoriza-
tion networks, TransFirst finds a
comfortable and efficient reliability
with outsourcing these services. Its
turnaround time is within 24 hours
for an MID, setting up merchant
accounts for ISOs that same day in
most instances.

TransFirst has two levels of credit
analysis for merchant accounts –
gold and silver. Gold is for those
rock solid, let’s go type of accounts.
Silver requires a bit more approval
time.

"We want to give resellers a second
option if the merchant is going to be
iffy on approval," says Schaeffer.
"They can move the account over to
our silver program and get a much
better chance of approval."
Obviously, there are differences in
rates and requirements for these two
separate distinctions.

TransFirst has invested heavily in a
strong management team. When
TransFirst opened its doors six years
ago, two employees were on the pay-
roll. Today, that number is 120, head-
ed by Chairman/CEO Thomas
Rouse. Not a member of the original
management team, Rouse joined
TransFirst later and, as a true strate-
gist, is leading TransFirst on a path
of increased growth and revenue.

What does this all mean for the ISO
community? The good news for
ISOs is that TransFirst is in a serious
acquisition mode.

"As a private company, we have sig-
nificant advantages to offer, includ-
ing the fact that the capital market
dried up after we got our funding,"
says Schaeffer. "We are wide open
for acquisitions. No set market, no
money parameters. Just be in the ISO
industry. That’s how picky we are!"









W
hat do you do when
over the course of the
last decade you’ve
successfully written

software that is used extensively
throughout the payment-processing
industry, then founded (and subse-
quently sold) a very successful pay-
ment-processing company that set
industry standards? Go to
Disneyland?

The Green Sheet asked Bill Pittman,
an MBA engineer and seasoned vet-
eran of the financial services soft-
ware trenches. His response: “I
asked myself, ‘If you could do it dif-
ferently, what would you do?’ Well,
this is what I’ve done: I’ve taken all
my experience and understanding of
how the payment-processing indus-
try works, combined with my under-
standing of technology, and started a
new business – RichSolutions.” 

Based in Redmond, Wash.,
RichSolutions has quickly become a
leading provider of innovative e-
payment Web services for process-
ing credit, debit/ATM card and
check services. RichSolutions devel-
ops integrated e-payment solutions
that work on any device, anytime
and anyplace.

RichSolutions technology is an alter-
native to the stand-alone, single-
function bank terminals many busi-
nesses use to process payments, and
it provides a full suite of e-payment
Web services that can be integrated
into electronic commerce environ-
ments or retail point-of-sale systems.
Because of Pittman’s background,
RichSolutions has established long-
standing relationships with banks

and institutions that support elec-
tronic payment transactions.

Pittman learned the payments busi-
ness by writing POS software years
ago and integrating payments into
his POS applications. He has
brought that ability to understand
payments as well as the technology
side together to create a business that
incorporates those strengths in the
ISO channel. Pittman recognized
that not every ISO understands both
pieces, and he believes the key is
integration.

“I’ve built this business around one
thing – helping ISOs make more
money,” Pittman says. “The way I
see the current market is that ISOs
are in an extremely vulnerable posi-
tion – their offering is becoming
commoditized where their products
are undifferentiated. Their margins
are being squeezed, and they are los-
ing customers to churn. These are
the issues I’ve tried to address with
my new business model.”

Pittman believes the future is in inte-
grated solutions, solutions in the
form of Web services that tie togeth-
er business processes. RichSolutions
functions on the premise that these
new Web services will improve mer-
chants’ operations by speeding up
transaction times, eliminating dou-
ble entry and the errors associated
with these processes. These services
will allow ISOs to grow their mar-
ket, differentiate themselves, gener-
ate new revenue streams so they can
make more money off each customer
and, most important, enhance
mechant retention. 
As Pittman sees it, this approach is

Page 35

RichSolutions Inc.

ISO contact:
Bill Pittman, President
E-mail: billp@richsolutions.com

Company address:
20428 NE 66th Court
Redmond, WA 98053
Phone: 425-836-4251
Fax: 425-868-0774
Web site: www.richsolutions.com

ISO benefits:
• Integrated e-payment solutions that

work on any device.
• "I’ve built this business around one

thing – helping ISOs make more
money."

• True value-added process gives
ISOs a way to differentiate them-
selves from competition.

• Integrated solutions speed up mer-
chants' operations but also lock
customers into ISOs services.

• Sold exclusively through ISOs.
• Turns software from a product into

a service and made it easy for
ISOs to lease.

Making ISOs Rich



We also had to give our merchants a tool that was easy to use
(less training and customer support time means more sales
time).  Our virtual terminal incorporates all our merchant 
services – bankcard – virtual checking – recurring payments – 
consumer authentication - shopping cart – account 
management – product management – AVS and CVV2 – tax and 
shipping options – branded merchant banners – all centrally
located to make shopping cart and website integration a breeze.

Simple.
Fast.
Complete.

No extra
hardware or
system
maintenance

Monitor Merchant
Website Content

Customized
Functionality

• Bankcard
• Virtual Check
• Recurring ACH
• Shopping Cart
• Reporting &
• E-mail

NACHA/Reg E
Consumer
Authentication

Remotely Manage
Variable Merchant
Risk and Fraud in
Real-Time

The Network 1 Financial Story

No one made a system that securely exchanged financial transaction data over
the Internet that was flexible or risk oriented enough to suit our business needs
– so we developed the EFTSecure payment gateway.  As an MSP (merchant
service provider) and acquirer we are responsible for merchant risk and have to
see the big picture view of merchant activity quickly and make decisions 
accordingly.  To easily manage merchant account status (including processing
levels and services, fraud parameters, sales limits, user access, card types,
batch methods, and much more) all the elements had to be housed in one 
interface.  We also wanted to sell our own product with our branding – not 
someone else’s.  We figured you’d want that too, so EFTSecure is completely
brandable – it will look and feel just like your website.

EFTSecure.com
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truly a win-win situation. The mer-
chants win because they have an
integrated solution that increases
their operational efficiencies, and
the ISOs win because they have a
true value-added offering that locks
the customer into their services.

As a result, the merchant can’t easi-
ly change the business process to
save a penny a transaction.
Integration gives ISOs ability to go
after bigger businesses because it’s
no longer economical to have a two-
step process. Big players have it all
integrated and it allows for more
transactions, locking merchants into
their service. Pittman believes it’s
time for all ISOs to have that advan-
tage.

So how does RichSolutions work?
Pittman took everything he learned
over the years and engineered out all
the problems while enhancing the
benefits that software offers. He
built a platform that uses server-

based technology for the dynamic
components (processor certifications
and setup) and inter-business
processes (integration) that utilize a
thin client technology. This
approach enables RichSolutions to
deliver platform-independent, fea-
ture-rich applications faster and at
less cost.

RichSolutions strives to achieve
client-side portability while reduc-
ing certification time, cost, help desk
complexity and simplifying deploy-
ment. As for security, RichSolutions
sports a fully redundant system with
multiple layers, using SSL for secu-
rity and two firewalls running on
separate platforms. 

All the activation and setup is easily
done by the ISO over the Web using
a browser. There are no downloads
and it is simple, easy to do and takes
only a few minutes. This eliminates
the merchant from having to know
all the setup information, which has

been a major problem with software.
Once the account is set up, an e-mail
is automatically sent to the merchant
with the login information. It is a
thin client implementation, so all the
merchant needs to know is the login
information to administrate the
account and get reports with a
browser.

The solution uses the Internet for
communication (no modem issues),
so transactions are fast even when
sending large blocks of data-like
receipts. The merchant then can
interface RichSolutions from its new
PC application, RichPayments for
Windows, its virtual terminal,
browser-based solution (a new low-
cost, open-platform network com-
puter solution called the
PaymentApplicance), from new ter-
minals like Ingenico’s eN-Touch
3000, wireless via palm pilots and
cell phones – whatever the ISO’s
choice of selling tool may be. 





RichSolutions can process credit
cards, debit cards (online) and check
services, having already certified its
platform with two major processors
– NOVA and Vital for retail, restau-
rant, mail order/telephone order
(MOTO) and e-commerce.
RichSolutions intends to add others
as demand warrants. RichSolutions
supports card present, card not pres-
ent, ECI, CVV2, Commercial Card
level II, recurring, etc. 

RichSolutions’ first value-added
service offering was electronic sig-
nature and receipt capture service
(ERC). The ERC service creates a
paperless system that securely stores
and retrieves electronic receipts on
demand, virtually eliminating bank
chargebacks and the need for mer-
chants to store and manually retrieve
paper receipts. 

RichSolutions sees this as a good
example of a value-added service
that ISOs can use to grow their mar-
ket, differentiate themselves and

generate new revenue streams while
enhancing customer retention.

RichSolutions plans to continue to
develop product and services for
where it believes things are going to
be tomorrow. “The Internet is not
going away. The value it brings is
still there,” says Pittman. 

What might be the best part of
RichSolutions is the fact that it sells
its services exclusively through
ISOs, so there is no channel conflict.
RichSolutions doesn’t even have
retail prices.

“The ISO is our customer, and that is
who we bill for our services,” says
Pittman. “The ISO in turn can resell
those services for whatever the mar-
ket will bear.”

In addition, RichSolutions provides
all of its enabling technology at no
extra cost. Again, ISOs can resell the
product for whatever they want for
immediate profits. RichSolutions

bills the ISO a low monthly service
fee for access to services – an ISO
AOL, if you will, with the ISO able
to put the service fee on the mer-
chant’s monthly statement. Fees are
negotiable, relatively low and adjust
in relation to number of solutions
requested.

“We bill using a subscription model
versus a transaction model,” says
Pittman. “There are some caps to
keep things reasonable, but for the
most part, we have designed it with
the average small and mid-size mer-
chant market in mind to meet their
special needs. By giving away a lot
of our client-side solutions, we are
heavily incenting them! We have
tried to make it so that ISOs can
make as much selling software as
they can hardware.” 

Pittman adds, “The thing you’ve got
to do is keep it simple. File issues,
modem issues, set-up issues – all
complicate the solution. I’ve engi-
neered all this out so the ISO gets a
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thin client implementation. We have
turned software from a product into a
service and provided an easy way for
ISOs to lease it, something they pre-
viously could not easily do.”

RichSolutions also provides free
enabling technology, including a
Software Development Kit (SDK) to
help Independent Software
Developers (ISVs) integrate pay-
ments into their point-of-sale and/or
shopping cart solutions.

The merchant service industry is
made up of thousands of ISOs who
sell merchant services, i.e., the abili-
ty to process credit, debit and check
services. 

The Channel Partner Program brings
together these two organizations,
thus making each aware of the
other’s products and services so that
they can sell and/or refer leads to
each other, resulting in new income
opportunities, expanded markets and

the ability to differentiate them-
selves.

Benefits to the Channel Partner
Program include a free Software
Developer Kit (SDK), free Web and
PC solutions that partners can resell,
and free training and technical sup-
port – all providing for expanded
markets, cross-selling and upselling
other partners’ products and services. 

RichSolutions also has developer
partners it works with, such as soft-
ware developers writing retail POS
programs, e-commerce solutions,
kiosk applications, etc. The channel
partnership program has brought
together the merchant services
industry with software developers.

The benefit is that an ISO who signs
up to become a RichSolutions part-
ner gets immediate access to these
development partners, thus provid-
ing leverages sales and cross-selling

opportunities.

“Now an ISO can refer a merchant to
a point-of-sale development partner,
offering the merchant a much more
sophisticated solution knowing that
they will still get all the transaction
business,” Pittman says. “Once again
its a win-win-win.”

RichSolutions’ commitment extends
to training – it can send qualified
personnel to educate the ISO both
technically and supportively.
RichSolutions is working with at
least a half-dozen ISOs, and the
response has been overwhelmingly
positive. ISOs can sign up today for
RichSolutions’ products and sell
them tomorrow for whatever their
market will bear.

In Pittman’s words, “Their destiny is
in their own hands!” ISOs looking to
change their destiny should visit
www.richsolutions.com.
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W
ith so many merchant
account doors getting
closed in ISO faces
lately, it’s comforting

to know there’s one company out
there that’s working to open those
same doors in unprecedented num-
bers. As a lead generator for the ISO
community, TelStar has found a for-
midable niche in putting independ-
ent sales agents together with mer-
chants who are searching for pay-
ment-processing solutions. 

TelStar was founded in 1997 by two
seasoned ISO professionals, Alan
Silverstein and Dave Bynum.
"Merchants were moving toward
selling on Web sites, even the small
guy, the local businessman starting
to sell online," Silverstein says.
"They needed a way to collect their
money. They needed e-commerce
payment solutions. We saw this hap-
pening."

TelStar’s core competency as a mar-
keting and sales company, combined
with the principals’ expertise in vir-
tual selling, makes it unique in its
ability to coordinate potential sales
across the board. Like most ISOs,
Alan and Dave liked fieldwork but,
recognizing the untapped market in
click and not just brick, got involved
with network marketing and started
buying leads from different Internet
sources.

The quality of those initial leads was
poor, often resulting in expended
energy as opposed to sales. The lead
data were inconclusive, lacking in
merchant information critical to suc-
cessful selling.

Learning how to develop their own
leads through e-mails, search
engines and the like, these two
resellers took their business to the
next level. They stopped processing
the leads as accounts and started
offering them to ISOs to transform
them into viable accounts. 

TelStar started contacting ISOs, the
majority of whom were street sol-
diers and not necessarily proficient
in understanding and evaluating the
cost effectiveness of setting up new
accounts via electronic communica-
tion, i.e., telephone, e-mail, Web
sites, etc. Accustomed to working in
a more hands-on, face-to-face envi-
ronment, many ISOs were not com-
fortable in a virtual sales reality.

TelStar realized it also needed to
educate and support ISOs while
broadening their selling opportuni-
ties. Not only does TelStar provide
leads; it also provides an effective
marketing system to help maximize
the leads. A manual even comes with
TelStar’s service and can be easily
downloaded from its Web site.

What exactly is that service and how
does it work? Say there’s an ISO
who has an interest in receiving mer-
chant account leads. The ISO hooks
up with TelStar, paying a variable
per-lead fee – quantity buys dictate
the actual cost. The setup is simple
with no special password or software
necessary.

Leads are delivered by Microsoft
Excel format e-mails. Data includes
merchant name, address, phone
number, e-mail, best times to reach
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A New Lead on New Leads

TelStar

ISO contact:
Alan Silverstein, Co-Founder
800-383-7853
alanss@bigplanet.com

Company address:
126 Carriage Way
Forked River, NJ 08731
Phone: 800-290-1581 or
800-383-7853
Fax: 443-267-0080
www.theleadgenerators.com

ISO benefits:
• Provides merchant leads and an

effective marketing system to help
maximize the leads.

• Easy setup, and leads can be
received five days after payment.

• Can develop as many leads as
needed.

• Strong background in industry.
• Can recommend e-commerce solu-

tion providers.



 
  

 

 

    



and, very important, specific com-
ments on account needs. Five days
from the date the payment clears,
that ISO will start receiving exclu-
sive leads.

Why five days? Because all TelStar
leads are freshly developed from
companies reading TelStar’s ads and
sending in a request – merchants
looking to accept credit cards or go
to the next level of Internet sales.
TelStar places ads in all marketing
avenues available, search engines
included. All markets are targeted,
both business-to-business and con-
sumer-to-business.

"Without a lead, there is no busi-
ness," says Silverstein. "We knew
how the normal guy was doing leads
– direct mail, etc. We want to multi-
ply the numbers because the num-
bers game works. We sold 40
accounts in one month – impossible
for any field ISOs. It’s like hitting
the lottery by working with us. We

can get you at least three leads a
week that can turn into $10,000 a
month in residuals." Of course, that
figure depends on the closing ability
of the ISO.  "If you’re not a closer,
you’re in the wrong business," says
Silverstein.

Another interesting point Silverstein
makes is the fact that everyone has a
beautiful personality on the phone.
Physical looks and body language
don’t enter into TelStar’s equation. 

Consider the scenario that TelStar
offers. Take any talented independ-
ent sales organization. If one agent
took 100 leads and closed 20 sales,
those 20 sales could generate $100
up front in net profit. Now those 20
sales start generating residuals – say,
$20 each – translating into $400 in
monthly residuals.

If that one agent kept on doing this
for a year – 20 sales a month – it
could very well generate $55,000 to

$60,000 in one year for that one
agent. And if an ISO has a talented
sales team, the company could gen-
erate millions. Heady stuff. All it
takes is commitment, the funds to
purchase leads and, of course, a lead
generator like TelStar. 

What seems to set TelStar apart from
other lead generators is its under-
standing of the ins and outs of selling
payment-processing solutions.

"We really do know the industry,"
says Silverstein. "Like any other type
of business, someone inside that has
been in the trenches understands
what the soldiers need ... and we’ve
been in the trenches."

In the merchant lead industry,
TelStar is poised to become a decid-
ing factor for many ISOs. It's work-
ing with 11 ISOs, providing leads on
a national level with plans on devel-
oping more localized leads in the
near future. And those 11 ISOs are
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singing the praises of TelStar.

According to Silverstein, "One ISO told us they sold four
out of their first eight leads. Another said our lead quality
is outstanding, having closed seven deals out of 18.
Another said they’ve never had a stronger lead in the mer-
chant processing business."

Because of this success, TelStar is looking to expand its
ISO base in a big way, welcoming as many as want to
come aboard and guaranteeing satisfaction. "We can
develop as many leads as needed, anywhere from 3,000 to
5,000 leads per week," says Silverstein.

In addition to viable leads, TelStar also recommends a
number of e-commerce solution companies that can sup-
port those leads with effective e-commerce products and
services. TelStar has spent the last 3 1/2 years researching

companies that can support its ISOs – qualified providers
of everything from equipment to shipping and deployment
services to a place to put an Internet account and other
Web-based services.

"We researched and found a number of companies that
give the best and most efficient services at fair and com-
petitive prices," says Silverstein. "It’s all part of our com-
mitment to helping ISOs grow."

Virtually headquartered in New Jersey and Arizona,
TelStar is comprised of its two co-founders (whose com-
bined business experience spans more than 50 years), a
Webmaster, a marketing consultant and various affiliates.
TelStar generates leads for ISOs not only because the need
is great but also partly because of Silverstein’s wish to
share his profitable experience with others. It's a company
dedicated to the ISO community.

"We’re their family doctor," says Silverstein. "We will
keep them healthy and alive – and not just one. We’re
helping many."

One final thought: Some ISOs might not be comfortable
with such a radical change in securing accounts. While it
might represent a major shift from the old way of thinking
and doing business, consider looking at TelStar as not
changing the meeting but rather just moving it.

Page 47

 

 

"One ISO told us they sold four out of
their first eight leads. ... Another said
they’ve never had a stronger lead in
the merchant processing business."

—Alan Silverstein, 
Co-Founder, Telstar
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Reach Out and Touch

W
hat do you get when a leading ID authenti-
cation software developer teams up with a
leading provider of electronic payment ter-
minals? You get touch screen identification

verification capability.

The Logix Cos. and Hypercom Corp. have introduced
IDLogix, a positive ID verification software solution for
use on Hypercom's ICE terminals. IDLogix instantaneous-
ly displays highly precise encoded information about an
individual's physical characteristics and description details
based on information stored on driver's license magnetic
stripes and barcodes.

It is ideal for airport ticket counters, bus and train stations,
rental car companies and other sites where fast and highly
accurate verification of an individual's identity is essential. 

The IDLogix application was developed by The Logix
Cos. It can support identification and/or age verification
using Hypercom's Visual HDT (VHDT) C++-based devel-
oper's software platform and Hypercom's ICE card pay-
ment terminals.

Hypercom's Epic (ePOS-infocommerce) ICE devices are
compact, high-performance, touch screen-based, Web-
enabled terminals. They incorporate physical security fea-
tures and Hypercom's TranSafe operating system, which
integrates a firewall-protected, multi-applications func-
tionality along with EMV chip card capability, a secure
PIN pad, built-in HTML/HTTP Web browser and integrat-
ed receipt printer.

In addition to the secure payment applications,
Hypercom's ICE terminals support a range of value-added
applications and services, including electronic signature
and receipt capture, e-mail, on-screen advertising, interac-
tive electronic coupons and cash-management reporting
through a standard browser -- as well as secure credit,
debit and smart card functions.

"Now, you can accurately verify someone's identity by
simply swiping the person's magnetic-stripe driver's
license, or scanning the license's 2-D bar code onto a com-

pact ICE card terminal equipped with IDLogix -- and also
conduct traditional credit/debit, check, EBT and loyalty
card transactions if desired," says Scott Bahneman, Senior
Vice President of Business Development for The Logix
Cos. "Up until now it has been too easy to create and pass
off false ID or use someone else's ID. With IDLogix, we
have now embarked on the introduction of a series of tech-
nologies that will prevent this." 

Through the use of Hypercom's secure graphic touch
screen terminals, the Logix software enables the display of
identification-related information that is read from encod-
ed magnetic stripes and secure 2-D barcodes found on
most currently issued drivers' licenses and other ID cards. 

"This capability allows positive verification of the authen-
ticity of an ID document and allows you to match the ID
data and description to the person presenting the docu-



ment," said O.B. Rawls IV, senior vice president and gen-
eral manger, Hypercom USA/Canada. "Combined with
secure electronic payments, and especially rapidly emerg-
ing smart cards, this new capability will create a highly
secure, fraud-resistant payment and ID environment.
Applications include car rental, airport check-ins or ticket
purchases, age verification and other identification and
access functions.

"We think these capabilities, when combined with other
advanced ICE functions such as electronic signature cap-
ture, have enormous and very positive potential that can
help boost security and eliminate fraud in a number of
areas."

Headquartered in Phoenix, Hypercom is independently
acknowledged as one of the leading providers of point-of-
sale card payment terminals worldwide. Demand for
Hypercom's terminals surpassed 1 million units last year
alone.

Hypercom maintains an installed base of more than 4 mil-
lion terminals in more than 100 countries where 10 billion
transactions are conducted annually. For more informa-
tion, visit www.hypercom.com.
The Logix Cos. (www.logixco.com) is an information
processor specializing in integrating identity-authentica-
tion technology, customer and prospect data processing,

and merchant financial processing services to the public
and private sector.

Getting Buddy-Buddy
with ISO Businesses

C
anada is home to many notable players in the
payment-processing arena. One in particular,
Ernex Marketing Technologies, has recently
introduced a partner program that is committed

to promoting referrals and creating value-added opportu-
nities for POS and terminal vendors; providing marketing
and direct mail agencies with the ability to offer flexible,
easily-adaptable, real-time marketing offerings; and accel-
erating customer loyalty and retention capabilities across
all channel partners. Now that’s a mouthful!

Ernex’s goal is to bring value to merchants by allowing
them to better understand and reward their customers, to
proactively foster loyalty and retention, and it has translat-
ed into a unique approach: It allows merchants to easily
configure powerful marketing campaigns for loyalty
members in real time at the point-of-sale.
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In support of that ambitious goal, the Ernex EMP Program
is now available. Such major players as IVI Checkmate,
rPower, Moneris Solutions and Cognos already have
signed up. Here’s how it breaks down: 

The program is available to two types of partners, Channel
Partners and Business Partners. The Channel Partners
include POS partners, such as terminal vendors and POS
companies, and Marketing Partners, such as direct mail
companies, marketing agencies and marketing service
providers.

Ernex provides its POS partners with value-added servic-
es, such as Ernex Real-Time Points (loyalty program) and
Ernex E-Gift (stored value gift cards). Ernex’s Marketing
Partners become Ernex-certified to showcase the value-
added services that complement their more traditional
efforts.

The Business Partner aspect of the program includes
Processor Partners, such as transaction processor net-
works, and Technology Partners, such as hardware and
software vendors and suppliers. By providing value-added
electronic marketing solutions to Processor Partners like
Moneris Solutions, Ernex intends to help these partners
leverage their existing connectivity and networks into
merchant points-of-sale.

The program intends to aggressively meet the merchant
demand for electronic marketing solutions. For its
Technology Partners like Cognos, Ernex’s program will
extend its strong, informal partnerships with suppliers and
provide mutually beneficial associations with dynamic
companies around Ernex’s unique value proposition. 

"Technology and point-of-sale vendor partners working
with us through our new Ernex Marketing Partnership
(EMP) program can help their card-issuer clients increase
usage and customer loyalty through Ernex's innovative
real-time marketing solutions," said James Christensen,
President and CEO of Ernex Marketing Technologies.

"Our loyalty solutions give financial services institutions
the ability to create cost-effective, coalition-style loyalty
programs with merchants, thereby creating a groundswell
of customer loyalty that leads to repeat sales and usage to
not only the merchant but also the card issuer.

"Ernex's partners value our unique capabilities because we
allow their clients to track loyalty points and other mar-
keting programs in real time, and to create flexible, value-
added promotions at the point-of-sale, helping to acceler-
ate customer loyalty and retention capabilities."
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MagIC 9000 Gets Thumbs-
Up from Global Payments

Global Payments Inc. has certified
SchlumbergerSema’s MagIC 9000
point-of-sale (POS) terminal. The
state-of-the-art terminal is com-
pletely compatible for wired and
wireless credit and debit card pay-
ment transactions in conjunction
with Global Payment System’s
advanced software applications. 

With the new certification, the ver-
satile and multi-application MagIC
9000 terminal can serve as a stand-
alone payment terminal as well as
be used in conjunction with Global
Payment’s NET- terminal software. 

The MagIC 9000 also can be inte-
grated with third-party software for
use in general retail and hospitality industry applications,
such as Global Payment System’s NET-Pad. The MagIC
9000 has the additional ability to house gift certificate and
loyalty applications for service providers.

Terminals Ordered to Accommodate Euro

Thousands of Intellect Indoor Payment Terminals have
been ordered by Europay to meet the increasing demand
for systems able to accommodate the changeover to the
new European currency, the Euro. The introduction of the
single currency is expected to cause problems for all
banks, merchants and consumers throughout Europe when
the changeover is implemented on Jan. 1, 2002.
Businesses and consumers alike will have to cope with
new prices, new price tags, new coins and new banknotes,
as well as dealing with unfamiliar exchange rates.

To simplify the changeover, Europay, which represents all
Austrian banks and is responsible for issuing
Eurocards/MasterCards in Austria, is encouraging all cus-
tomers to pay with electronic cash.

Businesses need to install smart card-enabled systems,
resulting in the soaring demand for multi-application pay-
ment terminals. Intellect’s systems allow a combination of
payment functions, including loyalty and smart card-based
applications. Europay’s order for the Intellect equipment
totals $20 million.

Intellect’s main offices are in Belgium, Australia and the
UK. Its products are sold in 30 countries around the world,
including Europe, Indonesia, Malaysia, Singapore, Brazil,
Canada and the U.S.

Fleet v. Advanta Trial Opens

The civil trial between FleetBoston
Financial Corp. and Advanta Corp.
began Nov. 13, 2001 in
Wilmington, Del. Fleet alleges that
the $12.1 billion it paid to acquire
Advanta’s consumer credit card
business in a tax-free deal in
February 1998 was inflated.

Jack Jacobs, Vice Chancellor of the
Delaware Court of Chancery, said
in a ruling last month that Fleet had
indeed overpaid but that a trial was
necessary to determine by how
much. Advanta denies the charges
and has filed a countersuit against
Fleet. 

Fleet is alleging that Advanta exag-
gerated its customer base in the

hope of impressing potential buyers of the business when
it began to shop the company in 1997. Charges against
Advanta include miscoding consumers' introductory inter-
est rates, which cost Fleet $8 million to repay, and solici-
tation of Fleet employees.

Advanta is seeking damages from Fleet on counterclaims
of breach of fiduciary duty, breach of contract and inter-
ference with customer relations. According to Advanta,
Fleet improperly held back money it owed to Advanta and
incorrectly notified 200,000 Advanta customers that they
had become Fleet customers. The trial was expected to last
into December.

Give Yourself an End-Of-Year Bonus

Who wouldn’t like $500 this time of year? Electronic
Clearing House Inc (ECHO) is offering agents who submit
new business by Dec. 15 chances to win the "ECHO-splo-
sion" Contest Drawing. The selected winner will receive
$500, a nice way to round out the year.

The contest will help get the word out about ECHO’s inte-
grated payment services. You have three chances to win
with each new merchant account submitted. If a merchant
opens a credit card account and signs up for ECHO’s new
MerchantAmerica.com service, you get two drawing
entries. If the merchant also buys a check service account,
you get a third entry. 

ECHO’s program offers agents a complete range of serv-
ices, including complete integrated payment services that
pay ongoing residuals. ECHO provides debit and credit
card processing; check guarantee, verification, conversion,
re-presentment, collection and inventory tracking to more
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than 60,000 merchants and U-Haul dealers nationwide.

For further contest details, call ECHO National Sales
Director Steve Smith at 1-800-804-4203 or go to
www.echo-inc.com.

CrossCheck Signs with Skechers

CrossCheck, Inc. has signed an agreement to provide its
check guarantee services to Skechers USA. Based in
Manhattan Beach, Calif., Skechers designs, develops and
markets lifestyle footware for men, women and children.
The company sells its products in company-owned retail
locations as well as in more than 100 countries and terri-
tories around the world. 

Acquisitions

Fifth Third Bank’s Midwest Payment Systems (MPS)
announced the acquisition of the remaining 51 percent of
Universal Companies (USB), a privately held, fully inte-
grated payment and e-commerce processor based in
Milwaukee, Wis. Fifth Third Bank purchased 49 percent
of USB’s outstanding and common stock earlier this year,
with the option to acquire the remainder at a later date. 

Madison Capital, a lease financing company, has
acquired PowerNet, an equipment-leasing brokerage firm
supporting independent sales professionals across the
country. The alliance will combine PowerNet’s customer
base and brokering capabilities with Madison Capital’s
range of services and experience to expand equipment-
leasing and financing options for clients.

Alliances

First American Payment Systems LLP and Accelerated
Card Company Inc. have entered into a three-year credit
card processing agreement. The partnership will combine
First American’s full-service electronic credit card author-
ization, check verification, payment systems and equip-
ment divisions with Accelerated Card’s experience in
business-to-business transactions and in writing and serv-
icing large-volume merchant accounts.

US Bancorp Equipment Finance (USBEF) signed a con-
tract with eCredit.com for software and services to auto-
mate lease approvals across its network of direct and indi-
rect sales channels. The move to the new system will help
standardize USBEF’s growing small and midsize equip-
ment-leasing operations. The eCredit system provides
flexible document imaging, accounting, data processing
and credit scoring capabilities.

CyberSource Corp. and Arcot Systems Inc. have signed
a strategic agreement to integrate their products and serv-
ices to provide businesses selling online a more compre-
hensive solution to improve the online payer authentica-
tion process using Verified by Visa. CyberSource provides
risk management and electronic payment solutions, and
Arcot Systems provides solutions for securing e-business. 

Vital Merchant Services has signed a multiyear agree-
ment with Certegy Check Services Inc. for full POS
equipment management and support for its merchant cus-
tomers. As part of the agreement, Vital will be the single-
source provider of terminal management and help desk
services for all of Certegy’s existing and new merchants.
Certegy provides check risk management, authorization
and loss prevention and credit card processing services to
retailers, supermarkets, e-commerce, gaming and check
cashing establishments worldwide.

MasterCard International has become the 55th member
of GlobalPlatform, the cross-industry organization dedi-
cated to developing, managing and promoting associated
aspects of multiple-application smart cards around the
world. MasterCard joins GlobalPlatform’s existing mem-
bership roster of smart card issuers, vendors, industry
groups, public entities and tech companies.
GlobalPlatform was formed in 1999 to create a common
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infrastructure to simplify and reduce expenses involved in
establishing the use of multiapplication smart cards.

CardPlus has entered into a three-year, $500,000 source
code license agreement with Greenland Corp.’s Check
Central Solutions-Network transaction processing soft-
ware. CardPlus now has direct access to and a specific
license for both the previous and current versions of the
Check Central Solutions source code and back-office
operating systems. CardPlus is a single provider of elec-
tronic payment processing services, equipment and cus-
tomer support, offering comprehensive POS services.
Greenland is an information technology holding company.

Paymentech has given certification to APRIVA Inc. for
its full line of point-of-sale readers and its POS system.
With the Paymentech certification, APRIVA’s network can
be used across the country to process its customers’ credit
card transactions. APRIVA provides wireless network
infrastructure as well as software and hardware for mobile
applications. Paymentech provides electronic payment
services in POS transaction processing; last year the com-
pany processed approximately 3.4 billion transactions.

Promotions and Appointments

Sterling Payment Technologies Inc. named Jan Hacker as

Vice President of Client Services for its Tampa, Fla.-
based electronic payments operations center. Hacker will
oversee sales support services for Sterling’s national net-
work of independent sales offices and manage customer
service operations for merchants across the country.
Previously, Hacker served as Senior Director of Client
Relations at Paymentech for 12 years. Sterling Payment
Technologies processes credit, debit, smart and EBT cards
as well as electronic checks for merchants. 

Concord EFS announced two additions to its electronic
commerce service provider staff. Roy Bricker and Peter
M. Hamel will join the Web Payment Services team in
Tempe, Ariz. Bricker’s responsibilities will include devel-
oping business alliances that provide payment acceptance
solutions. Hamel will manage the enhanced data program,
including designing applications. Bricker was previously
with CMGI, developing person-to-person Internet pay-
ments systems, and also served as senior director with
MasterCard International’s Smart Cards Product Group.
Hamel was division president for Ebill and Vice President
and General Manager for Global Payments Inc. and
Modular Data Inc., where he was involved in research and
development of the credit card industry’s first MasterCard
and Visa purchasing card product.
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Quick Rejections ...

T
here isn’t an ISO out there who hasn’t heard the
phrase, “I’m not interested.” How you respond
to that statement is the difference between a
sale and a polite send off.

Because it’s human nature to resist change, most mer-
chants appear happy with the way they currently do busi-
ness. As an independent sales agent, your job is to make
them realize that they’d be happier choosing change, and
it’s not as scary as they might think.

When a merchant says, “Our current service is fine,” do
you walk away? Of course not! But the merchant does
have a point. Why would they change over to your service
if they’re satisfied with their current system? 

The answer is simple. Your service will WOW them rather
than just meet their basic needs. Consider the following
responses the next time you come up against disinterest.
You’ll quickly become irresistible!

• “Great. I’m glad to hear you’re satisfied with your serv-
ice. Maybe you weren’t aware of all we offer. Let me tell
you about our benefits and you’ll see how you can go from
satisfied to ecstatic.”

• “I’m glad to hear you make good decisions. Perhaps you
didn’t know about us when you decided to go with
Company X. That may have been the best choice for you
at that time, but now you can get ...”

• “OK, but you and I both know that business is tough.
Your competitors are always at your back. To thrive, not
just survive, your service has to be exemplary. That’s
where we excel – in providing the best, not just adequate,
service. We want you to be thrilled with your service, not
just satisfied.”

• “What do you like the best about your current service?
Well, let me show you how we can expand on that and
give you the best possible service. Don’t you want more
than just the status quo?” 

• “I understand what you’re saying. You don’t want to go
through the effort, time and stress usually associated with
change. I can offer you a way to improve your business
without wasting time or resources so you can start enjoy-
ing not only increased revenue but also more time for a
personal life.”

• “Did you work with a different company before your cur-
rent provider? Why did you change? Were you happy that
you did? Well, you can become even happier!”

... And Overcoming
Objections

D
o you know any
product that is
a b s o l u t e l y,
pos i t ive ly

perfect? Is there even
one salesperson out
there whose pres-
entation is flaw-
less?  Obviously,
there are issues,
no matter how
slight or sub-
stantial, with
sales tech-
niques and serv-
ices – and they
can pop up dur-
ing the course of
any presentation.
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The successful sales agent can transform those apparent
problems by letting the prospect “show” how to solve them.

Ever get anxious about a potential customer asking about
high prices, deployment time, extensive training, etc. before
you even sit down to talk? Rather than second-guess and
stress out about what your prospect will say, take a deep
breath and follow these guidelines:

• Set Yourself Up. Alleviate your biggest fear by allowing
your merchant to voice his or her fears first. By letting your
prospect begin, you can respond with calm, concise answers
to objections. Ask your prospect if he or she has a problem
with anything. They’ll usually say “yes.” Your response:
“Great, let’s talk about it. You go first!”

• Read the Signs. Look for the stiffening of their shoulders.
Listen for the hesitation in their voice. And if you’re really
perceptive, you’ll pick up on their eyebrow activity.

• Speak Out. Address a sticky issue that has your closing
stalled in second gear. Rather than sweat under the stress of
waiting for your prospect to lower the boom, bring attention
to it before they do. That 800-pound gorilla needs to be fed.

• Elaborate. Always thank your prospect for mentioning any
concerns, then ask them to get down and dirty. Present open-
ended questions to expose the real issue that’s keeping them
from a handshake. Don’t be afraid to hear it. 

• Leave Your Comfort Zone. While most salespeople are at
ease talking about their products, services and such, it is the
savvy sales agent who walks out of that zone and into the
merchant’s space. Get each prospect to detail the business, its
capabilities and its customer market to you. That knowledge
becomes your power.  

• Be Ready To Move On. Your time is valuable, and so is
your reputation. Save face and finances by recognizing the
signs of a sale that never will materialize and look to the next
and more promising prospect.

Good Selling

Paul H. Green
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EC2002: Practical Solutions for Treasury and Finance

Highlights: As a treasury or finance professional, one of your most
important goals is to build, maintain and enhance the most
healthy and efficient funds flow infrastructure for your organiza-
tion. With the rapidly changing face of electronic commerce, the
practices to obtain the goals of yesterday don’t always match
the strategies needed for today. Sponsored by NACHA, The
Electronic Payments Association, and AFP, The Association for
Financial Professionals, EC2002 is once-a-year opportunity that
will help you enhance your financial and business processes
and solve your treasury and finance e-challenges. Get "how to"
solutions from experienced treasury, finance and electronic pay-
ments reps from leading corporations, financial institutions, solu-
tions providers and government.

When: Jan. 13-16, 2002
Where: New Orleans Marriott, New Orleans
Registration Fees: NACHA and AFP members: by Jan. 9, $925;

after Jan. 9, $1,025; for groups of three or more, $837 and
$887. Non-members: by Jan. 9, $1,125; after Jan. 9, $1,225;
for groups of three or more, $1,018 and $1,068. Additional
workshop members: $95; Non-members: $145.

How To Sign Up: Online at www.nacha.org. Phone 800-487-9180
or 703-561-1100. Fax 703-713-1641. Mail NACHA, P.O. Box
64193, Baltimore, MD 21264. 

SUPERnet 2002

Highlights: Provides a complete view of broadband infrastructure
and applications. SUPERnet is focused on the needs of emerging
and established service providers and enterprise professionals
in delivering IP-based services over the evolving broadband net-
work. It is a cost-effective way for your company to assemble
essential information about broadband options.

When: Jan. 21-24, 2002.
Where: Santa Clara Convention Center, Santa Clara, Calif.
Registration Fee: $1,395 for one TecForum or a One-Day

Communications Forum, $1,695 for a Two-Day
Communications Forum or a Two-Day Forum reserved for sen-
ior-level attendance, $2,395 for Two-Day Communications
Forums and one TecForum, and  $2,995 for Two TecForums and
the Two-Day Communications Forum.

How To Sign Up: Phone 312-559-4600, fax 312-559-4111 or visit
www.icc.org.
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ATM/SCRIP ISOS
LOOKING FOR
AGENTS

ATM Merchant Systems
(888) 878-8166

ATM SYSTEMS, CORP.
(800) 417-3201

Cash Resources, Inc.
(800) 214-1840

CA$HWAVE / E*TRADE ATM
(888) 227-4350

Data Capture Systems, Inc.
(800) 888-1431

Electronic Cash Systems, Inc.
(888) 327-2864

EPX
(302) 326-0700

E-Z Cash ATM
(888) 823-9286

Financial Technologies, Inc.
(800) 523-2104

NationalLink
(800) 363-9835

Phoenix Cardnet
(305) 338-9316

Samsar ATM Co.
(800) 811-3342

Universal ATM Network
(800) 274-5965

BANKS LOOKING
FOR ISOS/MSPS

Bridgeview Payment Solutions
A Wholly Owned Subsidiary of
Bridgeview Bank and Trust

(888) DO APPLY
Chase Merchant Services

(800) 622-2626 x86016

Comerica Merchant Services
(800) 790-2670

Cross Country Bank
(302) 326-4200 x29112

First American Pymt Sys
(866) GO4 FAPS

First Bank of Beverly Hills
(800) 515-1616 x5429

First Western Bank
(800) 966-4392 x1500

Humboldt Bank Merchant
Services/ATM

(877) 635-3570
National Processing Co.

(800) 672-1964 x 7655
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING
SERVICES

CFI Group
(888) FON-CHEX

Checks by Phone/By Web
(561) 998-9020

CHECK GUARANTEE/
VERIFICATION

CrossCheck, Inc.
(800) 654-2365

E-Chex
(877) 474-8924

Electronic Payment Systems LLC
(800) 863-5995

EZCheck
(800) 549-1220

Global Payments   
(800) 638-4600 x888

Secur-Chex
(888) 603-0978

CONSULTING AND
ADVISORY SERVICES

First Annapolis Consulting, Inc.
(410) 855-8500

DEBIT TRANSACTION
PROCESSING

CashLane
(800) 325-2862

EFT-ACH SETTLEMENT
SERVICES 

1st American Payment Proc.
(480) 785-2262

Network 1 Financial, Inc.
(800) 261-0240

EQUIPMENT

Assoc. Terminal Mgmt (ATM) Grp
(877) 286-4768

Automated Transaction Tech.
(888) 454-1210

BancNet
(713) 629-0906

CardWare International
(740) 522-2150

CDE Services
(800) 858-5016

Electronic Payment Systems LLC
(800) 863-5995

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

Global Payments   
(800) 229-3698

The Horizon Group, Inc.
(888) 265-2220

Hypercom
(800) Hypercom

Ingenico
(770) 594-6000

Lipman USA, Inc.
(516) 484-9898 

MLT &Assoc., Inc. Plastic Refurb
(775) 358-2922

National Processing Company
(800) 672-1964 x 4383

POS Portal, Inc.
(866) 276-7289

Schlumberger Sema
(800) 732-6868 x202

TASQ Technology
(800) 827-8297 

Teertronics, Inc.
(800) 856-2030

Thales e-Transactions, Inc.
(888) 726-3900

Universal ATM Network
(800) 274-5965

VeriFone Finance, Inc.
(800) 694-0269

FREE ELECTRONIC
CHECK RECOVERY

CHEXcollect.com
(631) 691-0666

GIFT CARD PROGRAMS

SwipeCard, Inc
(702) 307-3700

ISO RELATIONSHIPS
AVAILABLE

BioPay Biometric Pymt Svcs
(866) 324-6729

The Brennes-Jones Group, Inc.
(972) 720-1198

Certified Merchant Services
(877) 309-1099

Express Merchant Proc. Sol.
(800) 999-5189 x 7966

First American Payment Systems
(866) GO4 FAPS

Global eTelecom, Inc.
(850) 650-8506

Global Payments
(800) 801-9552

Network 1 Financial, Inc.
(800) 261-0240

PARTNER-AMERICA.COM
(800) 366-1388

Payment Resources Int’l.
(888) 835-1777

Retriever Bankcard
(888) 651-0800

TermNet Merchant Services
(800) 344-8472 x 108

The Resource Guide has
grown to accommodate

increased interest!
To add your company to
our expanding listing, 
call Alex Horvath at

800-757-4441 today.
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Total Merchant Services
(888) 84-TOTAL x14

ISOS/BANKS
PURCHASING ATM
PORTFOLIOS

Midwest Bancard Corporation
(888) 272-4325

Southwest Financial Services, Inc.
(800) 841-0090

ISOS/BANKS
PURCHASING
MERCHANT
PORTFOLIOS

1st Merchants Bancard (FMBS)
(800) 477-0173

Certified Merchant Services
(800) 732-1099 #0

Chase Merchant Services
(800) 622-2626 x84134

Concord EFS, Inc.
(800) 778-4804 x66382

Cross Country Bank
(302) 326-4200 x29112

Merchant Services Incorporated
(800) CARDSWIPE x7934

Network 1 Financial
(800) 903-8819 

ISOS LOOKING FOR
AGENTS

1st Merchants Bancard
(FMBS)

(800) 477-0173
Advanced Merchant Services (AMS)

(888) 355-VISA (8472)
Advanced Payment Services

(800) 414-4286
American Credit Card Proc.Corp.

(800) 310-3812
Approval Payment Solutions, Inc.

(888) 311-7248
BankCard USA

(800)589-8200 x101
The Brennes-Jones Group, Inc.

(972) 720-1198

Business Center USA/Money Tree Inc.
(800) 582-2502

Business Payment Systems
(877) 700-7947 x 242

Certified Merchant Services
(877) 309-1099

Comerica Merchant Services
(800) 790-2670

Concord EFS, Inc.
(800) 778-4804 x 66382

Cornerstone Payment Systems
(866) 277-7589

CPS Group, inc.
(800) 933-0064

Cynergy Data
(800) 933-0064 x 5710

E-Commerce Exchange
(800) 748-6318

ECS Cards
(800) 755-4-ECS x222

Electronic Merchant Systems
(800) 726-2117

Electronic Payment Systems LLC
(800) 863-5995

Electronic Processing, Inc.
(800) 669-7228

EPX 
(302) 326-0700

First American Payment Systems
(866) GO4 FAPS

Imperial Processing Group
(800) 790-2670

Innovative Merchant
Solutions

(800) 397-0707
IRN PAYMENT SYSTEMS

(800) 366-1388
Lynk Systems, Inc.

(866) 828-5965
Merchant Payment Systems

(877) 290-1975
Merchant Services, Inc.

(800) CARDSWIPE
National Processing Co.

(800) 672-1964 x7655
Nationwide Creditcard Center

(800) 910-2265
Netcom Data Southern Corp.

(800) 875-6680
North American Bankcard

(888) 229-5229

Online Data Corporation
(866) 222-2112

Preferred Card Services
(800) 656-0077

Retriever Payment Systems
(800) 376-3399

Signature Card Services
(888) 334-2284

SmartOne Payment Systems
(888) 408-SOPS

Streamline Processing
(800) 845-1069

TermNet Merchant Services
(800) 344-8472 x 108

Total Merchant Services
(888)-84-TOTAL x14

United Merchant Services
(800) 260-3388 x202

U.S. Merchant Systems
(800) 438-7570 #1

Xenex Merchant Services
(888) 918-4409

ISP/E-COMMERCE
PROVIDERS

eCommerce Tools, Inc.
(800) 875-8275

Multiplex Media Corp.
(800) 383-3953 x4321

Tasq.com
(800)827-8297

LEADS GENERATORS

Alpine Group Inc.
(888) 223-4119

California List Management
(866) 4 LISTS 4 U

Telstar
(800) 383-7853

LEASING

Allied Leasing Corp.
(877) 71-LEASE

American P.O.S. Leasing Corp.
(800) 349-6516

Barclay Square Leasing
(866) 396-BSLI

Bond Corporation
(888) 222-0348

Electronic Payment Systems LLC
(800) 863-5995

First Leasing Corp.
(888) 748-7100

Golden Eagle Leasing, Inc.
(800) WE LEASE 

Integrated Leasing Corp.
(800) 398-9701 

LADCO Leasing
(800) 678-8666

Leasecomm Corp.
(800) 424-2499

MERCHANTS LEASING SYSTEMS
(877) 642-7649

Merimac Leasing
(888) 603-0978

Northern Leasing Systems, Inc.
(800) 683-5433 x 8500

TASQ Technology
(800) 827-8297

Tech Leasing International
(800) 414-7654 x 3004

LOYALTY CARDS

Tipsdirectory.com
(888) 564-6847 x5456

U.S. MERCHANT
ACCOUNTS FOR
CANADIANS

PayNet Merchant Services, Inc.
(888) 855-8644

NON-U.S. MERCHANT
ACCOUNTS

PSiGate Payment Services
(877) 374-9444

POS CHECK
CONVERSION

CrossCheck, Inc.
(800) 654-2365

EZCheck
(800) 549-1220
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ElectroCheck
(877) 509-9399

Global eTelecom, Inc.
(850) 650-8506

Nationwide Check Services
(800) 910-2265

POS SUPPLIES

CardWare International
(740) 522-2150

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

Global Payments  
(800) 229-3698

TASQ Technology
(800 827-8297

Valdez Paper Products
(970) 689-1655

PROCESSORS
LOOKING FOR ISOS

First Data Merchant Services
(402) 222-8570

Global Payments   
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

National Processing Company
(800) 672-1964 x7655

REAL-TIME CHECK/
CREDIT CARD
PROCESSING

1st American Payment Proc.
(480) 785-2262

Data Processors Int’l. (DPI)
(888) 541-9800

E-Commerce Exchange
(800) 748-6318

eProcessingNetwork.Com
(800) 971-0997

Online Data Corporation
(866) 222-2112

Netbilling Services
(661) 252-2456

ProPay USA-FaxPay
(888) 486-4701

SITE SURVEYS

Property Resource Network Inc.
(800) 676-1422

SOFTWARE
ALTERNATIVE

GO Software, Inc.
(800) 725-9264

SUPPORT DESK FOR
POS TERMINALS & PC
SOFTWARE

CardWare International
(740) 522-2150

Global Payments   
(336) 760-8120 x1218

TASQ Technology
(800) 827-8297

VIDEO PRODUCTION

Roaring Mouse Productions
(707) 794-9699
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