
I
often have written reviews of
E TA meetings in The Green
Sheet through the years. Some
reviews have been good and

some have been critical. What all of
my reviews have had in common, how-
ever, is that I have tended to talk about
the programs and speakers at each
given event, and often about the poli-
tics of decisions.

This review will spend little time on
these items, with the excep-
tion of my noting that the
April 10-12, 2002 A n n u a l
Meeting in Orlando, Fla.,
was an excellent event that
enjoyed record (more than
2,000) attendance. What I
hope to address instead in
this year's review is both the
apparent risk facing the
industry and my sincere hope
that the ETA can be the cata-
lyst to meet this risk head on.

If you have been around the
industry for a while, you might
have noticed the slow morphing of the
old Bankcard Services A s s o c i a t i o n
(BSA), an association of Independent
Sales and Service organizations built
to unite for a common purpose of
improving the image of ISOs, into the

Electronic Transaction A s s o c i a t i o n
(ETA). I, for one, have been watching
and yet have missed some of the more
subtle changes.

It is a bit like seeing your kids grow
every day. Sometimes the change is so
slow that you just get up one morning
and – SURPRISE – they are looking
you in the eye. Well, in my mind,
watching the ETA is just like finally
recognizing that growth spurt, and for

my money, the organization's maturity
couldn't come at a better time.

While the BSA was built by ISOs for
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"Stand-alone gift card companies are selling gift card processing
into a merchant without regard for the acquirer's risk associated
with the transaction. I think that those companies have an obli-
gation to work with the acquiring community to report the trans-
action activity so that together we can monitor the risk."

See Story on Page 35

SPECIAL REPORT: ETA CONVENTION

This Isn't Your Father's BSA
Organization Anymore

"The FTC isn't going to let
this industry just be a sales
process anymore. ... State
and federal governments
think that the CMS case is
the tip of the iceberg."

— Fred Gumbel
Consultant, CMS Receivership Team  







Advanced Payment $ervices ........................28
Allied Leasing.............................................58
American Credit Card Processing ................78
Bridgeview Payment Solutions......................12
Business Payment Systems ...........................44
CardWare International ..............................64
CDE Services ..............................................46
Certified Merchant Services ........................37
Chase Merchant Services ..............................7
ChexCollect ..................................................6
Comerica Bank ...........................................32
Concord EFS ..............................................23
CreditDiscovery ..........................................73
CrossCheck ................................................42
Cynergy Data ...............................................8
DataCap ....................................................52
E-Commerce Exchange ...............................48
Electronic Data Resources ............................36
Electronic Payment Systems .........................72
First American Payment Systems ..................20
First Data Merchant Services .......................57
Global eTelecom.........................................66
Global Tech Leasing....................................38
GO Software .............................................16
Heartland Payment Systems .........................18
Horizon Group ...........................................80
Integrated Leasing .....................................65
International CyberTrans..............................60
IRN/Partner America ..................................34

LeadMeter.com...........................................68
LinkPoint International .................................71
Lipman USA ...............................................11
Merchant Data Systems ...............................61
Merchant First ............................................14
Merchant Services, Inc. .........................40, 41
Money Tree ................................................33
MSI-New Jersey..........................................27
Network 1 Financial ...................................54
North American Bancard ..............................9
NOVA .......................................................59
NPC ..........................................................62
Online Data ..............................................39
PayNet Merchant Services-Mich. .................30
The Phoenix Group .....................................15
POS Payment Systems .................................70
POS Portal .................................................63
Retriever Payment Systems ...........................31
RichSolutions ..............................................53
Schlumberger .............................................50
Signature Card Services .............................49
SyTec, Inc...................................................56
Tasq Technology .........................................79
Tasq.com....................................................69
Teertronics..................................................45
Thales e-Transactions ....................................2
United Bank Card .......................................10
U.S. Wireless Data .....................................17
VeriFone ...............................................24,25
Vital Merchant Services ...............................19

INDEX TO ADVERTISERS:

Send Press Releases to: press@greensheet.com

Send your Questions, Comments and Feedback to:
greensheet@greensheet.com

Issue 02:04:02  •  April 29, 2002

• 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 Payment Systems • 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-CSRSI  
• Jon Frankel-Certified Merchant Services • Ed Freedman-Total Merchant Services  • Patrick Gaines-LML Payment Systems 
• Alan Gitles-Landmark Merchant Solutions • Russ Goebel-Retriever • Tom Haleas-Bridgeview Payment Solutions 
• Larry Henry-L. Henry Enterprises  • Holli Hobbs-Thales e-Transactions • Jared Isaacman-United Bank Card
• Robert H. Joyce-Alliance Payment Systems • Allen Kopelman-Nationwide Payment Systems  
• Lee Ladd-LADCO Leasing • Mitch Lau-Money Tree Services • Joyce Leiser-US Wireless Data • Gary LaTulippe-Schmooze 
• Dan Lewis-Electro-Check • Anthony Lucatuorto of First Data Merchant Services• 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  • Mike Weigel-Horizon Group 



Page 5

The Trend, Smart Card-Wise

To your best knowledge, what is expected of the smart card mar-
ket in the coming years? Should we finally expect a boom in
smart cards because of the affordability in production or will we
continue to see only a slight increase?

What processors have been preparing for the future and cur-
rently support the use of the Schlumberger MagIC line?

Thanks.
(Anonymous)

Global One Payments
Via e-mail

We published a story on smart cards in issue 02:01:01 (Jan.
14, 2002) of The Green Sheet; it is viewable online in both
HTML or PDF formats at www.greensheet.com/PriorIssues. We
also recently asked our Advisory Board what the merchants
were telling/asking them about smart cards. The consensus
seems to indicate that these are not on the radar screen for mer-
chants or consumers as yet. Look for the detailed Advisory
Board response in issue 02:03:02 (March 25, 2002); this issue
is also available online.

Good Selling!
The Green Sheet Staf f

Sharing the Wealth ... of Information

As a sales manager in the industry, I wanted to let you know
how much I appreciate the articles you publish. They have pro-
vided countless solutions and volumes of information that I can
share with my sales reps. 

I have suggested to all my reps that they subscribe; however, is
it possible for me to print out the articles from the Web site and
distribute for future reference? I would like to be able to stress a
training point or provide information about industry trends. I
want to comply with copyright laws and make certain that prop-
er credit is given to the authors.

Sincerely,
Matthew Hamilton

Transaction Merchant Services

Dear Mr. Hamilton,

Yes, we would welcome you to print specific pages and articles
for training and reference purposes. Our most recent issues,
dating to October 2001, are available online in PDF format and
will print out just as they appear in print; these issues are avail-
able in PDA format for downloading onto handhelds. Prior
issues are also there on the Web site in HTML format, which also
can be printed out.

A subscription to the print version of our magazine, which
includes both The Green Sheet and GSQ, is available FREE to
all salespersons in our industry. We would prefer that each indi-
vidual registers to receive his or her own copy, but we can mail
multiple copies for you to distribute at no charge.

Good Selling!
The Green Sheet Staf f

DYING TO GET ON THE LIST...



ISOs, the ETA now belongs to everyone in
the payments services business, with the
most control in the hands of the largest
organizations. While it's true that the ETA is
no longer just about ISOs, what has hap-
pened is that all of the organizations, from
leasing to the bankcard associations and
beyond, have come to see the benefits that
ISOs bring and want to nurture that success.  

This is reflected in the increase in money
and support that is flowing into the ETA
from its membership. One of things that you first notice
about the new and improving ETA is that it is papered in
advertising. Just about anything you can imagine at an
ETA event can be sponsored. Organizations can sponsor
speakers, water bottles, hall banners, welcome banners,
Internet kiosks, Exhibit Hall aisle signs, pens, hotel key
chains, program covers, golf, lunches, dinners, desserts
and even the Relaxation Center, just to name a few.

While this "commercialization" might make some unhap-
py, the reality is that it makes having such an organization,

its events and even its pro-
grams a financial reality
for ISOs. It also signals
that the association has
arrived and has some sig-
nificant clout.

Now to the risk facing the
industry:

While the number of edu-
cational programs was
limited on April 11 and
12, a special session was

created on the afternoon of April 10 to discuss various
aspects of the recent Federal Trade Commission action
against a large ISO organization.

The speakers for this three-hour session were:
• Holli Targan, Attorney, Jaffe, Raitt, Heuer & Weiss.
• Paul Katz, Attorney, Greenberg Taurig.
• Garrett Vogel, CPA, Receiver, Certified Merchant
Services.
• Fred Gumbel, Consultant, CMS Receivership Team.  

While many attendees may have expected that the session
would talk specifically about the pending FTC complaint
against CMS, the CMS Receiver was quick to note that
neither he nor the other panelists could talk about what
everyone was expecting because the FTC and a federal
judge said they could not because of pending litigation.

Nonetheless, this session was very informative and should
have been on every ISO's priority list. The session should
have scared every ISO organization or bank acquirer in the
room.

As Gumbel, who often works for the FDIC as an industry
expert, explained, "The FTC isn't going to let this industry
just be a sales process anymore." He added, "State and
federal governments think that the CMS case is the tip of
the iceberg," and "Visa is concerned that this FTC action
may damage the Visa brand."

Even though this presentation should have made every
ISO in the room uncomfortable, just contemplating the
thought of being next on the FTC's list, many in the room
expressed concern that ISOs have not been given the
ETA's operating rules and that various somewhat mysteri-
ous processes of the association may be a contributing fac-
tor. Others expressed the view that flagrant violators of
reasonable business practices should be in trouble with the
FTC, and the matter is of little concern to their business.

While both views are naive, in my mind, I was heartened
to see, just by the ETA planning this event, that the asso-
ciation is taking the matter very seriously. One of the
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"The FTC is wanting
acquiring to look more
like consumer credit from
a disclosure point of view.
... ISOs are at financial
and survival risk."

— Fred Gumbel

ETA from Page 1
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scheduled speakers was Mary Dees, who is President-elect
of the ETA, is part of the ETA Government Relations
Committee and also is on the CMS Receivership Team,
but she could not participate because she lost her voice.
When asked if the panel was telling the room that the cur-
rent FTC investigation likely would have an impact on the
industry, Dees said, "Yes, there must be some level of
shakeout."

With many of the aspects in the FTC's complaint against
CMS centering on contractual issues, Gumbel said he has
reviewed 35 separate acquiring agreements from as many
organizations that all, in his opinion, "violate FTC rules in
the area of 'if-then' language."

Targan further detailed specific contractual concerns, not-
ing that the likely "best practices" approach to future
acquirers contracts should be to break the process into
three parts: (1) a short, clear application, in the language

and type size sufficient to be understood by an average
person, and that the application language will need to have
clear and conspicuous language about every fee a mer-
chant might pay, and it needs to be reflected on page 1 of
the application; (2) a contract with clear and conspicuous
language that explains in non-legal terms what each party
to the agreement is contracting to do, with defined cancel-
lation procedures and any cost implications; and (3) an
operating guide that is incorporated into the agreement by
reference.  

Targan explained that all collateral material, including
Web site information, should make only true statements
and claims about the process and the ISO and should be
consistent with the application, contract and operating
guide. Targan also noted that the application must be
signed by a person eligible to execute such an agreement,
and all three pieces should be given to the merchant by the
salesperson.  

Targan said that even if the sponsoring financial institution
may have approved the agreement or application, it does
not relieve the ISO of FTC compliance. Following her
suggested guidelines in the future, she said, MAY protect
acquirers from FTC actions resulting from rogue sales reps
but is not a guarantee to do so.
ISO attendees asked why the FTC was expecting these
changes in the application process and when such changes
must take place. Gumbel explained that these require-
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I, for one, think that if the ETA
can take a leadership position to
co-develop and draft the first
round of possible solutions, the
FTC will listen and the industry
will adopt these guidelines.
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ments always have existed at the
FTC for consumer transactions and
are now being applied to business-
to-business transactions.

He further noted that "the FTC is
wanting acquiring to look more like
consumer credit from a disclosure
point of view," and that "ISOs are at
financial and survival risk."

It often is difficult for an association
to lead because, by nature, such
organizations are more adopters and
followers of industry trends. But the
ETA has a large voice and is unique-
ly qualified to lead the way to a vol-
untary compliance program.

Historically, the FTC likes industry-
led, voluntary-compliance programs
that permit the FTC to look at self-
imposed rules and tinker and sug-
gest, leaving litigation for a later and
hopefully unnecessary last step.

I, for one, think that if the ETA can

take a leadership position to co-
develop and draft the first round of
possible solutions, the FTC will lis-
ten and the industry will adopt these
guidelines. Some of the steps are
obvious.

No matter how much care is taken in
getting the language in merchant
applications and contracts to look
more like consumer-based docu-
ments (although this also must be
done), as an industry we know that
we cannot rely on the sales rep to
give the documents to the merchant
100% of the time.

So, as an example, the ETA might as
part of a voluntary compliance pro-
gram acknowledge this challenge
and require phone contact with every
new customer before the application
process continues, either by confirm-
ing the previous receipt of the appli-
cation, contract and other required
documents, or by requiring the
acquirer/ISO to immediately provide

a copy.

Given the FTC's dislike for the com-
monly accepted practice of combin-
ing, in a single document, multiple
agreements with various service and
product providers, the ETA might
establish a standard that requires
separate signatures and separate doc-
uments for each service and/or con-
tracting party.

While I don't suggest here that these
are necessarily good examples of
standards, they do help to explain the
kinds of elements that must exist.
The FTC will not likely be kind to
CMS, and I don't like to think about
what its next step in our industry is
likely to be. I really think that the
NEW ETA can have a positive influ-
ence on the future of ISOs and is in
position to lead the industry out of
what will surely be difficult chal-
lenges ahead in mitigating this risk.
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Eric Thomson's career spans more than 25 years of successfully applying
financial systems technology to expand profit margins for his clients. His
experience includes managerial positions in international banking (ANZ
Bank), research and development (Visa International), consulting (Ernst &
Young) and major account financial institution sales (NCR). He was a founder
and President of Valutech – a successful systems integrator that delivered
cash management systems into such clients as ARCO, Blue Cross/Blue Shield,
Colgate and McLane Companies. Currently, he is performing consulting
assignments that create new revenue streams for his clients that represent
non-traditional vertical market applications for the ISO distribution channel.

Executive Summary

W
hile more than a year old, this White Paper is
very timely in the sense that it provides a
clear overview of the various ways check
electronification is performed today and is

likely to evolve toward in the near future.

STAR, recently acquired by Concord EFS, is part of the
nation's largest ATM and POS debit network. STAR's her-
itage grew out of the gradual nationwide ATM exchanges
that banks formed to enable their debit cardholders the
convenience of cash withdrawal virtually anywhere across
the country. Consequently, the document, and all of the
case studies, are written from the banker's perspective.

Check electronification is a compelling application for
online debit processors such as STAR in that it represents
massive potential for incremental revenue off its fixed
capital investments – investments long justified for pro-
cessing of ATM and online debit card transactions at the
point-of-sale. The prospect of collecting revenues on an
estimated POS paper check base of 18 billion transactions
is compelling on a number of levels, as described in this
report.

First off, the number of checks is six times larger than the
3 billion POS electronic card transactions in the U.S.
There are a series of transaction fees to be shared between

the acquirer and check writer sides of the transactions on
top of an estimated $2-4 billion in check fraud losses that
can be greatly reduced through online check truncation.

According to the report, retailers stand to gain from pay-
ing less than the estimated $10 billion they now spend
annually for bank and other check-handling fees. These
online checking systems also offer merchants the promise
of greatly reducing the estimated $10 billion in check
fraud they experience annually.

The White Paper does a good job of describing the evolu-
tion of electronic check conversion (ECC) under the direc-
tion of the rules-making organization, the National
Automated Clearinghouse Association (NACHA). STAR
proposes that a more efficient approach to check electron-
ification lies in exploiting the online links it has built
between ATMs/retailer POS terminals and the debit card-
holder banks.

Under its "real-time check electronification" model, each
time a consumer presents a check for payment, the item
will be MICR read/possibly imaged and sent through a
switch that will go directly to the check writer's bank for
either verification or warranty. If the check writer's bank
isn't a part of the debit network, then the transaction will
be authorized and, if approved, will be settled via ACH.

Real-time check conversion transactions are anticipated to
result in accelerated funds availability for the retailer – by
as much as a day or two relative to ACH and even more
time than a paper check.

Under this model, verification is defined as assuring the
retailer that the check writer's account is open and contains
sufficient funds to cover the check – but the funds are
NOT placed on hold and settled. This is what occurs when
the transaction is approved under a "warranty" contract
between the banker and the retailer.

Not surprisingly, the pricing for these two services is
anticipated to be very similar to those charged today under
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Research Report: Check Electronification 
at the Beginning of the 21st Century

Author: STAR Systems, Inc. (Concord EFS)
Date: December 2000
Relevance Rating: High
Web Address:

http://www.star-systems.com/newstar_Final.pdf



check verification and check guaran-
tee, the first on a per-transaction fee
basis and the latter on a percent of
face value of the funds being trans-
ferred. In addition to faster funds
availability, warranty also eliminates
retailer losses for fraud, NSF and
administrative returns.

The challenge for debit network
processors like STAR is to facilitate
their member banks to make the nec-
essary upgrades that enable these
check transactions to look like an
ATM transaction across their network. That is not a small
change. The ATM card numbers are in different formats as
compared to the MICR numbers found on the bottom of
checks.

ATMs also use Personal Identifier Numbers (PINs) to pro-
vide cardholder identification and authorization -- security
missing from personal check writers, who, for whatever
reason, have long decided they will not clutter their minds
trying to remember PINs. Consequently, the check elec-
tronification services provided by debit card processors
will evolve slowly over the next few years as more and

more banks upgrade their checking
account systems to make way for
these new sources of revenue.

Visa estimates that I have read sug-
gest that the most online debit
could hope to penetrate would be
70% of the checking accounts cur-
rently in use across America. The
remaining 30% are checks drawn
on small credit unions and sav-
ings/mutual banks that can't justify
the upgrades needed to provide
real-time check truncation. These

transactions will be converted via ACH.

While the report includes a brief mention of "electronic
check imaging," it leaves it as an optional feature of the
settlement process. This isn't surprising, given the author
of the document. STAR's heritage is as a bank membership
organization that enforced strict guidelines on how to
qualify cardholders and control the distribution and updat-
ing of cards/PIN security systems. Opening a checking
account is a much more relaxed process and explains why
there are so many more people carrying checkbooks than
there are carrying debit cards.

Companies with the most real world experience in check
truncation, such as CrossCheck and TeleCheck, are con-
vinced that capturing the check image before returning the
canceled check back to the consumer is not only prudent,
it makes the business case for providing the service. The
image not only provides vital name and address informa-
tion in the collection of NSF returns, it has proved critical
in the repair and re-submission process needed to collect
administrative returns for MICR misreads.

There is also a wealth of valuable consumer information
on the check when you consider that the name and address
can be extracted, linked to a unique number (MICR line)
and back to the original transaction detail containing the
individual items purchased. As you think about it, these
are all the components a retailer needs to identify high-
value customers and execute a successful loyalty program.

Maybe even more important than any other retailer value-
add, the check image showing the consumer's intention, as
shown in his or her own handwriting, represents the logi-
cal method of resolving consumer disputes without jeop-
ardizing the long-term relationship.

Highlights of Findings

• "While predictions may vary, given consumers' alle-
giance to checks, a more realistic solution is to make
checks easier and less expensive for retailers and financial
institutions to handle. And the best way to do that is to
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Visa estimates that I
have read suggest that
the most online debit

could hope to penetrate
would be 70% of the
checking accounts cur-

rently in use across
America.





make check transactions as paperless – as electronic – as
possible." 

• "The term 'check electronification' applies to a wide vari-
ety of payment processes along a continuum between tra-
ditional paper checks and the complete reliance on paper-
less, totally electronic payment methods." 

• "Electronic check imaging: digitally capturing a photo of
a check and either storing it for future reference or trans-
mitting it to facilitate settlement."

• "Today, two models of check electronification are popu-
lar and growing: electronic check presentment (ECP) and
electronic check conversion (ECC) to an ACH payment."

• "Unlike many other payment forms, ACH conversion
does not generate revenue for financial institutions. First
Union realized that the growing popularity of ACH con-
version could significantly decrease the number of paper
checks retailers were depositing with the bank – along
with the revenue it derived from processing those
deposits."

• "… Faulty data in a negative database can mean false
declines. Retailers could be losing perfectly good sales
because of bad data – and sometimes they're losing the

goodwill of their customers, too." -- Woody Tyner, SVP at
BB&T.

• "Depending upon the level of sophistication required,
retailers generally pay a per-check fee ranging from $.02
to $.20 for verification services. In 1999, retailers paid a
total of $86 million for verification of checks totaling $152
billion."

• "Check warranty (guarantee) fees run between 0.4 and
5.0 percent of the value of a check. In 1999, retailers paid
a total of $200 million to warranty checks totaling $50 bil-
lion."

• "One national retailer estimates that 25% of the checks
that it accepts at POS are tied to a shared financial institu-
tion – both the consumer and the retailer have accounts at
the same institution. As a result, the funds from these
checks are made available to the retailer the same night.
Approximately 50% of all checks have a 'one-day float.'
The remaining 25% have a 'two-day float.' "

• "STAR believes that – within a clear and consistent reg-
ulatory landscape – financial institutions, retailers and
consumers will embrace real-time check electronification
as an important component in the evolving electronic pay-
ments system."  
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T
he Green Sheet is pleased to
announce a new member of
the Advisory Board.
Anthony Lucatuorto of First

Data Merchant Services has joined
our group of industry experts who
have agreed to share their knowledge
with our readership.

Lucatuorto is General Manager of
independent sales organizations and agent bank relation-
ships for First Data Merchant Services, a subsidiary of
First Data Corp. In this role, he manages the success and
profitability of more than 700 clients with about 325,000
active merchants.

During his tenure at First Data, Lucatuorto was General
Manager of the Full-Service Processing portfolio, com-
posed of five financial institution partners with 50,000
merchants and $15 billion in net sales. Previously, he ran
the PNC Merchant Services alliance, which in two years
grew from $7 billion in annual net sales to $11 billion in
annual net sales in 1999, and served as Controller of the
Barnett Merchant Services alliance, managing merchant

profitability.

Before joining First Data in 1995, Lucatuorto held various
strategic planning and financial management roles within
American Express and MasterCard International.

The Green Sheet Advisory Board was formed in 2001 to
serve our readership, the retail financial services inde-
pendent sales organizations and agents. 

Each month, we send the members of the board a series of
industry-related questions. These questions are derived
from readers’queries, inquiries posted to our Web site and
research for future publications.

We then use the Advisory Board responses to generate
articles for The Green Sheet and GSQ publications. We
feel confident that Anthony Lucatuorto will make a signif-
icant contribution to this process.

We would like to encourage our readers to submit ques-
tions and subjects for comment by the Advisory Board.
Please send your suggestions to julie@greensheet.com.
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First Data Executive Joins GS Advisory Board

Do You Need A F l exible 
P ro c e s s i ngS o l u t i on?

•Credit card processing
•Complete payroll processing

•Gift card processing
•Equipment purchasing and rental

•Check guarantee and authorization processing
•Online merchant account information 

•Local sales professionals w w w. e - h p s . c o m1-888-472-0065

w w w. H e a r t l a n d P a y m e n t S y s t e m s . c o m



From POS equipment supplies and deployment to on-line order management, Vital 

has what it takes to keep business moving. Our responsive support team can get your

merchants what they need, when they need it. To find out more about Vital Merchant

Services, call 800-348-1700.

VitalMerchant ServicesSM.
An inventory of successful solutions.

CAPABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry 
via VitalSync

• Just-in-Time Inventory   
Management

QUALITY EQUIPMENT FROM:

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTek
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Several times weekly, The Green Sheet is contacted by someone wanting to
"become an ISO." Along with a request for "how to" materials and guidance,
we often are asked to recommend a source for leads. Several "lead genera-
tors" have posted ads to our Web site. But when we decided to ask the
experts for their opinions regarding lead generators, it was decidedly
thumbs-down, with one exception. Look for a profile on True Advantage in a
future issue.

Gary LaTulippe
S c h m o o z e

" We use a lead-generating service known as Tr u e
Advantage. We have found that they are able to customize
the types of business we are looking for in a geographical
and industry environment. I have been most pleased with
their level of service and insight into my needs and their
anticipation of how I can better utilize their services. The
one reason I had selected this opportunity is that all of the
leads provided have voluntarily submitted their informa-
tion and look forward to hearing from potential suppliers
for their request. You never have to feel that you are tread-
ing on thin ice when you contact these potential clients."

Robert Joyce
Al liance Payment Systems

"No."

Stacy Bell
Advanced Payment Te c h n o l o g i e s

"I think that lead generation is at its best when done inter-
nally. We have tried several different services and have
found them too expensive for what they produce. Lead-
generation services often concentrate too much on quanti-
ty while sacrificing quality. These services rarely give
ISOs the types of leads they need and usually cause greater
frustration for the salesperson because of the poor sale-to-

lead ratios. When done internally, it is much eas-
ier to control the quality and keep the sales reps
motivated with solid leads."

Ross Federgreen
C S R S I

"No, we do not."

Steve Christianson
TransPay Pro c e s s i n g

"NO and No."

Robert Carr
H e a rtland Payment Systems

"No."

Craig Millington
Compass Bank

"We utilize our branch network with a financial reward for
any leads that close. I can't really think of any valuable
ones offhand."

Mitch Lau
Money Tree Serv i c e s

"N/A."

Alan Gitles
M e rchant First Bankcard

"We use our own lead generators – never thought about
using an outside service."

Jared Isaacman
United Bank Card

"Personally, I don't advise it nor have I tried it. Lead gen-
eration, I think, requires a personal touch and a direct
knowledge of the product you're selling. If you use a third-
party company, you're taking a big chance in the first

Question 1: 

Do you use or recommend the use of lead-generating
services? Can you name some (or one) that you feel
GS should profile?

A Leading Question
Generates Mostly

Negative Responses

One of the most important functions of The Green Sheet’s Advisory Board is to give readers insight
into the state of the industry. Their responses to our questions are featured regularly.



place, but you also eliminate some of
the valuable tools in marketing, such
as your personal touch as a sales rep
and vertical sales. I think the concept
of third-party lead generation will not
last very long."

James Marchese
IRN Payment Systems

"We use lead-generating services, and
some of our sales offices do also.  If the list is used prop-
erly, it becomes another resource to add merchants to your
portfolio."

Spring is here, and business is beginning to bud along with the trees. Across
the board we see enthusiasm as we turn the corner on perhaps our shortest
recession in recent memory. New technologies, products and services coupled
with renewed focus on customer care all seem to be leading toward market
growth in 2002.

Robert Joyce
Al liance Payment Systems

"I can't say there's any big opportunity of which I'm aware.
It's pretty much business as usual."

Gary LaTulippe
S c h m o o z e

"I think this opportunity will be to find your market niche
and learn everything you can with respect to these clients.
By specializing you can become an advisor to your clients
and gain their respect and confidence. Referrals are a very
powerful tool, and what better way to help yourself than
by having the endorsement of key players in this segment
of your marketplace? We must continually ask ourselves
each and every day, 'What am I willing to do today that I
didn’t do yesterday?'

"Our opportunities are what we develop, nurture and pres-
ent to our clients. Thinking outside the box has always
been a sales buzzword. Sometimes we overlook the obvi-
ous and forget to see what is inside the box and how we
can better utilize what is already in place but needs revi-
talization.

"Opportunities are created by core qualities of conducting
business – honesty, integrity and the fact that we are asked

to anticipate and create solutions. That being said, the
opportunities manifest themselves, and those of us who
can see beyond will prosper. Those that cannot or will not
will continue to experience the agony of ‘business as
usual.’ "

Lee Ladd
LADCO Leasing

"I feel there is continuing opportunity for cross-selling. I
have reviewed two opportunities in the past month that
should be in all salespersons’ briefcases. New products
should be priority one after service to the existing cus-

tomer."

Steve Christianson
TransPay Pro c e s s i n g

"Not really sure right now. Will take a look at
ETA in Orlando and see what is new. Over the
years we all have faced challenges, such as get-
ting new, honest salespeople, increasing costs
and so on. Sticking to the basics of fair rates and
fees and good customer service is necessary to
keep merchants from moving on you.

Competition is greater than ever, and these relationships
established with your merchant base are invaluable with
the daily onslaught of competition."

Stacy Bell
Advanced Payment Te c h n o l o g i e s

"The big opportunity for ISOs is getting into the biometric
market. People are looking for stronger security, and bio-
metrics is no longer just on the horizon."

Ross Federgreen 
C S R S I

"I believe the biggest opportunity is always the same –
understanding your clients' needs and seeing how you can
fulfill them."

Bill Pittman
R i c h S o l u t i o n s

"I come from the computer (PC) industry. I see a lot of
parallels between the early PC industry and the ISO busi-
ness. Early PC resellers made good money just selling
PCs. Over time the PC became a commodity, and solutions
selling became the name of the game.

"I think the same is true of ISOs. It will be difficult to
make a living just selling a box and similar financial serv-
ices to those of the person next door. I believe ISOs need
to start partnering with other vendors to provide complete
solutions. These solutions will meet all of the businesses'
payment needs – credit, debit, EBT, check, smart cards,
loyalty, gift card, mobile, wireless, etc. These solutions
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Question 2: 

What is the big opportunity for ISOs in early 2002?







will be provided in the form of software services that can be
integrated into the business processes.

"This becomes a win-win – the business wins because it does
not have five terminals on its countertop and it has a more
efficient operation that meets all of its needs. The ISOs win
because they have a differentiated offering with multiple
revenue streams and, for all practical purposes, lock the cus-
tomer into their services (as long as they do their job)
because they have now created a barrier to change."

Scott Wagner
H y p e rc o m

"It's a good time to be a merchant and negotiating a processing deal. The mar-
ketplace is very competitive and hence merchants can hammer themselves out
a good deal. Additionally, instead of just selling countertop boxes that move
money from A to B, ISOs and the like have new opportunities to sell gear that
is multifunctional and robust. So it's kind of a win-win for the merchant and the
sales force. Things like gift card/loyalty, EBT, smart card, electronic signature
capture, just to mention a few, are all additional sales revenue streams for sales-
people – and, moreover, potential revenue streams for merchants."

Craig Millington
Compass Bank

"I really believe that we will start coming out of the mental depression that has
consumed many people since 9/11. I think that the successful ISOs will be the
ones that go after the new start-up mom-and-pop shops and meet their coming-
out needs."

Joyce Leiser
U.S. Wi reless Data

"I believe fixed location wireless is a big opportunity. If the ISO/agent can show
that he can provide his own wireless connection for the existing terminal to talk
to the processor at a cost that is 50% of what the merchant is paying to the local
phone company – it is a way to show an annual savings on processing fees with-
out having to compete on discount rate."

Jared Isaacman
United Bank Card

"The big opportunity for ISOs and agents for 2002 is education. The Green
Sheet is offering the online learning center, and processors/banks have been
offering more seminars and training events. There are a lot of mistakes that
ISOs and agents have been making, and perhaps this year we will stop the
recurring problems. Sales reps bouncing from one processor to another, switch-
ing leasing companies, trying multiple products – it doesn't ever work out. My
mentor in the industry told me you stick with what makes you money, and rela-
tionships are everything. Perhaps if 2002 produces a more educated sales force,
our industry will grow stronger as a whole from the bottom up."

James Marchese
IRN Payment Systems

"The biggest opportunity for ISOs is trying to find the next unique VAR that
distinguishes your company from all others and gains you a competitive edge
in the marketplace. Also, with many states now going to electronic EBT, the
opportunity to gain new merchants will increase for those who offer this serv-
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ice to their merchants."

Robert Carr
H e a rt land Payment Systems

"The big opportunity for ISOs in early
2002 is to take market share from
those acquirers who have cut back
their sales organizations."

Mitch Lau 
Money Tree Serv i c e s

"Wireless and online services."

In this post-dot.com-bubble economy and post-Enron market environment,
business practices, merchant retention and earnings ratios are the industry
challenges. With an optimistic attitude overall, the Green Sheet Advisory
Board sees solutions on the horizon. However, ISOs are facing some signifi-
cant challenges.

Gary LaTulippe
S c h m o o z e

"The looming issue may be the closer examination of how
our industry conducts itself. Clients should become more
aware of what the industry can provide from a positive
aspect and therefore learn what is detrimental to their
cause. That being said, we must constantly look for ways
to remove organizations that do not conform to a higher
standard of conducting business.

"We all have 'basically' the same tools to utilize, so what
inspires a client to allow us to represent his interests? It’s
the integrity and trust that we can instill in this client, the
continued customer service, and the willingness to do
what failures won’t."

Stacy Bell
Advanced Payment Te c h n o l o g i e s

"I really can’t think of any looming problem. Hopefully
what one sees as a problem one can change into a benefit."

Lee Ladd
LADCO Leasing

"Retaining good people. No longer can a salesperson do
well based on equipment sales. The more successful ISOs
will develop pay plans, benefits and products to keep and

motivate their salespeople. Also, quite possibly, financing.

"We are starting to see major changes in the lease business.
Several major lessors have closed their doors in recent
months. Are small-ticket lessors next? We have seen sev-
eral significant policy changes by companies with POS as
a major part of their portfolios. Success in the POS leasing
business is predicated on cost of money and losses. As
losses grow, money dries up and lessors close their doors.
The situation is worth watching carefully."

Ross Federgreen
C S R S I

"Commodity pricing."

Robert Joyce
All iance Payment Systems

"Account retention."

Steve Christianson
TransPay Pro c e s s i n g

"With the declining difference between cost and
retail rates, more and more ISOs are relying on

downgrade markups for increase revenues. Some of these
markups are very high, such as 125-200 basis points on a
non-qualified transaction. Merchants are starting to figure
this out. And since this is not a fee that is generally listed
on a merchant application, some merchant somewhere will
soon figure this out and the CMS/FTC issue will be even
bigger.
"Full disclosure of all rates and fees, including down-
grades, will be necessary to avoid legal action in the
future. The opportunity will be to maintain and grow port-
folios by giving better customer service to avoid making
some merchant or group of merchants mad so they pursue
legal action to get these undisclosed fees refunded."

Bill Pittman
R i c h S o l u t i o n s

"On the e-commerce front – security."

Scott Wagner
H y p e rc o m

"I see two challenges. One is market saturation. The other
is selling ethically. Potentially, in this scenario, one takes
care of the other."

Alan Gitles
M e rchant First Bankcard

"The economy continues to be a question mark, and the
terminal-leasing companies continue to have problems."

Craig Millington
Compass Bank

"RISK ... RISK ... RISK. Things like CMS, the failure of
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Question 3: 

What is the looming problem in the next year, if any?



I S O

Where’s my residual check?

Some things are believable.  Others aren’t.

Know which is which.

You know its unbelievable when you hear it. But do you really have a choice? With MSI,  now you do.

We’re not your typical ISO. Which means we don’t have to do business like an ISO. Which means
you get the benefits of: Quick turnaround. Product and pricing flexibility. Easy and accurate credit

approval. Split funding. Less paperwork. And excellent merchant service and support, so you’re
out selling rather than playing repairman all day. In addition, we will never sell your contract.

That means that you get to keep your residuals. And we get to keep our promise.

We don’t do business any other way.

WE ARE BELIEVABLE.....WE ARE A DIFFERENT

®

Call 1.800.288.8472 and ask for Richard(9) ext.12 or George(9) ext.23 or visit our Web site: www.msihq.com
MSI is a valued partner offering Hypercom products and services. Direct leasing services provided by lease Finance Group (LFG)



Authorize.net firewalls (allowing
access by outsiders), gift card disasters
like those experienced recently by
BB&T and Heartland Bankcard. These
types of occurrences will scare the big-
ger banks into rethinking their position
in bankcard processing."

Robert Carr
H e a rt land Payment Systems

"The looming problem continues to be lack of workable
models to create value for merchants. Heartland has a $14
billion low-risk portfolio, but gift cards have caused some
problems. Heartland brought up the sensitive issue of gift
card risk at the Vital conference [February 2002] to focus
other acquirers on this evolving segment of bankcard use.
I am unaware of any gift card 'disasters' other than a salon
that may cause us a loss that may equal as much as one-
tenth of one basis point of our annual volume. We don't
consider that is a disaster, but we don't like it."

Jared Isaacman
United Bank Card

"The only problems I see for the year to come are further
FTC and government investigations into the industry. I
think processors/ISOs with corrupt business practices
should be exposed and investigated, but an industrywide

witch-hunt could slow the growth and production of
everyone. Don't get me wrong. I think the results of this
will be good, but the possibility of a Pandora's box having
been opened still floats in my head."

Mitch Lau
Money Tree Serv i c e s

"None that I can foresee."

Jared Isaacman
United Bank Card

"The only problems I see for the year to come are further
FTC and government investigations into the industry. I
think processors/ISOs with corrupt business practices
should be exposed and investigated, but an industrywide
witch-hunt could slow the growth and production of
everyone. Don't get me wrong. I think the results of this
will be good, but the possibility of a Pandora's box having
been opened still floats in my head."

James Marchese
IRN Payment Systems

"Certainly the biggest looming problem is what the FTC’s
finding and actions will be in regard to CMS and our
industry. Hopefully government intervention and regula-
tions will not be cost prohibitive for us to conduct our
business in the future."  
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S
ome people find a profession they
like and follow it like a main
highway their whole career.
Others spend years searching for

the road to employment happiness. But
Eula Adams is different – he headed
directly toward success in accounting but
then used those skills to branch off into an
interesting career path of twists and turns. 

Born in Tifton, Ga., Adams grew up in
Jacksonville, Fla., with three brothers and
two working parents. He was fortunate
enough to get a college football scholarship but knew he
didn't have a future in pro ball – in his own estimation, he
was too small, too slow and not gifted enough to advance
beyond the collegiate level.

Finding numbers an easier field to tackle, Adams received
a degree in accounting from Morris Brown College in
1972. He then looked to Harvard Business School,
inspired in part by his wife, Janet. "She had a vision in the
middle of the night that I was in Harvard Business
School," he said.

In the midst of deciding what to do, Adams applied to a
number of institutions while considering entering the work
force as an alternative to a master's degree. Harvard made
Adams an offer in the form of a deferred admission.

At that time, it was rare for Harvard to accept graduate
students for its MBA program without some work experi-
ence. Adams appreciated the opportunity to gain practical
insight into solving problems and worked for two years at
the respected Atlanta accounting firm of Touche Ross
while attending Harvard's rigorous MBA program.

He eventually did receive his MBA from Harvard
Business School in 1976, secured his CPA certification
shortly thereafter and continued at Touche Ross, which a
decade later morphed into Deloitte & Touche.

Adam's career path appeared right on track. "I was inter-
esting in becoming a partner in a large accounting firm,"
says Adams. "My expectation was getting a partnership
within 12 years. I was fortunate to get there in nine."

That was in 1983. Adams soon realized he wasn't satisfied
with just attaining a partnership. "I've always been a per-
son to set reasonable goals, so I get to that goal and say,
'Now what?' I quickly learned there was much more to
being a partner and contributor than I had known. I recal-
ibrated my goals and set my sights on being a manager or

leader in the accounting profession." 

In 1988, Adams was selected as Partner-in-Charge of
Audit Group. His responsibilities included managing a
staff of 100 people and overseeing all firm audits at
Touche. The merger with Deloitte a year later changed the
dynamics of the firm, and Adams became an Executive
Committee member of the Atlanta Deloitte & Touche
office until his resignation from the firm in 1991. The rea-
son for his resignation? He was given an opportunity to
join American Express Information Services Corp., the
predecessor of First Data Corp.

Adams assumed the title of Executive Vice President with
First Data and at the time was wearing two hats – CFO and
CAO for its integrated payments division. For Adams, it
was a dynamic yet difficult opportunity. Having spent 18
years in a familiar industry, he now had to learn an entire-
ly new business environment with unfamiliar policies and
procedures. Nevertheless, Adams embraced it.

"The best thing I could have done was to leave accounting
and accept a challenge to learn a new culture, a whole host
of new things," says Adams. "In accounting, I just didn't
have to work as hard at it. When I came into American
Express ISC, I was called upon to learn more deeply than
I was ever called upon to learn clients' businesses. The
complexity of activities and transactions in real-time – it
was as if I had to learn how to operate at a totally different
pace."

His re-education also altered his approach. "From a
growth perspective, it was terrific," says Adams. "Today
my attitude is, ‘Change is good.' Change gives you an
opportunity to get recharged and re-energized."

While his attitude may have changed, Adam's business
philosophies have remained constant throughout his
career. "Always treat people with respect and dignity,"
Adams says. "Just because you're the senior-most person
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E U LA A DA M S

A Man Who Makes It All Add Up



doesn't mean you have to
always be right. Always look
for and appreciate superior tal-
ent. Line up and always be
recruiting. Existing customers
are like gold. New customers
are precious silver."

And no company has benefited
more from his business acu-
men than First Data. Its deci-
sion to bring him aboard in
1991 as a bench player to learn
the business and grow into his
role was brilliant. When FDC
went public in 1992, Adams' responsibilities expanded to
teleconferencing, cable billing, outbound telemarketing
and the rapidly grown First Data Resources division.

In 1995, Adams was asked to assume the role of President
of First Data's teleservices company, his first real entry
into the finance arena. Responsible for the day-to-day
operations of the teleservices division and its 4,000
employees, Adams stayed in that role for three years. His
next post was Chief Operating Officer for the merchant
acquiring division – namely, First Data Merchant Services.
Six months later, Adams became its President.

Then, in February
2000, the call came for
Adams to bring his
leadership expertise to
Omaha for First Data
Resources on a global
basis. Sharing the stage
with fellow senior exec
David Bailey, A d a m s
took over sales, mar-
keting and client serv-
ices while Bailey han-
dled back-office serv-
ices. By the end of
2000, First Data had

asked Adams to assume full responsibility for the entire
unit of worldwide card-issuing operations.

How has Adams achieved such professional success? And
what of his personal challenges in such a public arena?

"I'm always challenged with an inherent conflict of objec-
tives – trying to create long, sustained growth while
achieving a high level of return for investors and ensuring
employee and customer satisfaction throughout it all,"
says Adams. "I want to work in a place where the employ-
ees really want to wake up and come into work and be the
best they can. I want them to know they're working for
people who recognize them while at the same time I want
customers who will recommend us to others because they
feel we are the best value they can get. I want our share-
holders to want to invest and hold our stock."

Adams admits this sometimes challenges what he believes
in.

"There are always opportunities to optimize, at the
expense of others," Adams says. "Short-term strategies are
sometimes not long-term viable. The real skill is giving
appropriate weight to all initiatives, whether it's employee,
customer or shareholder. For each one of those, I want to
be able to easily perform as a leader."

Adams reflects on a passage he recently read in Jack
Welch's book, "Straight From the Gut:"

" … Not sacrificing your principles is directly related to
the team you line up."

This may very well be Adams' mantra. His team is every-
thing to him.

"We always start with passion, a desire to execute and get
things done," says Adams. "We incorporate confidence,
respect for other people and a high level of motivation." 
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"Short-term strategies are some-
times not long-term viable. The real
skill is giving appropriate weight to
all initiatives, whether it's employee,
customer or shareholder. For each
one of those, I want to be able to
easily perform as a leader."

– Eula Adams





Adams derives his motivation from
his corporate family. "People have
always given me things to do," says
Adams. "They haven't allowed me
the luxury of standing still. They've
forced me to grow, and I've been
lucky to work for people who set
high expectations and give me
recognition."

Paramount to Adam's team philoso-
phy is that the rewards have to be
there as well. "I like to see people
highly rewarded," says A d a m s .
"Some rewards are financial, others
are outward recognition in front of
others. A simple ‘thank you' letting
others know they've done a good job
is just as powerful as money."

With such a positive position, has
Adams ever made a negative choice?
"If I had to pick one thing, it would
be that I wished I had gotten out of
the accounting profession sooner,"
says Adams. 

"I stayed at the party a little too long.
We all have to be careful not to sit in
any one position too long."

Where does he see the payment-pro-
cessing industry sitting?

"I think we have done pretty well in
30 years with credit cards as a means
to pay," says Adams. "I'm impressed
with switching capabilities of fund-
ing and settlement. I'm very proud of
our ability to move large monies.

"However, I think the industry still
has to find a way to continue to be
creative with payment solutions. I
think the challenge for us is to look
at how people conduct business
worldwide. It's amazing to see cash
and checks still used to a significant
degree outside of the U.S. There's
great opportunity for people to use
alternative means to conduct elec-
tronic commerce."

\Another area of opportunity in this
space is the runaway train of mergers
and acquisitions. What is A d a m s '
take on all the buying and selling?

"I call them consolidations," Adams
says. "It's inevitable that those com-
panies that are larger will continue to
get larger. I don't think it's surprising.
As a financial services product, the
credit card is a most successful inno-
vation, an enormous contributor, so
it's not surprising that we see portfo-
lios moved."

Does the community suffer or enjoy
success with those "consolidations?"

Adams responds, "I assume ours is
still a competitive world and sources
of new merchant relationships are
still viable. We are thrilled to be in a
highly competitive arena. We deliver
value to our clients, and if you do
that consistently, the competition
takes care of itself."  
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The shortest distance between yo u
and the bank is a straight line.

1 - 8 0 0 - 7 9 0 - 2 670

www.comerica.com

As an independent sales agent, you’re the middle man f o r
merchant services. Why add more? Comerica’s Agent D i r e c t
program gives you a direct relationship with an a ffiliate of
one of the n a t i o n ’s leading business banks. We provide the
s t a b i l i t y and responsiveness you’re looking for – and now
o ffer you bonus opportunities to earn extra cash up front.
Contact Ken Stewart at 1-800-790-2670. Or at
k e n n e t h _ r _ s t e w a r t @ c o m e r i c a . c o m.

Call Comerica Merchant Services and deal dire ct .
Earn extra cash up front, to o .



What if you could introduce yourself to a new prospect, and

within a matter of moments be able to:

• Take their application

• Get instant approval

• Download the software to get their terminal set up.

Our IMS, the first of its kind in the industry, allows

Money Tree's PA RTNERS to complete an online

m e rchant application and agreement using hand-

held computer or laptop computer at the mer-

chant location. You will receive an account

a p p roval decision within seconds. Once

approved, IMS allows you to then download

a program for the merchant's credit card ter-

minal and the new customer is ready to go.

Instant Merchant System
A breakthrough for Money Tree Partners

visit us at:
Moneytree1.comStability • Reliability • Integrity

Call Partner Sales Today
for a free instructional video

800-582-2502
Services, Inc.

Same Great Rates!
1.48% + 15 Cents
$2.50 statements

Fax Application Program
No annual or monthly fees As seen on Alexander Haig’s

World Business Review
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R
etailers are continu-
ally looking for
ways to attract new
customers to their

stores and get them to buy
more product once they are there. One approach is the gift
card. Of course, the more cynical among you might say
that there are other incentives: The issuer gets the money
up front, much like the traveler's check, and
many consumers will either not redeem the
card at all or will fail to use the full value of
the card by the time it expires. Also, there's
the possibility that lost or stolen cards will
not be reported.

There are more revenue opportuni-
ties: Banks are even issuing
MasterCard gift cards with a fee of,
say, $4 in addition to the value on
the card, plus a $1 fee for each
use of an ATM or cash
advance, plus a 25-cent fee
for either an ATM balance
inquiry or a POS transaction
using a PIN, plus a $1 expired
card fee and a $2.50 processing
fee to restore a card that was lost
or stolen or to redeem unused
balances. Banks love these kinds
of opportunities!

We are seeing a profusion of gift
cards. Visible Results (www.visi-
bleresults.com) runs a loyalty
program for some McDonald's
outlets with a thermal graphic
card that can be swiped through a
terminal to be updated and
updates reward points, alerts
instant winners, makes special
offers and even delivers ads.

Another company, Ernex Marketing Te c h n o l o g i e s
(www.ernexinc.com), offers a system that multiplies loy-
alty points depending on when and where you shop. It also
includes a coupon system. It communicates with the cus-
tomer on a real-time basis via the receipt. 

However, gift cards have been a problematic product for
retailers. Typically, in-store employees steal them, photo-
copy them or find other ways to compromise the integrity
of the system. Issuing and keeping track of gift cards is
manually intensive and error-prone.

One way to solve these problems is to replace paper-based
cards and certificates with a card-based system, which
requires the card to be activated and loaded, and it then can
be decremented with each use after a real-time authoriza-
tion. 

If you are issuing the cards, you want the consumer to
have to come back in your store to reload it. Also, you
want to avoid the scenario where the consumer has a $100
card and uses it for a $5 purchase and gets $95 in cash. A
properly designed system would decrement the card by $5
in this instance and require the consumer to spend the

funds remaining at the store that issued the card. 

Payment-system veterans will remember
the massive fraud that accompanied

the introduction of rechargeable
telephone cards about eight

years ago. Fraudsters
recharged cards
with stolen

credit card num-
bers, and because

the updates were
processed in a batch

environment, the
issuers could not con-

trol their exposure.
Individual card issuers

lost hundreds of millions of
dollars. 

If the card is issued at a
store and the identity is
properly verified at that
time, then the main issue is
to design an electronic solu-
tion to maintain a central-
ized gift card inventory
database and provide user
online inquiry/update infor-
mation, redemption and
sales authorization, interac-

tive update information and audit reporting.

I spoke to Patrick Gaines, CEO of one of the unique gift
card processors, LML Payment Systems (www.lmlpay-
ment.com), and he explained to me how his company's
system works: 

User Online Inventory Access

Authorized personnel access inventory summary and
detail information through online processes. Depending on
their level of security, they have the ability to view, add,

Risks and Solutions in the Gift Card Business

“Gift
cards
have been a
problematic prod-
uct for retailers.
Typically, in-store employees
steal them, photocopy them or
find other ways to compromise the
integrity of the system. Issuing and 
keeping track of gift cards is 
manually intensive and error-prone.”



delete or change information. 

Filters also are provided to
limit the list to: documents not
sold, sold but not redeemed,
redeemed with zero balance,
and balance value range.
These filters also provide the
ability to limit the number of
documents available for view-
ing. 

Processing Steps

Loading – Merchant must cap-
ture the Certificate Serial
Number. This can be done in a
variety of ways: The POS sys-
tem sends an authorization
request to the processor. Processor verifies the serial num-
ber (that it has not been previously sold if this is the initial
loading). The inventory file is updated. When the card is
approved, the balance information is printed on the con-
sumer's receipt via the POS system.

Redemption – Consumer presents card and Serial Number
is captured. POS system sends authorization request to

p r o c e s s o r, who verifies
serial number and open to
buy.
Processor records the
redemption and decre-
ments the outstanding bal-
ance. The POS printer
receives the authorization
request and prints the card-
balance information on the
consumer's receipt. 

Reload of Value – Same as
the above steps, plus the
processor verifies that the
serial number is eligible
for reload (card has previ-
ously been sold). Processor

records the additional value and increases the outstanding
balance. As above, the balance information is always
passed to the POS in the response information.

The LML system generates the following requests: pur-
chase, reversal/void, initial purchase, reload of active card,
accepted with manager approval, balance inquiry, and
time-out reversal. It takes massive computing horsepower
to manage one of these systems; don't try this at home. 

Concerns

There is another side to the gift card equation: What if the
issuer goes bankrupt? What if the retailer won't honor a
previously issued certificate?

Martin J. Uhle, President/COO of Heartland Payment
Systems, Inc., made these points about risk:

"My main concern with gift cards is that they introduce
risk into previously low risk acquiring industries like
restaurants. There has always been gift certificate risk in
restaurants, but those paper gift certificates were hard to
buy and generally not well promoted by the business.

"Gift cards are easy to display and are heavily marketed at
the point-of-purchase. They are hanging on display racks
at thousands of retailers and restaurants, and consumers
love them. Sales are up 400%, according to some recent
reports I have read. I am not against gift cards. 

"However, the merchant charges a consumer's credit card
to fund the gift card. That charge is the acquirer's respon-
sibility, but we have no way of knowing that a gift card
was issued.

"Stand-alone gift card companies are selling gift card pro-
cessing into a merchant without regard for the acquirer's
risk associated with the transaction. I think that those com-
panies have an obligation to work with the acquiring com-
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"My main concern with gift cards
is that they introduce risk into pre-
viously low risk acquiring indus-
tries like restaurants. There has
always been gift certificate risk in
restaurants, but those paper gift
certificates were hard to buy and
generally not well promoted by
the business.”

– Martin J. Uhle 
President/COO, Heartland Payment Systems, Inc., 





munity to report the transaction
activity so that together we can mon-
itor the risk.

"What is the risk I keep referring to?
The gift card represents a service that
will be delivered in the future, and if
the business is no longer operating,
the card-holder can charge back the
purchase of the gift card. Businesses
are being encouraged to sell gift
cards in order to generate cash flow
in tough times, and tough times often
lead to business closings or bank-
ruptcy."

Another concern: If you are out-
sourcing your gift card processing,
how secure is the customer informa-
tion? 

What about cost? In-house programs
can cost as much as 8-10% of sales
to manage. Outsourcing to a vendor
such as LML or Givex
( w w w.givex.com) can reduce this
expense by half. 

Smart Cards

What about smart cards? Aren't they
going to render gift cards obsolete?
Not anytime soon.

Credit card processors are usually
limited to handling authorization and
payment. Their hurdle is a chicken-
and-the-egg situation:

• Issuers haven't issued any signifi-
cant volume of smart cards yet.

• Merchants aren't willing to spend
the money to buy new processing
equipment.

• And processors are reluctant to
spend money to upgrade their net-
works to handle loyalty applications.
This would entail the ability to iden-
tify that the transaction message is
coming from a smart card and then
routing the loyalty portion to the
application vendor.

Applications such as frequent-flyer
miles or a multiple-merchant loyalty
program require too much memory

to be read by a POS terminal and
need to be read at the back end. But
the marketplace is not going to make
use of all the data fields on the smart
card for some time. 

Conclusion

Consumers like the convenience of
gift cards, and merchants like their
ability to drive sales and customer
l o y a l t y. Widespread utilization of
smart card-based systems is still
years away. Recent advances in tech-
nology and computing power have
enabled vendors such as LML
Payment Systems to solve the tradi-
tional problems with fraud with a
complex solution that is beyond the
capability of an individual merchant
to manage in-house.

For more information, you can e-
mail an LML representative, Pete
Stenhjem, at pstenhjem@lmlpay-
ment.com. If you have a question
you want to explore with me, e-mail
me at brandese@cross-check.com.
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C
larke American Checks, Inc. is the quintessential
American business. Founded in 1874, San
Antonio-based Clarke American is one of the
nation's largest printers of checks and other so-

called "security documents" for the financial sector. And,
after all, the proliferation of
checks is a truly A m e r i c a n
phenomenon – the 50 billion
or so checks written here last
year outnumbered the total

written in the rest of the industrialized world by a factor of
three or more.

Considering the stodgy image of checks in this era of high-
tech wizardry, it might seem strange to some that Clarke
American is among the latest recipients of the Malcolm
Baldrige National Quality Award, an honor bestowed by
the National Institute of Standards and Te c h n o l o g y
(NIST). After all, how much technological know-how
does it take to print checks? 

You might be surprised. In
fact, the application of
technology has every-
thing to do with the
expanding role of
checks, and check
companies, in
America today.

I was invited to meet
with executives of
Clarke American on the
morning in March when the awards
were presented by President Bush and Secretary of
Commerce Donald Evans. Charles Korbell, President and
CEO, talked a lot about how Clarke American uses
advanced automation and communications tools to assure
the quickest turnaround of check orders. He also explained
how the company had diversified over the years to offer a
portfolio of services to financial firms, including call cen-
ters.

Korbell spoke mostly about the company's "First in
Service" program. It was an outgrowth of a corporate real-
ization in the early 1990s that excess capacity in check
manufacturing made it difficult to compete on price, he
said.

"That's when we made the all-out commitment to a 'First
in Service' approach to business excellence," Korbell said.

The results have been impressive by any standard. Since

1996, Clarke American has boosted its share of the check-
printing market by 50%; as of year-end 2001, the compa-
ny had a 26% share of the market. Since 1997, business
partner evaluations consistently have shown satisfaction
rates of 96%.

In 2001, more than 20,000 ideas from Clarke American
employees were implemented for an estimated cost sav-
ings to the company of $10 million. Overall employee sat-
isfaction reached 84% in 2000; that same year, Clarke
American said revenues earned per employee rose 84%.
Annual growth in company revenues was 16% in 2000, up
from 4.2% in 1996.

"We have a culture that accepts change as a constant and
where status quo is a problem. The outcome is continuous
and breakthrough improvements that drive results and
inspire our associates to stretch for even higher goals,"
Korbell said in remarks during the awards ceremony.

In the payments arena, this is a crucial differentiator.
Although checks reign supreme in the U.S. economy,

changes in payments habits and related technologies con-
tinue apace. In 1972, few us had any true sense of elec-
tronic payments. By 2000, we were initiating nearly 30
billion electronic payments a year, according to the
Federal Reserve.

Some Background

Malcolm Baldrige was U.S. Secretary of Commerce when
he died unexpectedly in 1987. During his time in
Washington he had been a vocal advocate of initiatives
that could breathe new life into the sagging competitive-
ness of U.S. businesses. Shortly after his death, Congress
passed a bill establishing the Malcolm Baldrige Quality
Award to recognize quality and achievements in American
business.

Prospective award winners devote significant time and
e n e rgy documenting and implementing plans and
improvements in the areas of leadership, strategic plan-
ning, customer and market focus, information and analy-

Honoring Excellence & Checks

Clarke American was the lone 
recipient of the 2001 Baldrige 
Award for the U.S. manufacturing
sector. Past recipients include
Federal Express, Xerox Corp. and
IBM. 



sis, human resources, process
management and results.

Clarke American was the lone
recipient of the 2001 Baldrige
Award for the U.S. manufac-
turing sector. Past recipients
include Federal Express,
Xerox Corp. and IBM. 

In addition to Clarke
American, winners of the 2001
Baldrige Award included Pal's
Sudden Service, a Tennessee-
based fast-food chain, and sev-
eral public-education organiza-
tions.

Commerce Secretary Evans, in remarks during the March
awards ceremony, said the group has set an example to be
emulated by other American businesses. He said an index
of stocks made up of publicly traded Baldrige Award
recipients consistently outperforms the Standard & Poor's
500.

"While performance in the stock market is only one indi-

cator of success, this study
and others show that busi-
nesses that seek excellence
in everything they do can
achieve success in many
areas, including the bottom
line," Evans said. 

Checks and Balances

It's been written here
before, but it deserves
repeating: Checks will not
be eliminated from the
U.S. economy, at least not
in our lifetimes. The fact
that a check company is the
lone manufacturing com-

pany to receive the Baldrige Award for 2001 – a year that
saw the demise of scores of dot.coms after they were
expected to fuel the new "digital economy" – is testimony
to the resilience of check payments in America.

Some observers see it as a shortcoming. "There is a major
discrepancy in the U.S. between the wide use of the
Internet to conduct business and the sluggish adoption of
e-payments. In non-face-to-face payments, the U.S. lags
years behind other advanced economies," complained
Gwenn Bezard, author of a report released in March by
Celent Communications, a New York-based research and
consulting firm.

But wait just a minute. Today, the nation's three largest
check printers, combined, control 95% of a market that
generates $1.8 billion in U.S. revenues. Revenues at
Clarke American last year exceeded $460 million.

Deluxe Corp., located near Minneapolis, is the largest
check printer, with more than $1.2 billion in annual rev-
enues. In 2000, Deluxe spun off its non-check payments
businesses (e.g.: EFT network and ACH processing) into
an independent company, eFunds Corp. Revenues at
eFunds dipped slightly last year, to $513.6 million from
$518.2 million the year before.

Atlanta-based John H. Harland Co., which places third in
check printing market share, has diversified substantially
over the last several years. Company officials credit the
diversification with increasing revenues by about 3% in
2000, for a total of $720.7 million. 

Any way you look at it, check printing and services are a
huge and potentially lucrative segment of the U.S. econo-
my. Others in the payments arena – especially new and
emerging e-payments companies – would be well served
to follow the business quality example set by Clarke
American.  
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excerpt from Celent Communications repor t
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E
very sales manager has worked with salespeople
who are bright, diligent and do a pretty good job
of presenting information about their products
and services. But when it comes time to negoti-

ate the terms and close the deal, they lose the sale. Or, if
they do make it, they leave most of the profits on the table.

Negotiating is the essential sales tool. And here's why:
Sales ability determines gross receipts while negotiating
ability determines profits. Negotiating is also a process
that takes practice. Let me share a formula that guarantees
more sales and greater profits for you and your sales force.
It's built on the acronym SUCCESS.

• Set the Stage. Right from the start, make sure you are
working together, not shooting at each other from opposite
sides like two gunfighters. When you remove the problem
from the person, it allows you both to focus on the prob-
lem like a target and to create solutions together.

When tensions arise in the negotiating process, put things
in perspective by referring back to the gunfighter analogy.
You might physically draw the two scenarios for a stronger
impact. Say, "I feel like we're shooting at each other like
two gunfighters. Can we work together this way, focusing
on the problems together?"

This approach will change the high stress and animosity
found at most negotiations to a more relaxed atmosphere
of trust and cooperation. Consider moving your chair so
you're on the same side of the table, or sit at the side of the
desk and share a corner. Other suggestions for setting the
stage are mirroring the other person's physiology and
matching the rate of their speech.

• Uncover the Issues. Find out what's most important and
why. The direct approach is usually the best. Just ask,
"What's important to you? What do you want out of this?"
It's a good idea to write down the issues as they talk.

• Confine the Issues. Ask, "What else do you consider to
be important?" When you have the main issues written
down, ask, "Is there anything else that should be on this
list?" When they are finished, draw a box around the

issues, to make a point that these are the items that we're
concerned with.

Why confine the issues? To avoid surprises later on. To
eliminate the "Oh, yeahs!"

See if this sounds familiar.You're negotiating an important
issue and you've invested quite a bit of time. You think it
has gone well. Right at the end, when you think it's a done
deal, they say, "Oh, yeah," and they've got some com-
pletely new issue to add. Confining the issues up front pre-
vents this from happening.

• Confirm Intent and Authority. You've uncovered and

Negotiating for SUCCESS
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confined the issues. It's time to con-
firm. To confirm intent, ask, "If we
can come to agreement on these
issues, can we do business? If these
are solved, do we have a deal?" And
second, confirm authority. In other
words, the one who signs the check.
Nothing is more frustrating than
finding you've been negotiating with
the wrong person for two weeks.

A sentence that takes care of this
without offending someone, without
questioning their authority, might be:
"In addition to you, who else will be
involved in the decision-making
process?" I find this is much more
subtle than, "Tell me who's really the
head honcho around here so I don't
waste anymore time with you."

• Evaluate the Issues. There are
three kinds of issues, made easy to
remember by the triple-Bs.
Breadcrumb issues are minor ones
you easily can sweep away. Bacon,
as in "Bringing home the bacon," are

the meat and potatoes of the negotia-
tion and are usually based around
money, terms, rates, etc. The last B
stands for Blocking Issues. If there
are blocking issues, any deal-killers,
you need to know those up front.

• Solve the Problem. This is the part
of the process most people think of
as negotiation. Good negotiators
spend years learning tactics and
strategies. Each new opportunity to
negotiate, including the time you
take afterward to objectively critique
your performance, will help improve
your skills.

• Satisfaction Check. After a solu-
tion has been reached, close the
negotiations with a satisfaction
check. Ask, "How do you feel about
this? Is this something you can live
with?" You're not asking for com-
plete agreement. That would be an
open invitation for trouble since any
effective negotiation involves com-
promise on both sides.

To make the formula work, don't
skip any steps. This sounds so trite
and obvious, but it's incredible how
often this is violated. Any step you
skip is going to cost you in the long
run.

If you don't uncover the issues,
you're not even in the ballpark.

If you don't confine the issues and
then confirm that, if those issues are
taken care of, you have a deal, then
you're going to have an "Oh, yeah."

If you don't find out who has the real
authority, you're going to reach what
you think is the end and hear these
words: "Well, this looks good to me.
Of course, the board has to pass on
all this."

Share this SUCCESS formula with
your sales force and trust the
process. It's designed to cut trouble
off at the pass, validating all of the
hard work with bottom-line results.



Page 47

I
n previous articles, I described how your
merchant can benefit from a lease ver-
sus an outright purchase and, more
important, how YOU EARN HIGH-

ER COMMISSIONS by converting a cash
purchase to a lease. The concept of lowering
up-front costs by spreading out low monthly
payments appeals to merchants' cash-flow
concerns and makes it easier to sell state-of-the-
art technology.

Now it’s time to focus on the math involved. I have found
that most salespeople don’t have a true understanding of
how their commission is derived.

Years ago, when I started working in this industry, my first
question was: What is a factor rate? Put simply, the factor
rate is a monetary conversion table. This table allows you
to calculate monthly payments spread over the term of a
given lease, for a specific dollar amount.

The conversion affords you the ability to calculate your
base costs, sales expenses and marketing fees to create a
value for your product or service. Then, using your factor
rate, you can convert these costs into your merchant's
monthly fee and thereby project your commission.

Confused? Don't be. It sounds much harder than it is. For
the sake of this article, let's assume the term of the lease is
48 months and the factor rate is .0300:

1. If the ISO wishes to receive $1,200, then to arrive at the
merchant's monthly payment, simply multiply $1,200
times the .0300 factor rate to arrive at $36 – the $36 being
the merchant's base monthly payment.

2. Conversely, if the merchant can afford to pay only $30
per month and the ISO needs to calculate the gross com-
mission he or she would receive for the lease, simply
divide $30 by the .0300 factor rate to arrive at $1,000. In

this example, the ISO
receives $200 less. 

As I mentioned in previous arti-
cles, most leasing companies in our
industry accept a "range" of prices for
the different types of equipment. This
enables you to predetermine your commis-
sion based upon what your market can bear.

So, with an understanding of the factor rates in
advance of your contact with your potential client, if
the same merchant were to agree to a payment of $39
per month, the commission would be $1,300 or an
INCREASED COMMISSION OF $100.

Obviously, the pricing level a leasing company tolerates as
to what is an acceptable funding range must be within rea-
son. Most leasing companies in our industry hold to a
maximum funding formula. This formula is usually a mul-
tiple of the equipment costs, which include the ISO’s mar-
keting, sales and installation fees.

The leasing company usually establishes a price guideline
that the ISO must follow. Based upon varying factors, such
as geographic region, economic environment and stiffness
of competition, the ISO can maximize his or her profit.

Next: Merchant quality.

Leasing 101: Learning the Basics, Learning the Math

By Corey Saftler
President, Integrated Leasing Corp.





Turn Yourself into a
Media Marvel

In the future everyone will be famous for fifteen
minutes. – "The Andy Warhol Diaries," July 27, 1978
and June 2, 1983.

W
hether you’re charting a course
to stardom, an unwitting soul
cast into a media melee or a busi-
nessperson hoping to generate a

little buzz about yourself in the community, you
should know how to handle working with the
news media. Since most of us are not the kind of
people the media seeks out with requests for inter-
views, arming ourselves with the skills to get our
stories told is essential. 

For any ISO, setting yourself apart from the competition
is part of beating the competition. In getting your cus-
tomers and potential customers to see you separately from
all the others, maybe your goal is to promote the services
you offer. Maybe your goal is to gain respectability and
become better known within your community.

Working with the press – and getting the press to work for
you – can be an effective tool in letting people know about
yourself and growing a business. You might be missing out
on some valuable opportunities to tell people about your-
self and how you do business. The media can be beneficial
to promoting products and services, but you have to know
how to approach it, what to give it and who your audience
is. 

Public relations expert Edward Segal’s client list includes
large corporations and organizations as well as individuals
and smaller companies. He has placed articles, arranged
T V interviews, created campaigns and acted as a
spokesperson for more than 500 clients. He conducts sem-
inars and writes articles, showing average people how to
use PR tactics. His simple writing style provides all the
nuts and bolts you’ll need to assemble a complex cam-
paign or to promote your business.

Most of us practice public relations every day, telling cus-
tomers and clients or bosses and coworkers what we want
them to know in meetings, job interviews or sales presen-
tations. We tell people about ourselves, our businesses, our
endeavors. We try to get our messages across. We promote
ourselves.

The same principles apply to an independent sales profes-
sional trying to close a sale – you have to know who your
customers are and what they want to buy.

In order to tell your story, you
have to sell your story. Segal’s guide to

public relations and self-promotion provides an
excellent overview of how to do just that. The book is

divided into short chapters and covers the entire process of
getting free publicity, from planning to implementing.
Worksheet forms will help formulate ideas and strategies
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and define goals and audiences.

In Chapter 6, "Your Fame IQ," Segal
recommends taking inventory of
your products, services, expertise
and accomplishments:

"Once you’ve decided why you want
to be famous and how famous you
want to be, it’s time to identify and
prioritize which aspects of your busi-
ness or professional life you want to
be famous for, and why. ...

"This inventory should reflect your
career objectives, professional goals,
business plan or organization’s mar-
keting strategy. What aspect of your
personal or professional life can
serve as the reason a news organiza-
tion would want to do a story about
you?" 

Answering the questions Segal puts
forth throughout the book will help
you define your goals and should get
your creative juices flowing – the

idea is not to be shy when telling
your story. He also provides sugges-
tions, and discusses each, for coming
up with ways to generate stories
about yourself or at least get your
name out there. 

For example, Segal suggests making
yourself a reliable source of informa-
tion – let your local paper know what
your area of business expertise is and
be a dependable resource for back-
ground information or even direct
quotes.

In Chapter 41 he suggests sending
press releases to the information-
hungry news wire services used by
all print, broadcast and electronic
media.

The book does cover a number of
areas that probably will never apply
to average people, but even these
sections contain common-sense
advice applicable to doing business
in a professional manner. For

instance, when you’re dressing for a
TV interview, Segal’s wardrobe tips
also make sense for dressing for
business meetings.

Of course, consulting a professional
public relations consultant is sage
advice – as Segal says in Chapter 45,
it’s not as easy as it might look.

Just because an editor receives a
press release does not guarantee it
will be published or even read. PR
people can help with formulating
plans, devising communications and
seeking out media coverage as much
or as little as suits your budget.

What separates your PR story from
everyone else’s is exactly the same
thing that sets you apart from your
business competitors. You need to
make sure everyone else knows
exactly what that is. With help from
Edward Segal’s "Getting Your 15
Minutes of Fame and More!," your
efforts should be rewarded.  
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f i rewall protection. SchlumbergerSema offers a complete range of POS terminals, including RF, IR,
p o rtable, 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 8 0 0 . 7 3 2 . 6 8 6 8, ext. 202 or visit us at w w w. s l b . c o m.



Y
our merchant is thinking
about upgrading his or her
system. You're eager to
comply and stand at the

ready with an appealing assortment
of the latest terminals, scanners and
readers. Then the merchant asks,
"What do I do with my old equip-
ment?" Your reply: "Call POS Plus."

As a leading provider of refurbished
IBM, NCR, Symbol, PSC and other
notable manufacturers' point-of-sale
terminals, scanning devices and con-
trol units, POS Plus is always in the
market for used equipment. Its niche
is serving the needs of general retail,
hospitality and grocery businesses.

That niche was discovered by POS
Plus President Steven Shipley, who
got his feet wet back in 1982 when
he worked for a company called
Dataserve handling a variety of
things, including leasing and mainte-
nance of POS terminals, banking
units and various computer equip-
ment. Dataserve subsequently was
purchased by Bell South.

Bell South didn't see a future in pay-
ment-processing equipment and
decided to get out of the POS busi-
ness shortly after the acquisition, so
Shipley decided to get out of Bell
South. His belief is that one never
leaves the business, one just changes
companies. He ultimately took his
network of business relationships
and started his own company –
namely, POS Plus.

"I wanted to control my own destiny
rather than have someone else con-

trol it for me," says Shipley. "I want-
ed to build a customer-oriented busi-
ness."

That was in 1991 in Minnesota. For
the next 2 1/2 years, Shipley did it
all, from invoicing to packing boxes
to selling. In 1994, he expanded his
s t a ff, outsourced refurbishing and
took POS Plus to the next level.

Then in 1996, POS Plus went
through another major restructure.
When a competitor purchased his
refurbishing partner, Shipley
brought all POS Plus refurbishing
operations in-house. The company
moved from a 300-square-foot space
to an impressive 15,000-square-foot
headquarters.

"We now have a new 26,000-square-
foot building with 24 employees,"
Shipley says with pride.

That pride is reflected in Shipley's
business philosophy. "We believe in
keeping the customer happy, doing
whatever you can. It's much easier to
keep existing ones than finding new
ones," he says.

How does POS Plus keep its cus-
tomers? "We have a tremendous
amount of knowledge and more than
50 years of collective experience,"
says Shipley. "All of us are experts
in the field. We are honest and ethi-
cal. I guess you could say our differ-
entiators are knowledge, experience
and integrity."

POS Plus works with businesses
across the board, internationally as
well as domestically. "Within the last
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POS Plus, Inc.

ISO contact:
Steven Shipley
Phone: 800-677-5913
E-mail: Shipley@posplusin.com

Company address:
8185 Upland Circle
Chanhassen, MN 55317
Phone: 800-677-5913
Fax: 952-448-9725
Web site: www.posplusinc.com

ISO benefits:
• Excellent source of used terminals.
• Equipment is thoroughly cleaned and

refurbished.
• Machines rebuilt to customer's exact

specifications.
• Three types of warranties available.

Nip and Tuck for Terminals



12 months, we've shipped to
G e r m a n y, England and A u s t r a l i a ,
though we probably buy more equip-
ment internationally than sell it,"
says Shipley.

Within the last 12 months, POS Plus
also has sold more than 3,000 termi-
nals alone, not including scanners
and control units. While its prices are
competitive, Shipley admits some
frustration in getting some mer-
chants past the price tag. 

"Merchants may be more aware of
technology, more sophisticated about
the marketplace, but our frustration
comes when customers just look at
the dollar quote," says Shipley.
"They think they're comparing
apples to apples." 

According to Shipley, that is not the
case. POS Plus provides a level of
refurbishment quality that no one
else can. Upon arrival at POS Plus
headquarters, all components are dis-

assembled and thoroughly cleaned.
Technicians will repair or replace
components as needed and repaint
covers if necessary to ensure a like-
new appearance.

In keeping with the POS Plus com-
mitment to customer satisfaction,
machines are assembled to the
client's specific configuration, with
memory installed and the correct
cables connected. All machines are
tested for display brightness, key-
board operation and printer quality.
Any components that fail these tests
are repaired or replaced, then tested
again.

The renewed and improved
machines are then packed for ship-
ping in custom-fitted boxes with
machine type, model number and
serial number printed on the box
exterior for easy reference.

If all that isn't enough, POS Plus
covers each refurbished piece of

equipment with a warranty. Three
types are available – manufacturer's
w a r r a n t y, third-party maintenance
warranty or self-maintenance war-
ranty.

"We guarantee all equipment will be
accepted by the corresponding origi-
nal manufacturer or third-party
maintenance organization," says
S h i p l e y. "As for the self-mainte-
nance warranty, some of our cus-
tomers have in-house staff that main-
tain their equipment, and we offer 30
to 90 days in that case."

POS Plus gets its stock from other
retailers or leasing companies, bank-
ruptcies and acquired companies that
are doing technology upgrades. In
addition to the major merchant mar-
ket, from time to time POS Plus also
sells to software vendors who pro-
vide used equipment as part of their
hardware and software packages. 

One area of the business that POS
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Plus doesn't need to expend a lot of
resources for is customer support.
While it does overnight parts if
something go down, POS doesn't
require a large customer- s u p p o r t
division.

As Shipley puts it, "We are a cash-
and-carry business, a simple opera-
tion. We don't deal in software and
we don't deal with unknowledgeable
customers. We're not educators or
trainers. We're just suppliers of
equipment."

However, Shipley is quick to point
out how closely POS Plus works
with its customers. "We talk every
day to retailers, helping them plan
what equipment they need," says
Shipley. "We'll get those hard-to-find
terminals for them or recommend
something similar. We'll even send
out test machines."

Whether it's a new or existing cus-
tomer, POS Plus will provide test

machines for those who aren't quite
sure refurbish is the way they want to
go. The trial period can be as short as
30 days or as long as six months –
another example of going the extra
mile to keep its customers happy.

POS Plus would appear to be meet-
ing its challenges head on. One of
the biggest challenges Shipley faces
on a regular basis is continuing to
grow the company with the right
people. Another challenge is the sea-
sonal aspect of the business.

Refurbished equipment specialists
usually are busy from mid-April
through October, but the last year
was a bit different for POS Plus.
"We've been going steady for the last
12 months," says Shipley. "We
haven't been able to catch our breath
this year, but it's a good thing."

For merchants, the good thing that
POS Plus brings them is the ability to
keep equipment costs down.

"People like to save money, and not
every retailer needs the greatest tech-
nology and the newest product," says
Shipley. "On the other hand, some
people see the creation of an oppor-
tunity to get rid of the old generation
and bring in the new. That's where
we step in. We'll help you get rid of
the old."

Despite the obvious direction POS
Plus is headed in, Shipley doesn't
have big plans.

"I don't have great aspirations of
building a giant company. I'm happy
with where we are," he says. "We
will grow based on what our cus-
tomers want us to do. We don't want
to be everything to everybody. It
takes away from our core. Many
companies lose sight of what they're
really good at as they branch out into
other areas. We know what we're
good at and plan on staying good at
it."  
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Turning payments into profits, that's what it's 
all about. And RichSolutions is your key to profit.

• New secure ePayment Web service supports credit cards,
debit cards and check services that you can sell as a lease.

• Sold exclusively through partners lets you set the price
so you can maximize your profit potential.

• Supports retail as well as MOTO & eCommerce industries
allowing integration of on-line and store front operations.     

• Free PC application and browser solution that you can 
resell. 

• New technology that works on any device, any time and 
any place lets you expand your markets.

Learn how you can become a RichSolutions partner.
www.richsolutions.com/partners  •  425.836.4251

Your Key To

RichSolutions, Inc.
e Payment Solutions That Wo r k !



WE WANT TO EARN THE RIGHT TO BE YOUR

PREFERRED MERCHANT ACCOUNT PROVIDER

No one else offers a more comprehensive
program that can top our product, price
and service package!

Sales Program Highlights
• No hidden costs

• Revenue share or buy rate

• Flexible underwriting criteria

•• Set merchants up in one visit

• Zero liability programs – No Risk!

• American Express ESA program

On-line tools, status, commission, residual reports

Portfolio conversion assistance & compensation

•
•
•
•
•
•
•
•

Merchant Account Services

On-line Merchant Application

No minimums or set up fees

Same day approvals

E-commerce solutions – Call for Demo

Effective risk management tools

Accept checks via the Internet – $$$

MID/TID in 15 minutes electronically

Telephone & fax batch summary service

Web access to all virtual merchant history

Recurring & Non-Recurring ACH

24 hour support

Let us Meet or Beat
your current Merchant

Account Program –
Call Today!

(800) 903-8819

“Your One Stop Solution” www.eftsecure.com

•
•
•
•
•
•
•
•
•
•
•



M
any companies could
not withstand the rav-
ages of the ISO storm
that swept the industry

in the last decade, and few of the sur-
vivors maintained a stellar reputa-
tion. But the story of Retriever
Payment Systems renews one's faith
in the payment-processing industry.

It all started in Houston in 1986. A
couple of guys had a dream, a typical
ISO scenario for credit card process-
ing – go out, get merchants and keep
them happy. Their concept, however,
was to differentiate through technol-
ogy. They counted on achieving suc-
cess by bringing different software
applications to the payment-process-
ing table. And they did just that.

"Most people believe that the tip-
capture feature has been on receipts
since the beginning of time," says
Joe Natoli, Executive Vi c e
President/Director of Retriever.
"That's not the case. We were one of
the first to come out with that fea-
ture. We were certainly a forerunner
in the development of payment-pro-
cessing technology."

In 1987, Retriever Payments wel-
comed a new CEO, Bill Higgins,
who took the company to the next
level. Within the first year under
Higgins' leadership, Retriever's mer-
chant base went from 100 to more
than 1,000. In 1993, First National
Bank of Omaha purchased the entire
ownership of Retriever, and the
company became a wholly owned
subsidiary of FNBO. 

Right after that, Higgins became
President of Retriever and changed
its philosophy from a heavy empha-
sis on writing software to one of
sales and marketing.

"Bill felt our customer was the inde-
pendent sales organization as well as
the merchant;" says Natoli. "Our
sales organizations became our pri-
mary customer."

That philosophy refocused the com-
pany's internal IT department and
software writers, who starting devel-
oping systems to help ISOs bring
aboard merchants more quickly and
easily. They realized the more tech-
nology they drove down to the field,
the easier it is for the ISOs to grow
and manage their businesses. They
left the software development to the
equipment manufacturers.

While its competitors focused on the
merchants, Retriever committed its
offerings to the ISO community.

"If you want to know what a mer-
chant wants or needs, the ISO can
tell you," says Natoli. "No matter
what technology you use, this is still
a people business. If you lose the
connectivity with the field, you'll
lose the connectivity with mer-
chants."

How did Retriever implement this
noble approach? One of its most
e ffective strategies was putting
together an advisory board elected
by ISOs that is still in existence
today. The board meets quarterly and
reviews Retriever's operations from
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Retriever Payment
Systems

ISO contact:
Joe Natoli, Executive Vice

President/Director
Phone: 800-376-3399
E-mail: jnatoli@rpsionline.com

Company address:
20405 State Highway 249, Suite 700
Houston, TX 77070
Phone: 800-376-3399 or 281-376-

8899
Fax: 281-257-2937
Web site: www.retrieveronline.com

ISO benefits:
• ISOs are primary customers.
• Small merchants get treated like

large merchants.
• Will work with ISO of any size.
• Paid out $1.3 million in residuals in

one recent month.
• Top-notch leasing program.
• Has forged alliances with major

industry players.
• On-site training.

A Provider for All Seasons
... and Systems



a corporate standpoint. It gathers
information from the sales organiza-
tions about what they need, current
trends, and areas to focus on. It uti-
lizes that information to help decide
what products and services to offer.

Many ideas that originated in that
boardroom have translated to effec-
tive programs and products, such as
tender, gift and loyalty programs as
well as a very organized agent bank
program. Retriever Check is the con-
version and guarantee offering that
got its start from a board member.
Another board member brought the
concept of a government division to
Retriever that works with federal,
state and community offices that
accept credit card payments.

For the most part, Retriever's target
market is small to midsize mer-
chants. It is a strong yet geographi-
cally diverse portfolio of merchants
with an average sales base of
$150,000.

"We are able to deliver a level of
service to the smaller merchant that
is usually given to the larger mer-
chants," says Natoli. "It has helped
us to grow."

In 2000, Retriever boasted 70,000
merchants. That figure increased to
more than 80,000 in 2001. 

It would appear that Retriever does-
n't feel the competition. Not so,
according to Natoli.

"Of course we have competitors," he
says. "It's tough for ISOs to compete
in the merchant business. For anyone
to say they don't have competitors,
they're kidding themselves. I like to
think we are our own competition in
our agility to grow directly related to
our getting our message out there –
but someone is always chasing you."

It still comes down to people for
R e t r i e v e r, though it doesn't take
everyone who knocks on its door.

"We are not the processor for every
ISO," says Natoli. "If you want to
build a residual base and grow their
business, we are here for you."

And are they ever. In one recent
month, Retriever paid out $1.3 mil-
lion in residuals. "When ISOs come
to us, they say, 'Oh my gosh, I didn't
know a place like this existed,' " says
Natoli.

According to Natoli, one of the
things ISOs find most appealing
about Retriever is the fact that it has
been around a long time with the
same name and same basic philoso-
phy of customer first. Retriever has a
history of paying not only a lot of
money out but always meeting its
obligations for residuals to its ISOs.
Retired ISOs still get a check, as do
ISOs who have left the family to
marry into another processor but
have merchants still under the
Retriever umbrella. 
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Retriever wants professionals who are in it for
the long run, who focus on building a residual

base.

" You have people who
want to build a base but

don't have the luxury
of time, so their
focus is on brand
new start-up mer-
chants or heavy
emphasis on
e q u i p m e n t , "
says Natoli.
"They're not
aware of what

real residual
stream means."

Retriever is deter-
mined to show those

ISOs the true meaning of
revenue.

Retriever also claims to have one of the
best leasing programs. When Retriever
approves a merchant account, the lease is

automatically guaranteed. There are no
denials of leases on merchants who get
approved. 

And getting that nod is not too difficult.
Depending on the size and type of merchant,
Retriever has a volume-based program or
fast-track approval. About 70-75% of all
applications get same-day approval. It then
goes to download mode, and ISOs are ready
to load their merchants the following day.

The challenges Retriever faces are usually on
auxiliary services. When the app is missing
data or the volume is larger than the standard
auto approve, it goes through a regular review
process that normally takes at least 48 hours. 

Because Retriever doesn't restrict the size of
its merchants, it doesn't restrict the size of the
ISO with whom it works. "Some of our oldest
and finest organizations are husband-and-wife
teams who work out of their home office or
two guys or two gals as well as some organi-
zations with 20 to 30 reps," says Natoli. "Our
service department treats them all the same."
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That service department provides
quality customer support. With a
long established, 24/7 in-house sup-
port center. Retriever provides a live
voice at anytime to answer any ques-
tions from any customer, be it ISO or
merchant.

However, Retriever has gone one
step further for the customer: Each
ISO is assigned a company rep.
Merchant set-up teams are coordi-
nated to ensure quality of service and
merchant happiness. Once they join
the Retriever team, ISOs are mandat-
ed to attend a three-day training sem-
inar. While ISOs are responsible for
their own airfare and hotel expenses,
the training seminar is free, meals
and materials included.

"If you are serious enough about
joining an organization that cares
about your future, you'll get here,"
says Natoli. "We do not send out a

package, say sign here and go get
your merchant. That's not us. We will
never do that."

Retriever also has on-site training
when the organization is big enough
or multiple ISOs exist in the same
area. After completion of the initial
training, ISOs join a merchant set-up
team led by a company rep who
makes sure the new org a n i z a t i o n
understands all the idiosyncrasies of
getting its deals processed. The new
group merchant set-up team goes for
90 days with ISOs assigned to one of
two areas, either into a merchant set-
up team designed to handle big ISOs
or a team designed to work with
smaller ISOs. 

"We instituted this concept of set-up
teams for ISOs about two years ago
with similar ISO merchant business
going to like set-up teams," says
Natoli. "If you have the same people
handling the same type of apps, you

have more consistency in accept-
ance, approval and development of
strong working relationships with
your ISOs. We've created a great
working relationship between the
field and the corporate office."

Additional support comes from
Retriever's Web site. The current site
is being phased out, and Retriever's
new Oracle project with new capa-
bilities is being phased in.

"We've spent a considerable amount
of resources to redesign the core of
our systems," says Natoli. "We
bought an Oracle database as well as
all Oracle software apps to drive info
out into the field to merchants."

The restructure will be in three phas-
es over the next nine months. The
first phase has been completed and is
being parallel tested. 

Retriever also has forged alliances
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with other major industry players. Front-end providers are
NDC, Vital and Paymentech, giving ISOs yet another rea-
son to sign up with Retriever.

"I don't know of many other processors that have multiple
choices for their ISOs," says Natoli.

Enjoying a longstanding relationship with NDC, Retriever
is rapidly growing a strong bond with Paymentech, which
Natoli praises for its wonderfully bright employees and
great software offerings. As for Vital, Retriever's new
COO, Eric Turille, was a senior exec at Vital before join-
ing the Retriever management team.

Retriever works with all the major manufacturers in sup-
plying hardware. VeriFone, Hypercom, Lipman, Thales,

Datacard and Citizen are all partners. In the bankcard
arena, in addition to processing Visa and MasterCard,
Retriever also has direct interface with American Express,
Discover, Diners Carte Blanche and JCB.

First National Bank of Omaha is its sponsor bank though
its position with FNBO has changed because of the lever-
aged buyout in December 2001. "First National Bank of
Omaha was gracious to allow us to buy back majority
interest in Retriever," says Natoli. "They still maintain a
minority ownership." 

Natoli lists a number of reasons for the buyout. FNBO and
Retriever had different marketing strategies. While they
enjoyed a great working relationship over the years, grow-
ing the merchant base 30% each year, competition started
to grow between the two partners. Retriever officials
believed that if their company became independent, it
would be able to continue growth along a path they con-
sidered more comfortable. 

"We went to the chairman of Omaha, and he was gracious
to give us the opportunity to grow the business with their
minority ownership," says Natoli. "We found it was chal-
lenging but exciting. Omaha is still a good member bank
to process through and a good partner. It is the best of both
worlds. We now can get an ownership position in the com-
pany and create opportunity for many of our VPs and man-
agers to participate in an option plan that would give them
more of a stake."

Where does Retriever go from here? "I think our future is
great," says Natoli. "We have developed products prior to
the curve like our check conversion product. You are going
to see a lot of merchants moving toward that form of pay-
ment now that they can take a check, truncate and deposit
it direct into their account like a credit card. Our internal
staff is growing annually, and I see it continuing to do so.
The economies of scale we will realize and the investment
in technology we made will enable us to enjoy it."

The company has 265 employees spread among four loca-
tions – its headquarters in Houston and regional offices in
Massachusetts, Arkansas and Florida. At a time when the
payment-processing industry is experienced unprecedent-
ed growth, Retriever is confident it can make the best solu-
tions for ISOs very retrievable.

Page 60

Credit Card Professionals, ISO's,
Independent Agents Wanted!!!

International CyberTrans is a Financially Sound,
Well Capitalized, Rapidly Growing Company owned

and operated by Joyce I. Cook and Martin Hilber,  ICT
has an impeccable reputation, founded on integrity and

run by sales oriented management staff.
Offering...

Interchange + with Revenue Sharing
Electronic Check Conversion
Gift & Loyalty card programs

Low cost Equipment & Software
Quick application turn around

Daily Lease Funding
Excellent Sales Support

24 / 7 Customer Service

Reply in confidence to Alan Forgione  
877-701-5800, or e-mail to

sales@cybertrans.com

"We have developed products prior to the curve like our
check conversion product. You are going to see a lot of
merchants moving toward that form of payment now
that they can take a check, truncate and deposit it direct
into their account like a credit card.”

– Joe Natoli





B a t With The Best
Join our Winning ISO Program and Get:

• Pricing and Service Tailored to Your Organization’s
Specific Needs

• NPC Lease Program with Factors as Low as .0295

• Quick, Easy Approval on Over 300 Merchant Types

• 24/7 Customer Service

• Client Service Representatives Providing Unmatched
ISO Support

• D e p l o y m e n t / D o w n l o a d / M e rchant Training Capabilities

• High Risk/MOTO/Internet/Wireless Solutions

• Debit, EBT & Check Truncation Products

• American Express ESA/Discover EASI Capabilities

• Competitive Equipment Pricing and Class "A"
Support for VeriFone, Hypercom and Nurit

• Lead Generation/Business Development Programs

• NPC Access offers on-line Internet reporting for
both ISOs and your merchants.

Does your processor go to bat for you?

For over 30 years, NPC has been ranked in the top t w o
of all merchant acquirers. Our reputation is built on t h e
tradition of service we provide to both merc h a n t s and
Independent Sales Organizations.

NPC offers unmatched customer care, over a decade of
residual paying history, and approval on over 98% of
your merchants within 24 hours.

Let NPC help your organization be a home run hitter.

Call today! 800-672-1964 Ext. 4883

WE  P ROCE SS T H E W O R L D ’ S T R A N S A C T I O N S1231 Durrett Lane, Louisville, KY  40213     
www.npc.net



The POS Handoff
Elite 712 and Elite 770 POS Terminals
I N G E N I C O

T
he transaction is being processed – the customer
hands the cashier a card and a PIN must be
entered. Instead of spinning the terminal around,
the clerk simply hands over the PIN pad.

Ingenico's Elite 712 retail and restaurant counter-top ter-
minal offers another solution for businesses looking for
ways to speed up the length of time their customers spend
at the cash register.

Introduced at ETA 2002 in Orlando, Fla., the Elite 712 is
a compact wired terminal featuring a PIN pad that's teth-
ered to the base and lets the operator safely and easily
hand it to the customer to key in the numbers. 

It also has an integrated smart card reader and accepts both
credit and debit cards.

"A terminal with an integrated PIN pad placed on a swiv-
el display that is continuously turned to customers for PIN
entry will eventually strain the communication and power
cables, causing unnecessary downtime," said Mike
Hackney, Ingenico's Financial Systems Vice President and
General Manager.

"Aterminal placed on a swivel requires three times
more counter space than a terminal with an exter-
nal PIN pad. 

"The 712 solves these issues by integrating the
PIN pad and by tethering the terminal to the base
for secure customer PIN entry, providing a much
more reliable and space-efficient payment solu-
tion."

The Elite 712 features EMV level 1 and 2
approval, standard 1 MB of memory, bi-direction-
al magnetic stripe reader, smart card reader and
optional secure access modules, all integrated into
a small and lightweight package for superior
investment protection. 
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The keyboard has a large, bright graph-
ical display for ease of use and intu-
itive transaction entry – further speed-
ing up customer checkout. 

The thermal printer produces crisp,
legible receipts on easy-to-load paper
and requires no ribbon replacement.

The Elite 712 is built on Unicapt architecture for optimum
application portability, secure multi-application accept-
ance and a proven development environment.

The 712 joins Ingenico's Elite family of POS terminals,
including the 510 counter-top and 770 short-range and 780
long-range wireless terminals.

Ingenico also recently announced that its Elite 770 short-
range wireless EFT POS terminal is now available in the
United States. The terminal is designed for electronic pay-
ment acceptance in retail, service, hospitality and restau-
rant establishments.

Ingenico packed a lot into this 1.2-pound compact design.

For businesses and merchants who
want to accept customer payments
at multiple locations anywhere in
the establishment, the Elite 770
offers portable payment and cus-
t o m e r-convenience options while
reducing risks of card skimming. 

It is EMV levels 1 and 2 approved and features an inte-
grated smart card reader for credit and debit card accept-
ance. 

A standard one MB of memory, bi-directional magnetic
stripe reader and optional secure access modules provide
excellent investment protection. Like other terminals in
the Elite line, the 770 is built on Unicapt architecture.

User-friendly features include a four-line back-lit graphi-
cal display and back-lit keyboard for use in any light. The
Elite 770 also has a thermal printer with easy paper-load
and clear receipt printing. 

"The 770 has a powerful short-range modem and secure
PIN pad we've built in that allows it to remotely commu-
nicate with the base for both credit and debit authorization,
providing the payment platform that customers and mer-
chants need," said Hackney.

"Up to five Elite 770 terminals can communicate with a
single base for transaction authorization and settlement. A
cost-effective charging base without a modem is also
available. 

These features add up to an economical payment solution
for businesses that need multiple short-range wireless ter-
minals to optimize customer service while reducing the
opportunity for credit card skimming."

Speeding Up Account
Setup
Merchant Application Express
First Data M e rchant Serv i c e s

I
SOs now have access to a system that covers every-
thing to set up a merchant account and accelerates
the process from start to finish. Web-based credit ini-
tiation, underwriting, account set-up workstations

and tracking are all part of the Merchant Application
Express package, one of five Merchant Express Tools
introduced by First Data Merchant Services at the ETA
annual meeting. 

Merchant Application Express is a turnkey solution for
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ISOs, said Anthony Lucatuorto,
First Data Merchant Services'
General Manager. "It can be
customized for any merchant
acquiring business. Merchant
Application Express is designed
for today's fast-paced merchant
acquiring environment."

The bottom line is that less time spent on administrative
tasks means more time for selling. "ISOs will spend less
time managing account acquisitions and more time earn-
ing revenue from them," Lucatuorto said.

Merchant Application Express will eliminate the tedious
paper application process for ISOs and their merchant
accounts. The customizable tool enables rapid enrollment
for new accounts and gives ISOs the ability to monitor the
accounts. 

Users can key the merchant application data and route the
information automatically to credit officers for faster
approval; in some cases approval can be made on the same
day. Web-based new account credit approval and setup are
available 24 hours a day, seven days a week

ISOs also can customize the features they want to use on

Merchant Application Express,
depending on their merchants'
individual business needs.
Customized reports track
accounts, reduce risk and pro-
vide historical storage of all
applications processed.

Every phase of the merchant acquisition process can be
tracked. From the moment the merchant information is
input, the ISO can instantly track the status of the enroll-
ment. For example, any missing information easily can be
resubmitted and the account will begin generating revenue
sooner.

Merchant Application Express manages the credit under-
writing of new merchant accounts in real-time. T h e
"Reassign" feature lets users automate and balance work-
load. 

A built-in feature called Merchant Record Review lets
ISOs check data entry for accuracy. Other customizable
features include setting mandatory fields, using built-in
security levels to assign user access or segregate by
account types, generating standard reports with the built-
in tool and generating custom reports through its specified
query feature. 
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TeleCheck Buys ICS

TeleCheck Services Inc. has acquired the
assets of International Check Services
(ICS). Terms of the transaction were not
available. The acquisition will merge the
ICS processing system and database of
check writer information with TeleCheck’s
acceptance and risk-management systems. 
Adding ICS’s check writer information to
TeleCheck’s comprehensive database will
improve risk screening, check verification
and guarantee capabilities. Nearly 29,000
new subscribers will be added to TeleCheck’s customer
base. TeleCheck is a subsidiary of First Data Corp. Jim
Lerdal, who in the past served as President and COO of
TeleCheck, was appointed President of ICS in early March
2002.

Verus Acquires Network 1

Network 1 Financial and Verus Financial Management
Inc. have signed a letter of intent to consolidate the two
companies. The deal is subject to approval by the boards
of directors of each company. Verus Financial is a
Nashville, Tenn.-based payment- processing firm, and
Network 1 Financial is a McLean, Va.-based credit card
and ACH processing company. Verus selected Network 1
as its first acquisition to provide the company with a
strong foundation for growth.

Financial Technologies Inc. Looks West

Jackson, Miss.-based electronic transaction services
provider Financial Technologies Inc. (FTI) announced it
has acquired the assets of Automated Cash Systems
(ACS), an ATM company in Fresno, Calif. FTI supplies
services for 1 million ATM transactions and processes
more than $45 million in customer funds. ACS customers
will now have their own personal customer service reps
and access to services such as FTILink, a 24/7 real-time
ATM transaction monitoring system, as well as check
cashing and prepaid cellular availability. The acquisition
will bring FTI’s customer contracts to more than 3,700
nationwide. 

First Data Adds Paymap

First Data Corp. has acquired Paymap Inc., a San
Francisco-based financial services company offering pro-
prietary electronic payment services to financial institu-
tions. Paymap will become part of First Data’s Western
Union Financial Services subsidiary, broadening the scope
and expanding its portfolio of payment services into
unserved markets. Paymap’s services help consumers
manage debt and finances, protect credit and achieve

financial goals. Western Union and Paymap
plan to expand the company’s services to
not only serve the mortgage industry but
also branch out into new segments of the
payments market. Western Union has
120,000 agent locations in 185 countries
and territories around the world. 

InterCept Intercepts iBill

InterCept Inc., a banking technology
products and services provider for commu-
nity financial institutions, has acquired the
assets of Internet Billing Company Ltd.
(iBill), which provides transaction process-
ing services for Web merchants. InterCept

also planned to complete its acquisition of end-to-end
transaction processing services provider Electronic
Payment Exchange Inc. (EPX) by the end of April. By
adding the payment solutions offered by iBill and EPX to
its existing merchant processing division, InterCept will
be able to offer complete solutions for virtual and brick-
and-mortar transactions.

First Data Pairs with Sun Trust Banks

First Data Corp. and subsidiary First Data Merchant
Services have signed an agreement to form an alliance
with SunTrust Banks Inc. to provide merchant credit and
debit card processing services to business customers
throughout the Southeast and Mid-Atlantic states. The
new partnership forms an entity called SunTrust Merchant
Services LLC. It will service nearly 67,000 merchant loca-
tions and is projected to include $20 billion in annual sales
volume, which will place it in the top 12 merchant
bankcard organizations in the nation. First Data will han-
dle management, operations, risk management and sales
activities. SunTrust will support marketing efforts through
its sales channels, including 1,200 retail branch locations
and treasury management groups.

U.S. Wireless Data Signs with Creditel

U.S. Wireless Data Inc. (USWD) has signed an agree-
ment with Creditel to introduce two new payment prod-
ucts for processing transactions with wireless phones.
USWD’s Synapse service will be the payment gateway for
transaction processing and will provide distribution for
Creditel’s products and services. Creditel’s PowerSwipe is
a small card reader that attaches to a merchant’s mobile
phone, adding credit card terminal capabilities with a
lightweight, all-in-one device. PowerPay is an alternative
method of using a mobile phone to enter credit card infor-
mation with keypad entry; it is currently in field trials. The
Synapse platform will route transactions between the mer-
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chant’s mobile phone and the bankcard processor.

Vital Signs with VeriSign

Vital Processing Services has signed a multiyear contract
with VeriSign Inc. Under the terms of the contract, Vital
will become a reseller of VeriSign’s Internet payment
gateway services. Vital will now be able to offer acquirers
VeriSign’s Payflow Pro and Payflow Link Internet pay-
ment-solution services. The partnership will give mer-
chants of all sizes a fast and reliable interface between the
merchant’s Web site and Vital’s one-stop processing net-
work for authorization and capture of "card not present"
transactions. 

MasterCard Works with Welcome Real-Time

MasterCard International and Welcome Real-Ti m e
have signed a global co-marketing agreement to provide
MasterCard member with access to Welcome’s XLSmart.
The technology solution brings smart card-based loyalty
programs to market for members and merchants. XLSmart
products let MasterCard chip-imbedded credit and debit
cards to store, process and deliver the electronic equiva-
lent of reward points, coupons, gift certificates and tickets.
With the system, deployable on Multos and Javacard, mer-
chants can target and modify customers’individual behav-
iors.

MSI to Process for Hitachi Cable

Merchant Services Inc. (MSI), New Jersey, has signed
Hitachi Cable Manchester Inc. (HCM) a division of
Hitachi Ltd., to a multiyear agreement for credit card pro-
cessing services. HCM will use an end-to-end solution
provided by MSI that includes PC-based software, trans-
action authorization and settlement services for credit card
payment. MSI credits MasterCard International’s ISO
Referral Program for the partnership. The program focus-
es on connecting qualified merchant service providers like
MSI with appropriate merchants interested in accepting
MasterCards at their places of business. HCM will be tak-
ing credit cards for the first time and will use the MSI sys-
tem and processing services for the card transactions.

Smart Cards Make It to Big Leagues

Smartix and MasterCard International have teamed to
offer SmartFan chip cards to season ticket holders of five
major league baseball teams. This will be the second sea-
son the San Diego Padres will offer Compradres Awards to
1,000 fans. The Los Angeles Dodgers, St. Louis Cardinals,
Baltimore Orioles and Pittsburgh Pirates teams also have
similar fan programs this year. The SmartFan cards allow
fans to exchange season tickets electronically, transfer
funds to the card for concessions and take advantage of
preferred parking and rewards programs. The program
will be available for National Hockey League fans in the
fall; the SmartFan feature also might become available
through MasterCard issuers.

Record Quarter Results For Humboldt Bank

Humboldt Bancorp reported record first-quarter net
income of $3 million, an increase of $3.9 million over the
same period in 2001. The bank’s total revenues, including
net interest income and non-interest income, increased 9
percent for the first quarter. Humboldt Bancorp offers con-
sumer and business banking services through its three
affiliate bank subsidiaries in Northern California and is the
nation’s 25th-largest processor of credit and debit card
transactions.

Elite 510 Certified Class B

Ingenico has received Class B restaurant platform certifi-
cation from Vital Processing Services for its Elite 510
counter-top terminal. The Elite 510 is a compact, integrat-
ed EFT POS terminal that provides a single solution for
electronic transaction acceptance and processing. It is built
on Unicapt architecture, has EMV levels 1 and 2 approved
integrated smart card reader and IP communications, pro-
vides optimum application portability and secure multi-
application acceptance. The Elite 510’s user- f r i e n d l y
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design features superior operator lead-through with a sim-
ple-to-use keyboard for intuitive transaction entry and
faster customer checkout, and it has an easy-loading, legi-
ble thermal printer.

Very, Very VeriFone

VeriFone Inc. has been selected by Shell Oil Products US
and Motiva Enterprises LLC to provide POS systems at
nearly 22,000 retail outlets. VeriFone’s flexible POS solu-
tions for petroleum retail and convenience store operations
allow the ability to tailor functionality and maximize the
potential of each location. Shell Oil recently acquired
Texaco’s business assets and plans a major nationwide re-
branding of the Texaco retail outlets, including standardi-
zation of POS equipment at corporate-owned and whole-
sale locations. VeriFone’s Ruby SuperSystem features a
clear migration path to open system connectivity and can
manage petro-convenience store operations from card pro-
cessing to fuel control, car wash and tank level monitor-
ing.

Ve r i F o n e and Va l u t e c, the stored-value card system
provider, have announced certification and availability of
loyalty and gift card applications for VeriFone’s Verix
architecture. The pre-packaged gift card and loyalty solu-
tion allows merchants of all sizes access to the benefits of

an electronic gift card program. Acquirers and ISOs now
have an off-the-shelf loyalty solution to offer; this pro-
gram does not require re-certification of the existing pay-
ment application. 

Paymentech became the first U.S. processor to certify
VeriFone’s latest Verix multi-application platform, the all-
in-one "hands-over" Omni 3750 terminal. The Omni 3750
is now certified and installed in 15 countries. Paymentech
is using the terminal, which features a 32-bit processor, to
target markets like grocery, discount and convenience
stores and auto-service locations where transaction times
at the POS are crucial.

MasterCard’s Thinking Globally

With 100 million MasterCard International-branded
smart cards around the world already, the credit card com-
pany has another solution for issuers to offer their con-
sumers. MasterCard’s OneSMART is designed to give its
international member financial institutions marketing sup-
port and technological choices. The new card system
reflects results of market research that showed cardholders
want compelling reasons to use smart cards, which create
profitable programs for members and merchants.
OneSMART has a four-point approach for successful
smart card program implementation, including market-
ready technology, end-to-end implementation support,
global marketing initiatives and consumer value integra-
tion. 

John Arato has been promoted to Senior Vice President
of Sales and Marketing of Golden Eagle Leasing. Golden
Eagle is a wholly owned subsidiary of Hypercom Corp.
and specializes in micro-ticket leasing. Arato has been
with Hypercom for eight years, including experience in
their Transaction Systems Group division’s nationwide
sales efforts as well as in terminal and software sales. His
background includes 19 years in the card payments indus-
try.

Global eTelecom, Inc. announced the appointment of J.
Ronald Williams as President by the corporation's Board
of Directors. Williams has been in the bankcard/check
processing business for the last 17 years and is the founder
and former President of EZCheck, a national check guar-
antee and electronic check conversion company.
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LinkPoint

The LinkPoint AIO is a sophisticated, 
all-in-one payment solution with a sensible,
u s e r-friendly design. The AIO delivers
quick transaction times and superior 
reliability, with support for a full range 
of payment needs, including multiple
applications and merchant IDs. 

An intuitive user interface makes the AIO
easy to learn and easy to use. Its high-
speed, integrated thermal printer stream-
lines installation and everyday operation. 

The LinkPoint AIO: it's all you need to pro-
vide your merchants with efficient, 
all-in-one payment processing.

All You Need . . .  All in One

© 2002 LinkPoint International, Inc.                                   GS0901

Call (888) 903-5505, or visit our Web site at
w w w.linkpoint.com, for detailed inform a t i o n
about the LinkPoint AIO. We offer a complete
suite of versatile POS solutions for all your
transaction processing needs. 





Personality Plus

I
f all merchants were cut from the same cloth, there’d
be no confusion about how to make a pitch and what
to include to ensure the sale. However, each prospect
possesses unique personality quirks. The smart sell-

er recognizes key signs and utilizes corresponding hot but-
tons in personalized sales presentations to increase prof-
itability.

Take a look at some of
the predominant traits
the experts say can
make or break a sale: 

• Fact Finders.
Obsessed with
specifics, this group
responds more posi-
tively to detailed data.
Presentation hot but-
ton: statistics.

• To u c h y - F e e l e r s .
Emotion is the catalyst for this group. If you stir the right
feelings in them, they’ll buy. Presentation hot button: pos-
itive reinforcement.

• Scratch-My-Backers. If you show a willingness to do
something for this group in return for a simple action on
their part, they’re yours. Presentation hot button: rewards
and incentives.

• Tried and Truers. The shy group in this scenario, these
prospects need reassurance that they’re not the first ones
on the block to try out your product. They need to see
proof of success. Presentation hot button: testimonials.

• Benefiters. The "show me" group, these prospects want
to see the benefits of buying your product and services.
Presentation hot button: product results.

• Sense-of-Priders. Responding to products that give their
business meaning and reaffirmation, this group is all about
vision and the big picture. Presentation hot button: strong
symbols.

Stuck in Second Gear

E
veryone’s been there. Whether stalled in a sales
slump or circling the corporate ladder, you find
yourself questioning decisions and concept
choices, beating your head against the wall just

trying to get from point B to point C. 

This phenomenon even has been given a law of manage-
ment moniker by Harvard Business School Professor
Rosabeth Moss Kanter. She classifies it this way:
"Everything looks like failure in the middle." Whether it
be a new presentation approach, a repackaging of products
or a reshuffling of sales staff, every change hits the wall
before it goes over. Some just take a little longer than oth-
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ers to reach fruition. The trick is not bailing before letting it
become a bona fide success. 

Consider the following tips before tossing in the towel:

• Laugh at Murphy’s Law. Yes, things do go wrong some-
times, but admitting defeat too soon solidifies failure. Keep
smiling. 
•Take a Second Look. Every cloud changes shape as it
streams across the sky. So too must your plan if you’re not
achieving the original goal. Re-examine strategies. Re-eval-
uate time frames. Re-energize. 
• Make over the Mission. Now that you’ve done the re-
evaluation and have put together of list of what’s working
and what’s not, it's time to apply. You’ve got the basic good
bone structure. All it will take is educated enhancement. A
makeover will not only make your project look good and
feel good, it will blast you out of that miserable, stuck-in-
the-middle position.
• Let Go. The smart professional is prepared to relinquish
conceptual steps or selected presentation paths for alterna-
tives, if it means getting that much closer to the finish line.
The more rigidly you hold on to one idea, the more suscep-
tible that idea is to snapping. Stay flexible. 
• Be Realistic. Unless you’ve been gifted with powers to see
the future, it’s impossible to predict the outcome of your
project. Accept it, especially if it involves something you’ve
never attempted before and you have nothing to base results
upon. Dreams have great merit. Reality checks keep those
dreams in the main. 
• Keep the Body in Motion. No matter what obstacle
appears in the road, the worst thing to do is shut off your
engine. Lose momentum, no matter how minimal, and it will
take double the effort just to restart the process. Feet, don’t
fail you now.
• Ignore the Naysayers. There’s always someone ready to
say, "I told you so." Tell them this: "I’m an exceptional per-
son with extraordinary talent. This is a minor setback on the
road to a major accomplishment." That should shut ‘em up
for a while. Surround yourself with supporters.  
• Start the Party Early. Where is it written that you can
only celebrate at the end of the day? Why not treat yourself
to a mid-project mini-celebration? You’ve come this far.
With the right toast and the right tone, you’ll get out of slow
gear and into high gear. Then get ready to gun it to the
checkered flag. 

Good Selling!

Paul H. Green

Card Forum & Expo 2002 

Highlights: The 14th Annual Card Forum and Expo is an all-
encompassing event, featuring discussions about the latest issues
surrounding credit, marketing/loyalty, prepaid/debit and mer-
chant acquiring. Redesigned to be the premier card industry
conference for senior card executives, it combines content from
five conferences into one all-encompassing event. This year's
program will feature four highly focused track sessions, allowing
participants to attend only the sessions in which they are most
interested. By bringing together a wide array of industry partici-
pants, this event will be unmatched in its content and network-
ing opportunities.

When: June 2-4, 2002
Where: JW Marriott, Washington, D.C.
Registration Fees: Vary by attendee status and registration date.

Complete details on Web site, www.tfconferences.com, or by
calling 800-803-3424.

How to Sign Up: Online at www.tfconferences.com. Phone 800-803-
3424. Mail form to Thomson Financial Conferences, P.O. Box
71911, Chicago, IL 60694-1911. 

Retail Systems 2002

Highlights: Retail Systems 2002 Conference & Exposition will
integrate its conference program with the influential Voluntary
Interindustry Commerce Standards Association (VICS)
Collaborative Commerce Conference, focusing on retailer-sup-
plier collaboration and creating one forum for the entire retail
industry to gather and exchange ideas. The new program will
offer a unique opportunity for retailers and suppliers to discuss
technology and business issues from a retail, wholesaler and
manufacturer perspective. Attend sessions and hear about
recent systems implementations from leading companies in the
industry. Learn how to make your systems more efficient and
more profitable and maximize technology dollars. Visit with
more than 250 exhibitors and learn about the latest B2B/supply
chain, e-commerce, retail store and corporate technologies. An
online search engine and on-site guides will allow you to make
the most of your time at the show, and the TechTours program
will assist you in locating the right technology solutions for your
company.

When: June 24-27, 2002
Where: McCormick Place, Chicago
Registration Fees: Vary by workshops and program tracks

attended. Complete details on Web site at
www.retailsystems.com or phone 617-527-4626, ext. 111.

How to Register: Visit www.retailsystems.com. Phone (617)
527-4626 for general information.
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(877) 786-4984 x19

ATM Merchant Systems
(888) 878-8166

ATM Systems, Corp.
(800) 417-3201

Cash Resources, Inc.
(800) 214-1840

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

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

EPX
(302) 326-0700

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

Amicus/XtraCash ATM
(888) 712-1600

BANKS LOOKING 
FOR ISOs/MSPs

Bridgeview Payment Solutions
A Wholly Owned Subsidiary of
Bridgeview Bank and Tru s t

(888) DO APPLY
Chase Merchant Serv i c e s

(800) 622-2626 x86016
Comerica Merchant Serv i c e s

(800) 790-2670
C ross Country Bank

(302) 326-4200 x29112

First American Pymt Sys
(866) GO4 FA P S

Humboldt Bank Merchant Serv i c e s / AT M
(877) 635-3570

National Processing Co.
(800) 672-1964 x 7655

Professional Payment Consultants
(402) 496-6381

Redwood Merchant Serv i c e s
(800) 939-9942

Retriever Payment Systems 
(800) 376-3399

CHECK DRAFTING SERV I C E S

C F IG ro u p
(888) FON-CHEX

Checks by Phone/By We b
(561) 998-9020

CHECK GUARANTEE/
V E R I F I C AT I O N

C rossCheck, Inc.
(800) 654-2365

E l e c t ronic Payment Systems LLC
(800) 863-5995

E Z C h e c k
(800) 797-5302 x303

Global Payments   
(800) 638-4600 x888

S e c u r- C h e x
(888) 603-0978

COMPLIANCE/PIN 
E N C RY P T I O N

I N F O R M AT I O N EXCHANGE, INC.
(973) 734-0822

C O N S U LTING AND 
A D V I S O RY SERV I C E S

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

Integrity Bankcard Consultants, Inc.
(800) 816-4224

Novida Consulting
(402) 895-5142

DEBIT TRANSACTION 
P R O C E S S I N G

C a s h L a n e
(800) 325-2862

Global Payments, Inc.
(800) 801-9552

E F T-ACH SETTLEMENT 
S E RV I C E S

1st American Payment Pro c .
(480) 785-2262

Intercept Corporation
(800) 378-3328

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

E Q U I P M E N T

Assoc. Te rminal Mgmt (ATM) Grp
(877) 286-4768

Automated Transaction Te c h .
(888) 454-1210

B a n c N e t
(713) 629-0906

C a rd Wa re Intern a t i o n a l
(740) 522-2150

C D ES e rv i c e s
(800) 858-5016

E l e c t ronic 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

H y p e rc o m
(800) Hyperc o m

I n g e n i c o
(800) 252-1140

Lipman USA, Inc.
(516) 484-9898 

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

National Processing Company
(800) 672-1964 x 4383

P O SP o rtal, Inc.
(866) 276-7289

S c h l u m b e rger Sema
(800) 732-6868 x202

Te e rt ronics, Inc.
(800) 856-2030

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

Universal AT MN e t w o r k
(800) 274-5965

Vital Merchant Serv i c e s
(800) 348-1700

F R E E E L E C T R O N I C
C H E C K R E C O V E RY

C H E X c o l l e c t . c o m
(631) 691-0666

GIFT CARD PROGRAMS

S w i p e C a rd, Inc
(702) 307-3700

I N S TANT MERCHANT
A P P R O VA L S

C re d i t d i s c o v e ry, LLC
(877) 789-4976 x8006

I S O R E L ATIONSHIPS 
AVA I L A B L E

BioPay Biometric Pymt Svcs
(866) 324-6729

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

C e rtified Merchant Serv i c e s
(877) 309-1099

C o C a rd Marketing Group, LLC
(800) 882-1352

E x p ress Merchant Proc. Sol.
(800) 999-5189 x 7966

First American Payment Systems
(866) GO4 FA P S

Global eTelecom, Inc.
(850) 650-8506

Global Payments
(800) 801-9552

M e rchant Data Systems, Inc.
(800) 249-6377

M S I - M e rc h a n tS e rvices, Inc.
(800) 288-8472 x912

The Resource Guide has grown to
accommodate increased interest!
To add your company to    our

expanding listing, 
call 800-757-4441 today.
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Network 1 Financial, Inc.
(800) 261-0240

P a rt n e r- A m e r i c a . c o m
(800) 366-1388

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

Te rmNet Merchant Serv i c e s
(800) 344-8472 x 108

Total Merchant Serv i c e s
(888) 84-TOTAL x14

United Bank Card (UBC)
(800) 201-0461

ISOS/BANKS 
PURCHASING ATM 
P O RT F O L I O S

Midwest Bancard Corporation
(888) 272-4325

ISOs/BANKS PURCHASING
MERCHANT PORT F O L I O S

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

C e rtified Merchant Serv i c e s
(800) 732-1099 #0

Chase Merchant Serv i c e s
(800) 622-2626 x84134

C o n c o rd EFS, Inc.
( 800) 778-4804 x66382

C ross Country Bank
(302) 326-4200 x29112

M e rchant Data Systems, Inc.
(800) 249-6377

M e rchant Services Incorporated
(800) CARDSWIPE x7934

Network 1 Financial
(800) 903-8819 

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

Transfirst Holdings, Inc.
(800) 249-0037

ISOs LOOKING 
FOR AGENTS

1st Merchants Bancard
( F M B S )

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

(888) 355-VISA (8472)
American Credit Card Proc.Corp.

(800) 310-3812

A p p roval Payment Solutions, Inc.
(888) 311-7248

B a n k C a rd USA
(800)589-8200 x101

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

C a rdReady International, Inc.
(877) PAY R E A D Y

C e rtified Merchant Serv i c e s
(877) 309-1099

Comerica Merchant Serv i c e s
(800) 790-2670

C o n c o rd EFS, Inc.
( 800) 778-4804 x 66382

C o rnerstone Payment Systems
(866) 277-7589

CPS Group, inc.
(800) 933-0064

C y n e rgy Data
(800) 933-0064 x 5710

E - C o m m e rce Exchange
(800) 748-6318

E l e c t ronic Merchant Systems
(800) 726-2117

E l e c t ronic Payment Systems LLC
(800) 863-5995

EPX 
(302) 326-0700

EXS Electronic Exchange Sys.
(888) 949-2021

Fifth Third Merchant Serv i c e s
(800) 669-7228

First American Payment Systems
(866) GO4 FA P S

Imperial Processing Gro u p
(800) 790-2670

Innovative Merc h a n t
S o l u t i o n s

(800) 397-0707
I R N PAYMENT SYSTEMS

(800) 366-1388
Lynk Systems, Inc.

(866) 828-5965
M e rchant Data Systems, Inc.

(800) 249-6377
M e rchant Services, Inc.

(800) CARDSWIPE
Money Tree Services, Inc.

(800) 582-2502 x100
National Processing Co.

(800) 672-1964 x7655

Nationwide Cre d i t c a rd Center
(800) 910-2265

Netcom Data Southern Corp.
(800) 875-6680

Online Data Corporation
(866) 222-2112

P re f e rred Card S e rv i c e s
(800) 656-0077

Retriever Payment Systems
(800) 376-3399

S i g n a t u re Card Serv i c e s
(888) 334-2284

S m a rtOne Payment Systems
(888) 408-SOPS

Te rmNet Merchant Serv i c e s
(800) 344-8472 x 322

Total Merchant Serv i c e s
( 8 8 8 ) - 8 4 - T O TAL x314

Transaction Payment Systems
(800) 999-8674 x309

United Merchant Serv i c e s
(800) 260-3388 x202

Xenex Merchant Serv i c e s
(888) 918-4409

I S P / E - C O M M E R C E
P R O V I D E R S

e C o m m e rce Tools, Inc.
(800) 875-8275

Ta s q . c o m
( 8 0 0 ) 8 2 7 - 8 2 9 7

L E A D S G E N E R AT O R S

Alpine Group Inc.
(888) 223-4119

C a l i f o rnia List Management
(866) 4 LISTS 4 U

Te l s t a r
(800) 383-7853

L E A S I N G

Allied Leasing Corp.
(877) 71-LEASE

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

B a rclay Square Leasing
(866) 396-BSLI

Bond Corporation
(888) 222-0348

E l e c t ronic Payment Systems LLC
(800) 863-5995

First Leasing Corp.
(888) 748-7100

Global Tech Leasing
I n t e rn a t i o n a l

(800) 414-7654 x 3004
Golden Eagle Leasing, Inc.

(800) WE LEASE 
Integrated Leasing Corp.

(800) 398-9701 
LADCO Leasing

(800) 678-8666
Leasecomm Corp.

(800) 424-2499
M e rchants Leasing Systems

(877) 642-7649
Merimac Capital

(888) 603-0978
N o rt h e rn Leasing Systems, Inc.

(800) 683-5433 x 8500

U.S. MERCHANT
ACCOUNTS FOR 
C A N A D I A N S

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

NON-U.S. MERCHANT
A C C O U N T S

PSiGate Payment Serv i c e s
(877) 374-9444

POS CHECK CONVERSION

C rossCheck, Inc.
(800) 654-2365

E - C h e x
(877) 474-8924

E Z C h e c k s
(800) 797-5302 x303

E l e c t ro C h e c k
(877) 509-9399

Global eTelecom, Inc.
(850) 650-8506

Nationwide Check Serv i c e s
(800) 910-2265

POS SUPPLIES

C a rd Wa re Intern a t i o n a l
(740) 522-2150
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General Credit Forms, Inc.
(800) 325-1158

The Horizon Gro u p
(888) 265-2220

Valdez Paper Pro d u c t s
(970) 689-1655

Vital Merchant Serv i c e s
(800) 348-1700

PROCESSORS LOOKING 
FOR ISOs

First Data Merchant Serv i c e s
(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 Pro c .
(480) 785-2262

E - C o m m e rce Exchange
(800) 748-6318

e P ro c e s s i n g N e t w o r k . C o m
(800) 971-0997

Netbilling Serv i c e s
(661) 252-2456

Online Data Corporation
(866) 222-2112

P roPay USA-FaxPay
(888) 486-4701

SITE SURV E Y S

P ro p e rty Resource Network Inc.
(800) 676-1422

S U P P O RT DESK FOR 
P O S TERMINALS & 
PC SOFTWA R E

C a rd Wa re Intern a t i o n a l
(740) 522-2150

The Horizon Gro u p
(888) 265-2220

Vital Merchant Serv i c e s
(800) 348-1700

VIDEO PRODUCTION

Roaring Mouse Pro d u c t i o n s
(707) 794-9699

WHOLESALE DISTRIBUTORS

Level2 Distribution
(866) 4LEVEL2

WIRELESS SERV I C E S

U S Wi reless Data
(800) 979-3282



PARTNERSHIP
PROGRAM

TO START YOUR OWN BUSINESS
CALL US

1-800-310-3812

A COMPANY OWNED AND OPERATED
BY SALES PEOPLE





9 3 01 Dielman Industrial Dr.
S t. Louis, MO 6313 2
1 - 8 8 8 - 2 6 5 - 2 2 2 0

Á
Loyalty Programs • Gift Card Program • Sales Training for YOUR S t a f f

Á
H y p e r com • Verifone • Lipman • M a g Tek • Thales • I n g e n i co • M i s t

Á
R e a l -Time Tracking • Customized Reports • Customized Pa c k a ging •
Secured Encry p t i o n

Á
All major brands • O n -Line, Real-Time Status • Warehouse Customer 
I n v e n t o ry

Á
Á
Á
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