
T
he Australian government is preparing to make Visa and MasterCard
change their operating rules to be more consumer-friendly there, and
these changes may have a profound impact on the market globally.

According to the Reserve Bank of Australia, which operates as our Federal
Reserve Bank does in the U.S., "the main regulations established by the credit
card schemes in Australia do not meet the public-interest test. The regulations
suppress or distort the normal market mechanisms in ways that work against,
rather than contribute to, the community’s welfare. The pricing of credit card
services is sending consumers a quite misleading signal about the cost to the
community of different payment instruments, while barriers to entry are quar-
antining the credit card schemes from the competitive pressures that non-finan-
cial institutions of substance could
bring to bear. Overall, the community is
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Most people are so absorbed by what could go wrong
and try to protect against risk, they don't explore the
creative side of deal-making. This part of the negotia-
tion process is what separates the amateurs from the
pros.

See Story on Page 33

Not Going To Be a G’Day
for Credit Cards Down Under
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G reen  Shee t  R is i ng  in  Phoen ix  Group's  Eyes

I have been a participant in The Green Sheet's growth for about
six years. In 1996, when I had my first exposure to The Green
Sheet and Paul as well, I was very impressed and liked the fact
that someone was trying to streamline communication in this
industry.

Since then, I have seen numerous articles. Some I agreed with,
others I did not.  Regardless, you never have shied away from
taking a stand or blowing the whistle when you have deemed it
necessary. That is a respectable trait to have, and your distribu-
tion list has grown as a result of that.

I currently recommend it to everyone I talk to who does not
receive the publication. I am glad to be associated with The
Green Sheet, which I consider a staple of the POS industry, and
I look forward to becoming more involved in the future.

Scott Rutledge
The Phoenix Group

The Wo rd  on  E-ma i l i ng Bank Sta tements

Is it legal to e-mail bank statements and notices? Is there any
specific security that needs to be applied to e-mailed statements
(Digital Certificate), or can you send a password-protected PDF
file or a regular, unprotected .tiff file as the attachment of the
statement? Any input you have would be appreciated.

Via e-mail
Bill Robertson, AVP, Product Management

Wausau Financial Systems

This is generally a question of state law.  Generally speaking,
the issue of delivery of bank statements and notices is usually a
matter of contract between the bank and its customer. If they
both agree to e-mail delivery, there's nothing that would stop
them from doing so. As to issues of security, those are issues the
bank would need to address internally because it is responsible
for protecting its customers' information.

The Green Sheet, Inc. does not engage in rendering legal,
accounting or other professional services. If legal advice or
other expert assistance is required, the services of a competent
professional should be sought.

Good Selling!
The Green Sheet Staf f

The  Power to  View 'Knowledge  is  Power'

Finally! I have found "the site" for ISOs. I have scoured the Web
for information, and there is nothing that comes close to your
site! The information you’ve assembled has been so helpful. 
How do I obtain a user name/password for the "Knowledge is
Power" area? I am trying to assemble all the information I need
to become an ISO.

Thanks so much!
Pete McIntosh

Via e-mail

The password for the area and our Preview issue is sent to all
registered subscribers to our print newsletter. The subscription is
free and includes The Green Sheet and every issue of GSQ. To
subscribe, simply click on the link from our home page.

Good Selling!
The Green Sheet Staf f



paying a higher cost
for its retail pay-

ments system than is necessary."1

While the Australian government is concerned about the
cost of bankcards, to some extent it is taking the lead from
other countries that are questioning Association rules for
credit as well as debit cards. 

According to the Reserve Bank, "The credit card network
in Australia is extremely well developed, and credit cards
are used for a wide variety of transactions. Over the past
decade, the number of credit card transactions has risen
four-fold; credit cards overtook debit cards (EFT POS) in
1999 as the main non-cash means of payment. Credit cards
are now widely used purely as a payment instrument by
cardholders who settle their credit card account in full
each time and do not use the 'revolving' line of credit."

Someone must ultimately meet these costs. Two groups do
so in Australia, at least in the first instance.

One group is composed of cardholders who use the revolv-
ing line of credit, who pay interest rates significantly
above rates on other forms of unsecured lending. The other

group is composed of merchants who pay an average of
1.8 percent of the value of each credit card transaction –
and as much as four percent in the case of small merchants
– in merchant-service fees to their acquirers.

Like other business inputs, these costs have to be covered
by merchants, so they are passed onto all of their cus-
tomers, not just those who use credit cards, in the form of
higher prices for goods and services. In this way, the costs
of providing credit card services are ultimately borne by
the community as a whole. 

Prices paid by users of lower-cost payment instruments are
higher than would otherwise be the case, while prices paid
by credit cardholders are lower than they would be if card-
holders faced the costs of the credit card services they
used.

Within the latter group, there is a third group that directly
contributes very little to the costs of credit card schemes –
these are the cardholders (known as "transactors") who
settle their credit card account in full each month.
Although they normally pay an annual fee, they pay no
transaction fees, enjoy the benefit of an interest-free peri-
od and in many cases earn loyalty points for each transac-
tion.
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1. Reserve Bank of Australia 1A Consultation Document, Page vi, Executive Summary
http://www.rba.gov.au/PaymentsSystem/PaymentsPolicy/CreditCardSchemes/
IAConsultationDocument/index.html





Credit card issuers have a set of regulations in
Australia, which their Australian members col-
lectively determine or agree to enforce, that:  

• (i) set the wholesale fees (known as "inter-
change fees") that are paid to the

issuer by the acquirer whenever a
merchant accepts a credit card

for payment; 
• (ii) in the case of
MasterCard and Visa, pre-
vent merchants recover-
ing from cardholders the
cost of accepting credit
cards; and  
• (iii) restrict member-
ship of the schemes,

broadly speaking, to
authorized deposit-taking

institutions supervised by the
Australian Prudential

Regulation Authority (APRA).

Given this current set of Association operating
rules, and the fact that the Australian govern-

ment believes "restrictions on merchant pricing
are a restraint on trade,"2 the Reserve Bank has
proposed substantial changes. 
• (i) an objective, transparent and cost-based
methodology for determining interchange fees; 
• (ii) freedom for merchants to recover from
cardholders the costs of accepting
credit cards; and 
• (iii) a more liberal access regime that allows
for the entry of specialist credit card service
providers, both issuers and acquirers, to be
supervised by
APRA.

So What Does This All Mean?

While the Reserve Bank of Australia has not
yet enacted the changes noted above (the com-
ment period of any and all concerned ended
March 15, 2002), the problem and solutions
have been thoroughly researched and discussed
before the publication of the "White Paper" in
December 2001.   
It seems clear at this time that changes will be
imposed on Visa and MasterCard, which will at
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2 Reserve Bank of Australia 1A Consultation Document, Page v item 17

These costs (credit
card interchange fees) have

to be covered by merchants, so
they are passed onto all of their

customers, not just those who use
credit cards, in the form of higher

prices for goods and services.
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a minimum require interchange to be based on verifiable
cost criteria that can be clearly understood by retailers. In
addition, retailers will be able to pass on the cost of
bankcard fees for the first time.

Imagine, for a moment, this new world in which con-
sumers are permitted not only to see the cost difference of
their choice of payment method but also, perhaps, to
become aware that the fees for payment choices from mer-
chant to merchant are not necessarily the same.

This will permit consumers to make informed choices
about how and where they pay and place a lot of work on
the acquiring side of the business, to support the program-
ming and services to maintain a system that provides this
level of consumer information.

While this might seem like a small change, it could well
have a profound impact globally. Australia has led a num-
ber of payments initiatives, and other governments are
watching this process with interest. 

Australia is already looking at taking a similar step for
debit cards.3 In fact, "The Reserve Bank has also been in
discussion with Visa, and Visa members issuing the Visa-
branded debit card, about the current practice under which

these issuers earn credit card interchange fees for what are
essentially debit card transactions. The Reserve Bank has
advised Visa and issuing members that this practice
imposes an inappropriate burden of costs on merchants
and has no place in the Australian payments system.
Issuing members have begun work on an interchange
regime to address the issues raised by the Reserve Bank;
at the same time, they have expressed concern about the
impact on their net revenues if changes to the current prac-
tice were to precede reform of the debit card market more
generally."

While Australian discussions continue, the U.S. legal sys-
tem is also trying to come up with a remedy to resolve the
debit card pricing dispute between major retailers and Visa
and MasterCard, the model for which might well come
from the efforts of the Reserve Bank of Australia.

Conclusion

From the beginning of the credit card era, the majority of
the money has always been on the issuing side of the busi-
ness. Providing the consumer both knowledge and choice
could change this dynamic and make acquiring more prof-
itable.

At the very least, should the Australian idea find root in
U.S. soil, it could finally provide the reason for a whole-
sale swap-out of POS equipment in support of more robust
consumer information, and with more money (recovery of
discount rate expenses) and discloser control moving to
retailers, no retailer would avoid making this change.   
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Looking for a 
clearer future?

• Complete payroll support of your office with paid medical,
dental and vision insurance.

• National recruitment of sales personnel.

• Inbound lead generation programs.

• Employee stock options with equity ownership.

• Virtual office support with email, voice mail and a web
presence.

• Complete training curriculum with ongoing support.

Having spent ten years on the front
lines of the bankcard sales industr y,
it really does not take much to real-
ize how things have changed. Let’s
face it, profit margins are not what

they used to be.

At U.S. Merchant Systems we still
understand what your ISOneeds are

– we have been in your shoes. See
what a future with us has to offer :

U.S. Merchant Systems
Newark, CA
Toll-free: 8 77. 4 26.74 40 
www.usms.com

3 "The Reserve Bank acknowledges that measures to promote efficiency and competition in the
credit card market in Australia will have important implications for the pricing of other payment
instruments, particularly debit cards. The Joint Study concluded that interchange fees in
Australia’s debit card system, which are determined bilaterally and flow from card issuers to
acquirers, do not have a convincing rationale. Several submissions to the Reserve Bank have
argued that debit card interchange fees should be reformed at the same time as those for credit
cards, so that consumers and merchants can face more efficient prices for both payment instru-
ments. The Reserve Bank agrees that this is a desirable objective, but it has not been prepared to
slow the timetable for reform of the credit card market. In any event, the introduction of more
efficient pricing arrangements for debit cards is, in the first instance, a matter for industry partic-
ipants. The Reserve Bank remains willing to work with participants to this end."

Editor's Note:
The 136-page White Paper, "Reform of Credit Card Schemes in Australia," is a very well researched

and developed document that illuminates interesting similarities as well as differences to the U.S.
market.  We have extracted important points from the report and stated clearly the concerns and
plans; however, there is a great deal of information for an interested reader.  I encourage you to
find the report online and read it at
http://www.rba.gov.au/PaymentsSystem/PaymentsPolicy/CreditCardSchemes/IAConsultationDoc
ument/index.html

Postcard Translation (from Australian Slang):

“Have a look at your receipts and
you’ll be angry!”

Did you come close to guessing?
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www.bridgeviewbank.com

Your Bridge to Better Merchant Processing

Make the right move.

Partner with Bridgeview
Payment Solutions and
rest assured you’ve taken
the right step.
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choreographed net income
split program, we offer
products that will have you
making all the right moves!

Spanish Language
Applications Now
Available!
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Executive Summary

I
n case you haven’t heard of First Data, here are some
recent statistics on its operations: 

• POS transaction processor for approximately 2.8 million
merchant locations 

• Bankcard processor for more than 1,400 card-issuing
banks, totaling 392 million customers 

• Western Union agent network of 120,000 locations 

So when FDC’s Chairman, Ric Duques, invests the time to
author and share his vision of the evolving payment land-
scape in the form of a white paper, ISOs need to have an
understanding of this document.

When this white paper was authored two years ago,
Duques believed his company was uniquely positioned to
focus on leveraging its resources to become the hub of an
e-commerce revolution. It was a launch pad built on tradi-
tional POS terminal networks, creating a global engine of
value from three emerging technologies: the Internet,
wireless access and smart devices.

Over the intervening two years, FDC has not slowed in its
aggressive pursuit of this vision, with hundreds of millions
of dollars in investments in the form of both internal R&D
and acquisitions.

The paper starts with a description of the sheer magnitude
and strategic importance of the e-payments market. By
first giving us a broad definition of e-commerce and then
moving on to share extensive research findings on the
source and magnitude of payment volumes, it can quickly
overwhelm a reader with its numbers.

In terms of national revenue, today’s payments business
represents a $115 billion market for banks, technology

vendors and third-party transaction processors. Five years
ago, a Federal Reserve study estimated that the U.S. had
made 650 billion payments worth $22 trillion. Eighty-five
percent of those transactions were made with cash.

FDC’s definition of e-commerce encompasses all aspects
of exchanging value for goods and services between con-
sumer and supplier groups. The goal FDC sets forth is to
provide an "infrastructure that makes it possible for any-
one to make a payment to anyone else – anywhere and at
any time."

Research Report: Payments Revisited: Circa 2000
Authors: Ric Duques, Chairman , First Data Corp., and Garen

Staglin, Founder, President and CEO, eONE Global
Date: 2000
Size: 12 Pages
Relevance Rating: High
Web Address: www.eoneglobal.com/whtpaper.html 



Mention of more than a hundred mil-
lion consumers on the Internet, tril-
lions of dollars of business-to-busi-
ness (B2B) cash flows and projected
high compound annual growth rates
of users of EFT transactions – this
paper paints a picture of unprece-
dented opportunity for those of us in
the payments business.

Of course, we now have the benefit
of hindsight, and the dot-bomb expe-
rience has taught early investors like
FDC that making profits off e-com-
merce is going to be much harder
than anyone in 2000 could have
imagined. With that said, there are
valuable findings in the remainder of
this document.

The next section goes on to define
the new payment infrastructure
needed for electronic value
exchange. This architecture is dis-
played on a Web page listed at the
end of this column. There are impor-

tant insights contained in the list of
requirements that ISOs can benefit
from as they consider new EFT serv-
ices:

• The fact that more and more buyers
and sellers in the B2B marketplace
are meeting online to set up transac-
tions but move offline to exchange
value in closing out those transac-
tions.

• Given the 24/7 and global nature of
Internet-based transactions, sellers
are seeking expanded methods of
payment that immediately translate
into incremental sales.

• As experimental methods of pay-
ment emerge to satisfy this demand
for more choice, this, in turn, quick-
ly translates into user requirements
for trust and security protections.

• The more things change, the more
they remain the same. The FDC
white paper states that digital pay-

ments need to provide fundamental
controls now found in physical pay-
ments – such as disclosure, authori-
zation, audit trails, signature capture
and receipt print-and-retrieval capa-
bilities.

• Consumer protection has evolved
to a stage where all merchants are
e ffectively providing satisfaction
guaranteed each time they accept an
e-payment. 

• The Internet fraud experience, even
two years ago, was noticeable and
growing at an alarming rate relative
to other card-based transactions. The
resulting card association penalties
have raised the effective cost of cred-
it card transactions on the Internet to
such a level that every merchant is
looking for payment alternatives
acceptable to customers.

This paper identifies wireless
devices such as the cellular phone
and personal digital assistants
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Customers will give you a lot of credit 
for accepting charge cards out here.

Remote downloading of new applications   
allows you to create new opportunities for 

value-added serv i c e s .

© 2001 Schlumberg e r

Companies on the move are making it easy for their customers to pay anywhere. And they’re using
the MagIC 9000 Mobitex f rom SchlumbergerSema. The Mobitex wireless ink supports fast online
payments wherever customers are–at home, in taxis, at sporting events, even on the highway.
The MagIC 9000 Mobitex checks and processes all card transactions, from traditional credit and
debit c a rds to sophisticated smart cards. Its open platform supports multiple applications with built-in
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.
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Agent of HSBC Bank USA, Buffalo, NY    *Some restrictions apply. Call for details.
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Send us 10 approved apps and we’ll pay you $5 0 0 ! ! *
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(PDAs) as a major catalyst for
expanded demand for e-payment
transactions. One significant differ-
ence between these wireless devices
and the PC as an access device to the
Internet is that each time the con-
sumer activates a digital device, it is
understood that the meter is running
and costs are being incurred.

This fact makes it much easier to
derive revenue from the consumer
side of the wireless-originated trans-
action as opposed to only collecting
revenue from the merchant – as is the
case when the consumer originates a
PC transaction.

The other significant dimension of
wireless for FDC is the fact that this
technology has found growth rates to
be much higher in Europe and Asia
than in the United States. T h i s
insight has caused First Data to
emphasize its international opera-
tions over the past three years –

increasing from 10% of its $6.5 bil-
lion corporate revenues to 25%
today, a number projected to grow to
50% within the next decade.

Clearly, the highest margin segment
of FDC’s business originates from
foreign-currency transfers across its
network of more than 120,000 agent
locations around the world.

The white paper closes with a
description of how FDC plans to
"Win the Payments Race." The plan
is to execute a two-pronged strategy: 

1. Exploit "First Mover Advantage"
by creating a sense of urgency across
the FDC enterprise that market share
growth comes from early presence
and focused global transfer.

2. Concentrate your R&D dollars in
a single entity: eONE Global. This is
the FDC arm that has sole responsi-
bility for identifying, developing,

commercializing and operating
emerging payment systems and relat-
ed technologies.

Executing this strategy has paid off
handsomely for FDC stockholders. If
you have been tracking FDC’s stock
performance over the past two years,
with its double-digit compounded
revenue/earnings growth and stock
re-purchase history – you know that
FDC is growing into a global giant
that is large enough to face off
against anyone, including Vi s a
International.

Earlier this month, Visa filed suit
against FDC for making services
available to FDC’s banking clients
that violated Visa guidelines.
Industry experts have long wondered
how long it would be before FDC
offered its clients the savings avail-
able to them from not passing trans-
actions through the card associations
when FDC owned both the merchant
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and card-issuer relationship. It looks as if FDC has grown
to the stage where it feels ready to step into court and fight
to share these savings with its customers. 

Highlights of White Paper Findings

• The "pathway to profitability" for companies worldwide
relies on electronic revenue generation and collection of
payments from customers.

• Technology innovators and payment experts are re-engi-
neering the entire electronic payment infrastructure to
meet the changing requirements of the virtual world.

• Two overlapping technology revolutions are fueling the
need for new forms of electronic payments: the unprece-
dented growth of the Internet and the increasing adoption
of wireless-access technologies.

• In the past five years, all types of value exchange have
moved rapidly into the electronic environment: person-to-
person (P2P), B2B, B2C – even business-to-government
(B2G).

• Forrester Research believes that Internet cell phones will
penetrate 22 percent of U.S. households by 2003, growing
to 45 percent of households by 2005. A Phoenix-based
research firm, Semico, projects that Web-enabled phones

will comprise 79 percent of Internet device volume within
several years.

• There could be as many as 475 million transactions each
year for the online auction vertical alone.

• Each component within the payments infrastructure has
a unique role, with each component representing opportu-
nity to make "pay as you may" a reality.

Web Sites for More Information on First Data
& eONE Global

> www.firstdata.com/100.jsp
First Data Corporation Home Page

> www.firstdata.com/AR2001.jsp
2001 Annual Report for FDC

> www.eoneglobal.com
eONE Global Home Page

> www.eoneglobal.com/blocks.html
First Data’s Architecture Design for Global e-Payments 
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G
arrett Vogel, a certified
public accountant from
Dallas, has been appoint-
ed permanent receiver in

the action by the Federal Tr a d e
Commission (FTC) against Certified
Merchant Services (CMS). Vogel has
worked in more than 20 state and
federal receivership cases.

This is the first complaint filed by
the FTC against an ISO. 

Judge Paul Brown, U.S. District
Court for the Eastern District of
Texas, Sherman Division, had
named Vogel as the temporary
receiver in February. At that time,
Vogel assembled a team of legal and
financial industry experts to address
the management and operational
issues that had come into question.
The team also looked at specific con-
cerns raised by customers, employ-
ees and other financial institutions.  

Since February, the team has created
a revised business plan for CMS,
prepared a preliminary report, insti-
tuted employee re-training programs,
begun a program to solicit feedback
from merchant customers and report-
ed its actions regularly to the court.

According to the FTC complaint,
CMS engaged in "unfair and decep-
tive practices related to the market-
ing of credit and debit card merchant
accounts to small businesses nation-
wide." 

FTC allegations also include that
CMS misrepresented and altered the
terms of merchant account agree-
ments and then fraudulently debited
undisclosed fees from the merchant’s
bank accounts.

"Credit card processing is a vital part
of virtually any business. Small busi-
ness owners should be able to run
and grow their businesses without
having to worry about whether or not

they are being treated fairly. Our
responsibility is to address the con-
cerns of the court, our customers and
our employees," said Vogel. 

Under Vogel’s guidance, CMS and
its associated companies are imple-
menting a series of initiatives to
improve and enhance both merchant
and employee relationships, includ-
ing reviewing the company’s fee
structures and policies, contractual
agreements and operational proce-
dures. 

The receivership team put together
by Vogel includes Fred Gumbel, for-
mer Chairman, President and CEO
of Vital Processing Services, who
will address operational and man-
agement issues; Mary Dees,
President and CEO of
creditranz.com Inc., who will over-
see sales development, marketing
and management issues on behalf of
CMS; and Paul Scoggins, former
U.S. Attorney, who is creating the
company’s first corporate ethics and
compliance office.  
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From Russia, with Fraud

C
redit card fraud is a huge and growing problem
– that’s not news. Stolen credit card numbers are
offered for sale on the Internet every week by
the tens of thousands. Members-only sites that

are really cyber-black marketplaces for fraudulent infor-
mation are thriving. Nothing surprising there. Card fraud
and identity theft cost the financial services industry $1
billion a year, by some estimates. Personal information is
stolen and traded more easily than ever before in the infor-
mation age. That’s not news, either.

What is news is that the online bazaars where people buy
and sell credit card numbers and other personal informa-
tion are run increasingly in large part by residents of the
former Soviet Union. 

According to an article in the New York Times, a high-tech
executive who surreptitiously monitors Internet card mar-
kets said the Russian connection to card fraud is huge.
Other security experts say the buyers of the card numbers
on the sites are all over the world but seem to be based
mostly in countries of the former Soviet Union, Eastern
Europe, Malaysia and Asia. Stolen cards also have been
purchased in Saudi Arabia and Dubai.

Buyers use the numbers in a variety of online frauds,
including making purchases over the Internet, fencing
them in Western countries and extracting cash advances
directly from the credit card accounts. 

Marketplace operators living in the former Soviet Union,
often in Russia and Ukraine, are buying the numbers from
"black hat" computer hackers who get them by breaking
into online merchants’systems and gaining access to thou-
sands of card numbers at a time. 

The marketplace sites are mostly known only to their par-
ticipants – but that can mean as many as 2,000 registered
users. The sites include reviews or endorsements of sell-
ers, similar to those posted on eBay or Amazon.com.
Prices for the cards range from 40 cents to $5 per card but
can go as high as $40, depending on the quality of the
authenticating information. The numbers also are sold in
bulk ranging from $100 for 250 cards, to $1,000 for 5,000
cards. 

Fraudulent activity on the sites can be monitored, but the
crooks are hard to track down since they don’t use their
real names or divulge their whereabouts. They buy the
cards with secure money transfers online. The market-
places are easy to start and shut down on the Web; they
also take place on the Internet Relay Chat, a communica-
tion network.  
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T
he paradox of the latest
developments in technolo-
gy and state-of-the-art
ways of doing business

goes back to some old-fashioned
clichés: What’s good for the goose is
not necessarily good for the gander.
One size does not fit all. 

This seems to be especially true con-
cerning wireless technology when
applied to retail cash registers.
Wireless point-of-sale terminals
might make sense for some
types of merchants, such
as independent crafts-
people or those who
travel from location
to location. 

Some larger chain
stores that use wire-
less registers to trans-
mit information via
LANs are finding out
how easy it is for hackers to
access tidbits like customer
names, credit card numbers and
expiration dates. Concessionaires for
The Ringling Brothers Barnum &
Bailey Circus are finding that wire-
less POS devices make selling trin-
kets and souvenirs easier.

Best Buy "deactivated" wireless cash
registers in its 480 stores when the
chain became aware of a potentially
major security problem:

Wireless networks beam the data to a
central computer somewhere within
the store. The information is broad-
cast as a radio wave signal, which
travels beyond the boundaries of the
store walls. Researchers sitting in
cars parked outside the store claim to
have listened in on credit card num-
bers in transit. 

Laptop computers with special
antennas are all that’s necessary to

hack into the transmissions. If the
information is not encrypted and
transmitted in clear text, it can be lis-
tened to as it’s beamed around the
store. 

Security measures are available and
in place, but whether the large stores
are utilizing them is another issue.
Other retailers who use wireless
technology include Wal-Mart and
Home Depot; Home Depot said
wireless transmissions are used for

price scanning and other back-
end functions, such as

inventory control.  

Working without nets
is nothing new for
some tightrope per-
formers, but now
working without
wires is enhancing

Ringling Brothers and
Barnum & Bailey

Circus concession sales. 

Payment processor Lynk has teamed
with U.S. Wireless Data and uses the
Motient wireless data network to
provide credit card acceptance via
wireless handheld terminals in all 90
North American cities the circus will
roll into this summer. The system
operates on Lipman 3010 POS ter-
minals and offers real-time card
authorization.

Going wireless has advantages for
circus sales. The mobility of the sys-
tem lets concession sales staff move
around the Big Top as business dic-
tates. Wireless equipment lets them
process electronic POS transactions
in locations that often don’t have
phone lines. 

Wireless also makes it much easier
when it’s time to fold the tents and
move on to the next town, as long as
the lions, tigers and elephants coop-
erate.  
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Dream Weaver Patterns
Career from Ideals

N
ow here's an unusual career path: from physics
to electrical engineering to biometric engineer-
ing to ... payment processing. But Donald Dick
isn't afraid to be different. "People above you

make the decisions, but I always did stand up (against)
things that were wrong, sometimes to my detriment," he
says. "I always try to do the right thing and create value for
customers. I’m a dreamer and an idealist."

Born and raised in Little Rock, Ark., Dick spent his teen-
age years with his family in Wisconsin. His father was a
chemical engineer and instilled a strong
work ethic in Don. As a ham radio operator
in high school, Don got interested in elec-
trical engineering, but when he entered Cal
Institute of Technology in the '60s he opted
for what was considered the glamour
degree at the time – physics.

"It took me about a week to figure out I
wasn’t meant to be a physicist," Dick says. 

He graduated in 1964 with a B.S. in elec-
trical engineering from Caltech. He went
off to the University of Wisconsin, where
he received not only a master's but also a Ph.D. in electri-
cal engineering in 1968.

Armed with his sheepskins, Dick entered the world of aca-
demia. From 1970 to 1973, he was known as Assistant
Professor of Electrical Engineering as well as Assistant
Professor of Physical Medicine and Rehabilitation at the
University of Colorado.

"During graduate school, I wanted to get into biometric
engineering," he says. "I minored in physiology and
worked on computer simulation through cardiovascular
systems. At the university I continued to do simulation
work and got into signal processing work, electrocardio-
gram monitoring."

One of Dick’s students had landed a job in medical ultra-
sound at a Denver-based corporation called UNIRAD.
That same student talked Dick into leaving the university
and entering the world of developing hardware for ultra-
sound exams with emphasis on cardiovascular systems.

While employed as Section Head in research and develop-
ment for two years, Dick watched as UNIRAD experi-
enced dramatic growth followed by dramatic contractions.
Ultimately, Dick found himself in need of a job. 

After doing independent consulting for six months, Dick
headed back to teaching. From 1976 to 1978, Dick not
only taught at the University of Colorado Medical Center
in Denver but also worked as a research associate in signal
processing. "Different things were happening in the med-
ical industry," Dick says. "I wanted to go back into bio-
metrics." 

His dream was to take his knowledge and expertise and
use it to help the medical community. In February 1978, he
did just that. Involved with the creation of Life Imaging
Corp. in Boulder, Colo., Dick participated in the develop-
ment of ultrasonic breast scanners and created an image-
storage system with dynamic replay of scans to detect
breast cancer.

From design engineer, Dick branched out into marketing
services manager for Life Imaging. "I wasn’t a pure
enough nerd to just want to work with computer pro-
grams," Dick says. "I liked working with people and was
more interested in the application of the technology."

Dick conducted clinical trials, managed marketing activi-
ties such as trade shows and professional educational sem-
inars, and oversaw material preparation. But when a dream
was realized, there always was another to pursue.

Life Imaging took its toll on Dick, especially the travel.
After 17 years in the medical arena and five established
patents for cardiograph and ultrascan technology, Dick
decided to try something different. That something was
ultrasound technology for mineral processing.

Wait a minute ... mineral processing? "Electrons can’t tell
the difference, and I was interested in application," Dick
says. "Ultrasound technology is part of mining. Mining
gets rocks out of the ground and mineral processing gets
minerals out of the rock."

In March 1981, Dick joined Armco Autometrics in
Boulder and for the next three years directed its engineer-
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ing department in new product definition, field testing and
marketing. He was instrumental in major upgrades for its
particle-size monitors as well as the development of an X-
ray elemental analyzer.

He started traveling extensively on an international basis,
running projects in several developing countries. And once
again, travel ended another dream.

"Excessive travel made me leave Armco," Dick says. "All
mines were overseas. I was spending lots of time in South
America and Yugoslavia. I was single, and it was hard to
maintain friendships and develop relationships."

Switching fields once again, Dick opted for optics. In
1988, Dick accepted an applications engineering director-
ship with Soricon Corp., which specialized in optical char-
acter recognition technology utilizing a variety of tech-
niques, including barcode and zip code reading.
Applications include postal industry and point-of-sale pro-
cessing.

An acquisition by Soricon of a company that had an opti-
cal check reader brought Dick into yet another space that
would benefit from his engineering background – check
verification. Dick had another dream. 

"The reader read checks just fine, but it wasn’t enough,"
Dick says. "It needed software for check verification."

That decision led Dick and another engineer, Bob
Anderson, to leave Soricon and start their own firm. 

In November 1991, Rocky Mountain Retail Systems was
born. As President and co-founder of this Boulder compa-
ny, Dick was committed to developing check-verification
software. Initially selling verification software to collec-
tion agencies, RMRS branched out and, in 1995, intro-
duced NCIS – a national check verification system.

"In my experience, products fail for other reasons than
technological," Dick says. "They’re usually business or
marketing reasons. As somewhat of a nerd, it is always dif-
ficult to handle the all the marketing and sales aspects,
particularly when we started on a shoestring."

And what a shoestring it was. With only a $25,000 initial
investment, Dick and Anderson made the conscious deci-
sion to start out small.

"Bob and I had been involved with companies during the
dot.com storm where you get money, spend more than you
have and build products on the assumption that thousands
are going to be sold," Dick says. "We decided to do a
checkbook company. If we didn’t have the money, we
wouldn’t do it."

According to Dick, with a small initial investment and no
subsequent funding, the disadvantage of that philosophy
was that the company grew slowly. The advantage was
that they slept at night.

Notwithstanding, RMRS did get built. All the bills got
paid. The operations were managed carefully yet success-
f u l l y. A solid structure was formed with only eight
employees. "We did all the work," Dick says. "You do
everything from the books to cleaning the bathroom." 

Dick also maintained extensive contacts with major cus-
tomers like Visa and regulatory entities like NACHA. He
also negotiated the sale of RMRS in January 2000 to
Electronic Clearing House, Inc. and continued in his orig-
inal management position until 2001, when he decided to
take a break from the corporate arena. 

Does Dick have any regrets? Not really. "We made our
share of mistakes," Dick says. "Probably the one that lim-
ited us the most was our conservative business practice.
We would have liked a quicker growth and a more domi-
nant position. We were there with the technology but not
enough coverage."

Dick continues, "We had the drive and great technology.
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We had great ideas and wanted to see
it work. Money was not the motivat-
ing factor. Seeing the technology
accepted and utilized was the goal.
One of things we did right was fol-
low the philosophy to pick whatever
you want to do and do it, but don’t
try to be all things for all people. We
only did verification, we didn’t do
credit cards or debit cards. We never
developed an ACH engine. We just
did one thing and did it well."

Dick sees the whole payment indus-
try in a state of flux with different
modalities competing against each
other – credit card versus cash versus
checks.

"I think checks will continue to
increase," Dick says. "This whole
time people were predicting they
were gone. It just didn’t happen. I
believe electronic check solutions
will continue to grow dramatically.
Any solution that eliminates the flow

of paper will gain ascendancy.
People may use checks to initiate,
but the electronic process is what
will work."

Dick believes the biggest problems
may lie in the initiation of the trans-
action because consumers still want
to use checks. He sees a hybrid of
paper and plastic, and electronics
may wind up being the ways things
will shake out. From experience,
Dick knows check readers can’t read
right all the time. Conversion may
provide the answer.

And Dick is optimistic about the
process. "One of the nice parts about
our industry is that we try things and
not just once," Dick says. "Several
things are being tried in parallel, and
hopefully we’ll find the best one that
works. We have the luxury to exper-
iment with different programs."

Dick also believes that at some point

standardization will come into play,
but not yet. "If it’s done too early, it
will restrict reactivity," he says. "If it
is done too late, people will pursue
incompatible systems and there
won’t be widespread efficiency."

What would Dick change to ensure
efficiency? "I don’t have a quick
answer," he says. "My gut feeling is
more cooperation between competi-
tors, some degree of standardization
and people agreeing on informa-
tion."

What’s next for Don Dick? At the
moment, he has no immediate plans.
"At some point I may try volunteer
work, executive exchange with
underdeveloped countries," he says.
"My long-term goal is to try to give
something back. Having worked in
those countries, I would really like to
be able to help those people. I never
said I was realistic."
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P
owerful business negotiators do more than close
deals and increase profits. They build solid, last-
ing, professional relationships by earning the
respect of those with whom they negotiate.

Whatever the situation, when you learn to negotiate from
a position of strength and not desperation, anything is pos-
sible.

You may need a long-term commitment on a new contract
with a key account to meet your quarterly sales quota.
Perhaps you're in danger of losing a top executive or sales-
person because you can't match the salary he was offered
at a competing firm. 

Or maybe rising costs in raw products are forcing you to
establish a relationship with a new vendor. These can all
be viewed as difficult challenges or as excellent opportu-
nities to put your negotiating skills to work for your busi-
ness.

To increase your chances of achieving the most favorable
outcome, it's imperative that you plan ahead to negotiate.
Business owners typically do a good job with the nuts-
and-bolts, such as prices and quantities. However, the
most successful negotiators focus on creativity and prob-
lem-solving rather than just number-crunching. 

Most people are so absorbed by what could go wrong and
trying to protect against risk, they don't explore the cre-
ative side of deal-making. This part of the negotiation
process is what separates the amateurs from the pros. 

The easiest way to bring creativity to the planning process
is by asking surgical questions. Their incisive qualities
often can cut through the fat and uncover a whole new
approach. Notice how these questions shape our thought
processes.

What Do You Both Want? 

As nearly as you can ascertain, what are their parameters?
In the case of a customer, look at their history. If you've
done business before, are they receiving discounts for vol-
ume and long-term commitments? Have they had prob-
lems with other suppliers, such as poor quality or unbend-
ing delivery schedules?

Consider their negotiating style. Are they competitive or
accommodating?

Evaluate their current situation. Are they gaining or losing
share in their market? What do you think they perceive to
be their best possible outcome? On the opposite end of the
spectrum, what's their low end? What is the least they
could live with without the deal falling through? 

And what about you? If you could have it all, if the plan-
ets lined up and the angels sang, what would this deal look
like? At this stage of planning, don't hold back. List things
you know may be out of reach, even impossible. If they're
far-fetched, so what? Most people think far too small in
negotiations. Good negotiators have high aspirations. 

Prepare to Negotiate by Asking the Right Questions

Editor's note: Bob Gibson is a sales negotiation
specialist and the President of San Francisco-
based Negotiation Resources. He may be
reached at 415-331-8808, or visit his Web
site at www.negotiationresources.com.



Several years ago, we developed a customized video proj-
ect on negotiating that was designed to increase produc-
tivity in sales forces. It was perfect for a client in the truck-
ing industry. When it came to bidding this first project, we
were tempted to come in on the low side, both in price and
the scope of the project. Instead, we chose to be very
aggressive and presented the high-end program. The client
recognized the value and went ahead with it.

By "shooting for the moon" and not cutting any corners, it
pushed us to do a more thorough job, and everyone was
pleased with the results. That piece of business elevated us
to a new level and opened the doors to more projects for
other clients.

In addition, aiming high allows you room to compromise,
which is often an important element in negotiating because
it lets the other party feel good about a deal. On the down-
side, where is your walk-away point? What is the least you
could come out with that makes the deal even worth
doing?

What Are Their and Your Interests? 

Don't confuse interests with wants. Get beneath the sur-
face. Why do they want what they want? If they had what

they want, what would it enable them to do? The next
question opens the door to truly creative negotiating. 

How Else Can Their Interests Be Met?

Think beyond the most common options presented and
identify what would be considered a "personal win" for
them. Determining a personal win is key because it often
gives you an opportunity to create trading points worth a
lot to the other party that have minimal hard-dollar cost to
you. 

That personal win might be related to ego or a hobby or a
geographical location. If the top executive or salesperson
values prestige, for example, offer to involve them in key
strategic decisions or maybe even on the board. If they are
interested in job security, you may offer a multiyear
employment contract or a higher base salary with a lower
commission structure. 

Perhaps a vendor will agree to that sizable product dis-
count if you agree to make personal recommendations to
three of your clients. 

The owner of a fashion-design company in Atlanta was
planning to relocate to another part of town. He found the
building he wanted to purchase but couldn't afford the
price. He discovered the seller planned to retire in a few
years and was interested in the most tax-favorable arrange-
ment. 

By agreeing to defer the bulk of the payment until after the
seller’s retirement, my client was able to afford to buy the
building. This thought process works well. Remember to
use it to define your own interests and options.

What is the State of This Relationship? 

This is a critical factor in any negotiation. Do we trust,
respect and like one another? Is there anything in our
background – in our history – that could solidify or under-
mine this negotiation?

The chemistry between two parties can either grease the
wheels or throw a monkey wrench in the gears. You can't
negotiate with the ABC company. People negotiate with
people. I've seen deals – good deals – go sour at the
eleventh hour because two strong egos simply couldn't
work together.

These questions will lead you toward a broader view of
negotiation than most people take. Though they require
time and effort, they are designed to create some of the
biggest payoffs for your business.   
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I
n previous articles I explained how to increase your
sales commissions and enhance your merchants'
profitability utilizing an equipment lease versus
equipment cash sales. In this installment I will show

how merchant quality pertains to sales commissions and
profitability.

Most leasing companies in our business require that each
of their merchants sign a personal guarantee for the equip-
ment as an inducement to lease. Remember, as I have pre-
viously mentioned, the lease is the equivalent of a loan,
whereby, in exchange for equipment, the merchant prom-
ises to pay the leasing company small, incremental pay-
ments over a specified time period.

In return, the salesman is paid upfront by the leasing com-
pany. Therefore, the person signing the lease, called the
personal guarantor, is signing the lease as an inducement
for the leasing company to make the "loan." 

Question: How does a leasing company know who will
pay their lease and who won’t, and how does it affect my
commissions?

I am often asked, "How do I know who will pay me and
who won’t?" The answer is very simple: I don’t. If I did, I
wouldn’t be here, working. I’d be on the golf course or
deep-sea fishing. 

Leasing companies have learned to establish "risk param-
eters" that help them arrive at approximate delinquency
performance for the merchant base that you, the salesman,
sign up. Generally, these parameters or guidelines alert the
leasing company to the ability of a merchant to pay back
the debt.

The leasing company examines, among other criteria: the
personal guarantor’s assets, the total credit exposure of the
personal guarantor, the duration of his or her credit and the
timeliness of  previous payments. These factors, along
with a complete description of the merchant's business and
length of ownership, allow the leasing company to make a

reasonable "offer" to the salesman regarding what it will
pay for the lease. This "offer" is made in the form of the
factor rate, which I described in a previous article.

After examination of the individual's credit and business,
the leasing company comes up with a risk "score." This
score (preferred, A, B, C, D and X, as an example) equates
to a factor rate. This factor rate, generally, dictates the
overall performance of the group that this merchant/guar-
antor belongs to.

For example, a restaurant owner, in business for four
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years, with the owner/guarantor having a
home with a mortgage that he or she has
been paying on a timely basis, probably
would receive a preferred or "A" rate from
the leasing company.

The preferred or "A" rate alerts us to the
fact that our chances of being paid back
throughout the term of the lease are very
good. Therefore, we are willing to pay the
salesman our top rate, earning him or her
the highest commission. Our experience
tells us that the delinquency level for this
type of merchant is very low.

Conversely, if the merchant/applicant were
brand new in business and his or her previ-
ous payment history showed serious blem-
ishes, such as extremely late payments or
open delinquent accounts, this merchant
probably would get a "D" or "X" rate.

The "D" or "X" rate points to the probabili-
ty that this owner/guarantor most likely will
not make his payments throughout the term
of the lease. Again, the leasing company
has an established delinquency level for this

group of merchants and makes a much
lower "offer" to the salesman that translates
to a higher factor rate.

Here are samples of the difference between
the two funding rates listed above:

• "A" rate factor of .02875 where mer-
chant's payments are $39 per month for 48
months = $1,356.52

• "D" rate factor of .04290 where mer-
chant's payments are $39 per month for 48
months = $909.09

Using the examples above, it is easy to see
that the difference in commissions equates
to the difference in probable delinquency
levels. The higher commissions, obviously,
are the incentive leasing companies use to
acquire better merchants. Therefore, the
salesman has a vested interest in sending us
the best quality merchant/guarantor.

Corey Saftler is the President of Integrated Leasing Corp.
Founded in 1995, Integrated has become one of the pre-
mier point-of-sale leasing companies.
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S
o, what’s a check transac-
tion without a check? By
now, everyone knows it is
check conversion, that hot

topic of conversation around the
check management water cooler.
We’ve all heard the proponents of
this process proclaim, "Lose the
paper trail and gain faster, more effi-
cient and less problematic payment
processing." 

Opponents cry foul, pointing out that
whether it’s paper or electronic pro-
cessing, risk is risk and without stan-
dards and regulations, it’s controlled
chaos. While everyone agrees check
writing, processing, collection and
reconciliation is labor intensive, not
everyone is jumping on the electron-
ic conversion bandwagon.

But stop the presses. If you really
want heat, biometrics certainly will
light your check-processing fire. At
the recent 2002 FMI annual exposi-
tion in San Diego, the exhibits that
sizzled were those that offered bio-
metric services. One of those
exhibitors that had a three-alarm fire
surrounding its solutions was
BioPay.

In 1999 in Herndon, Va., there was a
modest electronic redeposit compa-
ny called CheckAGAIN. One of its
brightest executives, Tim Robinson,
had the vision that inevitably biomet-
rics would be used for financial
transactions. It was secure, conven-
ient and cost effective – music to the
ears of merchants.

Robinson's belief that biometric
technology could be used at the
point-of-sale stemmed from his
knowledge of the transaction
process. He knew that all that was
needed for check processing was a
MICR number – not much different
than a credit card number. His con-
cept was substituting something for
that number. That something was a
fingerprint.

Robinson’s philosophy of using bio-
metrics to initiate a transaction was
simple. The challenge was the infu-
sion of that idea and the infrastruc-
ture to support it. He brought togeth-
er a group of savvy developers and
sales professionals and launched
BioPay.

"We decided there were two funda-
mental battles to be fought for bio-
metrics – technology and customer
acceptance," says Robinson. "We
didn’t want to wade into two battles.
We searched for a market where we
can go for the technology and not
battle customer acceptance."

They found it in banks and grocery
stores that already were using ink
fingerprint identification for payroll
checks.

BioPay set out to replicate what the
merchants were already doing, but
rather than use an ink fingerprint,
they introduced an electronic or dig-
ital fingerprint to identify and per-
form functions.

BioPay

ISO contact:
Joe Zuccaro
Phone: 866-324-6729, ext. 303

Company address:
580 Herndon Parkway, Suite 100
Herndon, VA 20170
Phone: 866-324-6729
Fax: 703-435-3120
Web site: www.biopay.com

ISO benefits:
• Secure, convenient and cost-effec-

tive solution.
• Extraordinary revenue stream:

Independent reseller receives one-
time commission of approximately
$5,000 per sale.

• Equipment becoming cost effective.
• Prevents clerk from stealing infor-

mation.

A New Imprint on Check
Management
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BioPay created a shared negative
list, using the standard concept. But
rather than license numbers, it uti-
lized biometrics. That negative list
has evolved into the nation’s largest
commercial, non-government pro-
prietary biometric database. "We
own the database, with our partici-
pating merchants owning the infor-
mation," says Robinson. 

BioPay started introducing its serv-
ice at banks, grocers and check
cashiers. The process was fairly
easy. On initial check presentment, the customer provides
the merchant not only with a driver’s license or other iden-
tification number for scanning, but also with his or her two
index fingers are scanned and an electronic photo is taken
and input into the BioPay database. The entire process
takes about two minutes. Once stored, the repeat customer
need only use their fingerprints to complete future trans-
actions with that merchant.

Today, more than 100 merchants are using BioPay’s tech-
nology in 18 states. BioPay has expanded its initial target
market of payroll services at banks, grocers and check

cashiers. It’s now targeting reg-
ular bank customers, merchants
wanting to use biometrics as
authorization where the check is
still present, and merchants
where checks are non-present.

What is the biggest challenge
these markets represent to
BioPay? Robinson answers that
it is the issue of belief.

"Customers don’t believe it
works," says Robinson, "We’ve

developed a product and it works great, but people are
skeptical. They feel it’s too good to be true. But it’s not.
You can enroll your customers with just an index finger.
The TeleChecks and the Scans of the world are dependent
on MICR and license numbers for their database, numbers
that can be stolen and faked. You can’t fake an electronic
or digital fingerprint."

The one market that is not wary of biometrics is the ISO
arena. It is embracing biometrics, especially since the rev-
enue stream is extraordinary. According to Robinson, for
each biometric program sold, an independent seller
receives a one-time commission of approximately $5,000.
It does raise one’s eyebrows, doesn’t it? It also raises the
question of what the cost is to the merchant.

The biometric price tag is between $10,000-$12,000.
While it is a substantial investment for some merchants,
Robinson is quick to point out that the average merchant
sees a return on his investment almost immediately with
some merchants reporting as much as $2,000 a month sav-
ings on check loss. There are also lease programs, month-
ly payments and other options that make it easy for mer-
chants to bring biometrics into their business model.

There is special equipment involved. BioPay works with
Dell Computer on the merchant PC side, MagTech for the
reader and a semi-exclusive fingerprint terminal manufac-
turer whom Robinson preferred not to name. Installation
of the entire program takes anywhere from 48 hours to five
business days. 

BioPay supplies field experts for installation, should its
ISOs prefer not to get that hands-on, though BioPay does
offer installation training as part of its marketing and train-
ing program for ISOs.

BioPay offers support to its resellers on multiple levels
since it sees the ISO community as integral to its growth.
BioPay is not internally focused on sales but rather on
development of world-class biometric products. 

"The overwhelming positive reaction to our systems is
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"Customers don’t believe it works.
We’ve developed a product and it
works great, but people are skeptical.
They feel it’s too good to be true. But
it’s not. You can enroll your customers
with just an index finger."

– Tim Robinson
President, BioPay
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wonderful and very surprising to
what we forecast," says Robinson.
"At some point, the industry overall
is going to realize that folks will use
biometrics to initiate all types of
transactions. We’re seeing it in secu-
rity access, airline access, getting
into a house or a car – why not
financial transactions?"

Robinson also predicts that the
prices will come down on equip-
ment, which already has reached the
point of cost effectiveness. Given
that prediction, BioPay is gearing up
for a dramatic growth of its cus-
tomer base as well as its current staff
of 65.

"We want to help merchants elimi-
nate the risk of taking checks," says
Robinson. "We love checks. We are
fans of checks and work hand in
hand with merchants who take
checks. We are the new way of shar-
ing data."

BioPay also believes it offers a great

new way to combat identity theft.
"When you write a check, all the
info is there for the clerk to steal,"
says Robinson. "How do you block
that leak in the system as a con-
sumer? You do it through biomet-
rics. You do it through BioPay. How
many products are offered where
you put your finger down and your
picture pops up? We are entering a
stage of explosive technology that is
sure to become mainstream at some
point in the future."

That technology has caught the eye
of the government, but BioPay does-
n’t seem to be taken with Uncle
Sam’s interest. "We are very focused
on privacy and commercial financial
transactions," says Robinson. "We
don’t do data-sharing with the gov-
ernment, nor do we have any plans
to do so."

And how does BioPay feel about
electronic check conversion?
"Check conversion has been around
for some time now, right? So if it

was such a good deal, why don’t
more highly technological mer-
chants like Safeway do it?" asks
Robinson. " 'What’s wrong with this
picture?' is what many small mer-
chants are asking. As a software
developer and supporter, we know
the check conversion game has been
around awhile and choose not to
expend resources on such a gamble,
especially not as it is being currently
rolled out."

Robinson sees this decision as
another example of BioPay’s solid
business philosophy in play. Check
conversion presents two battlefronts
with integration complications and
customer acceptance. BioPay likes
its business plans to be less risky. Its
biometric model is low risk, and if
the present market buzz is any indi-
cation of the future space, biomet-
rics may very well replace conver-
sion as the most controversial topic
around the check-management
water cooler.

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.
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I
n an industry of bold state-
ments, this one ranks right up
there. It’s being made by Gerry
Croghan, President of Payment

Technologies Group, a newly formed
company offering a unique solution
to a much talked about problem –
namely, fraud. The solution comes in
the form of software products called
Transact-Secure and CSR-Secure.

Seamlessly integrated with e-shop-
ping carts or telephone-order soft-
ware, these products boast signifi-
cant reduction in e-commerce and
telephone-order merchant exposure
to credit card and check fraud. 

The bundled solution aims to elimi-
nate chargebacks from both criminal
and friendly fraud by U.S. cardhold-
ers. Authenticated transactions are
guaranteed up to $5,000 per transac-
tion by none other than Lloyds of
London. Transact-Secure is used for
real-time e-commerce transactions,
and CSR-Secure is designed for tele-
phone-order transactions. 

"Industry experts predict that credit
card fraud from Internet transactions
will exceed $2 billion in 2002," says
Croghan. "Credit card fraud in the
'cardholder not present' environment
has always presented risk for finan-
cial institutions, processors, mer-
chants and cardholders. 

With the robust growth of the identi-
ty theft phenomenon, it's only going
to become more costly and incon-

venient for everyone. The Transact-
Secure system is unique in its ability
to put a stop to those losses today."

How exactly does this product do it?
With a robust database, Croghan
says. Through contractual arrange-
ments with Experian, Equifax, even
the FBI, Transact-Secure has aggre-
gated an impressive database that
accesses limited information, just
enough to authenticate the identity of
the cardholder.

"We do it by asking questions," says
Croghan, "Even the coolest crooks
steal questions. Through our system,
the merchant is protected."

Under Croghan’s guidance, Payment
Technologies Group is committed to
marketing that protection nation-
wide. 

Originally employed by the company
that developed this software,
Croghan took his decade of experi-
ence in the payment-processing
industry, coupled it with his market-
ing expertise and formed his own
entity in October 2001 to promote
fraud elimination.

"I decided to do my corporation,"
says Croghan. "I am not much differ-
ent from a marketing VP. Instead of
being on the payroll, I now have my
own company."

Although the products are available
to merchants directly, Payment
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Payment
Technologies Group

ISO contact:
Gerry Croghan
Phone: 866-715-1108
E-mail:

info@paymentechnologies.com

Company address:
5433 Airport Pulling Rd., Suite 126
Naples, FL 34109
Phone: 866-715-1108

ISO benefits:
• Authenticated transactions guaran-

teed up to $5,000 per transaction
by Lloyds of London, making it
ideal for high-risk merchants.

• ISOs and processors get opportuni-
ty to earn revenue by marketing
security products within their port-
folios.

• Establishes chain of liability.
• Recurring residual stream with no

upfront costs.

Stopping Fraud in its E-tracks

"We can essentially eliminate fraud chargebacks."



Technologies recognizes that transaction
processors and ISOs in the e-commerce
marketplace represent the most effi-
cient channels to reach merchants
with the most obvious need for
their protection. 

Payment Technologies not only
sees credit card processors at
risk from the effects of fraud on
their merchants and offers a
solution; aside from the product,
it offers ISOs and processors an
opportunity to earn revenue by
marketing these products within
their portfolios. 

Croghan reports that processor response has
been overwhelmingly positive. "End users are
ecstatic," he says. "Their chargeback reductions are in the
80-90% range." According to Croghan, Paymentech and
Authnet are already on board, with negotiations for many
others in final stages. 

"The thing you have to know is that there is a chain of lia-
bility," says Croghan. "After the merchant, the next person
in line is the processor. It is in the interest of the processor

to make sure there are no fraudulent charge-
backs. Our channel is processors."

Croghan continues, "We provide a spe-
cific product to the payment-process-
ing industry. Transact-Secure is a
stand-alone product for all credit
cards and the only solution on the
market today that incorporates the
new Verified by Visa initiative in a
bundled package, as an added bene-
fit to our acquirer and merchant

clients, if desired. 

The certification process for Verified by
Visa is another value-added service offer-

ing, often at no investment risk to the proces-
sor/acquirer."

Payment Technologies Group’s target market is processors
and ISOs who deal with the highest-rated chargeback mer-
chants, such as gaming or electronic goods – any high-
ticket items.

"There are certain processors that really like that type of
business," says Croghan. "We’re not necessarily talking to
the largest ones but those that handle the highest risks. We
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Earn extra cash up front, to o .

"The thing you have to
know is that there is a chain

of liability. After the merchant, the
next person in line is the processor.
It is in the interest of the processor 

to make sure there are no fraudulent
chargebacks. Our channel 

is processors."
– Gerry Croghan

President, Payment Technologies Group



are looking at processors whose mer-
chants are doing hundreds of thou-
sands of dollars in transactions."

Croghan says that the implementa-
tion of Transact Secure and CSR-
Secure requires nothing. The soft-
ware plugs into any shopping cart on
the market. Standard pricing is 50
basis points or $.50 per transaction,
whichever is higher. There is a $99
application fee paid by the merchant,
not the processor. Payment
Technologies guarantees a 48-hour
turnaround time from application to
integration. 

So how does the ISO community fit
into Payment Te c h n o l o g i e s ’ s c e-
nario? According to Croghan, in a
big way for those who work with
big-risk accounts. "We’re realistic
about this since there’s only a limit-
ed number of resellers who are going
to be connected with those mer-
chants," says Croghan. 

"Is it worth the time for ISOs who

d o n ’t have high-risk merchants?
Maybe not. But for those who do,
they can make a pile of money. They
get a piece of the per-transaction fee
the merchant is charged – a recurring
residual stream with no upfront
costs."

Croghan hopes ISOs will see the
problem as he does – a numbers
game, numbers calculating merchant
losses.

" We’re talking about losses from
c h a rgebacks," says Croghan. "We
need to talk about merchants losing
from each transaction, the cost of the
goods, then the chargeback fees, then
all kinds of management and over-
head for staff that deals with charge-
backs all day long.

"With our system, that all goes away.
Our product authenticates the identi-
ty before the card gets sent out for
authorization."

Keep in mind that through contractu-

al arrangements with the develop-
ment company of the software,
Payment Technologies is the exclu-
sive agent for Transact Secure and
CRS-Secure to the ISO community.
In other words, it’s the only place an
ISO can go to take advantage of this
product that guarantees merchant
piece of mind from e-commerce
fraud. The biggest challenge facing
Payment Technologies is getting the
message to those ISOs that have
high-risk merchants.

"Recently, the Gartner Group report-
ed that e-tailers need a vendor who is
very strong in fraud protection, ide-
ally one providing real-time credit
card authorizations and payment
processing for e-checks and ACH
payments," says Croghan. "Payment
Technologies Group intends to be
just that organization, through form-
ing relationships with the leading
transaction-processing enterprises
and offering solutions that co-exist to
further secure global e-commerce."
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I
t possesses a broad footprint
established through 19 years of
scalable processing solutions
for the retail marketplace. It

continues to significantly invest in
new products focusing on flexible
implementation as well as high ROI
for customers. 

Its solutions are utilized by 350
banks worldwide, three international
stock exchanges, three of the top
U.S. brokerage firms, three of the top
10 retail pharmacy chains, two of the
top five grocery chains, two of the
top 10 petroleum and convenience
stores, four of the world’s top air-
lines, two the world’s leading resort
chains and one of the world’s top
theme parks. 

It is S2 Systems.

Established in 1983 as a provider of
high-performance switching soft-
ware in the payment-processing
arena under the name Shared
Financial, the company evolved and
in 1994 was part of a multiple acqui-
sition by Stratus Computer. T h e
other half of the acquisition was SSI,
and a new software entity was
formed, Stratus 2. In 1999, S2 spun
off and stood on its own two feet,
albeit as an independent company
owned by a New York investment
group, Basic Capital.

Since that time, S2 has come into its
own by leveraging experience and
expertise in design, manufacture and
development of high-availability
transaction-processing solutions.

"We are unique. We’ve developed
current-generation product from past

experience," says Stephen Clark,
President/CEO of S2 Systems. "All
our products have been designed by
a company with experience in
deploying a significant number of
multi-proprietary solutions." 

While there are numerous solution
providers that make similar claims,
Clark believes S2 Systems has a leg
up on the competition.

"There are competitors, traditional
competitors, running proprietary
platforms," says Clark. "All of those
are considerably expensive to main-
tain and modify. Ours is designed to
enable people to rapidly and quickly
adapt and interface with Web-based
devices as well as POS devices.
Since we offer more cost-effective
solutions that are quick to deploy, the
total return is significant."

In fact, Clark claims S2 Systems has
the only open-platform solution that
boasts heredity as well as scalability
and flexibility. The cornerstone of
that solution is the OpeN/2 Engine.
S2 has a wide range of applications
that complement the OpeN/2, target-
ing core authorizations, card pro-
cessing, check management and
other related transactional capabili-
ties. 

The OpeN/2 engine provides robust
and scalable online transaction pro-
cessing capabilities integral to real-
time e-business. The core transaction
engine is built for high volume
throughput and peak performance
with applications for EFT, card activ-
ity and check management.

S2 Systems' OpeN/2 solution suite is
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S2 Systems, Inc.

Company address:
4965 Preston Park Boulevard,
Suite 800
Plano, TX 75093
Phone: 800-527-4131
or 972-599-5600
Fax: (972) 599-5610
E-mail: information@s2systems.com
Web site: www.s2systems.com

ISO benefits:
• Leverages experience and expertise

in design, manufacture and devel-
opment of high-availability trans-
action-processing solutions.

• OpeN/2 Engine targets core
authorizations, card processing,
check management and other
related transactional capabilities.

• Offers processing services mainly
to banks and processors provides
and solutions to the retail, travel
and hospitality business sectors.

• 24/7 customer support available
daily around the world.

• Utilizes local sales reps in smaller
markets and in places like Latin
America.

• Doesn't try to push fraud manage-
ment to back end.

A Goliath among the Davids



premised upon component-based open architecture, allow-
ing interoperability with a wide range of contact points,
including ATMs, POS devices, PDAs, wireless and other
emerging technologies. Additionally, interfaces are avail-
able for common enterprise applications supporting indus-
try-standard relational database drivers such as SQL and
Oracle on platforms such as NT/Windows 2000 or UNIX.

S2 Systems offers these processing services mainly to
banks and processors. "Our traditional customer profile is
Tier 1, although our OpeN/2 is very flexible and can scale
down to smaller organizations," says Clark. "We have cus-
tomers that range across all aspects, but the majority are
larger-scale organizations."

S2 Systems also provides solutions to the retail, travel and
hospitality business sectors, especially with the shift
toward increased use of electronic payments.

"While we have very good check-clearing systems in this
country, there are high portions of businesses that are
demonstrating a clear desire to go toward electronic
checks," says Clark. "We are delighted (about) this trend.
As you look at the growth in transaction volume, most of
the studies show a very distinct level of growth in elec-
tronic transactions. Our customers are looking for higher
levels of capabilities. They’re looking for solutions that

can scale up with the same reliability and flexibility to
enable their business to adapt."

S2 Systems has recognized this shift and has begun to
deploy its products into institutions that previously
weren’t viable customers. "One thing the dot.com move-
ment did well was drive the level of capabilities of plat-
forms much higher," says Clark. "Companies putting e-
commerce on their sites have done a lot to bring about a
higher level of reliability. With the ability to configure
multiple servers, we have capabilities to deliver more tra-
ditional services online." 

Though its services are clearly focused on electronic com-
merce, S2 Systems does not overlook the brick-and-click
aspect of retail. "At the point-of-sale, our system can deal
with any transaction," says Clark. "The traditional POS
environment will continue to evolve with electronic pay-
ments, and our system is inherently designed to handle all
those transactions. We continue to add incremental value
to our core engine."

S2 Systems also adds value to its suite of solutions through
customer support. Since S2 is a global provider, it offers
support and service in all time zones. United States,
Europe, Asia, even Africa have access to a 365-24/7 live-
voice call center.

"Our clients' systems are mission critical, and we are in a
position to address that and maintain a high standard of
support," says Clark. "That is one aspect of our longevity.
Many of our customers have been with us for years, some
even dating back to our Shared Financial days."

Training is also a big part of S2 Systems’ customer sup-
port. S2 works closely with customer IT departments,
offering a broad range of training services, from courses in
operation and support to implementation and integration.
Depending on the customer environment, S2 Systems can
implement its solution suite in as little as two weeks with
larger deployment time needed for more extensive envi-
ronments. It all depends on the need of its customers. 

"Most customers clearly are much more interested in rapid
migration with their existing systems, co-residing with our
platform and phasing in applications," says Clark. "Over
time they begin to see benefits and flexibility and add
more functionality." 

Does S2 Systems utilize the ISO channel in providing its
services? For the most part, no. "Given the traditional
footprint of our country in larger-tier markets, we use a
direct-sales channel," says Clark. "We do have a local
sales rep strategy in some smaller markets or markets that
require local representation, such as in Latin America."

Besides a strong in-house sales force, S2 Systems even
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incorporates an in-house deployment
staff. "We do have our own capabili-
ties of deployment," says Clark. "It
may vary with larger scale imple-
mentations that can be done with
customers’ system integrators. But
we do guard our products closely."

An area that S2 Systems is very open
to, though, is acquisitions. "One of
our core strategies – to move forward
and leverage our position on a broad-
er basis – does require acquiring
complementary organizations," says
Clark. "A lot of our customers are
looking for fewer suppliers to pro-
vide more. That’s important." 

What is also important to S2 Systems
is that those potential acquirees also
have a complimentary attitude
toward its capabilities as well as
complementary products and servic-
es that will bring broader end-to-end
solutions to its customers.

Clark sees the future of the industry
being directly affected by the consol-

idation of suppliers. Fewer compa-
nies will be offering multiple-trans-
action services. For S2 Systems,
that’s a good thing. Since its OpeN/2
products are able to handle transac-
tions generated in any format in any
platform, be it POS, mobile or kiosk,
the challenge for S2 to successfully
expand in this environment is not
that dramatic. What does challenge
S2 is simply time. 

"The challenge for us is to continue
to add in a timely fashion critical
applications for more functionality
and broader selection of back-end
applications as well as more refined
fraud-management tools for our cus-
tomers," says Clark. "

Fraud management is a special issue
for S2 Systems. "Online fraud and
risk management is traditionally
handled by back-end apps. We
believe a back-end view of handling
this is archaic," says Clark "The
security and fraud management sys-
tems need to be an integral part of

the system. We bring fraud products
to the market that are integrated in
real time rather than switched to
back end. We are guided by our cus-
tomers (because) they want much
more interactive, real-time capabili-
ties. If enough customers ask for it,
that is the way the industry will go."

S2 Systems is banking on that direc-
tion. "S2 is really taking a leading
position with our OpeN/2 products,"
says Clark. "We are getting high lev-
els of traction, and we are seeing
higher levels of movement from
even the more conservative cus-
tomers. For example, we are work-
ing closely with both Intel and
Microsoft. ... Many of our customers
have their own views on who they
want to use, but clearly we are bipar-
tisan."

A bipartisan solutions provider that
wants to be the only one on the con-
vention floor at the end of the day.
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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.
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w w w.linkpoint.com, for detailed inform a t i o n
about the LinkPoint AIO. We offer a complete
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Desktop Card
Processing Solution
CN!Express
C re d i t N o w !

C
reditNow! Corporation released the latest ver-
sion of its desktop credit card processing solu-
tion. Whether for a mom-and-pop operation or a
larger retailer, CN!Express will reduce software

investment costs for merchants and get them up and run-
ning and processing quickly.

CN!Express incorporates several state-of-the-art technolo-
gies: T C P / I P to talk to processor gateways, 128-bit
encryption for secure transmissions and AES encryption
for secure internal storage of account numbers. 

The full-featured, powerful desktop application runs best
on Windows NT, 2000 and XP but will not take up large
amounts of the computer’s resources. 

It contains its own relational database, which supports
transactions so users won’t lose data even if power is lost.
The fields displayed and data collected are specified by the
merchant’s choice of processor, selected when the soft-
ware is installed.

CN!Express’s user interface gives a unique view of suc-
cessful, unsent or failed transactions. Data can be entered
one transaction at a time or by importing an ASCII text-
only file. The application collects data for card levels 1, 2
and 3 and supports both AVS and CVV2 antifraud utilities. 

Other features include support for international currencies
and check processing. 

C N ! E x p re s s

C reditNow! Corporation
85 Grove Stre e t
P e t e r b o rough, NH  03458
6 0 3 - 9 2 4 - 6 0 7 9
w w w. c re d i t n o w. c o m

E-Commerce
without Borders
E4X and Paymentech Mult icur rency Solut ion

T
ranslating between languages for better commu-
nication is an essential part of the global econo-
my. It makes sense that the currencies used for
purchases made online for commerce without

borders should be translatable, too. 

Paymentech and E4X Inc. can help online merchants do
business in local currencies and receive payments in U.S.
dollars. Together, the companies offer a complete multic-
urrency solution for e-commerce transactions.
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Paymentech enables merchants who are expanding their
market base internationally to sell online in several cur-
rencies and process payments in the shoppers’ local cur-
rency.

E4X provides a complementary solution that allows mer-
chants to display guaranteed final prices in local curren-
cies on the online catalog page. The merchants receive the
exact payment expected, in U.S. dollars without incurring
any foreign-exchange risks and costs. 

The E4X multicurrency solution is used on more than
3,000 merchant Web sites both domestically and interna-
tionally. It is a cost-effective solution that integrates into
the Web sites and is fully compatible with all major e-com-
merce environments and operating systems.

"The partnership with payment processor Paymentech
enables E4X to present the simplicity and economics of
selling multiple currencies to merchants with international
customers," said Yuval Tal, CEO of E4X. "We will be able
to directly access large merchants with current interna-
tional shoppers."

Paymentech is an end-to-end full-scale multicurrency
solution in the U.S. The company processes Vi s a ,
MasterCard, American Express, JCB, Switch and Solo

credit card transactions in 14 major global currencies; all
currency transactions can be processed through existing
processing systems.

Merchants using Paymentech for their multicurrency
needs can consolidate domestic and international credit
card processing onto a single platform. Paymentech also
provides services for online vendors, including charge-
back management and reconciliation and economies of
scale pricing. 

The joint initiative went through an 18-month develop-
ment and market-testing period, during which time the
issues facing merchants selling online were addressed and
eliminated. The agreement between the two companies
will include marketing and sales initiatives.  

E4X Inc.

New York, NY
Tel Av i v, Israel
w w w. e 4 x . c o m

P a y m e n t e c h

Dallas, TX
w w w. p a y m e n t e c h . c o m
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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





VeriFone and Va l u t e c ’s Gift to
Merchant POS

VeriFone Inc. and Valutec teamed to cre-
ate and certify loyalty and gift card appli-
cations for terminals supporting the Verix
multi-application architecture. The pre-
packaged gift and loyalty card solution
will give merchants of all sizes access to
the benefits of an electronic gift card pro-
gram. 

Acquirers and ISOs can now offer an off-the-shelf loyalty
solution for better merchant retention and revenue stream
development. The program offers good margins and com-
plete solution support. The application can be securely
deployed on existing terminals that are now used for cred-
it and debit cards, without recertification of the current
payment application. Valutec’s solution is customizable
based on individual merchant requirements. It provides
reporting and data manipulation as well as card merchan-
dising design and production. 

The Better to See You With, My Dear

Hypercom Corp. and Identico Systems LLC introduced a
photo identification verification software solution for use
on Hypercom’s ICE 7000CE card payment terminals. True
ID is a POS system designed to reduce the risk involved in
face-to-face transactions by as much as 80 percent and
increase the chances of restitution if fraud is committed by
up to 50 percent. The system will be marketed initially to
retailers like grocers, drug stores and mass merchandisers
who accept check payments for a large number of transac-
tions. 

The True ID system utilizes the capabilities of the multi-
function ICE 7000CE terminals, such as its six-inch color
touch screen and Web readiness. When a customer pres-
ents a check or card for payment, the driver’s license or
other valid photo ID is scanned, encrypted and securely
stored on the True ID system along with payment infor-
mation. The next time the customer makes a purchase, the
system instantaneously displays the stored photo on the
terminal screen, letting the clerk verify the identity and
payment history.

The Vue from the POS

VueMedia Inc. and @pos.com announced that VueMedia
has become a strategic selling partner for @pos’ Web-
enabled iPOS TC point-of-sale terminal. Under the agree-
ment, VueMedia and @pos will combine the iPOS TC’s
credit and debit payment features with Vue Media’s target
marketing innovations to assist retailers in improving pay-
ment-processing efficiencies and eliminating ineffective

advertising expenses. VueMedia provides
software and services to retailers to manage
customer knowledge, multichannel market-
ing and targeted in-store content delivery.
@pos is a transaction POS provider of hard-
ware, software and ASP services for infor-
mation capture and retrieval with card-based
payments.

Smart MasterCards from
SchlumbergerSema

SchlumbergerSema announced a multiyear
agreement with MasterCard International to
supply MasterCard's member financial insti-
tutions with smart card manufacturing serv-

ices to support them in accelerating their EMVsmart card
migrations. The deal will make SchlumbergerSema a key
smart card supplier for MasterCard.

SchlumbergerSema will offer a full range of EMV-com-
pliant cards to MasterCard's members, complete with the
M/Chip debit/credit application and additional space
available for value-added applications. Under the agree-
ment, SchlumbergerSema will manufacture the cards to a
standard finish. Members will have their choice of chip
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capacity, ranging from 16K bytes to 64K bytes, as well as
selecting either the MULTOS or the SchlumbergerSema
Palmera Protect Java-based platform for their cards. All of
the cards will feature M/Chip, MasterCard's EMV
debit/credit application.

Rewards for Shopping

CIBC and Shoppers Drug Mart announced the introduc-
tion of a new co-branded, loyalty-based credit card. The
new CIBC Shoppers Optimum Visa card combines world-
wide acceptance of Visa with Shoppers Drug Mart's and
Pharmaprix's loyalty program. Members of the Shoppers
Optimum program who carry the new card will be able to
earn Optimum Points outside of Shoppers Drug Mart
stores. They will earn five Shoppers Optimum Points for
every dollar spent at Visa merchants worldwide. They also
will earn 50 percent more points in Shoppers Drug Mart
stores when they use both their CIBC Shoppers Optimum
Visa card and their Shoppers Optimum card.

The new Visa card also will attract new members to the
Optimum program. Every CIBC Shoppers Optimum Visa
cardholder who is not already an Optimum member will
be enrolled in the program, which has 6 million members.

Gift Card Program from Action and Givex

Action Systems Inc. (ASI) and Givex Corp. announced the
integration of the Givex card management application
with Restaurant Manager, ASI’s Windows-based touch
screen POS system. Givex recently certified Restaurant
Manager 12. 
The integration will provide restaurateurs better options
for starting gift card programs. The Givex programs are
real-time gift card and loyalty-management solutions that
work with POS devices and the Internet to consolidate the
process. The applications will run directly through ASI’s
Restaurant Manager for easy launching and will require
limited training. 

ECHO Revenues Up

Electronic Clearing House (ECHO) reported its fiscal year
2002 second-quarter results. For the quarter, revenues
were up 13.6 percent for the same period last year.
Revenues of $ 8.4 million this year were reported com-
pared to $7.4 million last year. Total processing and trans-
action revenue for the fiscal quarter increased 17.9 per-
cent, from $7.02 million last year to $8.3 million this year.
Check-related revenues increased from $1.06 million for
the three months ending March 31, 2001 to $1.51 million
for the same three months in 2002, an increase of 42.4 per-
cent. Bankcard processing and transaction revenue
increased 12.5 percent, from $6.07 million to $6.82 mil-
lion.

Insight into Cards

Ingenico has announced patents pending in the U.S. and
Canada for its application helping retailers distinguish
between credit and offline debit cards when tendered by
their customers.  eN-Concert Insight will convert check
cards and other offline debit card transactions into less
expensive online debit, significantly reducing the mer-
chant’s cost of payment processing. Online debit transac-
tions are also guaranteed, which speeds up the retailers’
receipt of funds and eliminates chargebacks.

eN-Concert Insight resides on the retailer’s in-store
processor (ISP). The application can be installed as an
option with the eN-Concert Store transaction-management
system or as an application module on the retailer's ISP.
Insight is part of Ingenico’s eN-to-eN Tr a n s a c t i o n
Solutions, a comprehensive suite of software and profes-
sional services that enable retailers to reduce their costs of
business and drive incremental sales through targeted pro-
motions and value-added services delivered to the point-
of-purchase.  
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Coming Together

H
ard-working sales professionals spend
an inordinate amount of time in the
field, sometimes in tandem with an
associate but rarely with their entire

team. However, bringing the team together can be
as valuable to a company’s bottom line as bringing
in a new account. Internal loyalty is paramount to
customer loyalty.

Issues such as new company policies; changes in proce-
dures, pricing and products; and additions or deletions to
the sales force might be better served up at a company sit-
down. Even more important is giving co-workers the
opportunity not only to feed off each other’s recent suc-
cess stories but also to motivate each other through these
lean times. This social interaction encourages a spirit of
teamwork and translates into a more cohesive and unified
sales effort.

Put a bunch of agents in a room and watch the level of
energy soar. Laughter spills over as sales anecdotes and
merchant mishaps are shared. Humor makes mistakes so
much easier to acknowledge and learn from. Selling goals
are put out for comment and comparisons. Friendships are
reinforced. Corporate family bonds are strengthened. 

Getting the agents to give up their most valuable asset –
namely, their selling time – can be the only stumbling
block to bringing the team together. Overcoming that
opposition is easy when the salespeople recognize that
they’ll leave the meeting with new and improved tools and
strategies. Management’s job is to make sure that happens
– and the key is interaction.

The energy that pumps up participants at sales meetings
quickly dissipates without more tangible tools reinforcing
the message. Incorporate contests, games or other similar
team-building exercises that not only present challenges
but offer rewards, such as a Palm Pilot, the latest model
cell phone or the ever popular prize – cash. That will moti-
vate each player to get up and give it his or her all.

Sales agents love a challenge, love the chance to perform
in front of an audience and absolutely adore getting

rewarded for a job well done. The experience also will
leave a more lasting imprint for their future reference. 

Don’t forget festive favors. What’s a party without good
food, good music and great ambiance! Skimping in this
area sends the wrong message. Sales agents are the lifeline
of every company and should be treated accordingly.
Without them, it’s just an empty infrastructure.
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B i o m e t r i Te ch  Confe re n c e

Highlights: Even before Sept. 11, 2001, greater security and protection from
fraud were goals for business organizations, government agencies, financial
institutions, law-enforcement groups and facility managers. Since then, height-
ened tension around the world has brought this concern to the forefront even
more. Biometric security technologies are becoming the increasingly most reli-
able solution. BiometriTech is the global event showcasing biometric security
solutions for access control and authentication. The program includes seven
targeted three-day tracks, three special half-day workshops and the special
Smarter Card Summit, a comprehensive half-day seminar showing companies
how to integrate smart card technology into their security systems. All biomet-
ric applications will be addressed from each point of view – user, installer,
reseller and integrator.

When: June 25-27, 2002
Where: Hotel Penn, New York
Registration Fees: Vary by number of participants, workshops, seminars attend-

ed and registration date. Complete details are at ww.biometritechexpo.com
How to Sign Up: Online at www.biometritechexpo.com. Phone 800-243-6002;

fax 203-853-2845.

Page 64

Reaching the Summit is Difficult
This is one mountain you don't have to climb alone

With EDR leading the way, you can rise to your financial 
goals through our unique equity offering.       

While earning consistent residuals every month, your
merchant portfolio appreciates as part of EDR's 
clearly defined consolidation strategy.

Come climb with EDR

1.888.546.5890    www.edragentinfo.com

ELECTRONIC DATA RESOURCES
PROVIDING SMART SOLUTIONS TO SOLIDIFY YOUR BUSINESS FUTURE

The ABCs of Attrition

I
s there any one deed that deflates one’s selling spirit
more than getting dumped? Customer rejection can be
brutal and certainly hazardous to your business health.
Avoiding being shown the door takes a concentrated

effort, an effort that involves creativity, personalized service
and prompt attention. It’s all about keeping a merchant
happy. Are you doing enough in this area? Take the follow-
ing test to find out just how secure your professional rela-
tionships are.

• Do you truly understand the needs of your merchants?

• Do your customers praise you for meeting those needs?

• Do you initiate contact with existing customers on a regu-
lar basis? This is key, for existing customers are the primary
source of stable revenues. 

• When they try to contact you, do you return your cus-
t o m e r s ’ calls promptly? Absentee ISOs mean absentee
income.

• Are you careful not to waste your merchant’s time?

• Do your customers feel as if they can question your serv-
ices without fear of attack? Constructive criticism can lead
to better working conditions.

• When a problem occurs, do you immediately step up to the
plate and make good on that promise to fix it? 

• Do you share new ideas, new technology and even cost-
saving processes with your customers? A stale relationship
is a sinking relationship.

• Do you smile every time you talk to your merchants, no
matter whether it is face to face, on the phone or over the
Internet?

And finally:

• Do you make all of your customers feel as if they’re your
one and only?

Good Selling!

Paul H. Green



PARTNERSHIP
PROGRAM

TO START YOUR OWN BUSINESS
CALL US

1-800-310-3812

A COMPANY OWNED AND OPERATED
BY SALES PEOPLE
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

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
(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/VERI-
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 eTelecom, Inc. (GETI)
(877) 454-3835

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

BUDGET Te rminals & R e p a i r
(985) 649-2910

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

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.. (GETI)
(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.



Re nt the Synapse Adapter™ for $28 /m o nt h

© Co p y r i g ht 2 0 0 2 , U. S. Wi reless Dat a ,I n c. All Rights Re s e rve d .

D i s cover just how profitable it is to go wireless with Sy n a p se
SM

.
Call 1-80 0-9 7 9-3282 for details, or visit www. u sw i re l e s s d at a . co m

RE NTAL PROG RAM DETA ILS

Equipment & Service $28/month

Activation $35 one time

Transaction Fees 1¢ p e r

BE NE F ITS FO R M E RCH A NTS

• No new keystrokes to learn

• Reduced monthly telephone charges

• No phone line installation costs

• Improved transaction speed

Try    S o m e t h i n g
From Our Value Menu!

0 2 1 5

And t ra n s a ctions are only 1¢! 

Now you can offer your fa s t food customers and other merc h a nts a special va l u e.

For just $28 .0 0 per mont h , the Synapse Adapter™ co nve rts dial-up POS terminals to wire l e s s .

I t’s the perfe ct solution for QSRs, co nvenience store s, and any merc h a nt t h at wa nt s

a super value on a super pro d u ct.
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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

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) 515-5327
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
(800) 797-5302 x303

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

Global eTelecom, Inc.. (GETI)
(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

General Credit Forms, Inc.
(800) 325-1158
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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  POS
TERMINALS & PC SOFT-
WA 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
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