
A
s ISOs, we know that today savvy merchants have more ways to edu-
cate themselves about bankcard acquiring than ever before.
Competition is tough, and every merchant, even a new one, is solicit-
ed for business regularly by ISOs and banks. With the current compet-

itive environment, it would seem that retailers would have plenty of knowledge
about the choices they have in service providers, pricing and even equipment,
but ISOs always have been able to reach the multitude of smaller merchants that
are too expensive for a bank or bankcard acquirer to reach with their own
employees or marketing efforts.

As the hype about the Internet grew over the last few years, many in the indus-
try had come to wonder if the Internet would eventually replace the need for
ISOs in reaching the small and medium-size retailer, or – perhaps even as dev-
astating to ISOs – that pricing informa-
tion, choices in equipment and even
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"We found in our pilot that 50 percent of transactions are debit.
The pay-at-the-table devices makes using debit cards possible, and
that means dramatically reduced processing costs for the business
– the owners pay only 20 to 30 cents for debit transactions."

See Story on Page 24

Competing against the Web
for Sales and Information

See COMPETE on Page 8



Why are Ingenico transaction terminals
popping up like spring flowers... 

everywhere?

It’s by DESIGN

Ingenico transaction terminals are popping up all over the countryside. Ease of use, secure transaction 
authorization and investment protection are part of our design.

Ingenico’s Elite line of transaction terminals share a patented and proven software development environment
called UnicaptTM. This universal application development tool allows the software developer to leverage on Unicapt
payment application throughout the entire line of Elite terminals. The benefits are: faster time-to-market, lower cost
of support, better customer service, and simplified sales and operator training. An added benefit of Unicapt is that
it enables you to run several applications on a single Elite terminal.

The Elite 712 EFT terminal solves the merchant’s issues of customr PIN entry privacy and counter-space. Instead
of offering a cumbersome swivel base, the Elite 712 is tethered to its communications base for reliable and safe 
customer activated transactions. It is simple to use, secure, and performs credit, debit and EBT transactions. The
Elite 712 is also EMVco Levels I & II approved for future smart card uses. All of these design features combine to
give the merchant a reliable, easy to use and compact payment solution that is springing up everywhere.

Contact your local reseller or Ingenico today.
U.S. 1-800-252-1140  -  www.ingenico-us.com
Canada 1-800-295-8491  -  www.ingenico-ca.com

Elite 712
EFT TERMINAL
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Winner  and  St i l l  Champion

Paul,

As a member of the original advisory board of CCM (Credit Card
Management magazine) back in 1988, I was excited to see a pub-
lication focusing on the credit card industry.

In the last 14 years, the two sides of the industry have changed dra-
matically. The number of card issuers has shrunk to a handful, while
the number of merchant service providers has mushroomed into the
thousands.

Now, as then, CCM still puts most of the focus on the issuing side.
CCM should wake up, or it will end up like the ABA Bank Card
Convention.

The Green Sheet does a great job and is much more than a direct
competitor to CCM – it's the winner!

David Meyer
APEX, Inc.

St. Petersburg, Fla.

Looking for  ISO Arrangement  That  Can  B lossom

Thanks for your great information. Thought perhaps you could help
me with a project that seems to be a process of brick walls.

I've been a sales agent/rep for several different ISOs for the last 10
years. I would like to pay the $10,000 to $15,000 to become an
ISO. In short, I want to own my accounts. I would like to enjoy resid-
uals for years to come even though I go a month or six weeks with

no deals (or even two months or two years). Most ISOs are quick to
take residuals away after one slow month. Some offer lifetime resid-
uals, which is intriguing, but I would prefer to own the accounts
legally.

I don't know how to get started. A few of my specific questions
and/or preferences: 

1. I would like to be able to have all interchange rates -- approxi-
mately 1.46% for VISA and MasterCard, 17.75 cents per transac-
tion, $1.25 to $2 for statement fee AND the "wholesale" rate on all
non-qualifieds. For example: approximately 0.44% for hand-keyed,
approximately .62% for EIRF, etc. I assume this is available, but how
do I find it? 

2. a.) Is there a list of all of the settlement banks looking for ISOs?
b.) Is there a list of all of the networks and the available terms of
service? c.) Is there a list of customer-service organizations that
would be able to tailor their service to my needs? 

3. What's possible regarding the software and writing of profiles? I
could purchase all software to write profiles but probably would
rather have profiles written at the network. Don't know how such an
arrangement would take place. I assume I would need to pay for the
service. 

4. How do I pay the initial startup fee to VISA and MasterCard –
i.e., the $10,000/$5,000, approximately? 

I would like to look down the road five to 10 years and make some
future building plans but don't know exactly how to begin – or
where to get the necessary info. 

Any help you can give me would be EXTREMELY helpful! 

Thanks much.
Dave Murrow 

Dave: 

We’re glad to hear that you find the information in The Green Sheet
useful. We appreciate the positive feedback on our efforts.

It will actually be easier to answer your questions in reverse order.



1. Only banks are members of the Visa and MasterCard associa-
tions. To register as an independent ISO/MSP, you must be affiliat-
ed with a member bank or through an ISO/MSP.

2. The "profiles" are controlled by the BIN organizations. Again,
you need to talk with a member bank.

3. No "list" exists of the acquirers and ISO/MSPs, although most
that are currently hiring advertise in The Green Sheet. Our
November issue of the GSQ is our annual report on bankcard
acquirers. If you did not receive this issue, it will be available online
shortly. Watch for an announcement in The Green Sheet.

4. Negotiating rates, fees, etc. is a function of your sales contract.

5. Most sales organizations are looking for consistent and growing
revenue. We have no idea if the deal you seek exists in the market-
place. You can contact Heartland Payment Systems (888-963-
3600); its program might work for you. Other than that, our sug-
gestion is that you contact the various companies advertising in our
publications and on our Web site.

Good Selling!
The Green Sheet Staf f

The G if t  Card  D i l emma

We read with interest Brandes Elitch's article about gift cards ("Risks
and Solutions in the Gift Card Business," Green Sheet, April 29,
2002, issue 02:04:02). Certainly the development of the electronic
gift card process has allowed merchants to offer a program that pre-
viously had been denied them because of cost.

What was once a custom program is now an application service
available to any business with a phone line and the equipment to
process the transaction. The risk has evolved from petty theft and for-
gery of certificates as the nemesis of the merchant to chargebacks
on credit card acquired gift cards from defunct merchants as the
bane of acquirers.

What has helped merchants foil unscrupulous employees now allows
unscrupulous merchants to dirty-deed their account acquirer.

Acquiring banks assess the risk of granting credit-processing privi-
leges to merchants. Even if they have poor credit, many merchants
can still obtain processing. And they can get a gift card program.
Loss prevention may include whether this is too volatile a combina-
tion.

The statement in the article, "Businesses are being encouraged to sell
gift cards to generate cash flow in tough times, and tough times often
lead to business closings or bankruptcy," portends an Enron-like atti-
tude that gift cards can be used as a last-ditch attempt by manage-
ment to stave off disaster.

Worse, spurious activity by a business to generate cash immediate-
ly before a bankruptcy filing has all of the characteristics of criminal
intent. No gift card processor can condone the unlawful use of its
service, but to say gift cards are to blame just isn't the case.

We've come full circle to the question of prevention. If people who
expect to profit from ill-gotten gains run a business, it's hard to stop
them. Is prevention the monitoring of card activity? Maybe, if some-
one is willing to pull the trigger on shutting down a merchant's sys-
tem if it APPEARS the merchant is up to no good.

But who pulls that trigger? The acquirer? The acquirer's ISO that sold
the account? The gift card processor? And if the shutdown stops a
legitimate merchant promotion for which no unlawful intent is
uncovered, who shoulders the blame (and potential liability)?

Intuitive design found in the World Gift Card Program helps manage
(not solve) these problems? Audit and follow-up come next.
Recognition of abuse and swift action will, we hope, deter those who
seek to exploit a gift card system. We are interested in reading more
comments about this topic.

Very truly yours,
Thom Aldredge

Marketing & Sales
Gift Card Systems, Inc.
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ARE YOUHUNTING
FOR A BETTER 

ISO Opportunity?

w w w . n a b a n c a r d . c o m

1-800-BANCARD Ext. 1015
2 2 6 2 2 7 3

Set Your Sights on North American Bancard .
NAB has developed the most innovative agent program in the
industry. Call NAB today, and start getting what you’re entitled to:

Agent of HSBC Bank USA, Buffalo, NY    *Some restrictions apply. Call for details.

We’re so confident we have the best program available we are prepared to back it up.

Send us 10 approved apps and we’ll pay you $5 0 0 ! ! *

• Faxed Applications & Leases (No originals or pictures ever needed)

• Realtime Internet Agent Information Center
• Telephone Training and Installation Provided by NAB
• Same Day Approvals 
• Aggressive Underwriting



services would eliminate the potential of profit from their
business.

The Internet was expected to be one of the most robust
resources for gaining knowledge about bankcard acquir-
ing. With the many dot.com failures over the last year, as
well as a slowdown in new-equipment investment, we
decided to take a look at how bankcard acquiring informa-
tion has changed on the Web over the last two years and to
review how good that information is today.

Some Information about Our Review

We took a look at the methods that a retailer might likely
use to find information on the Web, and we searched these
chains of data from start to finish. We began our search
with the expectation that a retailer would choose one of
two methods to begin: search the Web site of a particular
bank or financial institution based on name recognition, or
use a search engine to find related topics.

We will review the specific acquirers' sites in a moment;
however, our initial look is at search criteria that might
lead a retailer to an ISO or acquirer Web site. The top 10
search engines ranked in order of highest to lowest use are
Yahoo!, Lycos, Excite, A l t a Vista, Netscape Search,

HotBot, Teoma, AOL Search, Open Directory Project and
MSN Search. In addition, the highest search word (see
chart “Top Keyword Searches”) is Bankcard, and the
numbers decline rapidly to such things as Merchant Credit
Card Services, Charge Cards, Merchant Services,
Electronic Transaction, Visa/MasterCard Processing,
Account Status, Visa/MasterCard Services, Small
Business Processing, Credit Card Transactions, Vi s a
Services, American Express and Discover Card.
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COMPETE from Page 1





With these choices of how to search, retailers also would
need to determine whether they are looking for Web sites
or general information. This choice is very important to
the success of a wild-card search, and a good example is
the Yahoo! search engine using the words “Bankcard
Acquiring.” This search finds only two choices, the New
England Bankcard Association and the Southeast
Bankcard Association sites, both of which were developed
largely to address the questions of financial institutions
that might be interested in joining the association. While
retailers might find their way to a member’s site from here,
it is unlikely.

Setting the Bar for All ISOs

While the choice “Bankcard Acquiring” listed above is a
highly unlikely search choice for a retailer and would be
more likely used by someone in the business and familiar
with such terms, other words such as bank card
(BankCard), Visa, MasterCard, credit cards and even mer-
chant credit card are more likely choices. 

While the number of possible hits on such searches differs
significantly between words and search engines, generally
speaking the most often located sites are on the top of the
lists, with additions to these lists now being supplemented
by paid placement. That is the case with Yahoo, which

places what it calls “Sponsor Matches” ahead of the high-
est-traffic sites that actually meet the word-search criteria.

As an example, the number one Web site listing using the
search criteria “Bankcard” utilizing the Yahoo! search
engine is Bankcard Solutions (www. b a n k c a r d
solutions.com), and the number one Web page listing
using the search criteria “Bankcard” utilizing the Yahoo!
search engine is Meramak (www.meramakbankcard.com).
However, Yahoo! now has three paid sponsors, the first of
which is Merchant Warehouse, which has a front-page list-
ing for equipment pricing (www. m e r c h a n t
warehouse.com/?source=goto).

Since Yahoo has the greatest search traffic and “Bankcard”
is the most often used search word1, it is safe to say that
Bankcard Solutions and Meramak set the bar for informa-
tion on this subject for all other acquirers when a retailer
is searching the Web with these search criteria. 

Bankcard Solutions is an Yreka, Calif.-based ISO repre-
senting U.S. Bank and Universal Bank. Bankcard
Solutions notes, “We pledge to inform our clients about all
costs and fees 'up front' during the quote and application
process. We believe that honesty and integrity are the most
important things that we can offer when working with our
clients.” 
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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 industry,
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 .7440 
www.usms.com

1. While “Bankcard” as a search word lists the largest number of
Web sites on the Web at 70,500, many references are for
bankcard issuing rather than acquiring. It is also important to note
that “Bankcard” reaches a significant number of additional search
sites and historical pieces on bankcards.

Discount Rate (Retail Swiped) 1.58%
Discount Rate (Mail/Phone/Internet) 1.99%
Transaction Fee (Retail Swiped) $ .21
Transaction Fee (Mail/Phone) $ .28
Transaction Fee (Real Time) $ .35
Monthly Statement Fee $10
Annual Membership Fee $25
Application Fee Free*
Terminal Programming Fee Free*
Address Verification Fee Free
Daily Batchout Fee Free
Batch Header Charge Free
Amex/Discover Fee Free
Terminal Help Desk Free
*These fees are waived for merchants who purchase or lease terminals or soft-
ware-based programs from Bankcard Solutions. In the event a merchant has an
existing terminal, the re-programming fee is $75 and the application fee is $75.
Source: www.bankcardsolutions.com/ProcessingRates.htm

B a n k c a rd Solutions Merc h a n t
Account Processing Rates



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

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

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

Services, call 800-348-1700.

Vital Merchant ServicesSM.
An inventory of successful solutions.

CAPABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry 
via VitalSync

• Just-in-Time Inventory   
Management

QUALITY EQUIPMENT FROM:

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTek



With this statement, its site
provides clear pricing and
fees, noting that its lowest
rate is 1.58% for swiped
transactions with a 21-cent
transaction fee and a $10
monthly statement fee (see
chart on Page 10,
“Bankcard Solutions
Merchant A c c o u n t
Processing Rates”).

Meramak, an ISO located in
Manalapan, N.J., lists three
acquirers with which it has
a relationship: HSBC Bank
USA, NDC and National
Bank of the Redwoods.
Meramak has both an initial
application and something called an online application;
however, it appears that retail businesses are expected to
complete the initial application, with a subsequent visit
from a sales rep, while the online application is really
intended for non-physical businesses.

Meramak notes that its prices range from 1.46% to 2.2%

plus a $12 monthly
service fee, which may
or may not have an
application fee.

We found that by choos-
ing just the first Yahoo!
search (sites or pages)
under “Bankcard” and
picking the first natural
listing, plus the first
paid listing, a retailer is
equipped with both a
range of relatively low
bankcard acquiring
rates and low equip-
ment pricing.

Providers and pricing
are not all that retailers can find on the Internet. Assuming
that retailers are going to the Web for some pre-sales call
information, they also can find out that applications for
bankcards can be processed quickly by some acquirers.

The sixth listing on Yahoo! using “Bankcard” for the word
search is Premium Bankcard Service (PBS), www.premi-
umbankcard.com. The PBS site notes, “As all of us trek
into the new millennium, the Premium Bankcard unique
method of doing business has positioned us at the forefront
of the bankcard industry.

"Founded as 'Premium Bankcard Service' in October
1999, coming from a four-year journey in the Internet
technology and banking industry, the defined goal was to
build an organization with a "PREMIUM" level of per-
formance to the industry with an emphasis on customer
service. This is still a 'point-of-sale industry.' We may have
altered the necessity of the physical presence by utilizing
the Internet for transactions, but we have not altered the
formula of success ... it will always be 'serving the cus-
tomer.'  

"The philosophy of Premium Bankcard is simple -- do
everything right that all other companies in the industry do
wrong! This philosophy has quickly turned PBS into a
doer, not a talker. The corporate office, located in Canoga
Park, California, is responsible for all operational func-
tions with departments dedicated to servicing merchants,
independent sales personnel and other business clients.” 

This site notes that Premium Bankcard Service is a regis-
tered ISO for NBR and that Cardsync Processing is a reg-
istered ISO for Quad City Bank, Bettendorf, Iowa, making
it less than clear how these two ISOs or banks interact with
each other.

What the site does say clearly, however, is that a merchant
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Application Fees
Application fees range from $0.00 Equipment/Software
to $295.00 depending on risk evaluation and means of
processing.
Monthly Fees
Discount rates charged start at 1.46% for retailers and
2.2% for non-retailers. There maybe a transaction fee
depending upon how you process your sales. $12.00
statement fee and a minimum fee of $5.00 to $20.00.
E-Commerce Packages
Meramak Bankcard offers a variety of Draft capture ter-
minals and e-commerce packages. We can accommo-
date the needs of any business.

Source: www.meramakbankcard.com/genpricing.asp

Meramak Bankcard General Pricing Outline





can be approved to
accept bankcards in 10
seconds and be live to
actually take bankcard
sales in one hour.

So What Can a Retailer Learn 
from a Simple Web Search? 

They will find that only a few of the most often
viewed Web sites disclose their pricing struc-
ture, but for those that do, the average price is
1.48% and 25 cents a transaction for retail sales
and 2.25% and 27 cents for Internet (non-
swiped) transactions. They also will learn that
there may be statement or other monthly fees, monthly
minimums, annual fees, application fees and program-
ming fees.

Last but not least, they will find that a word search is by
far the most direct path to bankcard acquiring information.
While one might think that the acquirers with name recog-
nition might be building sites that would be easily found
and easily navigated, this is in fact rarely the case.

Looking Directly at the Top 
Acquirers' Web Sites

Part of the problem for many of the big players is that they
are just that – big. This means that they each have a mil-
lion things they want to tell any would-be visitor to their
site, and, therefore, finding bankcard acquiring informa-
tion can be a challenge.

By way of example, it is virtually impossible to find your
way to the bankcard acquiring information on the Chase
Merchant Services Web site, www.chase.com. Given that
Chase is the largest bankcard acquirer in the nation, this
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almost seems unbelievable. On the other
hand, one must also realize that this is
not how Chase expects to get business.
While the site has much to say about
bankcards, it is highly “issuer” related.

In spite of knowing what I was looking
for, I was reduced to using the word
search capability on the site, and it still
took several attempts at a “word” that
would get me to the acquiring informa-
tion. 

A retailer finally finding the meager
information that does exist is given noth-
ing more than, “If you would like to
open an account with Chase Merchant
Services, LLC so that you can accept
credit cards at your place of business,
call 1-800-801-0392 (Monday-Friday,
8:30 a.m.-6:30 p.m. ET)” – hardly a tri-
umph in Web utilization.

As the number two acquirer in the coun-
try, NPC's Web site (www.npc.net) is
about as far from Chase’s as it can be. It
is bright, informative, easy to navigate,
and speaks directly to bankcard acquir-
ing (I said it was everything Chase’s is
not). 

Upon entering from the home page, a
reader can choose merchant services and
a merchant application, all in two
strokes. While no pricing information is
available, the site makes quick work of
signing up although it isn’t compelling
about why a merchant should want to.

Paymentech, while on our charts among
the top word-search results, is not in the
first search and was number 18 in the
second search at the time we did this
research. The Paymentech site
(www.paymentech.net) is quite robust,
being more complicated than the NPC
site and yet more easily navigated than
that of Chase. 

While it does take a couple of extra
strokes to get to an application process
for Paymentech, it is clear that the
expectation is that physical merchants
will begin with a face-to-face visit and
virtual merchants will be taken down a
separate path.

While the site does have references to
pricing and the "apply now" application
pop-up has a pricing tab, it is either sim-
ply cosmetic or was not working on the
day that we tried.

U.S. Bancorp's (U.S. Bank Merchant
Payment Services) Web site
(www.usbank.com/merchant) is a lot like
the Chase site, partly because there are
both large financial institutions that have
many other profit centers and business
segments to promote.

The U.S. Bancorp site does have some
straightforward information about why a
retailer should be interested in choosing
the company for a merchant account, and
its application seems prepared to handle
any kind of merchant, physical or virtual.
No pricing information is available on
the site.

The Concord EFS site
(www.ceft.com/resellers) is not built to
support a retailer looking for a processor
at all. This site, while it is rich in infor-
mation about Concord, is really a media
site, with support information provided
for sales channels.

Conclusion

As I noted at the outset of this story,
many in the industry had come to wonder
if the Internet would eventually replace
the need for ISOs in reaching the small
and medium-size retailer. And from the
ISO perspective, some were concerned
that disclosing pricing information on the
Web, wider equipment choices and dis-
count pricing would eliminate the poten-
tial of profit from their business.

For all of these concerns, we found the
Web's development so far to be a very
poor source of information about mer-
chant bankcard, other than for the totally
virtual business. In this case, a virtual
sale seems to meet the need.

While discount equipment pricing or
even bankcard-rates teases may keep a
new merchant from accepting the first
deal that is presented, so far, at least, it
does not make an ISO's job much more
difficult.  

Page 16

Web Sites in
This Review

B a n k c a rd Solutions

w w w. b a n k c a rd s o l u t i o n s . c o m

M e r a m a k

w w w. m e r a m a k b a n k c a rd . c o m

M e rchant Wa re h o u s e

w w w. m e rc h a n t w a re h o u s e . c o m

P remium Bankcard Serv i c e

w w w. p re m i u m b a n k c a rd . c o m

Chase Merchant Serv i c e s

w w w. c h a s e . c o m

N P C

w w w. n p c . n e t

P a y m e n t e c h

w w w. p a y m e n t e c h . n e t

U.S. Bancorp

w w w. u s b a n k . c o m

C o n c o rd EFS

w w w. c e f t . c o m





T
he Green Sheet is pleased
to announce two additions
to the Advisory Board:
Ginger Hollowell and

Vaden C. Landers.

Hollowell is President of Electronic
Money Co., Inc. (EMC), an independent sales organiza-
tion in Albuquerque, N.M., that Hollowell and her hus-
band, Walt, who is Vice President, built from the ground
up and incorporated in March 2000.

Electronic Money Co. has more than 400 clients that use
EMC’s credit and debit card processing, check conversion,
ATM sales and age-verification services. EMC runs a
regional office for Retriever Payment Systems.

"I welcome and am very excited to be on the Advisory
Board for The Green Sheet," said Hollowell. "I am sure
that I will learn and grow and benefit from the association.
I hope my input will be beneficial for you."

Landers, a 15-year veteran of the merchant acquiring

industry, is President of Independent Sales Organizations
for Global Payments Inc., a provider of electronic pro-
cessing services. 

"I am appreciative of the opportunity to be able to collab-
orate with this group of industry professionals on issues of
importance to our business," said Landers. "The Green
Sheet has done a terrific job over the years of delivering
timely and valuable information that is key to the ISO
c o m m u n i t y, and I am happy to contribute whatever
insights I might have in order to further that cause."

Before joining Global Payments, Landers served as
President and Chief Executive Officer of Bancard
Consulting Group, a company he founded in February
1998 for the purpose of assisting ISOs in structuring and
negotiating strategic third-party relationships as well as
performing brokerage and other specialized services for its
clients.

Landers also has held management positions at independ-
ent sales organizations such as NOVA Corp., PMT
Services and Financial Alliance.
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Westmont, IL 60559
630.321.0117
www.bridgeviewbank.com

Your Bridge to Better Merchant Processing

A league of our own.

Team up with Bridgeview
Payment Solutions and score 
big profits with a proven winner 
in merchant processing. 
Our Net Income Split Program
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Bridgeview Payment Solutions is a wholly owned 
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C
onsidering that nearly 7%
of its business was trans-
acted in New York last
y e a r, PayPal received

some good news recently from the
New York Banking Department. 

Based on its review of PayPal's busi-
ness model and the relationship
between PayPal and its customers,
the New York banking authority has
concluded that PayPal is not current-
ly engaged in illegal banking.

The Department encouraged PayPal
to submit an application to obtain a
New York money-transmitter license
as soon as practicable. The company
expects to submit an application by
the end of the month.

Although PayPal recently obtained a
license to operate as a money trans-

mitter in Louisiana and
Idaho, there’s no word
yet on whether state
banking regulators in
either of these states
have come to the
same conclusion as
New York. California
state regulatory authorities
also are investigating PayPal.

In other PayPal news:

• PayPal has registered with the
Securities and Exchange
Commission for a proposed second-
ary public offering whereby execu-
tives and other shareholders will sell
six million shares of common stock.

As reported in the Wall Street
Journal, although PayPal won’t

receive any proceeds from
the secondary offering,

the money raised will
benefit a number of
company executives,
including PayPal’s

CEO, Peter A. Thiel. 

According to PayPal's
D i r e c t o r, Elon Musk, the board
decided on a secondary offering as
an attempt to manage expected sell-
ing when company insiders are free
to sell.

• PayPal announced that users no
longer have to arrange for shipment
of an item as a separate transaction.
PayPal has teamed with UPS to pro-
vide its users with shipping functions
within PayPal's Web site. 

At the close of a transaction, the
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Power your sales organization with the NOVA Network. Call 800-226-9332, ext. 1153 or 1158.
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>  Transaction Fee Income
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>  Statement Fee Income
>  No Liability /Risk
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PayPal Gets OK from New York





PayPal service automatically sends
payments from the buyer to the sell-
er as well as all of the information
necessary to print a shipping label
for the buyer. PayPal populates the
shipping label with customer infor-
mation as a one-step process. 

UPS bills sellers directly for ship-
ping charges. The buyer receives an
e-mail message with a linked track-
ing number confirming shipment of
the product as well as an expected
date of delivery.

As a result, sellers do not need to
worry about collecting additional
money for shipping, and buyers are
not overcharged.  

• PayPal has entered into an agree-
ment to transfer its U.S. credit card
processing services from Electronic
Payment Exchange, Inc. to Wells
Fargo  .

Page 22

E a rn $2300 & help your merc h a n t
h i re a W I M P * for only $99.95 a month

This WIMP will never quit or ask for a raise
and he’ll provide your merchant with...

■ TWO (2) Merchant Accounts “real time” and “off-line processing”
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■ Pay-Gate Internet Processing with fraud control & Shopping Cart
■ Internet Checking Set-up
■ Membership management and automatic recurring billing
■ 4 years Domain Name registration and hosting
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• S e c u re E n c ry p t i o n to prevent cyber theft, Customer Support, U n l i m i t e d s t o re items
• Automatically tied to the Merchant account, Search Engine and Directory listings
• Unique www. y o u rname.com, Online editing with any bro w s e r, N O 1st year hosting fees PLUS MUCH MORE!

For more information re g a rding the

Please contact
Bob Peisner at 1-800-VISA-N-MC ext.12
Or fax a request for more info to 818-591-8830

Worldwide Merchant Services, LLC
A REGISTERED ISO/MSP FOR HUMBOLDT BANK, EUREKA, CA

* Wo r l d w i d e In d i s p e n s a b l e Me rc h a n t Pa c k

A t
Wo r l d w i d e

M e rchant Serv i c e s
1 x $99.95 equals

$2 3 0 0

N
early one year after Gores
Technology Group
acquired VeriFone from
Hewlett-Packard Co.,

GTCR Golder Rauner, LLC, a
Chicago-based private equity invest-
ment firm, announced a significant
investment and definitive plans to
recapitalize VeriFone. Gores
Technoloy Group will retain an own-
ership interest in the company as a
result of the deal. Doug Bergeron,
CEO of VeriFone, has co-invested
with GTCR and is now the largest
individual investor in the company.

"After completing a successful turn-
around of VeriFone, we believe that
this is the logical next step in achiev-
ing VeriFone’s growth strategy and
maintaining its market leading posi-
tion," said Alec Gores, Founder and
Chairman of Gores Te c h n o l o g y
Group. "We are confident that

GTCR’s significant expertise in the
payments industry will add to
VeriFone’s competitive position."

GTCR manages more than $4 billion
of equity capital invested companies
ranging from the payments industry
to communication, information tech-
nology, health care and outsourced
business services. GTCR’s other pay-
ments industry investments include
Transaction Network Services,
Genpass, TransFirst, and Risk
Management Alternatives.

" VeriFone occupies an exceptional
market position in the payments
industry. We believe that the compa-
ny will continue to grow as it further
leverages its brand, customer service
capabilities, and technology to serve
the needs of merchants, transaction
processors and financial institutions,"
said Collin Roche, Principal at
GTCR.  

GTCR Recapitalizes VeriFone





I
t’s just one tip of the iceberg, but seven people have
been indicted and five arrested in Miami and
Orlando, Fla. in a credit card skimming scheme. Two
of those arrested were the waitresses who craftily

swiped customers’ cards into encoding devices; they were
paid $20 for each card from which they skimmed
information.

The United States Secret Service says the fastest
growing form of fraud, and one of the fastest grow-
ing crimes in the United States, is credit card skim-
ming. The advent of compact, palm-size encoders has
made the process of swiping a card, once legitimately
and a second time for the purpose of siphoning infor-
mation illegally, as easy as ... swiping a credit card
through a POS terminal. More recently, bugging
devices that affix inside the terminals themselves have
made it even more difficult to catch those doing the
skimming.

Skimming is a worldwide problem that occurs most often
in restaurants. Diners hand over their cards at the end of
their meals and waiters whisk them off to run through the
POS system located somewhere in the establishment. The
cards are out of the owners’ hands and vision for minutes,
and it takes only a couple of seconds to get all the infor-
mation necessary to forge cards.

Credit card skimming is a crime that by nature has an
international flair – card information is stolen in one loca-
tion and then travels the globe electronically to be made
into fake cards that are then sold and purchased, often sev-
eral times. Interpol, the international criminal police
organization that oversees universal classification of coun-
terfeit payment cards, has worked with MasterCard
International on a training guide for its investigators.

Here in the United States, legislators at the federal and
state levels are writing and passing laws to make the con-
sequences of being caught skimming more serious. POS
equipment manufacturers, card issuers and payment
processors are developing terminals, software and systems
to make it more difficult for skimming to take place in the
first place. 

Yet, despite the
increasing frequency of
card skimming and the

financial implications for
all involved, not everyone is
embracing these solutions.

According to California
State Senator Dick
Ackerman (R-Tu s t i n ) ,
California has the highest
number of identity-theft vic-
tims in the U.S., of which
credit card skimming is
merely one form. 

Ackerman authored legisla-
tion creating stricter penal-

ties for card skimmers; it was approved by committee and
most likely will be passed into law this year. SB 1259 will
make it easier to prosecute criminals in California who are
in possession of scanning or re-encoding devices with the
intent to defraud. The bill carries penalties of up to one
year in jail and/or a $1,000 fine.

But Florida seems to be the real hot spot when it comes to
this particular brand of fraud. South Florida in particular,
according to the U.S. Secret Service, has become the
skimming capital of America. As a branch of the U.S.
Treasury Department, the Secret Service investigates and
prosecutes financial and electronic crimes. It estimates
that the cards of one out of five people in South Florida
have been tampered with and that restaurant customers
were hit for $1 million a month in 2001.

A year later, that amount has increased to between $1.5
million and $1.75 million a month. Those figures don’t
include costs resulting from law-enforcement expenses
like investigation, prosecution and housing criminals.

Arrests in this recent case were the result of indictments
handed down by the Sixteenth Statewide Grand Jury and
stem from a four-month investigation conducted through a
statewide task force called Operation LEGIT ( L a w
Enforcement Getting Identity Thieves), which is com-
prised of personnel from the Florida Department of Law
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Florida Buzzes about
Skimming Sting, Advent of
Tabletop POS Terminals

H y p e rc o m ’s ICE 4000
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Enforcement, Florida Highway
Patrol and Office of Statewide
Prosecution.

The ring recently broken up in
Florida involved not just the wait-
resses but a series of people respon-
sible for carrying out the scheme.
The women skimmed the informa-
tion and were paid, and the stolen
numbers were then sold for $30 to be
turned into a card or sold as lists of
numbers for $80 each. In the end,
phony credit or debit cards sell all
over the world for $500 or more.

G e o rge Devitt, CEO of
CardSwipe.net, a transaction-pro-
cessing provider, said his company is
wrapping up a pilot for a tabletop
system that will eliminate card skim-
ming. With this system, servers bring
the POS terminal to the customer so
the card is never out of possession or
sight. 

Orion Commerce Group is a soft-

ware development firm and
Hypercom value-added reseller
(VAR). Their pay-at-the-table solu-
tion is designed to run on the
ICE4000 line. Rick Stroud, president
of Orion, said his company is com-
pleting a 60 day beta with zero fail-
ures in preparation for roll-out in
October.

Coincidentally, both companies are
based in Florida, where both pilots
are also taking place. CardSwipe,
with headquarters in A l t a m o n t
Springs, is testing in Orlando. Orion
and its test site are located in Tampa.

"Right now, the CardSwipe system is
being tested very successfully in one
restaurant in the United States. We
have about 30 days to go in the pilot,
and we have 75 restaurants ready to
sign up," Devitt said. "These solu-
tions prevent skimming, which can
result in a monetary fine from Visa
or MasterCard or can even result in
the merchants’ card-acceptance priv-

ileges being revoked. 

"The pay-at-the-table devices are
already widely used in France and
other parts of Europe, where skim-
ming has been virtually eliminated."

Solutions based on wait staffs bring-
ing POS terminals to the table are not
being embraced wholeheartedly by
restaurateurs and hospitality associa-
tions. Jot Condie, Vice President of
Government A ffairs and Public
Policy for the California Restaurant
Association, thinks legislation man-
dating the use of tabletop POS equip-
ment is a bad idea. 

"There will be establishments who
will go out of business because of the
expense of having to install new
machines. Lots of small restaurants
just won’t be able to afford it, "
Condie said.  Stroud agrees that most
restaurant operators can’t afford to
just get rid of their existing systems
in favor of table top POS. 
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The challenge for Orion has been to
"stabilize software and write code to
integrate with touchscreen POS
applications," he said. As far as I
know, ours is the first system of its
kind in the world. Our software inte-
grates with and is designed to func-
tion with touchscreen POS applica-
tions like ALOHA. Restaurants want
an overall solution. They don’t want
two systems." 

Condie also feels that requiring pay-
at-the table POS would complicate
the job duties of already frazzled
wait staffs, he said, if they have to
bring a terminal to every table at the
end of each meal.

Devitt said that restaurateurs who
see this as a bad thing are "ill-
informed and missing the opportuni-
ty. Beyond the issue of skimming,
there are other benefits to the restau-
rant in using the tabletop systems."

CardSwipe.net’s system uses hard-
ware from manufacturers like
Hypercom and VeriFone and its own
proprietary software with industry-
specific features and encryption
capabilities. Customers also are able
to use ATM/debit cards to pay for
meals at the table. 

"We found in our pilot that 50 per-
cent of transactions are debit. The
pay-at-the-table devices makes using
debit cards possible, and that means
dramatically reduced processing
costs for the business – the owners
pay only 20 to 30 cents for debit
transactions," Devitt said.

The Orion system also works with
credit as well as debit transactions.
"The restaurant operators understand
they’re getting beaten to death with
debit transactions. This system low-
ers those fees for the businesses,"
Stroud said. 

CardSwipe’s software includes a fea-
ture that automatically calculates and
makes suggestions on tips. Using the
same terminal, Orion’s system lets
servers input the orders right at the
table, so it’s accessible immediately
to kitchen staff, speeding up the
process.

"Our experience in the pilot is that
the wait staff is better off," Devitt
said. "They don’t have to make so
many trips back and forth to the
fixed-location card terminal, so they
can turn tables faster. The software is
designed to automatically calculate
and make suggestions on tips. There
is certainly an initial investment in
the devices required, but for the
average restaurant, even if you take
skimming as a separate issue, the
pay-at-the-table systems make
sense."
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INC. Magazine as one
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Do the ATMs You Sell Cash
Checks?

With the FTI PayPort*, the country’s first guaranteed
ATM check-cashing system they can. The FTI PayPort
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checks – increasing their store traffic and revenue.

To find out how you can sell the FTI PayPort, call
Financial Technologies today.

*Due to certain restrictions the FTI PayPort is only available 
in certain markets. Call to see if it is available in your area.
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Evolution of Payment at Point-of-Sale

Author: Ingenico
Date: 2002
Size: 20 Pages
Relevance Rating: High
Web Address: http://www.ivicheckmate.com/PDF/wp_evolution.pdf 

This white paper represents a good starting point for
understanding POS financial transactions from the per-
spective of both store operations and the consumer. As you
might expect from a paper authored by a major terminal
manufacturer, there is considerable emphasis on what to
expect from current hardware in terms of security, speed,
reliability and after-sale support. Your staff will learn
some of the early history of retailer card-based transac-
tions, online authorization and, eventually, the emergence
of customer-activated terminals for online debit transac-
tions. 

Check cards, electronic benefit cards and loyalty cards
also are described in layman terms. Paperless transaction
from the retailer’s standpoint are explained and made pos-
sible with digital signature capture, achieve and retrieval.
Touch screen terminals are next introduced as part of the
evolution of POS terminal transactions, driven by their
ease of use and low training costs. These simple devices
use ATM-type transaction lead-throughs, taking the store
personnel and eventually the consumer on to self-service
kiosks.

The document closes with a summary of leading-edge
technology components such as smart cards, wireless ter-
minals and biometrics. All in all, it's a very good starting
point in your training program for new hires to your organ-
ization.

What is Point-of-Sale?
What Happens When You Buy with Plastic?

Author: Hypercom Corporation
Date: April 25, 2001
Size: 12 Pages
Relevance Rating: High
Web Addre s s :
h t t p : / / w w w. h y p e rc o m . c o m / _ D o c u m e n t s / _ W h i t e p a p e r s / W h a t i s P o i n t
ofSale.pdf 

This document takes you down to a level of detail that I
would bet most of you reading this document don't fully
comprehend. We can thank Hypercom for publishing this
document, which contains no self-serving content that I
could locate. It's a dry but clear description of what hap-
pens when you buy with plastic. 

That same transaction may have traveled around the world
in order to accomplish this objective – all within an enve-
lope of security and controls that ensure valid transactions
are being executed. The fact that this process takes less
than 20 seconds to complete and occurs more than 30 bil-
lion times a year is quite amazing, especially when you
consider that in the time it takes you to read this sentence,
more than 5,000 transactions of this type have been
processed successfully. What is missing is any description
of the settlement process among the merchant and his bank
and the acquirer bank and the cardholder bank.

Online Debit

Author: Ingenico
Date: 2002
Size: 16 Pages
Relevance Rating: Medium – High
Web Address: http://www.ivicheckmate.com/PDF/debitwp.pdf 

Debit cards are the fastest-growing form of electronic pay-
ment for a number of reasons, as explained in this docu-
ment from Ingenico. It is estimated that the more than 150
million debit cards in circulation will generate close to 9
billion transactions this year. The two forms of debit
(offline and online) are described and compared against
the costs of alternative methods of payment.

The analysis says that online debit is cheaper for a retailer
to handle than every other method of payment except cash.
One section of the document compares online and offline
debit and concludes that offline is 3 1/2 times more expen-
sive for a retailer than an online debit transaction.

By doing an excellent job of explaining this low-cost, low-
risk transaction differential, Ingenico shows how easy it is
to cost-justify the addition of a PIN pad to enable online
debit transactions. From the standpoint of educating your
new hire, the document has very clear process flow charts
to diagram both the offline and online debit transactions.

Editor's note: Every ISO has turnover in the staff that creates an
ongoing need for quickly educating new hires on the nature of
the POS funds-transfer business. This column is dedicated to
serve this need.
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There is an extraordinary amount of
change and innovation driving the
payment industry today. The unique blend
of payment and value-added applications is
rapidly transforming the point of sale into
a new "point of profit."

And VeriFone is leading the way.
Welcome to the multi-app generation!

Only Verix can deliver the flexibility,
p o w e r, security and manageability necessary
to attract new customers. Plus, new
applications strengthen your current
customer relationships and even generate
additional sources of revenue.

Contact VeriFone today to see
what's so extraordinary about Ve r i x
and the Omni 3750.
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Big brain. 
Small footprint.
The Omni® 3750 delivers the power 
of a 32-bit processor in a compact 
all-in-one terminal that you can
hand to your customers.

Handful of applications.
Pocket full of money.
The Verix multi-application 

architecture supports payment 
and value-added applications that
will open up a whole new world of

revenue opportunities.

Get a firm grip on 
your customers.
The bold design will attract attention
and new customers. And VeriFone’s
firm commitment to quality will 
keep your customers happy for a
long time.

I n t roducing 
the Omni 3750 C o n t rolling Online

C redit Card Fraud

Author: Window Six
Date: Jan. 2002
Size: 10 Pages
Relevance Rating: Medium - High
Web Addre s s :
h t t p : / / w w w. w i n d o w s i x . c o m / w h i t e p a p e r s / C
o n t ro l l i n g _ O n l i n e _ C re d i t _ C a rd_Fraud.pdf 

This short report does a very good job
of introducing the reader to the vari-
ous types of online fraud merchants
are exposed to and suggests precau-
tions to take to minimize losses. The
theoretical maximum loss that a card-
holder can experience from credit card
fraud is $50. When card fraud occurs
from online transactions, chances are
that the merchant will be the party that
absorbs those losses.

The document goes on to explain the
three primary types of fraud: organ-
ized, opportunistic (e.g., when a wait-
er records the cardholder’s number,
expiration date, etc.) and cardholder
(e.g., when a cardholder makes a pur-
chase on an authorized card and then
claims that the transaction never
occurred).

The document goes on to provide 12
recommended precautions to mini-
mize these types of online fraud.

Check Imaging and the
Check Conversion Pro c e s s

Author: Ve r i F o n e
Date: 2001
Size: 15 Pages
Relevance Rating: Medium - High
Web Addre s s :
h t t p : / / w w w. v e r i f o n e . c o m / p d f / C h e c k I m a g i
ng_wp.pdf 

Check conversion appears to be the
"next big thing" in the ISO product
list, and this overview document from
VeriFone explains why. It starts by
stating why consumers continue to use
checks as their preferred method of
payment – second only to cash. While

consumers enjoy writing checks, the
white paper does a very good job of
explaining and detailing the merchant
costs of settling this method of pay-
ment.

Next, the document goes on to explain
the electronic check conversion
process with special emphasis on why
incorporating imaging into this EFT
transaction is so important. A little-
known fact is that credit cards experi-
ence charge-backs at the rate of one in
every 1,000 transactions. Checks, on
the other hand, have a return rate of
one in every 100 transactions.

Under the NACHA regulations for
check conversion, the check is
returned to the consumer at the com-
pletion of the transaction. Without an
image of that check, the collection of
a return item is going to be very diffi-
cult, if not impossible. This document
does a good job of explaining why
more and more merchants are going to
have check imagers on their checkout
lines in the future.

I n d u s t ry Primer
on Smart Card s

Author: Electronic Transaction Association
& First Annapolis Consulting
Date: Oct. 2001
Size: 40 Pages
Relevance Rating: Medium 
Web Addre s s :
h t t p : / / w w w. s c t n . c o m / p d f s / E l e c t ro n i c Tr a n s
a c t i o n s S m a rt C a rd P r i m e r.pdf 

No list of introduction documents
would be complete without including
one of the ETA's reports. This is a
rather weighty document containing
an extensive amount of research on
the history of smart cards, their vari-
ous types and the technology platform
needed to deploy these devices.

The three primary drivers behind the
smart card’s eventual deployment are
also detailed: security features, multi-
ple applications and reduced fraud.
There is also a good glossary included
in the document for your new employ-
ees. 





I
t’s a rare workday that doesn’t
last well into the night for Jared
Isaacman and his partners at
United Bank Card (UBC).

They operate with a hands-on
approach toward every aspect of the
business – and for this credit card
processing company, that includes
everything from setting up merchant
accounts and processing transactions
to providing equipment and tech sup-
port.

Isaacman, UBC Director of
Operations, said even though the
hours are long, "It’s very rewarding.
I started this company with friends
from college, and it’s a privilege
being able to work with them. The
fun part of this business is doing it on
my own, not working for somebody
else."

Energy and determination to succeed
have fueled the company’s growth
for five years. Isaacman and 12 oth-
ers started United Bank Card in
1997. A registered member service
provider (MSP), UBC offers the full
gamut of services to all major retail
venues. 

Working through an FDIC insured
national bank, it processes and
approves transactions for gas sta-
tions, grocery and supermarkets,
retail locations, mail and telephone
order businesses, the hospitality
i n d u s t r y, Internet merchants and
home-based businesses.

The business was built on setting up
new and existing merchant accounts

to accept Visa, MasterCard,
American Express, Diners Club and
a variety of private label cards; pro-
viding access to a nationwide net-
work of debit card processing cen-
ters; and authorizing fleet, corporate
and EBT government cards.

UBC has been in expansion mode
from the beginning, with a focus on
being a leading-edge credit card pro-
cessing solution and at the same time
keeping prices competitive and
emphasizing customer service. 

A recently purchased two-story
building in Highbridge, N.J., is the
corporate headquarters where the
staff of 26 handles customer service
and tech support. While the bulk of
UBC’s business is generated through
ISOs, a small direct sales staff takes
care of accounts in New Jersey.

UBC works with agents and ISOs
nationwide. It originally set out to
make it easy and attractive for ISOs
to come on board and has stuck with
that plan since. Its goal is to keep its
ISOs profitable and happy.

A "Design Your Own Program" lets
ISOs do just that – choose revenue
streams and areas of profitability to
offer their merchants from UBC’s
available services. 

These include same-day approvals
and equipment deployment; true 24-
hour tech support; selecting inter-
change plus pricing programs; being
able to set your own buy-rates;
nationwide debit and EBT access;
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United Bank Card

ISO contact:
Brendan Lauber, ISO Relations
Phone: 800-201-0461 

Company address:
140 West Main Street
Highbridge, NJ  08829
Phone: 800-201-0461
or 908-647-6089
Fax: 908-626-1483
Web site: www.unitedbankcard.com

ISO benefits:
• Interchange pricing to ISOs/agents with less than

6 cents per transaction 
• ISOs can design their own program and choose

services to offer their merchants, increasing
the revenue stream(s)

• 100% auto approval on retail and 98% on
MO/TO/Internet

• Strong emphasis on hands-on approach to cus-
tomer service and establishing and maintain-
ing excellent relationships with ISOs nation -
wide

• Same-day approvals
• Interactive ISO system for portfolio management

'We’re Just Here
To Approve the Deals'



D i s c o v e r, American Express
and Diner’s Club signing
bonuses; and a free Web site
hosted by UBC. All ISOs have
a dedicated manager to work
with at UBC.

At UBC, it’s all about relation-
ships – establishing and main-
taining excellent relationships
with everyone. The close con-
nection within the management
is passed on to UBC’s mer-
chants as well as the ISOs it
works with and translates into a
r o l l - u p - y o u r-sleeves approach
to customer service. 

"We definitely don’t have the 500-pound gorilla mentality
here," Isaacman said. "When somebody calls with a ques-
tion, we’ll never say, 'I don’t know.' We’ll always find out
the answer for them."   

From customer service to tech support, nothing is out-
sourced. "We are here to sell credit card machines and pro-
cessing to merchants. I hate relying on third parties,"
Isaacman said. 

UBC carries state-of-the-art
card processing equipment at
wholesale pricing to its ISOs
and agents, Isaacman said.
Each machine is pre-pro-
grammed to only dial a toll-free
number for authorizations to
help eliminate overhead. ISOs
can offer Hypercom, VeriFone
or Nurit equipment to fit its
merchants’ specific needs.

There is also a strong emphasis
on offering ISOs the lowest
rates in the industry. "We give a
5.75-cent transaction fee over

the interchange rate. On The Green Sheet Forum, we
advertise the lowest transaction fees in the industry. No
one has challenged that so far," he said.

On the transaction-processing side of things, Isaacman
said all processors are pretty much on the same page. UBC
isn’t really all that different from the competition in terms
of services being offered. What really sets UBC apart,
though, is its aggressive dedication to being better than the
rest with pricing and support.
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"We’ll be here forever.  We are absolutely in
the acquisition mode right now. We’re here to
help our ISOs build their portfolios, and when
the time is right they will hopefully sell to us.
We also intend to pursue acquisitions of other
large ISOs." 

– Jared Isaacman
Director of Operations

United Bank Card





"We undercut everybody. We have to
keep up with what our competition is
doing and we have to beat them," he
said. "We’re far more aggressive. We
control every aspect, so our costs
across the board are lower.

"ISOs are the lifeblood of our busi-
ness, and we have to give them what
they want. The ISOs and agents can
do one app or 100. The long-term
relationships are essential. Our ISOs
don’t leave."

If UBC's 25 to 30 percent quarterly
revenue growth rate is any indica-
tion, it must be doing something
right. Overall, company revenue
went up $3 million last year.
Isaacman said UBC is increasing its
new application count by 15% a
month. "It’s never gone down yet." 

As Director of Operations, Isaacman
oversees UBC’s ISO programs and
relationships. Brendan Lauber heads
up the day-to-day ISO relations.

Isaacman said agents can count on
UBC to be there in the future.

"We’ll be here forever," Isaacman
said. "We are absolutely in the acqui-
sition mode right now. We’re here to
help our ISOs build their portfolios,
and when the time is right they will
hopefully sell to us. We also intend
to pursue acquisitions of other large
ISOs."

To prove his point, Isaacman cited
the investment of "hundreds of thou-
sands of dollars" UBC is making in
tech development. The new head-
quarters gives additional elbow room
to expand  tech and customer sup-
port, and new systems will off e r
more automated features.

For example, ISOs can track account
information through the Interactive
ISO System (IIS), an online
advanced tool for ISO and agent
portfolio management, communica-
tion and residual reporting. The sys-

tem is free and essential for every
ISO and agent working with UBC. 

For ISOs, working with UBC is a
win/win proposition with nothing
but profits on the horizon, according
to Isaacman. Its fixed Interchange
rates and fees are guaranteed to be
the lowest in the industry. There are
no application charges, start-up costs
or miscellaneous fees. 

UBC approves 100 percent of all
retail and 99 percent of mail, phone,
and Internet business applications it
processes, and those merchants
receive their funds as fast as 24 hours
after settlement. UBC puts the full
contract control in the hands of its
ISOs and agents.

UBC is trying to make it as easy as
possible for ISOs to be as successful
as they want to be. As Isaacman put
it, "We’re just here to approve the
deals."  
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With a…  

• $2,500 Sign-On Bonus

• 9.5¢ Transaction Fee 100% above

• 1.519% Discount Rate 100% above

• 3 Hour Live Merchant Numbers (MSI’s Insta-App)

• .0295 Leasing Factor (No first & Last Av a i l a b l e )

… MSI has your numbers!

Become an MSI Power Agent Today!
Call 1-800-CARDSWIPE ext. 7936 or visit www.gotomsi.com

Sign On. Cash In. Make More.Sign On. Cash In. Make More.

A bonus of

$2,500
makes us a smart call!

A bonus of

$2,500
makes us a smart call!

Once again, MSI tilts the scale in your favor with an unprecedented new off e r. Join our new

PowerAgent Program and earn more than ever before – starting with a $2,500 sign on bonus. 

M S I ’s PowerAgent Program is packed with powerful agent incentives. MSI provides a caliber 

of service and support, which is second to none!

So, partner with MSI today, the team that always excels in producing… bigger profits for you. 

Merchant Services, Inc.





R
ealizing high recovery
rates in collections is the
goal of any check guaran-
tee service. By going

beyond that and combining proven
account-collections methods with
additional business-development
consulting services, Capital
Recovery Associates (CRA) of
Harrisburg, Pa., has become one of
the top-rated companies in the indus-
try.

Because CRA has been in operation
since 1978, it has the perspective and
experience to be more than an
account-collection service for its
clients. CRA offers comprehensive
collection services for a variety of
commercial and consumer debt
claims along with being able to offer
c u s t o m e r-development consultation
services.

CRA will design a service based on
each client’s needs. It specializes in
the retail and health fields, and its
clients include many of the largest
retailers, financial institutions and
hospitals in the nation. For these
clients, CRA is able to provide col-
lection services ranging from tele-
phone calls and letter writing to
account tracking and reporting. 

Shell Sharma, CRA Vice President,
said that finding its niche in the mar-
ketplace has made the company one
of the nation’s top 10 recoverers.

"We specialize in bad checks. It’s
been a big business opportunity for
us," he said. "The most key factor,
though, has been our ability to not
disassociate ourselves from the
clients."

While CRA’s forte is the recovery of
delinquent accounts and dishonored
checks, its hallmark is flexibility to
meet the needs of its customers as
defined by the customers them-
selves.

Most businesses today have staff
limitations and lack the resources to
be able to promptly collect past-due
accounts. "We understand the impor-
tance of minimizing loss and maxi-
mizing profit and offer our clients
the opportunity to increase their
recovery percentages while main-
taining the goodwill of their cus-
tomers," Sharma said. 

C R A represents more than 500
clients across the country with tens
of thousands of merchant locations.
The list includes big names like Rite
Aid, Barnes & Noble, Starbucks
(2,300 locations), Foot Locker,
Sonoco, Wal-Mart, GNC and Pizza
Hut. Its clients also include smaller
companies and merchants.

To locate, develop and land those
accounts, Sharma, a former "inde-
pendent guy" himself, said CRA
works with ISOs nationwide: "It’s
not the regional requirements so
much as the area of specialty and
expertise we look for. ISOs are criti-
cal to our business – defining the
markets as we get to the next level,
utilizing their contacts, and knowing
their localized and regional mar-
kets."

ISOs can recommend services for its
customers, he said. That can include
referring the client to a CRA busi-
ness-development consultant.
Working together as a team helps

Capital Recovery
Associates Inc.

ISO contact: 
Shell Sharma
Phone: 800-486-0950, ext. 512

Company address:
4505 North Front Street
P.O. Box 67555
Harrisburg, PA 17106
Phone: 800-486-0950 or
717-237-5560
Fax: 717-237-5570

ISO benefits: 
• Collections services that work well for large

nationwide chains and for smaller businesses,
too, to boost bottom lines with high recovery
rates.

• Area of business specialty more important than
geographical location.

• Sees ISOs as critical to defining markets because
of their contacts and familiarity with markets.

• Comprehensive programs go beyond professional
bad-debt collections to include account track -
ing, reporting and business-development con-
sulting.

More Than Just a Debt Collector
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establish "an innovative vision, an ideology to build an
infrastructure. We help them understand how they can
achieve their goals in the most cost-effective way."

Sharma said his company approach is to focus on individ-
ual needs. CRA examines the present collection needs of
new clients and future collection needs of current clients.
For example, if a store has repeat offenders, the detailed
account analysis that CRA provides leads the client to see
where mistakes in the system are made.

"We create customized reports for each specific client," he
said. "We monitor their accounts and performance and
design a service for them. Of course, we’ll cater to our
clients, but if there’s something wrong, we will act as con-
sultants." 

Current status reports on accounts are customizable and
provided regularly and frequently. The information can be
communicated in a variety of ways to get it to the clients
how and when they need it. Account referrals and infor-
mation, including statements and contracts, can be mailed,
faxed, phoned, downloaded on disk or sent electronically.
To make good on the bad debts, CRA focuses on profes-
sionalism and keeping lines of communication with
debtors open. The company has a 100-member staff of

ACA-certified collections professionals who attend ongo-
ing seminars in advanced telephone-collection techniques.
This means being able to explain options to debtors, creat-
ing a sense of urgency and guiding them to overcome
roadblocks on the path to timely payments of outstanding
debts. The staff also includes bilingual members.

Account reps adhere to all federal laws and regulations
that fall under the Fair Debt Collection Practices Act and
govern the activities of the collection industry.

A CRA account representative is assigned to partner with
each client and make contact by phone and mail with cus-
tomers who have bad debts. Open and ongoing communi-
cation continues to be an essential part of CRA’s success-
ful collections program. Its clients always know the status
of the accounts in question.

When accounts are forwarded to CRA, the information is
immediately entered into its computer system. The collec-
tion process begins within 24 hours with a letter explain-
ing the request for payment. Within seven to 10 days, an
account rep contacts the debtor with the intention of mov-
ing the account toward resolution – and payment of the
balance.

Thousands of telephone calls are placed throughout each
day. All accounts are placed on the Mosaix 4000 predic-
tive dialing system. When the dialer reaches the debtor, the
call and accompanying files are transferred to the collector
and displayed on a computer screen. The collector can
instantly identify the debtor, the amount due the client and
all other pertinent account information. 

CRA collectors at 60 workstations are able to contact an
average of 32 accounts per hour using this system. Each
phone in the call center is randomly monitored to assure
that collectors comply with agency policies, Fair Debt
Collection Practices Act rules and any other regulations.

Skip-tracing capabilities cover nationwide verification of
change of address, telephone, zip code and bar code; the
ability to use debtors’names, addresses, phone numbers or
neighbors’ names, phone numbers and addresses to locate
the debtor; 24-hour online access to billions of public
records, such as driver and criminal histories, property and
corporate information, and liens and judgments; credit-
profile reports; a database to provide property owner,
address, purchase date, mortgage amount and mortgage
holder information; and bankruptcy databases.

Because of the nature of the collections business, Capital
Recovery Associates needs to be focused on results.
Achieving those results means a professional team
approach to high recovery rates for maximizing its clients’
revenues and increased profits.  
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S
uppose you have a mer-
chant who is enjoying a fair
amount of success with an
online presence. Suppose

you can increase that success consid-
erably. Would you make such a serv-
ice available to that merchant? Of
course you would. Well, that’s the
premise that 3PEA Te c h n o l o g i e s ,
Inc. is banking on.

3PEA Technologies is the brainchild
of two guys who recognized the need
for a solution that enables PIN-based
debit processing on the Internet.
Daniel Spence, CTO for 3PEA,
called upon his IT background, and
the other co-founder, 3PEAPresident
Mark Newcomer, relied on his exten-
sive financial management back-
ground to develop an embedded
Internet financial transaction-pro-
cessing solution to meet a new mar-
ket demand. They opened the door to
3 P E A Technologies in To r r a n c e ,
Calif., in February 2001 and got to
work. The result: an innovative prod-
uct called the PayPad. 

The PayPad is a computer peripheral
that plugs into a home PC or laptop,
in effect creating a home POS termi-
nal. A different approach, to be sure,
having the point-of-sale located at
the consumer as opposed to the mer-
chant. It’s truly "pay at the table"
with 3PEA. 

The core of 3PEA Technologies is
the strong belief that authenticated
access to debit networks for Internet
payment processes has become nec-
essary in certain markets. According
to Newcomer, using online check

processing for access to personal
bank accounts is growing, but it will
never achieve the broad acceptance
of other Internet payment processes.

"If consumers are concerned about
giving credit card information to
merchants over the Internet now," he
said, "then they certainly are wary of
giving out personal bank account
information to merchants." 

3PEA sees the alternative as online
debit transactions, and what an alter-
native it could prove to be.
According to 3PEA, there are about
100 million debit cards in circulation
in the United States and 34 million in
Canada. That’s a lot of potential for
Internet payments with the PayPad. 

3PEA Technologies is not alone in its
quest. There are several Internet
debit vehicles being proposed, many
that utilize Public Key Infrastructure
(PKI), proprietary cards or a combi-
nation of both. Spence questions
their effectiveness. His contention is
that while these schemes may be
sound in their design and security,
they still involve the issuance of spe-
cial cards or digital certificates or, in
some cases, both. Some may also
require back-end process and infra-
structure modifications, increasing
issuer and processor costs of deploy-
ment.

These solutions may be hardware
independent on the client computer
side, requiring no additional hard-
ware on the consumer computer, but
they cannot authenticate the existing
magnetic cards and associated PINs
(several hundred million worldwide)

3PEA Technologies, Inc.

Processor contact:
Mark Newcomer
Phone: 310-533-5010
E-mail: mnewcomer@3PEA.com

Company address:
361 Van Ness Way, Suite 303
Torrance, CA 90501
Phone: 310-533-5010
Fax: 310-533-5025
Web site: www.3PEA.com
E-mail: info@3PEA.com

Citadel Commerce Corp.

ISO contact: 
Michael Meeks
Phone: 604 588-6964
E-mail: mmeeks@citadelcommerce.com

Company address: 
13401 108th Avenue, Suite 1550
Surrey, BC
Canada V3T 5T3
Phone: 604-588-6964
Fax: 604-588-9332
Web site: www.citadelcommerce.com
E-mail: support@citadelcommerce.com

Say Hello to Stay-at-home Shoppers
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in circulation today. 3PEA Technologies offers a different
design with a different application. 

3PEA believes that since these new systems involving PKI
schemes require upgrades for the processors and issuers,
they cannot fully leverage the existing EFT infrastructure.
Since they also come with significant administrative and
logistical overhead, acceptance of these solutions, particu-
larly for U.S. card issuers, has been less than favorable – a
factor that may work favorably for 3PEA. 

The first generation of Internet payment-processing plat-
forms was created by third-party processors, 3PEA's target
market. These solutions were driven by merchant needs,
and third-party processors provided those solutions. These
solutions were and are autonomous; they can process
almost any issued credit card.

Today, there are merchants who are looking for a second-
generation solution that provides authenticated access to
debit networks. Third-party processors are again looking
for a solution that is independent of card issuers and does
not require upgrades for back-end processors. The inde-
pendence comes from the ability to process debit cards
that are not associated to certain issuers or require propri-
etary implementations to support their security schemes.

3PEA addresses these issues by providing cost-effective
consumer hardware peripherals that can act as ATM/POS
terminals on the perimeter of the Internet for a third-party
processor. How exactly does it work? 

Using ABA (ANSI/ISO) accredited cryptographic, key
and PIN-management standards, the 3PEA PayPad reads
Track2 data and encrypts a consumer’s PIN in firmware
before routing the transaction via a secure layer over the
Internet to the third-party processor’s payment gateway.

Once the processor has acquired the transaction on the
front end, the transaction then can be securely sent to the
associated back-end processor for PIN translation and a
handoff into the EFT network for routing to the card issuer
for authentication of the PIN. 

The price of the PayPad is less than $50 in orders of sev-
eral thousand for a payment-solution provider. In most
business models, the merchant foots that bill, so there is no
cost to the consumer. 3PEA has set it up so that merchants
purchase the equipment and provide it to their customers. 

The PayPad has received Microsoft Windows Hardware
Quality Labs certification (WHQL 2000), supports
Windows 98/NT/ME/2000/XP, and has been specifically
designed for seamless end-user deployment in mass quan-
tities for the payment-solution provider. The PayPad is
comprised of an IC card reader, a magnetic stripe card
reader and an encrypting PIN pad with USB connection.

The PayPad also has received USB and EMV certifica-
tions.

Installation is easy. It is a simple plug-and-play device for
any home PC or laptop. One boot and the customer is up
and running to the merchant’s Internet storefront. The
turnaround time is estimated at four weeks from the time
contracts are received until the point at which accounts are
set up and equipment is deployed. 3PEA also will private-
label for ISOs and merchants.

The target market for PayPad is definitely third-party
processors. "We will work with anyone providing third-
party payment solutions for the Internet," Newcomer says.
"Someone who has demographics that can take this prod-
uct to their merchants. Someone who has a real need,
whose customers have a real need."

3PEA Technologies is not specifically working with any
ISOs. "Our processing partners will work with ISOs,"
Newcomer says. "We see third-party processors and ISOs
working together to get our product out to the consumer." 

Just how is 3PEA getting it to the consumer? Via direct
marketing to third-party processors and possibly high-end
ISOs. According to Newcomer, residual income will be
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realized through commissions paid
on each terminal sold as well as a
standard Internet per transaction
Internet rate, paid through the
processor.

A side note: What’s up with the com-
pany's name?

"The name 3PEA has no special sig-
nificance," says Newcomer.
"Although it is often a question
asked, the truth of the matter is that
we were looking for a short name
that was available as a dot-com and
one we could trademark, as well as
something catchy in the way of
branding.

"The end result: We have grown
quite fond of the name and enjoy the
fact that along with our unique
approach to developing inexpensive
hardware solutions geared toward
PIN-based e-payment alternatives,
our unique name helps us to stand
out in the crowd."

Recently, PayPad was integrated into
a well-known processing network in
a reasonably short period of time.
Third-party processor Citadel
Commerce certified the unit as well
as the complete transaction flow and
will begin rolling out PayPad to its
merchant base this summer.

"For ISOs looking to resell an exist-
ing complete solution, they can con-
tact Citadel Commerce," says
N e w c o m e r. "For ISOs looking to
create a payment solution using their
own processing partner, they would
contact us. We’re hoping ISOs will
read this article, like what they read
and call their processors to get on
board with the product." 

Toward that end, 3PEA is counting
on many more processors following
Citadel Commerce’s lead. "This is an
e m e rging industry because other
solutions offering online authenticat-
ed debit are not viable," says Spence.
"There’s no uptake for any other

authenticated debit schemes right
now. However, this is a niche mar-
ket. This is not a mainstream e-com-
merce alternative at present."

Spence adds, "Certain niche models
do have a need for access to authen-
ticated debit. I think it will be a slow
growth but one we’re willing to
make. It takes awhile for the industry
to wrap its mind around something
n e w. But the numbers are larg e .
There’s money to be made."

3PEA Technologies is optimistic it
will achieve its goals based on those
numbers. It sees other customers
coming in as the market emerges,
and as that happens 3PEA will be
there.

"For us, providing the best and least
expensive product is the ultimate
solution," says Spence. "We are
absolutely pioneers in this industry."
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Helping Issuers
Manage Debit
Card Programs
PostCard
MOSAIC SOFTWA R E

M
osaic Software has intro-
duced PostCard, a com-
plete debit card manage-
ment and issuers servic-

es system. PostCard is designed to
help Mosaic customers better man-
age card production and associated
authorization services. 

PostCard integrates with Postilion
Realtime for a complete debit card
management and issuer services
solution. It provides services for
multiple issuers, flexibility, card pro-
duction management, speeding up
card delivery to cardholders, fraud
protection, full PIN processing man-
agement, a full range of validation
and authorization services and
Internet interface access.

Debit card management using
PostCard lets processors provide
service and support to multiple
issuers. Issuers will receive the serv-
ices they require, when they require
them. Issuers often have different
needs, and PostCard is able to
accommodate any number of issuers
as well as their specific needs. Card
management programs are customiz-
able within the system.

PostCard simplifies the process of
implementing a fully functional
debit card system for each issuer, and
the system’s flexibility ensures that
issuer services can be designed indi-
vidually so they are always customer

driven. PostCard can be used alone
or with an existing card base as an
authorization service. The software
scans the system on a regular basis to
perform card management functions,
such as defining new cards and
updating or deleting existing cards.

Issuers can choose from PostCard’s
full range of authorization services,
including address verification, EMV
authorization or account-balance
authorizations. Issuers are able to
give their cardholders new cards, or
replace lost or stolen cards, with
temporary cards created by
PostCard.

Cards are sent out only in inactive
mode and can be used only when the
cardholder goes through a validation
process. Fraud prevention measures
also include PIN activation on a
secure device and PIN management
using either the IBM or Visa verifi-
cation scheme. 

All PostCard user interfaces are
Web-based and accessible through
any computer running Internet
Explorer; users access the services
through a secured browser. There is
no client software to be installed at
the issuer location, and its compati-
bility with wizards simplifies config-
uration for the issuers.

Mosaic Software

800 Fairway Drive
Suite 198
D e e rfield Beach, FL 33441
1 - 8 8 8 - 4 - M O S A I C
w w w. m o s a i c s o f t w a re . c o m

Money Tr a n s f e r s
Made Easy
eca$hier CS/Multi-function Financial
Center
A M S TA R S Y S T E M S

I
magine a self-service financial
terminal with international
ATM and wire-transfer capa-
bilities that allows customers

to purchase these services with cash.
You’re not imagining it. A m S t a r
Systems, Inc. created the eca$hier
CS/Multi-function Financial Center,
an unattended financial terminal that
combines the capability of a Pentium
IV PC-based ATM, electronic vend-
ing machine and a smart financial
kiosk into one unit.

AmStar Systems partnered with EFT
DataLink, Inc., an AmStar affiliate,
and Travelex Worldwide Money Ltd.
(TWML), a wholly owned sub-
sidiary of Travelex plc, to provide a
better way to transfer money. EFT
DataLink is the network-certified
payment processor for the eca$hier,
and T W M L supplies its Internet-
based money transfer and foreign-
exchange calculation services.
Customers can wire funds to more
than 130 different foreign countries.
The eca$hier accepts 32 foreign cur-
rencies and calculates conversion
rates on transfers.

Providing a self-service alternative
to current wire-transfer methods, the
eca$hier captures bankcard, cash and
stored-value products. 

The eca$hier will accept cash to
complete transactions such as ATM
cash, money orders, wire funds
transfers within the U.S. and from
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the U.S. to Mexico, payroll check
cashing, gift certificates, prepaid
debit cards, prepaid Internet and
local telephone service, long-dis-
tance calling cards, postage stamps,
movie and transit tickets, and utility
bill payments. 

What does this mean for ISOs? The
enhanced functionality of the
eca$hier provides additional revenue
sources from a single location.

Another benefit: Soon customers no
longer will have to wait in line or
leave the airport to transfer money.
The eca$hier is scheduled for release
to airports in North and South
America by September 2002.

AmStar Systems, Inc.

2015 Midway Road
Suite 111
C a rrollton, TX 75006
9 7 2 - 7 2 6 - 8 8 0 0
w w w. a m s t a r s y s t e m s . c o m

New Way to
Track Merchant
Accounts
OfficeSolutions
KADEG CONSULT I N G

K
adeg Consulting, LLC has
released a Web-based ver-
sion of OfficeSolutions, an
out-of-the-box application

designed specifically for
ISO/MSP/agent offices selling mer-
chant accounts and credit card termi-
nals. 

OfficeSolutions provides full work-
flow automation, allowing an office
to track and manage its merchant
accounts through their entire life
cycle: from initial customer contact
and gathering of installation infor-
mation to a breakdown of each com-
mission check for sales representa-
tives.

O fficeSolutions was previously a
client/server-based product, but now
you can input and access account
information over the Web using
Internet Explorer 5.0. To access your
accounts, enter your OfficeSolutions
security credentials, which include a
unique, authenticated user ID and
password. Account information is
then saved and stored in a secure
SQL Server 2000 database.

For detailed reporting, you can use
the reports that come with the prod-
uct or export your data to desktop
applications such as Microsoft
Access or Excel.

Kadeg Consulting, LLC

30423 Canwood
Suite 131
Agoura Hills, CA 91301
8 6 6 - 3 4 7 - 1 1 1 9
w w w. k a d e g c o n s u l t i n g . c o m
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Citibank to Block Internet
Gambling Transactions

In an agreement expected to significantly
impact illegal Internet gambling, Citibank
and New York State Attorney General Eliot
Spitzer announced that Citibank has agreed
to block online gambling transactions using
its credit cards.

As part of the agreement with the Attorney
General, Citibank will no longer process
transactions with online casinos and other Internet gam-
bling ventures. Internet gamblers usually make their bets
on credit, so Internet transactions are particularly damag-
ing. Such gamblers can drive themselves deep into debt
and bankrupt their families, Spitzer said. 

Citibank, the nation’s largest issuer of credit cards, con-
trols about 12 percent of the nation’s credit card market.
Several years ago, credit card issuers such as Bank of
America, Direct Merchants Bank, Fleet, MBNA a n d
Chase Manhattan Bank began blocking Internet gambling
transactions. Citibank also has agreed pay $400,000 to
groups that help those addicted to and hurt by compulsive
gambling.

Stars and Swipes Uncovered

Eight New York businessmen were arrested after an eight-
month investigation for allegedly swindling more than $5
million from credit card companies. 

The criminal investigation, called "Operation Stars and
Swipes," exposed the merchants’ scheme of plotting with
numerous cardholders by making phony purchases on var-
ious credit cards. The businessmen and cardholders then
allegedly divided the money. According to authorities,
some of the cardholders created as many as 50 different
accounts, running up the credit limit and never paying off
the debt. 

Alogent's Sierra Clearing Attracts Big Bank

Less than 30 days after announcing that its Sierra Clearing
software could run IBM 3890/XP high-volume check
sorters using a server, Alogent Corp. attracted the attention
of a multibillion dollar bank.

IBM 3890s, hardware used for high-volume check sorting
and processing, are prevalent at 80 percent of the top 100
U.S. banks and have traditionally been controlled by
I B M ’s mainframe-based Check Processing Control
System (CPCS). 

Montgomery, Ala.-based Colonial Bank, a
$13 billion institution, uses both 3890s and
mainframe-based legacy systems at its two
major processing centers. The centers
process check-payment transactions for
more than 260 full-service offices through-
out the South. 

An independent validation test performed
by Global Concepts confirmed Sierra
C l e a r i n g ’s ability to run image-enabled
3890s at rated speeds and multiple types of
transports using a common interface. A
copy of the test is available at www.alo-
gent.com.

Research: Companies Save With E-Billing 

Reducing costs and achieving return on investment has
been the driving force behind e-billing initiatives. In both
B2B and B2C e-billing markets, organizations can
increase savings by changing use of paper bills to elec-
tronic bills and automating payment receipt. 

According to recent research published by Gartner, Inc.,
the average large U.S.-based company sending invoices to
businesses over the Internet can save at least $5.7 million
per year, while the average large company sending invoic-
es to consumers via e-billing can save at least $13.1 mil-
lion. Gartner says the main issue for billers is persuading
customers to realize the benefits of e-billing. 

Patent Issued for Prepaid Debit Cards 

Default Proof Credit Card System, Inc. has received the
Certificate for Patent No. 6,405,182 for "Sale and dispens-
ing of prepaid debit cards through merchants and point-of-
sale terminals" from the U.S. Patent and Tr a d e m a r k
Office.

Capital City Bank Replaces Arthur Andersen

Capital City Bank, principal subsidiary of Capital City
Bank Group, Inc., announced it has replaced A r t h u r
Andersen LLP, its auditor for the past eight years, with
KPMG.

Super ATM Tracks Terrorist Transactions

Under the U.S. Patriot Act, banks and other financial serv-
ices institutions are instructed to monitor and report bank-
ing network transaction activities, including verifying
their customers’ identities, maintaining records and con-
sulting government lists of terrorists and terrorist organi-
zations by the end of October 2002.

Capital Security Systems (CSS), which owns several
patents in the areas of smart card and electronic bill pay-
ment procedures, announced that its Super ATM, an auto-
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mated teller machine that can automatically cash a check
with the aid of intelligent character recognition and cur-
sive handwriting technology, may provide a solution for
identifying potential terrorist threats. 

Global eTelecom Creates Chief 
Accounting Officer Position

Destin, Fla.-based Global eTelecom announced the
appointment of Douglas T. Ingram, Jr., CPA to Chief
Accounting Officer, a newly created position necessitated
by the company’s explosive growth. For the past two
years, Ingram has served as Independent Audit Manager at
Global eTelecom.

Coinstar Appoints New Board Members

Coinstar Inc. announced the nomination of Deborah L.
Bevier and Robert D. Sznewajs to its board of directors.
The nominees will succeed David E. Stitt and Coinstar
Chairman Ronald A. Weinstein, whose terms expire this
year.

Bevier is President and Chief Executive Officer of the
Laird Norton Financial Group and Laird Norton Trust
C o m p a n y. She is also Chief Executive Officer of
Wentworth, Hauser and Violich. 

Sznewajs is President and Chief Executive officer of West
Coast Bancorp.

CrossCheck Announces 2 New Customers

America’s Network, Inc., a provider of credit card pro-
cessing, ATM and POS leasing and check collection and
verification services, will include CrossCheck Inc.’s check
guarantee services as part of its merchant off e r i n g s .
DOMICO plans to incorporate CrossCheck’s check guar-
antee services into its self-storage software, allowing
DOMICO users to safely accept checks for payments and
deposits on self-storage facilities.

Certegy and Staples Form 
Exclusive Partnership

Certegy Inc. will be the exclusive provider of check risk
management and loss-prevention services for Staples,
Inc.’s retail and mail-order operations nationwide. Staples
is an $11 billion retailer of office supplies and business
services.

TSYS To Implement Experian Software

TSYS, an electronic payments processor, and Experian
announced a strategic partnership whereby TSYS will
implement Probe SM, Experian’s industry strategy and
management software. With the use of Experian’s soft-
ware, TSYS hopes to make it possible for its credit card
issuers to improve process efficiency by being able to
more quickly tailor their account management strategies to
fulfill the needs of customers.

Biometrics Coming to Texas Grocery Stores

Customers in Lopez Supermarkets in Brownsville and
Harlingen, Texas, soon will be able to cash a check and
pay for purchases with a touch of a finger. Lopez and
BioPay, LLC have partnered to bring biometric technolo-
gy to the Texas stores. 

BioPay’s Paycheck Secure electronic identification system
will allow all of Lopez Supermarket’s affiliated stores to
share customer information in real time. Store employees
will be able to access a customer’s enrollment information
and check transaction history with a fingerprint scan.
Grocers, convenience stores and businesses in 18 states
are using BioPay’s technology.
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EVER WISH YOU COULD OFFER 

THE BEST TERMINALS A N D THE BEST SERV I C E ?

WISH GRANTED.

We just made your job a whole lot easier. 

T h a t ’s because GCF is now an authorized

reseller of Talento terminals. In fact, we’re

authorized to work on any warranty re p a i r s

for these terminals — at no cost to you or

your customer. 

So now, when you want to offer your customers

the best terminals, supplies a n d s e rvice, you only

have to call one place — GCF. 

It doesn’t get any easier than that. 

General Credit Form s

WHERE FORMS FOLLOW FUNCTION

The Independent Source For Al l Your Merchant Needs.

For more information, cal l  Te resa or Sandy at 1(888)GCF-NEWS or v is i t w w w. g c f i n c . c o m



Uncovering the Facts

G
ood investigative reporters rely on the basic
"Ws" to put together a strong story – who,
where, when and why. They already know what
they’re going to write about. The successful

sales professionals utilize these same principles. They
know what they’re selling. They need to find out the why,
where, who and when of the sale.

Why

Identifying a reason for buying is paramount to a success-
ful presentation. Knowing what motivates your prospect
will help you position your product or service to make the
sale. How do you identify the why? The prospect’s
answers to the following questions will provide invaluable
info:

• What motivated you to meet with me?
• You haven’t used a [check, bankcard service] in the past,
have you? What prompted you to shop for one today?
• How does my service fit with your business plan?
• What do you expect from this service?

Where

Once you’ve investigated why a merchant wants a service
such as yours, now you need to find where the decision
power lies. Ask these questions to determine the decision-
maker:

• Is the responsibility of this decision spread across sever-
al people?
• How many people are involved in purchasing decisions?
• Will your supervisor have any input?
• Who will sign the contract? 

Who

Awareness of the competition is critical. Knowing who
your competition is will motivate you to perform at your
peak. You’ll also be in a position to highlight the special
features and benefits your product and/or service offers
that your competition doesn’t. When the inevitable com-
parison is made, you’ll be ready with answers to objec-
tions. Put these queries on the table:

• What prompted you to meet with a representative from
my company rather than another company?
• What other solutions have you considered?
• From your point of view, do we have any competition?

When

You’ve asked appropriate questions and have uncovered
why the merchant is shopping for a payment service,
where the decision power lies and who your competition
is. All that’s left is knowing when to go for the close. Go
in too soon, and the prospect will feel threatened and back
off from signing a deal. Go in too late, and the prospect
will surely go elsewhere. Once again, posing pertinent
questions will help you move at the perfect pace:

• Are you planning to start right away or do you have a
long-range plan?
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14th Annual International Call Center
Management Conference and Expo

Highlights: Call center executives today face many challenges,
from keeping up with the latest technologies to ROI and main-
taining excellent customer relations. International Call Center
Management (ICCM) Conference and Expo will provide anyone
involved in the development of a call center with information,
tools and support to make their business work. Participants will
choose from five session categories and seven tracks formatted
to suit various levels of expertise and interests. Topics include
recruiting and hiring, CRM case studies and solutions,
Resources Showcase, coaching for improved performance and
call center/Internet integration. 

When: July 29-Aug. 1, 2002.
Where: Lakeside Center at McCormick Place, Chicago, Ill.
Registration Fees: Vary by conference package selected and

date of registration. Visit www.iccm.com for details.
How to Sign Up: Online at www.iccm.com. Phone 800-265-

5665 or 218-723-9130.

• What steps do you normally take when making a pur-
chasing decision like this?
• When would you like your terminal programmed and
ready for transactions? 

Take Your Pick

C
hoices. We’re faced with them every day in
every way. Paper or plastic. Full or self-serve.
Window or aisle seat. Those are the easy ones,
the obvious ones. Then there are the choices

we’re unaware of. Did you choose to close two deals
today? Did you choose to lose that new merchant
account? You say "no." But, in actuality, you did. 

Successful salespeople don’t rely on luck. They choose to
enjoy good fortune. They choose to be prepared. They
choose to stay committed. They choose to remain posi-
tive. How do they make those choices? They figure out
what they want and they CASH in. If you’re ready to
choose your destiny, choose the following:

• Be Creative. Break out from under the old rules of sell-
ing. Start thinking creatively, even if you think your old
ways work fine. Try something new with each call and
presentation you make. 
• Assume the unexpected. If you’re ready for something
out of left field, you won’t be so shocked when it does
happen. Whether it's a high fly or line drive, you’ll be
there to make the play.
• Become a Sponge. Every call, every meeting, every
presentation are all opportunities for you to learn.
Knowledge is power – power to build your self-confi-
dence and selling skills. Keep the momentum going.
When you’re not chasing down a deal, spend time read-
ing trade publications and listening to CNN or NPR. Soak
it all up.
• Say Hello. Every person you come into contact with is
also an opportunity. Strike up a conversation while dining
at a restaurant or shopping in a store with clerks and own-
ers. Exchange business cards. Make a connection. And,
just as important, maintain existing relationships. Pick up
a phone to rekindle conversations with old friends, ex-
schoolmates. It could lead to referrals and revenue.

CASH in on your potential. Believe you can, and you
will. In the words of Walt Disney, "If you can dream it,
you can do it."

Good Selling!

Paul H. Green
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

ATM Merchant Systems
(888) 878-8166

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

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

ElectCheck, Inc.
(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

C h e c k g a t e w a y. c o m
(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 Gro u p
(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

TA S Q Te c h n o l o g y
(800) 827-8297

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

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

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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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

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

Momentum Cash Systems, L.L.C.
(800) 939-0914

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

Momentum Cash Systems, L.L.C.
(800) 939-0914

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

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

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

Worldwide Merchant Serv i c e s
(800) 847-2662

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 R C L AY SQUARE LEASING, INC
(866) 396-2754

Bond Corporation
(888) 222-0348

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

First Leasing Corp.
(888) 748-7100

G l o b a Te c h
(800) 414-7654 x 3002

Golden Eagle Leasing, Inc.
(800) WE LEASE 

Integrated Leasing Corp.
(800) 398-9701 

LADCO Leasing
(800) 678-8666

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

TA S Q Te c h n o l o g y
(800) 827-8297

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
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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

TA S Q Te c h n o l o g y
(800) 827-8297

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

C h e c k g a t e w a y. c o m
(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 O F T WARE ALT E R N AT I V E

G OS o f t w a re, Inc.
(800) 725-9264

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

TA S Q Te c h n o l o g y
(800) 827-8297

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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