
Some org a n i z a t i o n s
in the payment serv-
ices industry are
feeling the pain of a

tight economy, while others
seem to be saying their busi-
nesses are continuing to gro w
as much as ever. Some have
told us that they are feeling a
slowdown in their ability to
re c ruit sales talent – a slow-
down they have not pre v i o u s-
ly experienced – while others
simply have found a new way
to re c ruit. 

Without question, there has
been a significant pullback in
advertising dollars in the sec-
ond half of the year. However,
many expect their budgets to
be better in 2003.

As The Green Sheet gathers
information for our January

2003 GSQ, which will address the largest bankcard acquirers, we
a l ready are seeing that 2002 will reflect a growth in overall
b a n k c a rd acquiring volume, just not as large as in previous years.
With this said, it is also true that “some acquirers” still will count
2002 as an excellent growth year.

Our industry's ISOs, a vast army of sales professionals, are facing
a very diff e rent marketplace. Sluggish sales, consolidation, re g u-
lation and investigation
all are making an unpre-
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According to personal financial expert and author Mary
Grate-Pyos, the road toward financial fitness consists of
small steps. For millions of women in America, it is a road
less traveled. A large percentage of women either choose to
do nothing, ignore the steps or believe myths about their
position until faced with a financial crisis.

See Story on Page 24

The Recession?
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Why are Ingenico transaction terminals
popping up like spring flowers... 

e v e r y w h e r e ?

It’s by DESIGN

I nge n ico tra ns a c t ion terminals are popping up all over the count r y s ide. Ease of use, secure tra ns a c t ion 
a u t ho r i z a t ion and investme nt pro t e c t ion are part of our de s ig n .

I nge n ico’s Elite line of tra ns a c t ion terminals share a patented and proven sof t w a re de v e l o p me nt enviro n me nt
called Un ic a p tT M. This universal applic a t ion de v e l o p me nt tool allows the sof t w a re developer to levera ge on Un ic a p t
p a y me nt applic a t ion thro u g hout the ent i re line of Elite termina l s. The benefits are: faster time - t o - ma r ket, lower
cost of support, better customer servic e, and simplified sales and operator tra i n i ng. An added benefit of Un icapt is
that it enables you to run several applic a t io ns on a single Elite termina l .

T he Elite 712 EFT terminal solves the me rc h a nt’s issues of customr PIN entry privacy and count e r - s p a c e.
I nstead of of f e r i ng a cumbersome swivel base, the Elite 712 is tethe red to its commu n ic a t io ns base for re l iable and
safe 
c u s t o mer activated tra ns a c t io ns. It is simple to use, secure, and perfo r ms credit, debit and EBT tra ns a c t io ns. The
Elite 712 is also EMVco Levels I & II approved for future smart card uses. All of these de s ign features combine to
give the me rc h a nt a re l ia b l e, easy to use and compact payme nt solution that is spring i ng up everywhe re.

C o ntact your local reseller or Inge n ico toda y.
U . S . 1-800-252-1140  -  www. i n g e n i c o - u s. c o m
C a n a d a 1-800-295-8491  -  www. i n g e n i c o - c a . c o m

Elite 712
EFT T E R M I N A L
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Pr i c in g a  Por t f o l i o

What is the average national selling price of a portfolio today? Is it
30 times the monthly residual, 24 times, etc.? Thanks!

Jerry Gilstrap

Jerry:

Please see "Getting the Best Price when Selling your Portfolio." This
was published in The Green Sheet, issue 02:02:01 (Feb. 11, 2002):
www.greensheet.com/PriorIssues-/020201-/3.htm

Additionally, you can use our Fast Finder search engine to search
our entire library of The Green Sheet and GSQs by keyword or
phrase.

Good Selling!
The Green Sheet Staf f

The Bank  Check Conundru m

I have a professional interest in the bank check system. In preparing
a recent paper, I came upon a conundrum: where to find the over-
all annual costs of processing payments with bank checks. I have
found some rather dubious references to specific costs but nothing
very reliable and nothing at all on overall costs.

Surely, public policy would be well served by information on all of
the principal cost factors assessable to the use of checks, and it
seems to me that your organization is likely to be the best source.

To be quite specific: Do you know how I could arrive at a fairly reli-
able estimate of the following costs, separately and in toto:

1. Mailing, and handling from issuance to settlement.
2. Fraud in issuance and endorsement. 
3. Errors in issuance and endorsement. 
4. Cost of reversals and returns, including collection. 
5. Lost checks. 

It's possible the Fed has done a study that has this info but, if so, it
has eluded me so far. Thanks for any information you can provide. 

F.A. Allan

F.A., 

The conundrum you describe is shared far and wide. The short
answer to your question is that there is no repository of information
on the various costs incurred processing check payments, individu-
ally or in total.

A few organizations, such as the Federal Reserve and the Bank
Administration Institute (BAI), have endeavored to analyze some
costs. But most of this data either is limited in application or outdat-
ed. 

For example, BAI published in 1995 results of its 24th annual check
processing survey, which appears to provide the most recent set of
banking industry benchmarks on costs incurred by paying banks
(the banks on which checks are written).

This data indicates, for example, a median cost of 3.2 cents for pro-
cessing so-called “on-us” checks (where both the check writer and
the payee bank at the same financial institution). Checks presented
for payment through clearinghouse arrangements had a median
processing cost of 3.9 cents, and those presented by far-flung insti-
tutions (e.g., a check written on a California bank that is deposited
in a New York bank and must be trundled across the country for pre-
sentment, in California) had a median processing cost of 6.4 cents.

All of these costs, however, apply only to checks that are not encod-
ed before presentment. Encoding (in which check values are printed
– by the depositor or its financial institution — using special ink that
is easily read by high-speed check sorting equipment) could reduce
those costs (in 1995) by as much as 30%.

" Well, I thought of it as an admirable
payment processing package, but the jury
insisted on calling it interstate mail fraud!"



These bank-processing costs also ignore the costs incurred by the
writers of checks and payees (be they corporations or individuals).
Several organizations have endeavored to calculate these costs, but
typically those that have done so have had their own agendas, such
as proving the business case for direct deposit of payroll checks.

One set of figures that seems to bear some legitimacy was calculat-
ed by Global Concepts Inc., an Atlanta-based payments consultan-
cy, and the Food Marketing Institute, a trade association represent-
ing grocers, and published in 1999 by the Check Payment Systems
Association, an association representing check printers.

Those calculations placed the total costs of using and accepting
checks at 17 cents per check for payers and 45 cents per check for
payees. But the payees in this case were, presumably, grocers, and
their cost structures would be different from other types of retailers
or an individual’s.

As for the specific cost estimates you mention, these are even more
elusive. There is no one central clearinghouse of information on
check clearing and processing data. While the Federal Reserve
alone probably accounts for 30% of the inter-bank clearing volume
in the U.S., the remaining volume is distributed among literally thou-
sands of banks, private processing companies and clearinghouses.

Data concerning fraudulent checks is even trickier to pin down.

Check fraud is not typically treated as a federal offense, although
federal law enforcement agencies are often called upon to assist in
large-scale investigations. Check fraud, instead, is generally consid-
ered a crime subject to the vagaries of local jurisdictions, and no
national entity collects data from these locals.

In a major urban jurisdiction where law enforcement has its hands
full pursuing major drug traffickers and the like, the benchmark for
pursuing check fraud may be $10,000, while in a smaller jurisdic-
tion, a fraudulent check worth $1,000 might be significant enough
to trigger a major investigation.

Complicating the situation is the fact that many banks and compa-
nies decline to report check-fraud losses, for fear of the public rela-
tions backlash. Instead, they simply eat the losses.

Various figures on the cost of check fraud have been bandied about
in recent years. Most either have limited application (e.g., commer-
cial banks) or are simply wild guesses.

It would be safe, we suspect, to say that check fraud is a multibillion-
dollar problem, but no one really has sufficient data to nail down the
cost beyond that.

Good Selling!
The Green Sheet Staf f

Page 6



C a l l 1 - 8 0 0 - B A N C A R D E X T. 1 0 1 5

w w w. n a b a n c a rd . c o m

2 2 6 2 2 7 3

Get A $ 3 0 0 0 Signing Bonus f rom North American Bancard*



dictable impact and might make busi-
ness projections for 2003 more diff i c u l t
to make than in years past.

With this reality in mind, we asked our
Advisory Board the following ques-
t i o n s :

• Do you believe that the marketplace is slowing down,
and, if so, how long do you see the current sluggish-
ness lasting?

• If you view the sales opportunities from your perspec-
tive pretty much as status quo, do you think others that
you compete with are currently feeling an economic
pinch? 

H e re is what some of them had to say on the re c o rd :

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

"The economy might be slowing down, but that doesn't

mean that business needs to slow down. I like to follow
the saying, 'Perception is re a l i t y,' and all you need to do is
change your perspective. Because of the current economy,
businesses are receiving more bad checks than normal.
T h e re f o re, we talk to our clients about implementing a
check service to protect them. Or perhaps this is the per-
fect time to talk to them about cutting some expenses,
such as their bankcard processing rates.

"I think there are just as many customers needing our
services; it's understanding how to position yourself in
this market that some may find difficult. You need to
change the way you think, and that is not easy for every-
o n e . "

Audrey Blackmon
POS Port a l

" Yes, I do believe the marketplace has slowed down.
A c c o rding to some ISOs, their sales are off 10-30% fro m
last year. 

"This year has diff e red from years past – the peaks and
valleys have been inconsistent. If that is a good indicator,
I believe we will experience a more condensed spike this
Christmas season. 

" Yes, I do believe it is industrywide. Besides my competi-
tors, I have heard others in the industry (leasing and
p rocessors) complain it is much slower thus far this sea-
son than years past." 

Clinton Baller
PayNet Merchant Serv i c e s

"I don't see a slowdown at all, at least not in our industry.
E TAwas quiet, I think, because Seattle is so far away fro m
most of us and because it was a short meeting. One of the
reasons I love this industry is because it is virtually re c e s-
s i o n - p roof. When times are good, people are spending
m o n e y, and they're using plastic liberally. When times are
bad, they may be spending less, but they're putting a
higher percentage of what they are spending on plastic
and financing their purc h a s e s .

"Our market is merchants. When times are bad, they want
to increase sales and save money more than ever. Our
opening sales pitch has always been about incre a s i n g
sales and cutting costs.

" We don't see a slowdown in the availability of sales tal-
ent. Quite the contrary: We are building a first-class sales
team, and as word spreads that for experienced salespeo-
ple we are a great place to work, we just keep growing. Of
course, we operate more like a bank (with base salaries,
commissions, full benefits, etc.) than an ISO (with 1099'd
independent reps), and so we are very attractive to expe-
rienced pros looking for a stable workplace with like-
minded people.

Page 8
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"As for consolidation, it only helps us,
giving us a competitive edge. Every
consolidation opens up a whole new
market of merchants. We still service
every account we sign. To us, consoli-
dation just means a bunch of merc h a n t s
who are no longer serviced by the guys
who signed them. Consolidation =
attrition = opportunity.

"As for regulation and investigation, all I can say is: It's
about time. Of course, the slime in our industry only
makes the good guys appear better. But there's a signifi-
cant detrimental effect on all of us. The garbage tends to
stink beyond its bounds. All in all, it's probably best to get
rid of it.

"I can't speak for my competitors. Our business is great –
as good as ever. "

Robert Carr
H e a rt land Payment Systems

" S a m e - s t o re sales growth turned negative in the last quar-
ter of '01 but has come back to be moderately positive for
all of '02. Offline debit growth is significant but is almost
being offset by declining credit card usage for the first

t h ree quarters of '02 with a net growth of 4% compared to
double-digit growth for the prior 10 years.
"The big players seem to be faltering, but the little guys
continue to be as aggressive as ever. This is not a good
e n v i ronment for companies that sell on price only. "

Steve Christianson
TransPay Pro c e s s i n g

"The marketplace HAS slowed down compared to 12
months ago and before. The volume is coming back slow-
l y, but the nation has not reached last year's numbers yet
except for new business. Sluggishness will continue for
several years because we have to absorb the billions lost
in the markets in the last 24 months. New business and its
volume will be the main area of growth – it has no histo-
ry to refer to.

"Everybody has to be feeling it. Again, the only re a l
g rowth is in new accounts and their volume. Companies
with large debt service are feeling the pinch if their re a l
g rowth is flat. Our reps are writing new business every
d a y, and that keeps us moving forward. I just wish we
had more luck in re c ruiting sales personnel. There have to
be a few honest salespeople out there who want to make
the big bucks."

Ed Freedman
Total Merchant Serv i c e s

" With re g a rd to the processing volume of existing
accounts, I think we're all seeing lower processing vol-
umes. It's nothing dramatic. However, I'd estimate that
p rocessing levels are lower by 5%-10%. We ' re confident
that the holiday season will give all businesses a needed
boost, and we're also confident that credit card pro c e s s i n g
will be back up to 'normal' levels beginning in 2003. 

"This type of 'sluggish' economy could translate into
lower numbers for new merchant account acquisition.
H o w e v e r, I know that this does not have to be the case.
With re g a rd to merchant account acquisition, we are not
experiencing a slowdown at all. In fact, it's quite the
opposite. Our new account acquisition has grown at
u n p recedented rates. This quarter, we just activated thre e
times the number of new merchants as compared with the
first two quarters of the year.

"It's an uphill battle. If you are a company that's not mak-
ing changes to the way you're doing business, to the way
y o u ' re paying sales professionals, and to your marketing
strategies, then you're probably not having much fun
right now. "

Alan Gitles
Landmark Merchant Solut ions

"It is getting better for us but only because we are work-
ing twice as hard – if we put in the same effort, we would
be falling behind."

Page 1 0



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.

V i t a lMerchant ServicesS M.
An inventory of successful solutions.

C A PABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry 
via Vi t a l S y n c

• Just-in-Time Inventory   
M a n a g e m e n t

Q U A L I T Y E Q U I P M E N T F R O M :

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTe k



Russ Goebel
Retr iever  Payment Systems

" Yes, it's slowing down from the torrid
pace over the last 10 years, but I believe
it's just leveling out. The economy was
running at an all-time high. P/E ratios
a re out of sight; Fortune 500 companies
a re experiencing accounting discre p a n-
cies, personal debt is at an all-time
high, the economy is just corre c t i n g

itself from a big-picture perspective.

"If you take a look at a 30-year span, you will see we are
experiencing a correcting period. Companies now face
'back to the basics' decisions: overall value, increased cus-
tomer service, better operational eff i c i e n c i e s .

"This economic correctness will 'eliminate' those compa-
nies that can't or won't run their business the way their
customers demand and will be forced out. This is an
opportunity for the prudent businesspersons to step up to
the plate and create success and position themselves
favorably in the marketplace.

" T h e re are still tremendous opportunities to everyone in
our industry – find a niche or need and create a value-
added solution. Those entities with a business plan that
execute the plan will be able to adapt to our dynamic

industry and survive."

Tom Haleas
Bridgeview Payment Solutions

"Because of the lackluster economy, the marketplace has
stagnated, which affects transaction volume. Most com-
panies are reporting lower sales projections for the holi-
day season. The stock market woes, the war on terro r i s m
and uncertainty about a U.S. response to the Iraq situa-
tion have caused consumers to become more conservative
in their spending. 

"I believe the economic slowdown will continue thro u g h
the first quarter of 2003, but many unknown factors could
change this forecast. 

"Sales opportunities certainly continue to abound in the
acquiring industry, but the customers we are soliciting, if
they are new businesses, face the dire consequences of a
weakened economy. And most existing businesses have
seen and will probably continue to see declining sales vol-
u m e .

" To some degree, everyone in the acquiring industry is
impacted negatively by a bad economy; however, the
financially weaker entities are impacted to a gre a t e r
e x t e n t . "

Page 1 2



Your Last Acquire r

w e e p

You did it again?

You chose the wrong acquirer. Again. It’s easy to do. We all look and sound the same. But then you
get to know us. And you see the things that really make a difference. And you cry.

It’s OK. Now you never have to make the wrong choice again.

Because there really is a diffe r e n c e. For instance: most acquirers offer some kind of on-line
management tools. But only Cynergy offers V I M A S, a complete back-office system that provides 
real-time power you won’t find anywhere else. Run residual reports for your reps. Have complete,
up-to-the-minute merchant information at your fingertips. View transactions sorted by volume, by sales
rep, by merchant—even disputed transactions.

In other words, have your own hi-tech, fully-automated back office. See the difference? Cynergy Data
does more than service your business. We make you part of our business. With all the tools and
support you need to succeed.

So stop crying. Stop choosing the wrong acquirer. Call Danielle Vaughn at 1-800-933-0064 Ext. 5710
and make your next acquirer your last acquirer.

Credit • Debit • EBT & Gift Card Processing • Check Conversion • E-Commerce • In-House Leasing

www.cynergydata.com



Jared Isaacman
United Bank Card

"If the marketplace is slowing down, it
is because of a saturation of new sales
re p resentatives in the industry and
wiser merchants thinking twice before
they sign a contract. Small minorities
of sales re p resentatives have been
dragging the services we pro v i d e
t h rough the mud for the last decade,

and as we have seen lately the sham can rise right to the
M S P and bank level.

"I personally don't think the industry is on a downward
spiral; it's just a time of mediocrity. If anything is going to
revitalize the market, it will be new generations of pro d-
ucts and services being introduced over the next couple of
y e a r s .

"The primary market United Bank Card focuses in is the
re c ruitment of Independent Sales Offices. In that re s p e c t
we are growing steadily with no hurdles. The agents,
ISOs, MSPs and banks that are running a solid pro f e s-
sional program are successful; the ones out there who
conduct business without integrity continue to cycle
t h rough a revolution of failure. If anyone is feeling the
market's pinch, it would be them."

Robert Joyce
Al liance Payment Systems

"Only to the extent that the economy affects the number
of new businesses opened for those ISOs who market pri-
marily to new businesses. For those who market to exist-
ing businesses, yes, because of the cancellation re s t r i c-
tions imposed by most processors, particularly
H e a r t l a n d . "

Allen Kopelman
Nationwide Payment Systems

" T h e re are businesses opening every day, and we have to
work harder to get the business. In some states there
might be less businesses opening than in others. The
economy is slowing down, but what I see is a shift. People
a re still spending but diff e re n t l y. Our less expensive
restaurants' sales are up and they are taking more cre d i t
c a rds, and our more expensive restaurants' sales are
down. People are still going out to eat; they're just spend-
ing less.

"In this market you had better get creative. We have been
putting on our thinking caps and are currently testing a
few ideas to see how the merchants are going to be re a c t-
ing. One thing we have found is that more people are
buying terminals rather than leasing."
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Vaden Landers
Global Payments

"In terms of consumer spending, I
believe the statistics show that the
numbers may be off pace a bit from pre-
vious years, but I do not believe there is
any significant slowdown occurring
within our marketplace at this time. 

"Our experiences have been positive
with re g a rd to the continuing interest shown in our pro-
gram from both an agent and ISO perspective. I think cer-
tain key players in today's competitive marketplace are
simply becoming more selective in terms of whom they
choose to do business with.

"In my estimations, everyone is feeling the pinch to some
d e g ree, as merchants have become increasingly more
astute in relation to the operating costs of our business,
including interchange, and margins are being forc e d
d o w n w a rd." 

Javier Ledesma
Ve r i F o n e

"The market could be viewed as sluggish, primarily

because of a slower economy. As a result, there is a high-
er rate of re - p rogramming occurring (versus new termi-
nal sales). But this has improved in the past couple of
months, and the market is getting ready to heat up.

"The combination of aging terminals (like Tranz) and new
value-added application drivers such as gift card, pre p a i d
Telco and age verification will spawn a re - t e r m i n a l i z a t i o n
in the industry and result in new revenue opportunities
for acquirers, ISOs and service providers. A d d i t i o n a l l y, as
s t a n d a rds such as EMV and 3DES security become
re q u i rements, many of the installed terminal bases will
need to be re p l a c e d .

" VeriFone anticipated changes in the market and devel-
oped solution platforms to help ISOs diff e rentiate them-
selves through unique branding opportunities as well as
t h rough new services and applications to sell. We intro-
duced a whole new line of terminals with enough power,
flexibility and memory to support the new market
demands and partnered with leading value-added serv-
ice providers to develop applications for the new point of
p ro f i t .

" We now have traction with our Omni 3750 and the value-
added applications that it runs. Plus, the Omni 3200 con-
tinues to be the terminal of choice in our industry, while
competitors have had delays and quality problems with
their 're f reshed line' of older-generation terminals.

" We have run our business profitably quarter- o v e r- q u a r-
ter for the past year, which is more than some of our com-
petitors can claim. We ' re healthy, our terminals are in
demand, and we've got the right platforms to help ISOs
s u c c e e d . "

Dan Lewis
ABANCO Intern a t i o n a l

" Yes, the marketplace is slowing down, evidenced by
lower numbers on behalf of all acquirers. This is not a
belief but a re a l i t y. Business start-ups are down, business
b a n k ruptcies are up and consumer net worths are down
s u b s t a n t i a l l y. 

"Consumer spending is up only slightly but less than the
actual income increases. In my opinion, this is likely to
last into the second quarter of '03 and not change then
unless some positive data emerges to show an economic
e x p a n s i o n .

"The economy has definitely affected our industry. The
positives to this current landscape are the re c ru i t i n g
opportunities for the many displaced salespeople and
management levels, thus supporting our expansion plans
and, I would assume, those of many colleagues in our
industries. A d d i t i o n a l l y, the merchants must be pru d e n t
and selective in re-evaluating their costs and opportunity

Page 1 6



With a…  
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for marketshare. The one-stop shop
and 'single-source solution' will fill the
needs of many of these merc h a n t s . "

Douglas Mack
C a rd Payment Systems

" We actually have noticed an incre a s e
in sales. After all, this is generally the
busiest time of the year. There seem to
be many more new businesses opening

each month than there were two to four months ago. So
our new-business market is doing well. Likewise, we
have noticed an increase in processing volumes, too.
T h e re f o re, I have to believe established businesses are
feeling a little more secure . "

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

"I believe the economy is continuing to be weak, and con-
sequently the number of new businesses starting up is
slowing. People who are selling non-diff e rentiated tradi-
tional terminal and software solutions are hurting.

"I also believe the economy has at least another year of
excesses and uncertainty to work off before we start to
move forward in a consistent manner. However, I believe
c redit card usage is continuing to grow and new indus-
tries like quick service, electronic bill payment and elec-

t ronic check processing are starting to get momentum,
thus creating new opportunities. 

"Our business and technology is relatively new and non-
traditional, so it is hard for me to answer this question
d i re c t l y. I believe people who have been selling the same
old terminals and software solutions for the last five to 10
years are having a harder time diff e rentiating themselves
and consequently increasing profit marg i n s .

"The market is changing, and people who view change as
a threat will have a hard time while people who view
change as an opportunity will thrive. It is all about pro-
viding value; the people who provide the most value
w i n . "

Stuart Rosenbaum
U.S. Merchant Systems

"Slowing down a little – I think it will last until next
spring. I had a fortune cookie that said so! I think many
will feel a pinch – many sales rep prospects are looking
for jobs with security (i.e., base salary)."

Dave Siembieda
C ro s s C h e c k

"Slowdown? No. We don't see it as a slowdown as much
as a cautious trepidation. The marketplace is going
t h rough growing pains; it's like a teen-ager on the verg e
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of adulthood, faced with so many dif-
f e rent directions and choices that it
becomes overwhelmed and re l u c t a n t
to get up off the couch.

" T h e re is a lot of confusion over pay-
ments today – so many options and so
much new technology that merc h a n t s
a re nervous and need a lot of hand-
holding and direction. This means

sales are slower to come and may be more 'labor- i n t e n-
sive' as we become problem-solvers for our merc h a n t s
and not just a quick card or check sale. Over the next cou-
ple of years, we're going to see a lot of big changes in
p a y m e n t - p rocessing technology, and until that settles
down and stabilizes, we should expect this to be a chal-
lenging marketplace.

"This is the time to have a wide range of offerings for your
m e rchants. If you don't have the latest and greatest, you
a re going to lose sales to those who do; we've seen this
happen with some of our competitors, especially the
smaller providers. This is not the time to be inflexible
re g a rding programs and pricing."

Scott Wagner
H y p e rc o m

" Yes, I do. However, I don't believe it is completely
because of our current economic doldrums. I think over-
saturation in the payment industry plays a role. Our sales
campaigns, either in person, on the phone or via mailings,
a re becoming quite common and even pedestrian. We
have become just another solicitor. We must find a way to
b reak through that. With a little ingenuity coupled with a
b reak in the economy, we'll be just fine."
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E-merchants Team Up
to Fight Fraud

Although many consumers avoid making pur-
chases online out of fear their credit card num-
bers will be stolen, it’s often merchants who
pay the hefty price for fraud – nearly $1 billion

each year. Well, online merchants are fighting back. Many
e - c o m m e rce companies have joined forces in hopes of
thwarting fraudulent transactions and possibly catching
some of the cro o k s .

The organization, called the Internet Merchant Fraud
Roundtable, consists of re p resentatives from more than 65
companies, including Hewlett-Packard and Expedia, Inc.
The organization’s goal is to create a giant database of
stolen credit card information that many merchants can
add information to and refer to in hopes of pre v e n t i n g
criminal transactions, the New York Times reported. 

A database of this size would also be a lot for any single
m e rchant or group of merchants to manage, so the
Roundtable is looking to create a separate entity to over-

see the operation. Roundtable re p resentatives have had
m e rger discussions with Merchant Fraud Squad, an
online fraud-prevention organization partly founded by
E x p e d i a .

The Roundtable’s goal follows a somewhat similar eff o r t
by CardCops, an antifraud group that collects credit card
numbers from Internet chat rooms where thieves
exchange stolen card numbers (“Web Site Cracks Down
on Credit Card Fraud,” The Green Sheet, FYISOs, July 22,
2002, issue 02:07:02). CardCops offers this database on its
s e c u re, free Web site, www. c a rdcops.com, where cre d i t
c a rd holders can type in their credit card number to see if
it may have been stolen.

For many, a question of privacy arises any time the word
"database" is used. The Roundtable says it is care f u l l y
considering this issue and has been consulting with sev-
eral independent privacy authorities. The information
c a p t u red in the database would be limited and would not
include names, addresses or other personally identifiable
i n f o r m a t i o n .

The Roundtable hopes to have its database up and ru n-
ning by the first half of 2003.   

Scam Targets PayPal Users 

During the past two months, PayPal users have
been targeted in several scams where Internet
fraudsters have tried to trick them into pro-
viding personal information such as name,

a d d ress and phone numbers and account passwords and
c redit card numbers.

Several PayPal customers have reported receiving e-mails
in September and October 2002 that appeared to be sent
by PayPal. The e-mails contained a message stating there
was a problem with the user’s account and provided a
U R L a d d ress to a phony PayPal Web site where users
w e re asked to enter their personal information and cre d i t
c a rd number. 

Senders of the e-mail used a variety of tricks to entice cus-
tomers into providing information, such as confirming
that their account was still active or providing informa-
tion that may have been lost because of an error in one of
PayPal’s computer systems. 

The e-mails contained many grammatical errors, which is
often a sign that something suspicious is going on. PayPal
said these types of Internet scams are common and that
most of its users are savvy enough not to fall victim to
them. But if they do, the users of PayPal would not be
liable for any losses.
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Every woman should ask herself the following questions:

• If my spouse came home today and said, "I'm filing for divorce," could I survive
financially on my own?

• If I lost my job today, could I survive financially if I was not gainfully employed
for three months?

• Am I listed in my spouse's will as the beneficiary, or is there a first spouse listed
because no one made the necessary changes?

• Am I prepared financially for retirement?
• Am I expecting Social Security to be my sole financial retirement support?
• Do I have sufficient savings and investments to maintain my retirement?

Any woman who answered any of those ques-
tions with a resounding "NO" should list
" Wealthy Woman – Wise Choices" as the next
book on her "to read" list.

As Mark Twain said, "The secret of getting ahead is get-
ting started. The secret of getting started is breaking your
complex overwhelming tasks into small manageable
tasks, and then starting on the first one."

A c c o rding to personal financial expert and author Mary
Grate-Pyos, the road toward financial fitness consists of
small steps. For millions of women in America, it is a ro a d
less traveled. A l a rge percentage of women either choose

to do nothing, ignore the steps
or believe myths about their
position until faced with a
financial crisis.

Grate-Pyos has written
" Wealthy Woman – Wi s e
Choices" with the hope of
being the catalyst to empower
women and move them
t o w a rd financial freedom and
out of confusion, complacency
and fru s t r a t i o n .

T h rough her  own experi-
ences, she has found that pro s p e r i t y, abundance and
wealthy living are goals that are achievable – by men as
well as women. Yes, many women have been raised on
the notion that the man will provide, and while the notion
of chivalry is admirable, Grate-Pyos believes it is no
longer realistic. 

A c c o rding to "Wealthy Woman – Wise Choices," a woman
needs to know the whys, where, how and when about
money management, no longer leaving it up to husbands,
the government, her company, her parents or any other
s o u rce. Why? Multiple reasons – such as divorce, widow-
hood, single marital status and bankruptcy – that women
must deal with more and more. The first step is acknowl-
edgement. The next step is to act and act now. 

A c c o rding to the U.S. Census Bureau, 75% of the elderly
poor are women. Women make up 85% of occupants in
nursing homes. Between 80% and 90% of women will be
d i v o rced or widowed in their lifetime. Women are living
l o n g e r, but their re t i rement savings are not stretching to
cover those additional years.

Grate-Pyos believes that women still remain unpre p a re d
for their financial future. Many believe they lack the nec-
essary skills. This book offers an alternative to that uncer-
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tain future. It also articulately and
intelligently breaks down myths
like, "My husband will care for me,"
"Social Security will provide for
me," "I can't aff o rd to save and/or
invest," and "I don't need to person-
ally know all that much about
m o n e y. "

Its message is clear – women need to
save and invest more than men
b e c a u s e :

• Women live longer.
• Women tend to invest more con-

s e r v a t i v e l y, and their portfolios
tend to earn less.

• Women leave their jobs more fre-
quently than men.

• Women earn less than men.

How should they meet these chal-
lenges? Grate-Pyos' answer is all
about choices and making the right
ones. Wise choices build a founda-
tion. Unwise choices chip away at
that financial foundation with the
b u rden of debt. 

In the book, she defines wealthy liv-
ing as having enough of all of the
essentials in life – love, health, lov-
ing friends and family, spirituality
and, of course, money. Enough is
based on what you re q u i re .
A c c o rding to Grate-Pyos, the dollar
amount is not key. The keys are dis-
cipline and having a financial plan.

Since choices are limited by knowl-
edge of options, "Wealthy Woman –
Wise Choices," serves to inform
women of their options. It's for the
novice saver as well as the seasoned
i n v e s t o r.

Grate-Pyos introduces the
" P.R.I.D.E. concept," a strategy for
women that focuses their attention
on five areas of money management:

• Planning and Pre p a r a t i o n
• Retire m e n t
• Investment

• Debt Management
• Education and Excellence

This play on words was inspired in
part by the fact that most women
take pride in their appearance, their
f a m i l y, their careers and their
accomplishments. Managing their
money wisely should be included as
one of those accomplishments.

The author takes each of these five
a reas, devoting a separate chapter to
each area's definition and the chal-
lenges each area presents to women,
and offers viable solutions to mas-
tering those challenges. It's an easy
read, 90 pages from start to finish,
with each chapter introduced by
a p ropos quotes – some famous, oth-
ers infamous. 

Specific steps are suggested, and the
steps are clear and concise and
doable, no matter what your age or
occupation. Grate-Pyos is clear
about one point in particular: It's not
one's income that determines one's
fiscal status in life. Rather, it is how
much one saves and invests on a
regular basis. The key is re c o g n i z i n g
t h e re is a major diff e rence between
net worth and income. 

Financial vocabulary is explained in
lay terms, from mutual funds to div-
i d e n d - reinvestment plans, from a
f ront-end load fund to a back-ender.
Grate-Pyos suggests other books by
financial experts to support her re c-
ommendations and guidelines. The
chapters devoted to investing, debt
and education are especially inform-
a t i v e .

Another key component to Grate-
Pyos' success strategy is having the
a p p ropriate attitude about wealth.
One insightful chapter of her book
deals with an interesting appro a c h
to the psychology of wealth: how
you think about money and how
your expectations of it will manifest
itself. Because of that belief, Grate-

Pyos encourages women to make a
mental shift as to how they view
their finances and not undere s t i m a t e
the power of their minds. "Always
speak in terms of pro s p e r i t y, fro m
the first step."

One message resounds thro u g h o u t
" Wealthy Woman – Wise Choices:"
No matter the career or age or eth-
nicity of a woman, certain financial
rules of wealth creation remain con-
stant. If you spend less than you
earn, you are beginning the first step
t o w a rd financial empowerment.

Debt is bondage, and the borro w e r
always will be servant to the lender.
Make wise choices today to impro v e
your financial situation tomorro w. If
whatever you're doing isn't work-
ing, the time is now to make signifi-
cant changes. Money may not cure
all ills, but it does open the mind to
c reative solutions. And money with
no vision is pure madness. 

For many women, it's time to step
o ff the sidelines and stop listening to
their financial fears. It's time to stop
allowing their finances to manage
them. For a timely tool, invest in
" Wealthy Woman – Wise Choices."
As Mary Grate-Pyos says, "God
bless the woman who has her own."

About the author:
Mary Grate-Pyos is a personal finance writer, a
columnist for the Capital Spotlight newspaper in
Washington, D.C., and a contributing writer for a
number of newspapers and magazines. Her
work has appeared in Today's Christian Woman,
Ebony, the Milwaukee Times newspaper and the
Coalition of Black Investors Newsletter. She has
a bachelor's degree in mathematics fro m
Newberry (S.C.) College and a master's degree
in business administration from Syracuse
University and is pursuing a Certified Financial
Planner license. She lives in Burke, Va., with her
husband and son. "Wealthy Woman – Wise
Choices" is her first book. 

Page 2 6

Debt is bondage, and the borrower always will be servant to the lender. Make wise choices 
today to improve your financial situation tomorrow. ... Money may not cure all ills, but it 

does open the mind to creative solutions. And money with no vision is pure madness. 







You have great deals, top-
of-the-line equipment and
the best rates to pass on to
your merchants. When

y o u ' re looking for additional servic-
es or products to add to your magic
bag of tricks, that one special thing
that will really set you apart fro m
the competition, are you ever at a
loss? 

Covad Communications has a few
good ideas for you.

Have you considered selling bro a d-
band Internet access services?

Based in Santa Clara, Calif., Covad
was the first nationwide digital sub-
scriber line (DSL) provider and has
worked quietly but diligently over
the past five years to offer the high-
est-quality broadband access,
including DSL and T1. In fact, even
with little or no money spent on
advertising, the company's sales
have been doubling every quarter,
a c c o rding to Ivan Montoya, Dire c t o r
of Channel Marketing, and Covad
has more than 350,000 bro a d b a n d
customers across the country.

Covad Communications provides a
full range of high-speed connectivi-
ty solutions and has a partner pro-
gram in place that lets you off e r
your customers the exact service
option their specific needs re q u i re. It
has set out to make taking and plac-
ing orders – and making money for
their reseller partners – as uncompli-
cated as possible.

Along with the high-speed access,
"we make it as easy as possible to
sell our services. For example, plac-
ing orders has been a nightmare
with other companies," Montoya
said. "When you buy bro a d b a n d
services through Covad, the ord e r s
a re placed directly with us. We pro-
vide marketing materials and collat-
eral that makes it easier to sell the
s e r v i c e .

"The reseller becomes the customer's
h e ro . "

If hero-worship isn't exactly your
thing, maybe the one-time commis-
sion of up to $1,500 per installed
business line each time re s e l l i n g
partners sell a Covad solution will
grab your attention.

Covad is a single source for bro a d-
band, ISP, e-mail and We b - h o s t i n g
services, managed security solutions
and customer support and billing.
They have established a national
footprint, which can accommodate
multi-location opportunities. There
a re tools available online to track
accounts and to assist in the self-
installation pro c e s s .

Montoya said that through the com-
pany's Alliance Partnerships
P rogram, Covad is expanding its
o u t reach efforts to value-added
re s e l l e r s .

"These are definitely cro s s - i n d u s t r y
p roducts. They're all flavors of the
same thing, with a variety of options
available tailored to meet the needs
the type of use will re q u i re. A s m a l l

Page 2 9

Covad
Communications

ISO contact:
Meredith Johnson, Senior Manager of Channel

Marketing
Phone: 408-616-6936
E-mail: mejohnso@covad.com
OR var_info@covad.com

Company address:
3420 Central Expressway
Santa Clara, CA  95051
Phone: 408-616-6500
Fax: 408-616-6501
Web site: www.covad.com

ISO benefits:
• Alliance Partnership program lets you provide your

clients with a variety of high-speed Internet con-
nectivity solutions.

• Earn up to $1,500 per installed business line each
time you sell a Covad solution.

• All Alliance Partners have a dedicated account rep
to assist with sales process and ongoing support.

• 24/7/365 customer service system provides online
and telephone access for order and account sta-
tus and technical support.

A Broadband of Reseller
Opportunities
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Call today and increase your income!

or visit our website at www.fti.to

FTI was named by
INC. Magazine as one
of the nation’s fastest
growing, privately
held companies in
2000 and 2001.

Increase Your Income,
Offer ATMs & Check Cashing Now!

Selling ATMs and check cashing services, like those that come with 
the new FTI Sales Manager*, will increase recurring revenue for you 
and your customers. Only available from FTI, the FTI Sales Manager
works with an ATM so retailers can provide profitable check cashing
services and…

• Provide you with multiple revenue streams
• Provide you with that needed competitive edge
• Tie into an ATM giving your merchant another 

reason to purchase an ATM or switch processors

In the near future, retailers will also be able to use the FTI Sales Manager to offer
prepaid cellular, prepaid long distance, Western Union money transfers and credit/
debit card processing services – further increasing their profits and YOURS!

*Due to certain restrictions the FTI Sales Manager (TM Pending) is only available in certain markets. Call to see if it is available in your area.

business enterprise or individual
would buy DSL service, or A D S L ,
which is self-installed and con-
s u m e r-oriented with faster down-
loads. Our business class services
a re T1, SDSL and IDSL, and at these
levels we are able to guarantee high-
er bandwidth speeds, which are
often critical in a business enviro n-
m e n t .

" We are targeted toward the small
business market. Real estate agen-
cies, accounting services and even
some customers with outbound tele-
sales departments use Covad to con-
nect to the Internet. We have a
restaurant chain with 800 diff e re n t
locations across the country that
uses us to provide the means to
download their POS and financial
information to the corporate head-
quarters. This is a huge thing for us."

What exactly i s b ro a d b a n d ?
Bandwidth is measured in bits per
second. Phone lines are divided into

d i ff e rent frequencies, with phone
calls and standard phone modem
Internet connections sharing one
n a r row area. Internet access via
phone modems is limited to speeds
of up to 56 kilobits per second.
B roadband services, including DSL,
A D S L and IDSL, use the additional,
unused frequencies already on the
existing phone lines to transmit data
at a much faster rate. 

T1 lines use a separate technology
that provides a dedicated, direct net-
work connection at a speed of 1.5
megabits per second for both down-
loads and uploads. 

B roadband services offer a number
of advantages over dial-up and
cable connections. Having DSL
guarantees users a minimum con-
nection speed and constant, always-
on access, meaning you don't have
to wait for the modem to dial up and
make a connection to the ISP. Make
and receive phone calls and use

DSL, all on one phone line – if you
want to use your telephone while
y o u ' re online using a modem, you're
out of luck unless you have a sepa-
rate phone line for the computer.
B roadband services also offer the
benefit of a static IP a d d re s s .

The speed depends not only on the
type of broadband service pur-
chased but also can be determined
by the distance between the cus-
tomer and the "central office," as
Montoya called Covad's service-
origination stations. Covad has cov-
erage in all of the major metro p o l i-
tan areas, with the largest central
o ffices. 

" We have 2,000 central off i c e s
a round the country," he said. Covad
owns and manages all Covad net-
work equipment co-located on spe-
cific telephone companies' pro p e r-
ties. Covad maintains all their
equipment, ensuring it is up-to-date
and always up-and-running. "Our





physical equipment is all situated
on locations owned by the phone
c o m p a n y. We are the DSL p ro v i d e r.
We manage all aspects of the serv-
i c e .

" D S L depends on having an infra-
s t ru c t u re in place in a particular
a rea, and service depends on having
access to a central office. T1 services
a re not limited so much by location
to a central office – if you're 20 miles
a w a y, you may have some pro b-
lems. You can be up to eight miles
away and get some sort of DSL s e r v-
ice. IDSL service allows you to be up
to 40,000 feet away; our other servic-
es have a radius of 8,000 to 15,000
f e e t . "

Covad's business-class services off e r
a ff o rdable, flat-rate billing, which
means customers don't pay "per-
minute" charges based on their dis-
tance from the central office. A D S L ,
S D S L and T1 services are always on,
which means employee pro d u c t i v i t y

is not affected waiting for the con-
nection to happen. The SDSL s e r v i c e
supports up to 50 computers on a
single Covad business line; the
A D S L service for small or home
o ffices supports up to four comput-
ers per line.

" We have a couple of ways we're
g rowing right now," he explained.
" T h rough our product marketing
e fforts, we focus on the various
Internet access products we sell.
T h rough our channel marketing
e fforts, we're growing sales and
reaching new markets.

"Our sales team works with value-
added resellers to develop the pro-
gram and re c ruit partners. Our
focus has been on serving our part-
ners from the beginning. We cur-
rently have 500 Alliance Partners
working in multiple industries, and
w e ' re inviting more to join our pro-
gram. We want our partners to
make money, and it's easy to make
money with our online tools –
t h e y ' re assigned a rep, we pro v i d e
training and education, and all of
the marketing tools are there. Covad
p roducts are great for our partners'
customers and keep them more pro-
ductive. 

"Our sales team works with value-
added resellers to develop the pro-
gram and re c ruit partners. Our main
marketing strategy is in supporting
our partners. We ' re really motivated
and focused on making our partners
successful. There are huge benefits
for resellers. We have so much confi-
dence in our pro d u c t s . "
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M o b i l i t y
The PP-50MS Portable Thermal Printer
Use the PP-50MS to turn your PDA into a complete
portable POS terminal solution offering the 
following features:

• Magnetic Card Reader (MCR)

• Internal rechargeable battery

• Compatible with popular PDA’s

• Easy paper loading 

• Uses standard width paper (58mm)

• Intergration software support available

The PP-50MS is an economical & flexible 
alternative to traditional POS terminals.

*PDAnot included

800.278.7860     www.ipcprint.com     sales@ipcprint.com

"We have 2,000 central offices
around the country. ... We are the
DSL provider. We manage all
aspects of the service."

– Ivan Montoya, Director of Channel Marketing, Covad
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Building bridges is a spe-
cialized art form.
Bridging the gap between
the purchasing of a busi-

ness and the actual opening of the
business is the specialty of Tu r n K e y
Business Solutions and Consulting.

The chief architect is Tom Koziol, a
veteran of the payment-pro c e s s i n g
i n d u s t r y. Having garnered experi-
ence and expertise from such estab-
lished organizations as Heartland,
Koziol relocated in early 2001 to
Gainesville, Fla., and started his
own operation.

"I liked the business but wanted to
have the ability to walk in and have
a solution for any need a customer
might have," says Koziol. "I started
working out of my garage, and my
decision to form my own company
has worked out wonderfully. "

Koziol relied on his retail knowl-
edge to format his vision for the new
c o m p a n y. "I remember when I had a
restaurant business and folks would
come in saying they could help with
c redit cards or checks but not every-
thing," says Koziol. "It's confusing
for the everyday businessperson to
have to work with diff e rent guys for
their payment solutions. No one
goes in and says they can help with
any inherent pro b l e m .

"For the mom-and-pop businesses,
t h e re's no one on their side. They get
taken advantage of. As corny and
goofy as it sounds, someone needs
to be on their side."

Koziol's philosophy is all about
helping business owners with the
intricacies of running their business.
"Just because you make a good pizza
doesn't mean you are a good pizza
shop operator," says Koziol. "If you
choose to get into business, there are
certain steps you have to go thro u g h
to open the door, which is why we
named our company Tu r n K e y.

"People always say they are a
turnkey operation, but when you get
down to it, it's a misnomer. You just
don't buy a turnkey business. Yo u
need insurance, payment pro c e s s-
ing, etc. You can't just open your
doors for business. You have to have
someone direct you toward that line
of thinking. Your accountant can't
do it. We can."

Koziol boasts that TurnKey's dire c-
tional ability is one of its primary
d i ff e rentiators. "We have all the
answers," says Koziol. "And our
p rograms and our ability to admin-
ister them are available in all 50
states. It's human nature to concen-
trate on a specific group and forg e t
the end user. He's the most impor-
tant part of the equation. The mer-
chant is the entity that needs to be
p rotected. They are the reason we do
b u s i n e s s . "

TurnKey's core competency is con-
centrated on finding what business
owners need. "We walk in and talk
to merchants and find out what it is
that they are uncomfortable with,"
says Koziol. "Consulting first and
then finding the solution is at our
c o re . "
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TurnKey Business
Solutions and
Consulting

ISO contacts:
Tom Koziol and Paul Alperstein
866-692-4808
tom@tkbsc.com

Company address:
6535 Northwest 40th Drive
Gainesville, FL 32653
Phone: 866-692-4808
Fax: 866-692-4811
Web site: www.tkbsc.com

ISO benefits:
• Consults with merchants first, then finds solutions

to help them run the business seamlessly.
• Has special program to help businesses discover

federal and state tax credits.
• Private-labeling has huge upside.
• Customer support provided by TurnKey as well as

its partners. 

Unlocking Payment
Processing Solutions



One of TurnKey's hottest services is its tax-credit pro-
gram, which allows merchants to take advantage of fed-
eral and state tax credits. The program is geared aro u n d
information sharing. TurnKey consults with businesses,
informing them of certain empowerment zones estab-
lished by the government as well as other credits that are
available for hiring certain types of people. All of these
c redits are not zone-specific, but there is an advantage if
the business is located in a zone.

These zones offer tax credits to businesses that conduct
their operations in those specific zones and/or hire cer-
tain individuals from those zones. By encouraging busi-
nesses to relocate to certain county and city areas, the
government provides an opportunity for merchants to
realize savings. TurnKey provides the awareness of these
zones to the merc h a n t s .

"Many businesses are not aware of this program, espe-
cially the mom-and-pops," says Koziol. "Our pro d u c t
allows them to cut out 80% of their effort to get these tax

c redits. We even put it on line so most of the paperwork
is eliminated. We target small to midsize merc h a n t s
because they haven't heard a lot about this, but we also
p rovide for larger merchants as well."

Koziol claims the cost for TurnKey solutions are very
competitive. Another benefit to the marketplace, especial-
ly for ISOs, is that all services can be private labeled. "If
Heartland says they like a program and want to offer it,
we can put Heartland's name on it," he says. "We are in
the background, processing the information."

Koziol believes in TurnKey's overall appeal to the ISO
c o m m u n i t y. "It's a buffet line for ISOs," says Koziol. "They
can pick and choose what they want and put it into their
mix and not be penalized for doing business with other
companies. It doesn't matter to us who else they work
with. We like the ability to provide the answer and solu-
tion to anyone who wants it. If an ISO comes to me and
asks if I can help them with a problem, I want to be able
to say yes, no matter what it is."

TurnKey is providing services for hundreds of merc h a n t s
and effectively answering problems for many ISOs. Just
what does TurnKey seek in an ISO? 

" We look for someone that can get things done," says
Koziol. "There are a lot of people out here who will pro m-
ise you the moon and not deliver. Pretty quickly you can
distinguish whether they can back up what they say
they'll do. We usually don't work with people unless they
a re re f e r red through someone we already work with.
H o w e v e r, I encourage anyone to visit our Web site and
contact me. I'll be happy to send anyone any information
they want and I'll be happy to talk to anyone."

In addition to successful resellers, TurnKey relies on its
successful partners for services and support. E-commerc e
solutions are paired with ACH Services. Credit card pro-
cessing is paired with ISO Merchant Services, a re g i s t e re d
I S O / M S P of JPMorgan Chase & Co. Secure Payment
Systems and A ffirmative Technologies provide check
services, and Pay Systems of America handles payro l l
services. 

" We have strategic alliances with many diff e rent compa-
nies, some of which are competitors," says Koziol.
"Anyone in the payment-processing business can be seen
as competition, but we work well with all of them."

TurnKey strives to partner with companies with a good
h i s t o r y. 
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"It's a buffet line for ISOs. They can pick and choose what they want and put it into their mix and not
be penalized for doing business with other companies. It doesn't matter to us who else they work
with. We like the ability to provide the answer and solution to anyone who wants it. "

– Tom Koziol



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 in formation, cal l  Te resa or Sandy at 1(888)GCF-NEWS or visi t  w w w. g c f i n c . c o m



"I want a good, solid company that
pays their people corre c t l y," says
Koziol. "I look to see what their cur-
rent customer base says about them.
I also re s e a rch the Internet as well as
over 50 trade magazines to see what
the industry says about them.
You've got to be careful. A re things
being written because it's true or are
they paying an advertising fee?

" We got burned in the beginning
and found out who we could tru s t
and who we couldn't. I now do busi-
ness with people who do business
with my friends. That's the beauty of our re l a t i o n s h i p s .
We work with people we tru s t . "

Koziol's trust in his partners extends to customer support.
While some customer support is provided dire c t l y
t h rough Tu r n K e y, various partners facilitate similar serv-
ices. TurnKey provides training manuals and onsite train-
ing for ISOs, depending on the product and the size of the
o rganization. 

Koziol, personally, is integral to support. "Everyone I do

business with has my office, home,
fax and cell number as well as my
e-mail," says Koziol. "My back-
g round was in 24-hour re s t a u r a n t
service. I'm used to getting up at 2
in the morning. I still do it, and it's
OK. Anybody can call me anytime
with anything. I take care of the
p ro b l e m . "

In addition to effectively tro u-
bleshooting, another challenge fac-
ing TurnKey is getting merchants to
t ruly appreciate the services it
o ffers. "We ' re challenged to get cer-
tain industries to take hold of pri-

vate-label issues with tax programs," says Koziol. "More
than anything, a problem exists because people don't
understand tax credits and other programs currently out
t h e re for their merchants. But I believe these pro g r a m s
will change the payment-processing industry. It has that
kind of impact."

Koziol believes so strongly in his bold statement because
of the revenue he predicts can be realized bringing pri-
vate-label services to the merchant base. "The money to
be made is staggering, especially with our tax pro g r a m , "
says Koziol. "ISOs make a percentage on all their mer-
chant tax savings. It's another way for them to incre a s e
their revenue. For example, one merchant saved $1 mil-
lion last year. You do the math."

Koziol believes the changing industry economy will forc e
the issue. "In the credit card industry, margins are shrink-
ing," he says. "The guy out on the street, pounding the
pavement, can't go in with just one product. There are too
many beating the same doors. If you can have an answer
for all the problems in your bag of tricks, you'll succeed.
W h e re we fail is that we walk into a merchant and tell
them how we can save them money, but we never go in
and ask them how can we help. That has to change." 

Koziol sees the cannibalism of the industry also aff e c t i n g
the ISO community. "It's going to be very tough for the
guys on the street to make a living with all the merg e r s
and acquisitions," he says. "It's up in the air what will
happen to the playing field. It's already tightening up. On
the one hand, it's good for accountability without compe-
tition. On the other hand, it's bad because you won't have
the same freedoms. It's a double-edged sword . "

Koziol predicts three or four major players will dominate
with all others falling in line as resellers for them. For
Tu r n K e y, Koziol predicts a much brighter future .

"I see us skyrocketing," says Koziol. "Once people grasp
and understand our programs, especially our tax pro-
gram, it will frustrate people that they are not doing it.
They'll want to get it, and we will be happy to provide it
for them."  

Page 3 8

"Everyone I do business with has my
office, home, fax and cell number as
well as my e-mail. My background
was in 24-hour restaurant service.
I'm used to getting up at 2 in the
morning. Anybody can call me
anytime with anything. I take
care of the problem."

– Koziol



Prepare for a MagIC
Move to EMV  
MagIC 5100
S c h l u m b e rg e r S e m a

Me rchants in the process of migrating to EMV
( E u ro p a y / M a s t e r C a rd / Vi s a ) - a p p ro v e d
smart card technology should check out
S c h l u m b e rgerSema's MagIC 5100 point-of-

sale (POS) terminal. The MagIC 5100 is an EMV Level 1-
compliant and EMV Level 2-ready (with the MagIC EMV
Pack) compact device intended for processing PIN-based
transactions in environments with large transaction vol-
u m e s .

The MagIC 5100 is part of SchlumbergerSema's suite of
MagIC Evolution POS terminals, a family of terminals
built on the MagIC platform, an advanced high-perform-
ance infrastru c t u re supporting highly secure point-of-sale
t r a n s a c t i o n s .

The MagIC 5100 was designed so it easily can be handed
to a customer. The terminal is compact but holds its own
with a powerful TCP/IPcommunication port for fast con-
nections and transactions. It also can hold up to 6 MB of
m e m o r y. 

The all-in-one device contains an integrated secure PIN
pad, a full-graphic thermal printer that outputs 10 lines
per second and a magnetic stripe re a d e r. Its base has a

built-in keypad privacy shield with 20 keys, including
four programmable soft keys, and its backlit screen dis-
plays four lines of text. 

If reliability is a question, the following processors have
certified the SchlumbergerSema MagIC POS terminals,
including the MagIC 5100: First Data Merchant Services
Nashville, Vital Processing Services, NOVA, Paymentech,
Global Payment Systems, MAPP, GPS/NDC and First
Data Resources Omaha.

S c h l u m b e rg e r S e m a

153 East 53rd Street, 57th Floor
New York, NY 10022-4624 
8 8 8 - 3 4 3 - 5 7 7 3
w w w. s l b . c o m / m a g i c
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Merchant with a Slim
Budget? Check Out
SLIM CD
SLIM CD
SLIM CD, Inc. (Secure L ink Merchant Serv i c e s )

Every ISO probably knows of
many small to midsize busi-
nesses that are looking for
the ability to process cre d i t

and debit cards but do not have the
budget to invest in point-of-sale
devices (POS) and leased lines.

Coral Springs, Fla.-based SLIM CD,
Inc., a wholly owned subsidiary of
Online Commerce Corp., has released ver-
sion 2.51 of SLIM CD, a free software product that turns a
m e rchant's PC into a POS device and more – without
requiring additional hard w a re .

The SLIM CD software runs on any Windows-based per-
sonal computer with Internet connectivity. The software

includes a POS desktop application, built-in gateway
services, fraud-detection capabilities and a choice of fre e
shopping carts hosted by the company. 

Instead of using a traditional dial-up
connection to connect to a card
p rocessor and conduct a transac-
tion, the software connects using
the Internet. Transaction data is
transported using Secure Sockets
Layer (SSL) technology, and

transactions are performed at
leased-line speeds (3-5 seconds),

a c c o rding to the company.

M e rchants also can access re a l - t i m e
reports from the Internet. The re p o r t s

include daily and monthly summaries of
transactions and more detailed reports of indi-

vidual transactions.

SLIM CD software is designed for retail merc h a n t s ,
restaurants, hotels, auto-rental businesses, direct market-
ing and e-commerce merchants. Users manually enter
customers' account information to complete a transaction.

For those merchants who want to add on card - s w i p e
devices, PIN pads and signature - c a p t u re devices, SLIM
CD supports low-cost products such as Interlink
E l e c t ronics' e-Pad signature pad, MagTek IntelliPIN PIN
Pad (supported by Vital Processing), several diff e re n t
types of printers, and almost any card-swipe wedge with
a keyboard interface.

SLIM CD, Inc. partners with banks and ISOs who have
bank partners to distribute the SLIM CD product to mer-
chants, free of charge. 

In addition to no hard w a re re q u i rements other than a
c o m p u t e r, other merchant benefits include no fees for
setup, licensing, equipment lease, shopping cart, gateway
and fraud screening. Instead, SLIM CD, Inc. charges only
a nominal fee per transaction with a monthly minimum. 

SLIM CD also offers an Enterprise Edition of the pro d u c t
for merchant environments connected through a network.
This product stores data on a merchant's computer and
allows users to view customer information such as the
name and address. 

SLIM CD also offers co-branding and private-labeling
opportunities for the software.   

SLIM CD, Inc.

1505 University Drive
Coral Springs, Fla.  33071
8 7 7 - 4 - S L I M C D
w w w. s l i m c d . c o m
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TRIAD

G O O D  T H I N G S  C O M E  I N  T H R E E S .

Pyramids have always been a symbol of power and wealth. That continues today
with Triad, the new thre e - t i e red approval process from MCCS.SM

With Triad, MCCS can handle any size of account with ease—whether you
call on small, medium or even large, big-ticket accounts. Which means you now
have one, convenient source for all your sales. So you can take on more business
than ever before. 

The Triad process uses customized, customer-specific data to provide a highly
e ffective new system for merchant approvals. Combine that with guaranteed
residual income and the unsurpassed service that MCCS is known for, and you
have a powerful combination for growing a strong portfolio of profitable customers.

For years, MCCS has been a recognized industry leader, with over $2.4 billion
in annual transactions. And now, with our new Triad system, we can offer you
even more ways to grow your business.

To discover the power and wealth of the pyramid, you don’t have to go to
Egypt. Just call 1-866-826-MCCS (1-866-826-6227) or email info@mccs-corp.com
and ask about the new Triad. 

Then watch good things begin to happen.

S M

INTRODUCING TRIAD.SM

THE NEW 3-TIERED PROCESS THAT 
CAN HANDLE ANY SIZE ACCOUNT.

SM





Fed Beige Book Shows
Sluggish Fall  

The Federal Reserve stated in its latest
"beige book" report that economic activity
remained slow in September and October
2002 partly because of weak retail sales, a
weak job market and a decline in manu-
facturing activity across most districts,
among other reasons. The Fed publishes
"Summary of Commentary on Curre n t
Economic Conditions by Federal Reserve District" eight
times a year in preparation for its Federal Open Market
Committee meetings.

In other economic news, The Conference Board ’ s
Consumer Confidence Index fell in October 2002 to its
lowest level in nine years, to 79.4 from 93.7 in September.
The index, which is based on a re p resentative sample of
5,000 U.S. households and measures the optimism or pes-
simism of consumers toward the economy, has declined
for four straight months.

Bill Me Later on Buy.com

Many consumers avoid making purchases online because
of an unwillingness to enter their credit card information
on the Web. With hopes of winning over these customers,
B u y.com, The Internet Superstore has selected to use I4
C o m m e rce’s Bill Me Later technology, an alternative-pay-
ment method designed for e-commerce and phone and
m a i l - o rder transactions. 

Bill Me Later offers a new way to pay for items ord e re d
online. At checkout, a qualified customer may select this
option and then will receive a bill to be paid in full at a
later date with no extra charge, or financed over a period
of time with monthly payments. Buy.com says it will have
the technology in place in time for the holiday shopping
season. 

Hashman Resigns from NextCard Board 

Former N e x t C a r d CEO John Hashman, who re s i g n e d
f rom that position in September 2002, recently re s i g n e d
f rom NextCard's Board of Directors, the company
announced. In a letter to the Board, Hashman said,
“Because of certain Company actions re g a rding my Board
membership, I feel that I can no longer exercise my fidu-
ciary responsibilities to shareholders and other con-
stituencies. In particular, I believe that I have been
i m p roperly excluded from certain Board matters in re c e n t
weeks.” Also in dispute are the terms and conditions for
repayment of a $120,000 company loan to Hashman.

N e x t C a rd says the loan was to be re p a i d
immediately after Hashman left the com-
p a n y.

Hypercom Net Loss
More Than Expected 

Hypercom Corp. announced earnings for
t h i rd quarter 2002. While the company's
revenues generally were consistent with its
most recent guidance, Hypercom re p o r t e d
that its Q3 net loss is $1.4 million more than
expected. On Oct. 9, 2002, the company
said it expected a net loss of $36.9 million.
H y p e rcom instead has posted a $38.3 mil-
lion loss, mainly because of lower marg i n s

on products shipped from China to Brazil to accommo-
date the closure of the Brazil manufacturing operation.

PayPal Offers Multicurrency Support

P a y P a l announced that it now supports making pay-
ments in several international currencies. In addition to
U.S. Dollars, PayPal's online payment service now allows
users to send, receive and hold funds in euros and
pounds sterling. PayPal says it also has plans to support
even more currencies, including Japanese yen and
Australian and Canadian dollars.

Inc 500 Companies Announced

Included in Inc Magazine's latest ranking of the nation's
500 fastest-growing private companies were H e a r t l a n d
Payment Systems (57th), Cardtronics (66), Security
Check (196), Cynergy Data (451), LynkSystems (461) a n d
Western Reserve Group Services (467). To be eligible for
the list, companies had to be independent and privately
held through their fiscal year 2001, have at least $200,000
in sales in the base year of 1997 and more sales in 2001
than 2000. 

Alogent Growth Recognized

Alogent Corp. announced it has been included in the
2002 Deloitte & Touche Technology Fast 500, a ranking of
the fastest growing technology companies in North
America. Rankings are based on percentage re v e n u e
g rowth over five years, from 1997-2000. Alogent was
ranked number 471.

21 Million Smart Cards by 2003 

A Smart Card Alliance white paper and study re l e a s e d
recently ("Cards and the Retail Payments Infrastru c t u re :
Status, Drivers, and Directions") projects that by first
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quarter 2003, more than 21 million smart payment card s
will be in circulation in the U.S. Several large re t a i l e r s
such as Ta rget already have invested in smart card - re a d y
point-of-sale devices and programs and many smart
c a rds are already in circulation, driven by the release and
marketing of the American Express Blue Card in 1999, the
Smart Visa card in 2000 and most re c e n t l y, MasterCard ' s
O n e S M A RT program. You can access the white paper at
w w w. s m a r t c a rd a l l i a n c e . o rg .

CrossCheck Supplies COD Guarantee

CrossCheck, Inc. will provide check guarantee services to
Irving Materials Inc. (IMI), an employee-owned concre t e
and aggregate company.  IMI will use CrossCheck's COD
(Check On Delivery) premium payment guarantee solu-
tion to receive payment before delivering goods. The
COD premium solution is effective when a check writer is
not present at the time of sale or there is no immediate
exchange of goods and services. IMI will employ
C rossCheck's services at more than 90 locations in
Tennessee, Kentucky and Indiana.

Visa Exploring Voice Command

Visa International said it has formed a two-year partner-
ship with Vocent Solutions, Inc. to explore the use of bio-
metric security technology with its credit cards. Vo c e n t
develops voice-recognition software and solutions. The
companies plan to work together to identify opportuni-
ties for Visa to apply the technology to its e-commerce, m-
c o m m e rce and risk-management applications for secure
payment transactions. 

NPC, Hypercom Partner for Quick Service

National Processing Co. (NPC) has partnered with
Hypercom Corp. to provide Hypercom's ICE5500P l u s
and T7P l u s c a rd payment terminals and HFT quick serv-
ice payment technology to NPC's merchant customers.
HFT is a suite of outdoor card payment terminals embed-
ded in a restaurant's drive through menu board or used
as stand-alone devices and connects to the re s t a u r a n t ' s
cash register system. NPC processes for more than half of
the top 10 restaurant chains and petroleum brands in the
U . S .

InterCept Wins $Million Processing Deal

Sovereign Bank has signed a letter of intent selecting
InterCept, Inc. as its item pro c e s s o r. Sovereign is a $38
billion financial institution with approximately 530 com-
munity-banking offices in New England and the Mid-
Atlantic states. InterCept projects the deal with Sovere i g n
to be worth $120 million over a multiyear term and plans
to open four new item-processing centers and add 200
new employees. InterCept said it would begin to pro v i d e
p rocessing services in late 2003, and conversion of all
S o v e reign facilities will be complete in early 2004. 

Mega Merchant Processing Partnership

Wachovia Bank and N O VA Information Systems h a v e
p a r t n e red for merchant processing. As part of a five-year
a g reement, NOVA will provide merchant pro c e s s i n g
services to future Wachovia merchant customers. NOVA
has processed transactions for merchant customers of
First Union, which became part of Wachovia in A p r i l
2002. Wachovia expects to bring in $4 billion in annual
p rocessing volume.

Coinstar to Offer Prepaid Wireless Pilot 

In response to a growing prepaid wireless market,
Coinstar Inc. and Prizm Te c h n o l o g y, Inc. have partnere d
to offer prepaid wireless users the ability to re c h a rg e
account balances at Coinstar's network of self-service
coin-counting machines. Prizm will provide automated
transaction processing technology. The re c h a rge service is
part of a pilot program beginning in Q4 2002 and involv-
ing 75 supermarkets in Sacramento, Calif., Tampa, Fla.,
and Providence, R.I. Coinstar has more than 10,000
machines placed throughout the United States, Canada
and the United Kingdom.  
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NPC, Vital Renew Partnership

Vital Processing Services has renewed a multiyear point-
of-sale (POS) merchant processing agreement with
National Processing Co. (NPC). Vital will continue to be
NPC's foremost provider of dialup POS authorization
and capture processing services.

NPC Promotes Sales Exec

National Processing Company (NPC) has pro m o t e d
Timothy L. Munto to General Manager of National Sales.
Munto, an 18-year industry veteran, joined NPC in 2000
and previously has held sales-management positions at
eFunds Corp. and Bank One. Munto will report to NPC's
COO, Mark D. Pyke.

Datawire Adds Veteran Executive 

Datawire Communication Networks Inc., p rovider of an
Internet-based transaction delivery network, has appoint-
ed Patrick Cummiskey to Senior Vice President, Sales
and Marketing. Cummiskey has more than 30 years of
experience in executive sales leadership and extensive

experience with payment processing in North A m e r i c a .
He previously has served as Senior Vice President, Sales
( Transaction Services Division) for Alliance Data Systems
and as Vice President, Business Development for Share d
Network Services Inc. To ronto-based Datawire also
announced it has opened a U.S. office in Atlanta. 

Terzian to Serve on ECHO's Board 

Electronic Clearing House, Inc. (ECHO) announced that
Carl R. Te r z i a n, Chairman of the Board of Carl Te r z i a n
Associates, a public relations firm in Los Angeles, will
serve on the Board of Directors of ECHO. Terzian, a pop-
ular marketing and motivational speaker, serves on more
than 36 corporate and non-profit boards, commissions,
advisory groups and task forc e s .

JCB Hires Payment Exec for Smart Cards

J C B, the fourth-largest global payment brand and the
l a rgest issuer and acquirer in Japan, has hired J u l i e
K r u e g e r to help further smart card acceptance in the U.S.
K ru e g e r, the former executive director of the Smart Card
Alliance, has been appointed to Vice President, Smart
C a rds for JCB. Krueger's job is to secure an infrastru c t u re
in North America to accept JCB's smart card-based trans-
actions. JCB says its plans to convert its entire customer
base to smart cards by 2007.  
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EZCheck makes ev e rything about Check Conversion
and Check Guarantee services easy. In fact with a l l
we have to offer, even the decision to join is easy.
Partner with us now and you’ll enjoy some of the
best advantages in the industry.

• Lifetime residual income
• $50 bonus per sale
• Faxed applications accepted
• Merchant approvals and downloads 

within 24 hours
• Compatible with most equipment 

and platforms 
• No hidden fees
• No surprises (no kidding)

We’ve even made getting started easy. Just call 
1-800-797-5302 ext. 303 or 313. Or email
michaels@EZChk.com.
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Pyramids have always been a symbol of power and wealth. That continues today
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With Triad, MCCS can handle any size of account with ease—whether you
call on small, medium or even large, big-ticket accounts. Which means you now
have one, convenient source for all your sales. So you can take on more business
than ever before. 

The Triad process uses customized, customer-specific data to provide a highly
e ffective new system for merchant approvals. Combine that with guaranteed
residual income and the unsurpassed service that MCCS is known for, and you
have a powerful combination for growing a strong portfolio of profitable customers.

For years, MCCS has been a recognized industry leader, with over $2.4 billion
in annual transactions. And now, with our new Triad system, we can offer you
even more ways to grow your business.

To discover the power and wealth of the pyramid, you don’t have to go to
Egypt. Just call 1-866-826-MCCS (1-866-826-6227) or email info@mccs-corp.com
and ask about the new Triad. 

Then watch good things begin to happen.

S M

INTRODUCING TRIAD.SM

THE NEW 3-TIERED PROCESS THAT 
CAN HANDLE ANY SIZE ACCOUNT.

SM



How to Cure
Merchant's
Sales Cold

When you're
sick, you call
a doctor. Yo u
contact a doc-

tor you believe in, a pro f e s-
sional with cre d i b i l i t y. When
m e rchant sales are sick, business
owners look to another kind of
doctor to cure their ailments. If you
have cre d i b i l i t y, you'll be the one they
call. 

How do you establish yourself as a sales healer? By incor-
porating the same skills a physician would.

• E x a m i n e . B e f o re a doctor can make a reliable diagnosis,
he or she must conduct a thorough and complete exami-
nation of the patient. For the sales professional, this
involves asking your prospect insightful questions to
reveal where exactly they hurt.

• Listen closely. A doctor wants to hear what the patient
is saying. If you don't give your prospect an opportunity
to describe the symptoms, you won't know how to allevi-
ate them. As you listen, stay focused on the problem, not
your products. 

• Get history. Like a good M.D., a good salesperson
re s e a rches the patient. Find out all you can about the
p rospect's business – length of time in operation, last
year's annual sales figures, amount of traffic, re c e n t
changes in daily activities, etc. before you make a diagno-
sis. 

• Speak simply. M e rchants are overwhelmed with infor-
mation. They are bombarded by television, radio, dire c t
mail, e-mail and the Internet. They don't need more
involved, wordy discussions. They need you to give them
a simple, concise explanation of their illness.

• O ffer a solution. A smart doctor will be ready with a
t reatment when he delivers a diagnosis. Asmart salesper-

son is ready to provide a
viable solution to the
p rospect. If you can't
readily fix the pro b l e m ,
someone else will.

• Work smart. It's the
80/20 principle – 80%
of your revenue is gen-
erated by 20% of your

e fforts. Doctors don't go
out looking for patients

who someday might want
their services. They answer

calls of those who need their
services now. Use your time

w i s e l y. Find the merchants who are
a i l i n g .

• Start small. A doctor builds credibility by first tre a t i n g
a small ailment, then continuing to attend to the patient
when larger illnesses arise. So, too, the savvy sales pro-
fessional begins a merchant relationship with one service
and builds upon it with added value as trust is estab-
lished and future needs arise.

• Go the extra mile. While the days of doctors making
house calls may be gone, that personal service is key to
c redibility when it comes to merchant accounts. Follow
up with not just phone calls but on-site visits to ensure
that your services are helping the patient re c o v e r. Show
the patient your best bedside manner. 

Seeing Dollar Signs

Shrinking margins and a sluggish economy mean
m e rchants are tightening belts and pinching
pennies. ISOs are finding budgetary barriers
going up at alarming rates. The secret weapon

in overcoming a prospect's bottom line is appro p r i a t e
pricing. The trick is finding what's appropriate for your
p rospect. The following questions might assist you.

• What does the prospect perceive your solutions to be
worth? No matter what you think, it's all in the mind of
the customer. Finding out what their perception is
re q u i res asking strategic questions and effectively pro-
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COMDEX Fall 2002

Highlights: It's time again for COMDEX, an institution among
trade shows in its 23rd year in Las Vegas. The global IT indus-
try gathers at COMDEX every fall because this is where indus-
try leaders set the tone and agenda for the coming year; new
products are launched, and buyers and sellers can meet face-
to-face. An outstanding keynote program, world-class confer-
ence programs and a dynamic show floor featuring many new
products are all part of the event. To address specifics of the
challenging times and road to recovery for the IT industry,
Carlos Bonilla, Special Assistant to the President, National
Economic Council will participate in the keynote series on
Wednesday, Nov. 20, with reflections and comments on what
lies ahead for the global IT marketplace. This year's illustrious
roster of keynote speakers includes Scott McNealy of Sun
Microsystems, Carly Fiorina of Hewlett-Packard and Bill Gates
of Microsoft. 

When: Educational Programs – Nov. 16-21, 2002
Exhibition – Nov. 18-22, 2002

Where: Las Vegas Convention Center
Registration Fees: Vary by programs attended. Visit

www.comdex.com for complete schedule of events and fees.
How to Sign Up: Online at www.comdex.com. By phone at

888-568-7510.

National Retail Federation
Convention and Expo

Highlights: Opportunities to increase profits and grow in retail
are harder to identify than ever before, and the margin for
error is shrinking in this difficult economic climate. When the
upswing comes, only the smartest retailers will have positioned
themselves to take full advantage of it. The retail industry will
gather once again for three days of up-to-the-minute education-
al sessions, discussions of best practices and new technologies,
and tips to improve existing operations and grow profits. NRF
has assembled leading industry analysts, experts in all facets of
retail operations, innovative industry business partners, econo-
mists, investment analysts, suppliers and top retail executives to
provide their insights into the future of retailing. Informative ses-
sions will focus on the latest developments and strategies in
marketing, technology, merchandising, store operations,
finance, channel optimization, supply chain and more.

When: Jan. 12-15, 2003
Where:: Jacob Javitz Convention Center, New York 
Registration Fees: Vary by membership status, events attended

and registration date; early registration deadline is Nov. 15,
2002. Visit http://nrfannual03.expoexchange.com or phone
301-694-5243 for details. 

How to Sign Up: Online at
http://nrfannual03.expoexchange.com

cessing those answers. 

• What do you base your prices on? A p rospect's per-
ception is based upon their re a l i t y. If you want cus-
tomers to buy, your reality must reflect theirs. They are
looking for answers to their problems, not yours. 

• What does the prospect see? For merchants, it's a
revolving door of vendors and sales agents. You must

stand out from the crowd. Do it
with solutions and personal

services rather than basic
p roducts. 

• Does your pre s e n t a-
tion focus on value?
Playing the price card
won't guarantee the sale.

Pricing is way too com-
petitive to be an advantage.

What your products and serv-
ices bring to the table will mean

m o re to the merchant than a lower sticker price.

• A re you putting your money where your mouth is?
The smart sales agents rely on solid data to support the
value of their prices. Invest the time and energy to pro-
vide your prospect with relevant spreadsheets, re v e n u e
p rojections and, most important, customer testimonials. 

• A re you getting up close and personal? Every poten-
tial customer presents diff e rent pricing challenges. Yo u r
p resentation must be tailored to meet those challenges.
The successful pitch that worked at that small conven-
ience store last week won't be effective for the chain of
automotive parts stores you're heading out to next
w e e k .

• A re you flexing your pricing power? Flexibility in
your pricing pitch creates a common ground where you
and your prospect can meet to negotiate. No matter how
d e p ressed consumer spending may be, your merc h a n t s
still need services. They have to buy, and if you can off e r
value at a reasonable cost, they will buy from you.

Good Selling!

Paul H. Green
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ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Amicus/XtraCash ATM
(888) 712-1600

ATM Merchant Systems
(888) 878-8166

Cash Resources, Inc.
(800) 214-1840

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

Financial Technologies, Inc.
(800) 523-2104

NationalLink
(800) 363-9835

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

Abanco Intl., LLC
(866) 231-2030 x2347

C rossCheck, Inc.
(800) 654-2365

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

E Q U I P M E N T

Abanco Intl., LLC
(866) 231-2030 x2347

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

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

Global Payments   
(800) 229-3698

The Horizon Gro u p
(888) 265-2220

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

G I F T / L O YA LT Y
CARD PROGRAMS

C H I P L O G I C S
(866) 462-4477

P O S Payment Systems
(718) 548-4630 x18

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

FUNDING SOURCES

R e s o u rce Finance Company, LLC
(866) 211-0114

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

Abanco Intl., LLC
(866) 231-2030 x2347

AmericaOne Payment Sys
(888) 502-6374

BioPay Biometric Pymt Svcs
(866) 324-6729

B rennes-Jones Gro u p
(800) 970-2592 x1003

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

First Data Merchant Serv i c e s
(866) FDMS-ISO

Global eTelecom, Inc. (GETI)
(877) 454-3835

Global Payments
(800) 801-9552

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

M S I - M e rc h a n tS e rvices, Inc.
(800) 351-2591 x9-23

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

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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Total Merchant Serv i c e s
(888) 84-TOTAL x314

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
(800) 939-0914

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

AmericaOne Payment Sys
(888) 502-6374

C a rdPoint, Inc.
(410) 592-7485

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

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

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

M e rchant Services Incorporated
(800) CARDSWIPE x7934 

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

Transfirst Holdings, Inc.
(972 249-0037

ISOs LOOKING 
FOR AGENTS

Abanco Intl., LLC
(866) 231-2030 x2347

Advanced Merchant Services (AMS)
(888) 355-VISA (8472)

AmericaOne Payment Sys
(888) 502-6374

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

B rennes-Jones Gro u p
(800) 970-2592 x1003

C a rdPoint, Inc.
(410) 592-8998

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

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

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

F rontline Pro c e s s i n g
(866) 651-3068 x133

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

(800) 939-0914
M S I - M e rc h a n tS e rvices, Inc.

(800) 537-8741 x9-12
M S PD i rect, LLC

(888) 490-5600 x112
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

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

L E A S I N G

A-1 Leasing
(888) 222-0348

Abanco Intl., LLC
(866) 231-2030 x2347

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

First Leasing Corp.
(888) 748-7100

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

Golden Eagle Leasing, Inc.
(800) WE LEASE 

LADCO Leasing
(800) 678-8666

Lease Finance Gro u p
A Division of CIT

(888) 588-6213
Leasecomm Corp.

(800) 515-5327
M e rchants Leasing Systems

(877) 642-7649
Merimac Capital

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

(800) 683-5433 x 8500
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

Abanco Intl., LLC
(866) 231-2030 x2347

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)
(877) 454-3835

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
(866) FDMS-ISO

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965
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National Processing Company
(800) 672-1964 x7655

P O S Payment Systems
(708) 548-4630

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

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 SOFTWA 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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