
Certified Merchant Services, Ltd. and its
a ffiliates announced that it has entere d
into a settlement agreement with the
Federal Trade Commission (FTC) over the

FTC's first-ever and only complaint to date against
an Independent Sales Organization (ISO). 

The settlement is for an undisclosed amount and
will be paid to the FTC over an extended period of
time. In addition, it was announced that Mary Dees,
acting receiver of CMS, has accepted the position of
General Manager for the company.

In February 2002, the FTC filed a complaint alleging
CMS participated in "unfair and deceptive practices
related to the marketing of credit and debit card
m e rchant accounts to small businesses nationwide.” 

In its complaint, the FTC stated that the defendant
and its principals misre p resented the terms of – and
then inserted fine print into – merchant account
a g reements, allowing the company to fraudulently
debit previously undisclosed fees from the mer-
chants' bank accounts.

"Although there has been no finding of guilt, we
decided that in the best interests of our merc h a n t s
and our company, we would resolve this matter
t h rough a settlement,” Jonathan Frankel, founder
and majority shareholder of CMS, said in a state-
ment. "Now we can focus on growing and expand-
ing our business again.”
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These paintings were presented to the Heartland organization after
a companywide dinner celebration at the Huber Orchard Winery in
downstate Indiana a few weeks ago. If there ever has been a more
inspiring sales celebration, I haven't seen it.

See Story on Page 10

See CMS on Page 6 

Certified Merchant Services
Reaches Settlement with FTC

"Although there has
been no finding of
guilt, we decided that
in the best interests
of our merchants and
our company, we
would resolve this
matter through a 
settlement. Now we
can focus on growing
and expanding our
business again.”

– Jonathan Frankel, founder
Certified Merchant Services
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Shopping Aro u n d

We're looking for a new ISO program with great rates, outstanding
customer service and setup, quick pay, residual reports online, sta-
tus reports online, and fax signatures without paper followup. My
group and I are running 30-50 deals per month.

Trent Long

Trent:
Please check out our Web site. First, go to ISO Forum and post this
in the Forum area: www. g re e n s h e e t . c o m / f o rum. Then, go to
Resource Guide Online and look in "ISOs Looking for Agents" and
other headings: www.greensheet.com/resource. Also, all of our
back issues are available online in PDF format with ads:
www.greensheet.com/alternate.html

Good Selling!
The Green Sheet Staf f

Back  I ssues  o f  GSQ

We would like to receive your November 2001 publication, "Credit
Card Acquiring in America." Can you please tell us how subscribers
can get this?

Terry Crowley
The Bancorp Bank

Terry:
All of our GSQs are available online. Simply register to access this
area (no charge). The issues are available in HTML text and PDF
format: www.greensheet.com/gsq/

We are currently finishing the research for an update of this report.
It will be published as GSQ Vol. 6, No. 1 in January 2003.

Good Selling!
The Green Sheet Staf f

Quest ions  about  I SOs

I am putting together a business plan for a solution intended for use
by ISOs. I have a few questions regarding this specific market and
would greatly appreciate your help.

• Do you have any estimates of the number of ISOs and merchant
banks in the U.S. and Canada?

• Do you have any information regarding the distribution in terms
of market share in the top 10, 50, etc.?

• Do you have any estimation regarding the size of the market in
terms of merchant locations/terminals in particular small and
midsize locations using a dialup service?

• Do ISOs usually contract with only one processor or do they con-
tract with different processors for each point-of-sales service they
offer to their merchants (credit card, debit card, EBT, check
authorization, check conversion, loyalty programs, gift cards,
stored value card, etc.)?  Do ISOs manage their terminals or is
this activity subcontracted to a processor or a third party?

Thank you very much for your help in this matter.

Best regards,
Richard D. Brown
Founder and CTO

Kedemon, Inc.
Austin, Texas

Richard:
Much of the information you seek is included in various issues of our
GSQ publication. We have published annual analysis of the
bankcard acquiring and ISO markets. These publications are avail-
able online in PDF format at no charge. Simply register for access to
the GSQ Online at www.greensheet.com/gsq/

At this time, our research is focused on the U.S. marketplace.

Good Selling!
The Green Sheet Staf f



The defendants in the FTC's complaint were Certified
M e rchant Services, Ltd.; Certified Merchant GP, Inc.;
Certified Merchant Services, Inc. (collectively CMS);
Jonathan Frankel; Craig Frankel; and Randal A. Best, of
Plano, Te x a s .

CMS has been operating under a federal court-appointed
receivership since mid-February 2002, when Judge Paul
B rown in the U.S. District Court for the Eastern District of
Texas, Sherman Division appointed a receiver team for
CMS, initially led by Garrett Vogel, certified public
a c c o u n t a n t .

Mary Dees, President and CEO of Creditranz.com Inc.,
P resident-elect of the Electronic Transactions A s s o c i a t i o n
( E TA) and part of the original receiver team, has been act-
ing as sole receiver for CMS since September 2002, when
the remaining members of the team, including Vo g e l ,
w e re granted release from duty at the request of CMS, Jon
and Craig Frankel and the Federal Trade Commission, in
o rder to lower costs associated with the re c e i v e r s h i p .

"It was re w a rding to know in September that as a re s u l t
of the company's efforts, the FTC and the Court were

comfortable allowing the company's supervision to be
d e c reased to just one person,” said Dees. 

Along with the announcement of the FTC settlement,
Dees has agreed to continue to lead CMS as General
Manager on an ongoing basis. She also will continue to
serve in her current positions at Creditranz. "I accepted
the opportunity because I believe that I can make a dif-
f e rence,” said Dees in a statement. "I believe the future is
bright for CMS, and I believe that CMS re p resents what
our industry should embrace in terms of ethics, compli-
ance and business practices.

" We are pleased to have the case settled and behind us.
We have all worked very hard over the past several
months to meet all of our compliance re q u i rements with
the highest degree of ethics and integrity. I am excited
about the opportunity to be responsible for and direct the
e fforts of one of the most FTC-compliant companies in
our industry.” 

CMS has come a long way since that dark day in
F e b ruary 2002 when a federal district court issued a tem-
porary restraining order against the defendants, froze the
defendants' assets and appointed a receiver to oversee
the company's operations.

In December 2002, Dees reported that under guidance of
the receivership, CMS had significantly improved its cus-
tomer service stats, retrained its entire independent sales
f o rce and implemented its first Ethics and Compliance
D i rector position, currently held by Angela Papas. 

The Ethics and Compliance Director conducts periodic
audits of all areas of CMS business, including sales prac-
tices and disclosure, rate confirmation and underwriting,
contract documentation, customer service and sales call
monitoring, analysis of customer service requests and
resolutions, and employee ethics and compliance train-
i n g .

T h rough an order filed in November 2002, CMS will con-
tinue to be supervised and protected under the federal
court. CMS and its receiver sought the court order after
learning competitors were engaging in activities harmful
to the company, such as making false and misleading
statements against CMS and using the receivership as a
reason for trying to solicit CMS merchants for business or
solicit CMS employees or CMS sales agents for employ-
m e n t .

CMS, a private company, anticipates its 2002 re v e n u e s
will be within 5% of revenues reported in 2001. Plans are
in place to grow the business, and CMS hopes to enlist
partners to assist in this process.  

"Now that we have resolved our issues with the FTC, we

Page 6
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expect to see more people express interest in our business, including the
opportunity to invest in our future," Jonathan Frankel said. "Finding the right

strategic partner is a priority, and we look forward to partnering with
someone who shares our intentions to expand this business.”

CMS’ financial information and the settlement amount have
been sealed by the court. Redacted documents concerning the

settlement were not yet available to the public at the time this
publication went to press. 

For more information about the CMS case, you may refer to
The Green Sheet:

"First Federal Trade Complaint against an ISO” 
Feb. 28, 2002, issue 02:02:02 

"An Open Letter from Certified Merchant Services” 
March 25, 2002, issue 02:03:02

"CMS Appoints Permanent Receiver" 
May 27, 2002, issue 02:05:02

"Certified Merchant Services Granted Court Order” 
Dec. 23, 2002, issue 02:12:02

You also can visit the FTC's Web site, www. f t c . g o v.  

"It was rewarding to
know in September that as a

result of the company's efforts, the FTC
and the Court were comfortable allowing

the company's supervision to be decreased to
just one person. ... I am excited about the

opportunity to be responsible for and 
direct the efforts of one of the most 

FTC-compliant companies in our industry.”

– Mary Dees
General Manager

Certified Merchant Services 
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ISO stands for Independent S a l e s O rganization. At least that was the
n o m e n c l a t u re chosen by VISA in the late '80s during the creation of the
regulations requiring registration of our companies. MasterCard later
coined the term MSP – Merchant Service Pro v i d e r.

ISO or MSP. It doesn't matter. Salespeople 'R Us – that's who we really are. We
a re the outsourced sales engines of our sponsor bank members and all of the
vendors of processing services, equipment and software. We are the people
who understand the value of diff e rent products and payment services. We are
the people who build valuable portfolios because of our knowledge, tenacity
and yearn to earn.

In our business
we don't gro w
until somebody
sells something.
In this day and
age if you are n ' t
g rowing, your business is eroding. It took me a long time
to understand the "grow or die" theory, but I re l u c t a n t l y
have come to believe it is tru e .

So how do you say thank you to the individual entre p re-
neurs who built your company into the 57th-fastest-gro w-
ing company in the U.S.? What is an adequate way to say
thank you to a sales team that sold, installed and serviced
$20 billion of small and medium-size merchant contracts in
less than 60 months? How do you re w a rd folks for such an
amazing accomplishment?

It comes down to three things, really – integrity, money
and respect. Like everyone else, our individuals want to
work for a company they are proud of, and they want to be
paid handsomely for a job well done. But each of us also
wants to be treated with respect and to be given credit and
to be recognized for what we achieve. All of us also want
to be pointed in a direction that is inspiring for us so that
we are on the path to a great future for our careers and for
our families.

T h e re is an entire industry built around recognition and
a w a rds. Today's sales awards include trips, cash, clothing,

A Special Award to
Special Individuals

By Bob Carr

Editor's note: Since its inception, The Green Sheet has focused on providing information to
support ISOs. I asked Bob Carr to write the following article when I heard about his unique
incentive program. I felt as if this program would be of interest to our readers and that it might
inspire other sales-team leaders to think "outside the box" when designing their incentive pro-
grams. 

– Paul Green

"Out of the Woods"



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 Merc h a n t

S e rvices, call 800-348-1700.

CAPABILITIES INCLUDE:

• POS Equipment & Supplies 

• Deployment

• Merchant Training  

• Repair & Replacement 

• Web-based Order Entry
via VitalSync

• Just-in-Time Inventory
Management

QUALITY EQUIPMENT FROM:

• VeriFone 

• Hypercom 

• Lipman 

• Thales 

• Ingenico 

• RDM 

• MagTek
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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

888.624.9574     www.ipcprint.com     sales@ipcprint.com

watches, briefcases, paperweights,
crystal ware, jewelry, the ubiquitous
wall plaque and tons of other trin-
kets and tokens. Of course, a timely
"thank you" or "great job" also is
well received if it is sincere .

But when you have been around the
track lots of times and the A A R P
mailings started coming long ago
and 60 doesn't seem "that old" any-
m o re, it is time to start thinking
about a very special way to say
thank you to the people who are
responsible for your success.

A couple of months ago, Mike
H a m m e r, Heartland's Chief
Marketing Off i c e r, and I commis-
sioned an outstanding artist,
Charles Pabst, to paint a series of
t h ree paintings symbolizing the

long journey up the mountains and
eventually to the highest peak in the
mountain range. 

The journey starts with a couple of
hikers who have found their way
"Out of the Woods" and for the first
time have a clear view of
"Inspiration Point." The second
painting shows these same two hik-
ers having attained the peak they
had seen, but they are beaconed by
the highest mountaintop in the
e n t i re range.

The third painting, "Journey's
Reflections," is a view from the very
top looking back to "Inspiration
Point" and back to the very woods
that marked the genesis of the long
u p w a rd march to a remarkably diff i-
cult but successful journey."Inspiration Point"

But when you have been around the track lots of times ... it is time
to start thinking about a very special way to say thank you to the

people who are responsible for your success.



710 Quail Ridge Drive
Westmont, IL 60559
630.321.0117
888-DO APPLY
www.bridgeviewbank.com

Wishing you a 
p ro s p e rous New Ye a r.

Your Bridge to Better Merchant Processing

At Bridgeview, we’re
looking forward to a
year filled with
unparalleled profit
potential.  

Give us a call to 
see what lucrative
ISO/Agent packages
we can offer you.

Bridgeview Payment Solutions is a wholly owned
subsidiary of Bridgeview Bank and Trust.



These paintings were presented to the Heartland organization after a com-
panywide dinner celebration at the Huber Orc h a rd Winery in downstate
Indiana a few weeks ago. If there ever has been a more inspiring sales cele-
bration, I haven't seen it. All of the vested salespeople in the company were
p resented with a copy of "Out of the Woods," as were all five-year non-sales
e m p l o y e e s .

"Inspiration Point" was presented to the grizzled veterans who had attained
a defined earnings mark, and "Journey's Reflections" was presented to the
longtime salespeople and staff who had built a specific level of stock, stock
options and portfolio equity.

These paintings were re p roduced by computer with original oil paint in a
p rocess known as Giclee (similar to that used by the Kincaid studios). It is
impossible to distinguish the original oil painting from each unique copy.
Each recipient also was presented with a booklet that included color prints
of all three paintings and a copy of the presentation comments for each of the
paintings as well as the story of the origin of the ideas developed by the
C a r r- H a m m e r-Pabst team.

So this is how
we decided to
c reate a spe-
cial legacy of
r e c o g n i t i o n
for the pro-
ducers and achievers who build our company. The unique-
ness of the award is that it symbolizes the stages of gro w t h
achieved by both individuals and by the company, and it
reflects the originality of our sales model. 

It is something that cannot be duplicated, and it will only
be meaningful to those who have been part of the gro w t h .
Now everyone, new and old, is eligible to win each of the
t h ree paintings as they build their portfolios, wealth and
c a reers with Heartland.

As these paintings have been shipped and uncrated by our
folks across the country, the letters and e-mails of appre c i-
ation have not been far behind. There are lots of walls in
living rooms and offices across the United States that pro-
vide a heartfelt thank you to the people who have built a
remarkable company in just five years. We look forward to
a w a rding many more paintings to existing and new pro-
fessionals over the coming years.  

(To see color copies of the paintings, to read the story behind these
paintings and to read the narratives for each of the paintings, visit
www.hpsteammates.com/roc)
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"Journey's Reflections"

It is something that cannot be duplicated, and it will only be 
meaningful to those who have been part of the growth. 

Now everyone, new and old, is eligible to win each of the 
three paintings as they build their portfolios, 

wealth and careers with Heartland.
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Power your sales organization with the NOVA Ne t w o rk. Call 800-226-9332, ext. 1153 or 1158.

>  A g g re s s i ve Buy Rates

>  Transaction Fee In c o m e

>  No Monthly Minimum 

>  Mid/No n - Qualified Su rcharge In c o m e

>  Statement Fee In c o m e

>  No Liability/R i s k

>  Unlimited Income Po t e n t i a l

>  Ex t e n s i ve Real-time Online Re p o rt i n g

>  Gift Ca rd Program – buy rates on set-up fee, card fee, 
monthly fee, and transaction fee

>  Equipment Pu rchase Program...and much more !

At tract the highest qu a l i ty merchants wh en you repre s ent your sales
or ga n i z a ti on along with NOVA In form a ti on Sys tems – powered by 
the NOVA Net work ,ra ted #1 by Ma s ter Ca rd as the most rel i a ble pay-
m ent processing net work in the indu s try ! N OVA’s state - of - t h e - a rt
re s o u rces and gen erous revenue opportu n i ties make it easy for you to
build an unlimited income stre a m . Ta ke a look at the ben efits that we
can of fer yo u .

Join the leader!

The Electronic Tr a n s a c t i o n s
Association (ETA )
announced that the 2003
Midyear Meeting will

take place this fall, but without a
trade show. ETA’s Board of Dire c t o r s
voted to hold only one trade show
per year, effective in the 2003-04 ETA
fiscal year, which begins July 1, 2003. 

The ETA attributes its change in
plans to feedback from members
and attendees of the 2002 Midyear
Meeting in Seattle. Attendance at the
Seattle show was less than expected:
1,512 attendees and an estimated
e x h i b i t o r-to-attendee ratio of 3 to 1.
Opinions on the low turnout ranged
f rom the poor economy and time
constraints to the show's location.

The 2003 Midyear Meeting will be a
f o rum with panel pre s e n t a t i o n s ,
roundtable discussions and still
plenty of networking opportunities.

Without vendors attending, the size
of the show is expected to be signifi-
cantly smaller. 

The ETA said its 2003 A n n u a l
Meeting and Expo, scheduled for
April 8-10, will be "business as
usual" with exhibitors, meetings and
training classes coming together in
Las Ve g a s .

The theme of this year's show,
scheduled to be at the MGM Grand,
is "Beat the Odds." The event opens
on Tu e s d a y, April 8 with an all-day
golf tournament and evening wel-
coming party with exhibitors.
General and educational sessions
and numerous networking opportu-
nities with exhibitors will follow on
April 9-10.

A p reliminary schedule of the meet-
ing and registration information is
available on the ETA's Web site,
w w w. e l e c t r a n . o rg.  

Midyear
Meeting

No Longer
Will Be
an Expo
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The future of electronic 
Payment Processing has arrived!
Join the winning team and offer 

all the services 
your merchants need today.

Call FTI for details 
and earn more by selling the best!

866-450-9815ext. 13

www.fti.to
Financial Technologies is a registered ISO/MSP of JPMorgan Chase Bank.

FTI & Chase
M e rc h a n t

S e rvices L.L.C.,
have teamed
up to offer 

the best
m e rc h a n t
s e rvices 
p ro g r a m
a v a i l a b l e !

In a supplemental brief filed
Dec. 13, 2002, MasterCard
International asked federal
Judge John Gleeson to dismiss

the Wal-Mart antitrust litigation
b e f o re it goes to trial in April 2003.
The request was on the basis that
"the retailers' claims are legally and
factually deficient, and do not merit
being presented to a jury. "

This is the latest news in the Wa l -
Mart class-action lawsuit filed
against Vi s a / M a s t e r C a rd in 1996.
Wal-Mart and other retailers claim
that as part of accepting the associa-
tions' credit cards and an "honor all
c a rds" policy, Visa and MasterCard
f o rced retailers to accept their more
costly offline debit cards, which
re q u i re a signature, rather than
cheaper online debit cards, which
re q u i re a PIN. 

The retailers are claiming $10 billion

in damages from fees they paid fro m
accepting the offline debit card s ;
M a s t e r C a rd says Wal-Mart and
other retailers have made billions of
dollars in sales on MasterCard debit
and credit card purc h a s e s .

"What the retailers behind the law-
suit want is to continue re a p i n g
huge profits from accepting
M a s t e r C a rd cards, while shifting
their cost of accepting those cards to
the American consumer," said Noah
Hanft, MasterCard's general coun-
sel, in a company statement.

Hanft added that retailers partici-
pating in the suit want to choose
which debit option their customers
use instead of the customers them-
selves being able to choose.

"The retailers' case is at odds with
both the law and the reality of how
consumers pay for goods and servic-
es at stores like Wal-Mart," said

Hanft. "Wal-Mart's customers can
choose to pay using any of the wide
range of payment options Wa l - M a r t
accepts, including cash, checks,
M a s t e r C a rd and PIN debit. No
M a s t e r C a rd rule stops Wa l - M a r t
f rom suggesting – as it ro u t i n e l y
does – that customers pay with PIN
debit." 

M a s t e r C a rd says the papers it filed
with the supplemental brief pro v i d e
the most recent evidence of competi-
tion in the payments industry and
d i s p rove the belief that MasterCard
and its rival Visa conspired to choke
competition from PIN debit net-
w o r k s .

" A n t i t rust laws, which are designed
to protect consumers, encourage
practices like MasterCard's 'Honor
All Cards' rule, which creates a
g reater range of choice for con-
sumers and protects their fre e d o m
of choice," said Hanft.  

MasterCard Asks for Dismissal of Class-action Suit
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Caught somewhere in the
middle of the battle against
c redit card fraud, often left
unmentioned in the shad-

ows of financial institutions and con-
sumers, are merchants. As fraudsters
get more creative in their methods for
stealing and replicating the identities
and account information of unwary
victims, there are strategies both
retailers and e-tailers can implement
to stop bogus transactions.

At the frontlines are ISOs, whose re l a-
tionships with merchants, their cus-
tomers, position them to pass on infor-
mation and share tools and tips. (See
chart for a brief outline of fraud-pre-
vention tips to copy and give to your
m e rchants. Visit www. g re e n s h e e t . c o m
for a full-length, printable version to
pass on to them.)

W h e re consumers are responsible for
only the first $50 in illegal purc h a s e s ,
the businesses who accepted and put
t h rough the false charges have to
cover the rest of the bad tab, which is
estimated to be as high as $2 billion –
and growing – a year. Chargeback fees
can range from $15 to $25 per incident.
Transaction fees and discount rates
often increase. 

Beyond direct revenue losses and
i n c reased fees, there are hidden costs
that merchants incur with fraudulent
p u rchases. Loss of staff time is the
most significant; the loss of customer
goodwill is hard to quantify.

T h e re are steps businesses can take to
reduce tangible and intangible
expenses from fraud. Vigilance will
pay off for merchants in the long ru n ,
but they should establish a system to
investigate questionable purc h a s e s
that makes sense for the business. 

First, make sure all of your employees
can recognize the signs indicating
fraudulent transactions. These can
include first-time shoppers (criminals
usually hit once and disappear), larg-

e r-than-normal purchases (shopping
s p rees, big-ticket items), orders con-
sisting of several of the same item and
o rders shipped to a single address but
p u rchased with several card s .

Customers using bad cards might buy
a lot with no re g a rd to size, style, color
or price. They might make major pur-
chases with no questions asked, try to
distract the clerk or rush the sale
t h rough. They also tend to make pur-
chases right as the store opens or clos-
es, and they might make purc h a s e s ,
leave the store and come back later to
buy more .

Visa USA's Web site points out other
ways to spot a bad card: Visa accounts
always begin with a "4," and a special
security feature shows a dove on the
f ront of the card when placed under
ultraviolet light. Visa offers merc h a n t s
p revention information as well as an
a d d ress-verification service; it also
warns merchants to never risk their
own safety if they become suspicious
that card fraud is taking place.

O ff-site purchases via Internet, mail or
telephone are more difficult to police
but not impossible. Process ord e r s
only with complete information –
name, billing address, card number,
etc. Review orders to see if everything
matches up – area codes, zip codes
and addresses should all be in the
same region geographically. Don't
accept overseas ord e r s .

If an alarm bell rings, get more infor-
mation. Ask for the bank name on the
c a rd or day and evening phone num-
bers. Confirm large orders with a note,
call or e-mail. Call directory assistance
to match names and numbers, then
make an ord e r-confirmation call.

As consumers make more online pur-
chases, more merchants are taking
m o re precautions against fraud. In a
report released by CyberSource on
online fraud for 2002, 65% of mer-
chants surveyed said they have beefed
up investments in managing and pre-
venting card fraud.  
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Teach Your Merchants Well: Card Fraud Tips
S igns  o f Credi t  Ca rd Fr aud

Do you know when a customer will leave
you holding the bag? They might be
using bad plastic if they …

In-Store
... Are first-time shoppers. Do you rec-
ognize the customer? Criminals usually
hit once, then disappear.
... Are on shopping sprees – larger than
normal purchase totals, big-ticket items,
orders of several of the same item, and
buying a lot with no regard to size,
color, style or price.
... Ask no questions on major purchases.
... Make purchases right at opening or
just before closing.
... Try to distract or rush you.
... Make purchases, leave, then return to
buy more later.

Internet and MOTO
... Don't fill in all information requested
on order forms – no name, phone num-
ber, expiration date, etc.
... Provide information that doesn't add
up – area codes and phone numbers
should be from same region.
... Place orders on multiple cards to ship
to a single address.
... Place rush orders.
... Use a free e-mail service.
... Place orders from overseas.

What Merchants Can Do
• Study the card – Visa accounts always
begin with "4." Visa and MasterCard
both use special security features, such
as holograms and numbers on signature
strips. Visa says "See ID" is not accept-
able in place of a signature.
• Ask for more information – day and
evening phone numbers, the card's issu-
ing bank name.
• Call dire c t o ry assistance to verify
name and phone number, then dial the
number.
• Confirm the order – call or e-mail.
• Use the card companies' Address
Verification Services or added-verifica-
tion options.
• Sign up with an anti-fraud service.





Part I of this article included this statement:
"It is Visa's and MasterCard's level
playing field of dollar-volume cost
structure that allows for free market

pricing that, in turn, gives the small players
the opportunity to compete with the big play-
ers." The article also went on to discuss how this
level playing field provided by Visa and
M a s t e r C a rd is now being challenged in court by
First Data with its First Data Net service.

In Part II of this article, I will discuss the variable costs of
transaction processing and also pass along some impor-
tant news about First Data's countersuit against Vi s a .

What exactly does it cost to process a credit or debit card
transaction? The answer depends largely on who is doing
what. If you are outsourcing your transaction pro c e s s i n g
to First Data or Vital or Global or Concord, then your cost
is whatever you negotiate and depends on your volume
and the tasks you wish your outsource provider to per-
f o r m .

For authorization and capture (front-end) and settle-
ment (back-end) services, ISOs using outsourc e d

p roviders pay in the range of 5 to 12 cents per
transaction, depending mainly on the volume
of transactions provided. Some folks pay a lot
less than 5 cents and some pay a lot more than
12 cents, but the bulk of ISOs pay in the 5- to

12-cent range. This, of course, does not include
the 10 cents paid to Visa or MasterCard for inter-

c h a n g e .

But the real questions I would like to drill down on are :
What are the variable costs associated with processing a
c redit card (or offline debit card) transaction? If all of the
i n f r a s t ru c t u re is in place, what does it cost to process the
next transaction?

T h e re are only two variable costs: telecom costs and asso-
ciation fees. If there are other variable costs to process "the
next transaction," I am not aware of them. (Member spon-
sorship fees often are charged by transaction, which will
be discussed in Part III.)

O b v i o u s l y, there are a lot of costs involved in running a
p rocessing company. These include salaries, benefits,
o c c u p a n c y, power, leased lines, depreciation and amorti-
zation of hard w a re and software, and the costs of re d u n-
dancy and disaster recovery sites, etc. Tremendous over-
head must be expended to pay for a 24/7/365 payment-
p rocessing center. There are huge fixed costs.

But the question remains: "Assuming you have adequate
c a p a c i t y, what is the cost of the next transaction? "

Let's first address the cost of the telephone call. There are
lots of ways a payment processor can accept a telephone
call, and they all have diff e rent costs. The most expensive
method (telecom costs only) of delivering a transaction is
via an asynchronous dial-up credit card terminal or PC.
The least expensive way (variable costs only) to deliver
"the next transaction" is via a fixed-cost leased line.

Most VeriFone, Thales, Lipman and POS computer sys-
tems are built with asynchronous, dial-up modems that
typically run at 300, 1200 or 2400 baud. Hypercom ICE
and T7 terminals and some Ingenico Elite 510 terminals
use synchronous dial-up modems. A s y n c h ro n o u s
modems are "serial" while synchronous modems are "par-
a l l e l . "

Those of you familiar with PCs know that most of the
slower input/output devices (such as keyboard, mouse,
c redit card reader and RS-232 interface) plug directly into
serial ports at the back of the computer while the printer
normally plugs into a diff e rent kind of port – a parallel
port. Look at the number of pins on each of these posts
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sometime. There are a lot more pins
on a parallel port, and this allows
for larger amounts of data to be
transported in a given time frame
than through a serial port.

In addition to a higher transport
speed of parallel over serial, asyn-

c h ronous modems are slow because
they re q u i re special handshake arrangements once the
phone call is received by the processor and continuous
chatter (ACKs and NACKs) back and forth to validate the
integrity of the data. Synchronous modems are not both-
e red by this kind of "telecom overhead" if pro p e r l y
installed; hence, a synchronous transaction is quite a bit
f a s t e r.

This is important because the cost of telecom for a dial-up
transaction is directly related to the length of connect
time. During the connect time after the handshaking is
finished, the transaction data is sent to the issuer for
authorization, the authorization code is received, the
receipt data and authorization code are sent back to the
POS, the transaction is saved and the line is disconnected.

All processors burn a lot of calories negotiating low costs
for reliable telecom services. Telecom costs have declined
markedly in recent years. Even small processors can
receive six-second billing, and the cost of telecom is well

below 5 cents a minute for almost everyone. Some have
speculated that the largest processing platforms pay 1-1.5
cents per minute with one-second billing!

Our experience is that 1200 baud asynchronous devices
average 9.8-second connect times while 1200 baud syn-
c h ronous devices average 6.0-second connect times. Wi t h
a 6-second billing contract, the asynch devices cost about
twice as much because the connect time consumes two
billing units compared to one for synch devices. Connect
time for slower, asynch devices often consumes three or
four billing units.

Along with dial-up authorization costs, batching and
uploading costs and telecom costs of downloading termi-
nal software must be added to the mix at the end of the
day/shift. These costs are impacted in a similar manner
by the speed and protocol of the POS device.

When you do the math on all of this, it is difficult to
believe that any of the larger processors are paying more
than a half-penny per transaction when taking into
account all of the above items. The very largest pro c e s s o r s
a re possibly paying less than a quarter-cent per transac-
tion for telecom costs. 

Of course, the higher the percentage of asynchro n o u s
devices, the higher the cost of the transaction. I pre d i c t
that in the not too distant future you will begin to see
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higher fees being assessed for slower
devices to cover the increased costs
of telecom.

So what are the other variable
costs of transaction pro c e s s i n g ?

They are the fees charged by Vi s a
and MasterCard to the third - p a r t y

p rocessors and member banks for using
their authorization, capture and settlement systems.

M a s t e r C a rd has a tiered pricing stru c t u re based on week-
ly transaction volumes for the MasterCard settlement sys-
tem known as INET. While I am contractually pro h i b i t e d
f rom disclosing these fees, I can tell you that the cost of
these fees at the lowest-tier range is higher than the tele-
com costs of most processors. These fees are charg e d
d i rectly to the member bank each week and may or may
not be included in the billing you receive from your
p ro c e s s o r.

Visa also has a fee for its Base II settlement system. Since
writing Part I of this article, I have been able to obtain a
copy of the 40-page countersuit filed by First Data against
Visa. Here is the last full sentence on page 15 of the law-
suit: "Visa also demanded that First Data guarantee trans-
actions in the event of the insolvency of a Visa member,

even though Visa collects processing guarantee fees on
every Visa transaction – even for the transactions that
First Data (and not Visa) pro c e s s e s . "

The Visa Base II fees are also tiered based upon volume.
They are quite a bit lower than MasterCard's settlement
fees and could even be a bit lower than the actual telecom
costs for the larger pro c e s s o r s .

Taking all of this and telecom into account, I believe that
the cost of processing "the next transaction" is between a
half-cent and 1 cent for the larger processors. Of course,
this does not cover the very high fixed costs of operating
a processing center, and it does not include things like
p rofit and taxes.

FDC's Ominous Lawsuit

I am going to defer discussion of the fixed monthly costs
of merchant processing to Part III of this article so I can
talk more about the FDC lawsuit against Vi s a .

In the last issue I speculated that if FDC is successful with
Visa litigation, FDC might indeed challenge the Visa dues
and assessments for "on-FDC" traffic. I had seen nothing
in the trade press on this subject, but it just seemed logi-
cal that a private network would logically want to try the





failed Citibank strategy I pre v i o u s l y
d i s c u s s e d .

Bad news for non-FDC acquire r s :
First Data is already making the
challenge! In paragraph 72 of page

21 of the complaint, First Data
states, "… Visa also re q u i res mer-

chant acquirers to pay 'assessment fees'
based upon gross sales volume (which includes transac-
tions that are authorized and settled outside the Visa net-
work). In 2001, this fee constituted 0.084% of the gro s s
sales volume generated by the acquirers' merchants. …
By requiring merchant acquirers to pay to support Vi s a ' s
new product development, Visa is attempting to stifle
competition: Merchants are forced to underwrite Vi s a ' s
costs of developing new products that will compete with
their own products as they attempt to enter the Visa cre d -
it card network services market." (I added the emphasis.)

The conventional wisdom in our industry is that "scale is
the primary driver of pro f i t a b i l i t y." That is a valid arg u-
ment to a point. But there is an important counterpoint to
this argument, which I will make specifically in Part III. 

To summarize, let's look at the two topics covered in Part
I and Part II: dollar-volume-based costs and variable cost
of transaction pro c e s s i n g .

D o l l a r-volume-based costs (interchange, dues and assess-
ments) have been a level playing field for all of the acquir-
ers since the beginning days of BankAmericard and
Interbank. Transaction costs certainly are scalable in the
o v e rhead of running a data center, but the variable costs
of transaction processing boil down to (1) telecom and (2)
association fees.

If the largest processors are all paying less than a penny a
transaction for telecom and association fees, and the
smallest processor is paying even two or three times that
amount (not likely), scale gets at most 1 cent or 1.5 cents
per transaction advantage on the totality of variable costs! 

Even with the advantage of huge scale on fixed costs,
t h e re isn't enough opportunity to scale down costs to
keep the small players from being competitive unless …

… The big guy can eliminate 8.4 basis points of costs plus
the association fees assessed for settlement, as is being
attempted in this lawsuit. An advantage of 1 cent to 1.5
cents hasn't been enough to conquer the market. But 8.4
basis points plus no association fees plus a scale benefit of
a half-cent to 1 cent for telecom will clinch the deal.

AFirst Data victory in this lawsuit would mean that none
of us would be able to compete for merchants pro c e s s i n g
any reasonable volume of business with our hands tied
behind our backs.

If this isn't a subject to get the attention of the merc h a n t
a c q u i rers, I don't know what is. I have never seen a legal
challenge to the competitive landscape of merc h a n t
acquiring before. This challenge should rally all of us to
fight for the level playing field we re q u i re to survive.

It looks as if 2003 is going to be a very interesting year.

Bob Carr is the Founder, CEO and Chairman of Heartland Payment
Systems, the nation's largest privately owned merchant acquirer and
ninth largest overall, with annual revenues exceeding
$300,000,000.  Heartland was recognized by INC Magazine as
the 57th fastest-growing private company in America and is one of
the 10 largest INC 500 companies. Bob was a Founder and Vice
President from 1988 to '90 of the Bankcard Services Association,
which has since become the ETA.  

Before entering the bankcard industry in 1986, he developed com-
puter software systems for unattended fuel pumps and created the
first integrated accounting applications for PCs. He also started the
computer department at the Bank of Illinois and served as the
Director of the Computer Center and as a mathematics instructor for
Parkland College.  He earned degrees in mathematics and comput-
er science from the University of Illinois in 1966 and 1967.

To learn more about Heartland, visit www. h p s t e a m m a t e s . c o m
or www. h e a rtlandpaymentsystems.com, or e-mail Bob at
Bob.Carr@e-hps.com.
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You've got a great idea and
a willing colleague, but the
company you're working
with to develop that idea

goes under. Do you give up? Lou
S t ruett and Thomas McGeary sure
didn't. When they wanted to imple-
ment magnetic technology into the
p a y m e n t - p rocessing industry in
1972, they founded MagTek, Inc.

" We surveyed technology that was
out there or in infancy," says Stru e t t ,
Executive Vice President of MagTe k .
(McGeary is the company's
P resident.) "While mag stripe had
been around since 1965, it was re a l l y
only being used for rapid transit.
Then in 1969, ATMs were intro-
duced, and that was the first use of
mag stripe cards in the industry.
They were a novelty in those days
with just a few leading banks trying
t h e m . "

A round that time, Struett and
McGeary joined a company with
significant venture capital hoping to
help them capitalize on magnetic
stripe technology. Within a couple of
years, that organization called it
quits, but Struett and McGeary
vowed to continue with their vision. 

" H e re we were, unemployed in
April of that year," Struett says. "It
was either go back to a large compa-
ny or start our own. We had learned
in two years a lot of technology and
believed in it. We approached it
f rom a philosophy of making money
f rom the get go, scaling the opera-
tion to fit what the market was.

"The other company was unfortu-
nate in that, in order to attract ven-
t u re capital, they had to present a
business plan with 'x' amount of dol-
lars in 'x' years. Realistically, we
knew the market wasn't there, so we
started extremely small – myself,
Tom and two engineers, one of who
is still with us. We set out to pursue
what little business there was and
built upon it."

Thirty years later, that small entity
has evolved to 300 employees and
has become one of the world's lead-
ing providers of electronic transac-
tion technology. From magnetic
stripe card readers and writers to
MICR check readers and imaging
equipment, secure PIN issuance and
c a rdholder verification systems,
M a g Tek's products and components
a re in use today at branch banks and
thousands of point-of-sale locations
a round the world. They're also
incorporated into kiosks and AT M s
as well as restaurant and hospitality
e q u i p m e n t .

E v e r-evolving, MagTek continues to
p rovide a broad range of card - re a d-
ing, check-reading, card-issuing and
c a rd h o l d e r-verification solutions
t h rough developments in imaging
both magnetic stripe and smart card
technologies. It is committed to
expanding its product capabilities
t h rough new applications of those
technologies. 

" We have had the pleasure of gro w-
ing up as our industry has gro w n , "
S t ruett says. "When we started
building a couple of hundred re a d-
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ers for ATMs in 1972, there were no POS terminals then.
To d a y, we make millions of readers for POS terminals.

"Our philosophy is to be the leader in technology. We
have ventured a bit afield because customers say the fact
that you read my credit card is great, but I do 70% of my
business with a check. We realized reading checks is mag-
netic technology as well. We want to be the leader in
technology in terms of making the best reader for all
a p p l i c a t i o n s . "

A c c o rding to Struett, that involves understanding the
physics of technology and building the best re a d e r. The
next step involves being the lowest-cost provider with the
best technology. 

" You can have great technology, but you also need to pro-
duce it at the lowest cost at the end of the day," Stru e t t
says. "We have competitors, two U.S. companies and
t h ree or four in Japan, a few Taiwanese and Korean as
w e l l .

" We approach the competition by having the better pro d-
uct and really emphasizing the technology. There are
times when we say to a customer, 'If you are purely buy-
ing price, you may be better off buying a competitor's.'
T h e re are some manufacturers that, for whatever re a s o n ,

their price is paramount. Their attitude is that the chip is
important but the magstripe is not important, so they
don't need to read it well. Our core is magnetic stripe
re a d i n g . "

M a g Tek's commitment to that core competency has
resulted in a hot new product that will hit the market
soon. It incorporates a new read circuit that MagTe k
p romises will significantly simplify and reduce the cost of
readers. 

" C u r rently we read three tracks, one read circuit per
track," Struett says. "We've built a simple read circuit that
contains three tracks of reading in one ASIC. We believe
this is going to greatly reduce the amount of circ u i t r y
re q u i red to read a card." 

A l ready in place in the field is MagTek's check-imaging
re a d e r, and Struett sees a huge opportunity for MagTek to
i n c rease that area of business in the near future. 

" We have a very large installed base of MICR re a d e r s , "
S t ruett says. "There is no question about check conver-
sion, but conversion without imaging is dangerous. In the
short term, you can take our existing check reader and get
the economic benefits of check conversion without capital
investment, but as soon as you get returned checks,
t h e re's a need for capital investment for imaging. Over
the next few years, this is definitely going to happen.
Imaging will be a necessity. "

Another area of future advancement, in MagTek's view, is
smart cards, and the company already is deeply involved
with developing that technology. 

"No one is really buying it yet in the U.S., but they are
rolling it out at a rapid rate in Europe," Struett says. "We
make a hybrid reader that does both magnetic and smart
c a rds. We intend to be a significant player in pro v i d i n g
both since both are going to exist longer than I like to
think about, unless I live to 130."

M a g Tek's target market is universal, especially because it
makes a reader that is incorporated into millions of
dialup POS terminals across the board. MagTek boasts 25
million terminals employing its technology. 

"That's a particular target market where you don't see our
name," Struett says. "We would love to do an 'Intel' type
of label saying 'MagTek' inside. A big segment of our
business is inside. We ' re also inside thousands of hotel
door locks."

Will all those millions of merchants take the plunge and
invest in MagTek's new terminal technology? A b s o l u t e l y,
S t ruett says.

"Say a merchant has spent $300 for his original terminal.
He'll spend that again for a new terminal, and he'll do it



for two reasons," Struett says. "One is the age of the ter-
minal if it's 10 years old. The other will have to occur with
an incentive such as achieving economic benefits with,
s a y, check conversion and smart card .

"The U.S. market will need an incentive for smart card ,
like what happened in the U.K. a year ago. There wasn't a
g reat acceptance then. Merchants were up in arms about
buying new terminals, especially since they were spend-
ing the money and the banks were getting the benefits.

"Then the banks put out a new policy that, starting in
2005, any losses or fraud would go to the retailer if they
didn't have smart card capability. Now those U.K. mer-
chants are lining up to buy smart card terminals."

While Struett admits it is diff e rent in America, particular-
ly because the U.S. has thousands of banks compared to
just a few in the U.K., he believes that if U.K. fraudsters
relocate to American shores and fraud here accelerates,
smart card solutions might be accepted that much more
q u i c k l y. He admits there isn't a strong business case for
smart cards yet, but he is hopeful. 

In the meantime, MagTek stays focused on pro v i d i n g
quality service with its solutions. 

The company ships same-day orders, producing and
w a rehousing its inventory in California. In fact, MagTe k
considers its quick turnaround one of its strongest fea-
t u res. 

Another strong service is its quick and efficient in-house
repair and refurbishment department. "We range from 24
hours to three to five days, depending on the pricing of
level of service," Struett says. "For a big retailer with 50
lanes, getting same-day service isn't critical. For the mom-
and-pop store that has one or two, it is. There are also a
lot of independents that repair our products as well."

M a g Tek also has a direct sales force but doesn't see any
conflict of interest with the ISO community. "We focus on
the big retailers and prefer the ISO channel for small to
midsize retailers," Struett says. "They are our feet on the
s t reet, and it works well."

M a g Tek also provides quality customer support in the
form of a 24/7 live-voice call center that guarantees a
solution to any problem. For ISO dedicated support,
M a g Tek has a strategy just as specialized.

" We have our local salespeople in their particular are a
develop ISOs in their territories," Struett says. "We've con-
vinced them that developing ISO relationships incre a s e s
their personal share. Our approach is dual, both dire c t
and independent accounts, and our sales force is very
happy to work with them."

S t ruett continues, "We like to think we can work with
e v e r y b o d y. We ' re not exclusive, and our goals are not to
compete with our customers. We want to be good at what
we do, and that is to make product and sell it to as many
as are out there in the market. Of our 300 employees, we
have 50 out in the field and 50 in product development
alone. That is our strong suit, to stay ahead of the curve.
We invest in that like some invest in other are a s . "

Because of MagTek's commitment to its investments, it
seeks partners who share its vision.
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"We have our local salespeople in their particular area develop ISOs in their territories. We've 
convinced them that developing ISO relationships increases their personal share. Our approach is 
dual, both direct and independent accounts, and our sales force is very happy to work with them."

– Lou Struett
Executive Vice President, MagTek 



" We look for reasonable forecast in
our partners, and that's our biggest
p roblem," Struett says. "We do look
for more established, more long-
term players. In our 30 years, there
have been a lot of companies that
have come and gone. We try to work
with people that are for real. We ' v e
seen a lot of people take a shot at
this industry and are gone in a year
or two.

" We want to work with ISOs that
have been in business for a number
of years and have good re f e re n c e s .
We will be conservative. We would
rather not take a risk."

M a g Tek is also aware of the risks of
the current economy. "Sometimes I
wonder whether being bigger is bet-
t e r," Struett says. "We are suff e r i n g
like everyone else from the general
slowdown of the economy. But we
a re still proud of the industry.
Thanks to Visa and MasterCard and
the magnetic stripe, we've cre a t e d
the only global curre n c y. It's quite an
accomplishment to travel anywhere

in the world and know your card is
going to work."

S t ruett predicts the biggest chal-
lenge to the future of the industry
will be new technology acceptance,
such as smart card .

"It's been overpromoted in some
respects," Struett says. "I believe
smart card is today what mag stripe
was years ago. When it first started
years ago, ATMs used mag stripe
but with diff e rent types of technolo-
g y. Then standards were pro d u c e d
and mag stripes became what they
a re today – efficient and pro d u c t i v e .

"It's a similar situation with smart
c a rds. The technology needs to be
s t a n d a rdized. The worst thing that
could happen to any company is a
big investment in equipment that
will be obsolete in a relatively short
period of time. That would be a dis-
a s t e r." 

For check imaging, Struett sees more
w i d e s p read acceptance except for

one area. "I don't understand why
banks don't want to participate with
retailers," Struett says. "There is no
reason why the image shouldn't go
to the bank. The banks are not par-
ticipating right now, and they need
to be involved right now to where
the retailers pass them the image.
Conversion will happen and the
banks will wake up too late. They
will have missed it." 

S t ruett predicts the future of the
industry is check imaging and smart
c a rd s .

"I can't see it not happening, and
gradually over the next 10 years
smart cards will happen as well,"
S t ruett says. "MagTek is stro n g l y
positioned to meet this wave. Mag
stripe will still be there with check
conversion and the combination of
hybrid smart card and mag stripe. 

" We ' re well positioned, but if the
c redit card goes away and we start
using mobile phones ... we're in
t rouble!"  
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It’s the classic story of Jack and
the Beanstalk: Determined
boy plants magic beans,
climbs beanstalk and chal-

lenges giant. Except this is not a
fairy tale. The determined boy is
Radiant Telecom, Inc., the magic
beans are prepaid wireless pro d u c t s
and the giant is a monster telecom-
munications company or two.

Radiant Telecom, Inc., a subsidiary
of Radiant Holdings, Inc., founded
in 1998, is a provider and distributor
of point-of-sale technology, especial-
ly prepaid and point-of-sale activat-
ed long-distance, wireless and
b a n k c a rd products and their sup-
port services.

H o w e v e r, unlike phone card bro k e r s
who resell minutes and contract for
switching time, Radiant is a full-
service telecommunications compa-
ny that owns and operates its own
switches and has developed its own
POS software, minimizing network
and access costs while ensuring
quality and value for its customers.

F o u r- y e a r-old Radiant has 300
employees and brought in $272 mil-
lion in sales in 2001. The company is
hustling to surpass giant telecoms.
" We believe that a lot of the older
giants are in trouble," said A p u r v e
Mehra, Vice President of Strategy for
Radiant. "What are they going to do?
They've got billions sunk into net-
works that are inefficient and obso-
lete. It's cheaper for them to tell us to
carry traffic for them than it is for
them to carry it themselves."

Radiant offers stored-value cards for
long-distance calling, credit and
debit, bank accounts, ATM usage,
w i reless telecommunication and
Internet and dial-tone service.

Mehra says prepaid wireless is one
of the fastest-growing segments of
the telecom industry – already a $6
billion industry growing at 30% a
y e a r. "Right now in Europe, 90% of
new cell phone accounts are pre-
paid. In America, it's way behind –
only about 10-15% of cell phone
accounts are prepaid," he said.

H o w e v e r, prepaid cards are selling
fast in convenience stores and gro-
cery stores. "Convenience and gro-
cery stores are just going crazy
about the repeat business generated
by the consumers' constant need for
airtime," Mehra said. 

Consumers like the pro g r a m
because there is no contract or cre d-
it check re q u i red for gaining access
to a wireless network – a lot of peo-
ple get denied accounts in the cre d i t
c h e c k .

" T h e re is a very strong underlying
factor as to why prepaid will be the
f u t u re of telecommunications," said
Mehra. "Think about this: The pro b-
lem with post-paid is that the carrier
carries the risk of the consumer not
paying. The credit risk automatical-
ly gets factored into the price. No
matter what happens with technolo-
g y, people will still not pay their
bills. But in prepaid you eliminate
that risk.

" With prepaid wireless, re m e m b e r

Page 3 5

Radiant Telecom, Inc.

ISO contact:
Apurve Mehra, Vice President, Strategy
Phone: 305-914-3420
E-mail: amehra@radiantholdings.com

Company address:
1020 NW 163rd Drive
Miami, FL 33169
Phone: 305-914-3434
Fax: 305-914-3435
Web site: www.radianttelecom.com       

ISO benefits:
• Higher revenue per location generated via risk-

free prepaid activations.
• Additional services provided to merchants make

the terminal harder to replace.
• Merchant's inventory replenishment is done

through the mail.
• Access to real-time reports over the Web; no

more waiting for commission statements.
• Free terminals provided to ISO for the "right"

location.
• Cards are worthless until activated; no inventory

risk.

Selling Prepaid without the Risk
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this: In 2007, you probably will have a pre-
paid account. I definitely will have one, and
most of the people around you will have one.
Right now we mostly have post-paid
accounts, but by then we'll all have pre p a i d . "

As part of its stored-value solution, Radiant
o ffers a POS program for prepaid wire l e s s
and long distance cards. Cards are activated
or re c h a rged at the point-of-sale for any dol-
lar amount more than three dollars, and
retailers, agents and customers all can bene-
fit from using this type of program. 

For instance, retailers participating in the
p rogram are provided with an unlimited
supply of cards without having to pay inven-
tory costs upfront. Inventory is re p l e n i s h e d
automatically as cards run low, and the mer-
chant remits no payment to the agent or card
c o m p a n y. Payment settlement is completed
daily by ACH bank drafts directly from the
re t a i l e r. Since the cards have no value until
activated, there is no risk from theft.

"The problem with [regular] prepaid wire l e s s
is that it's an expensive product," said Mehra.
"One card costs 50 bucks, let's say, and that's
a Cingular card, so you buy 10 Cingular
c a rds and that's $500. The same thing goes
with Vo i c e S t ream, the same thing with
AT & T, etc. By the time you are done carrying
inventory from every single pro v i d e r, you're
looking at a $10,000 investment right there .
And guess what? If someone comes in and
steals it, you're out of it. You can't do any-
thing about it."

ISOs like the POS program because there are
no advance payments re q u i red for inventory,
no collections to make and no remittances to
p rovide to carriers. Radiant re p l e n i s h e s
inventory through the mail, so once a mer-
chant is signed up, an ISO won't have to keep
coming back. ISOs also don't have to wait for
monthly commission statements or to see
how their accounts are doing. They have
access to full reporting capabilities so they
can track their accounts daily, even hourly.

All of the reporting for Radiant's POS pro-
gram is done in real time on the Web. If a
m e rchant wants to see how much has been
sold, the merchant can view reports in detail
down to the clerk level from the terminal. If
the ISO wants to see how each of its stores is
doing, the ISO can log on to Radiant's We b
s i t e .

Most important, the program gives ISOs a
unique product to sell to merchants. "Cre d i t
c a rd machines were always a necessary evil
to a retailer – they lose money each time they
do a transaction," said Mehra. "Our pro g r a m ,
which works on any credit card device –
Lipman, VeriFone, any of them – will change
that little device into the biggest money-mak-
ing thing in the whole store . "

Terminals already in place at a merc h a n t
location can be re p rogrammed to connect to
Radiant. Or, if the location is right, Radiant
will provide a free terminal.

"It's got to be the right kind of location, not a
doctor's office or a bridal shop or something
like that, but a convenience store or a gro c e r y
s t o re – a place that has a high propensity to
sell my products," said Mehra. "[ISOs] can
put in a whole new terminal and forget about
it. It's already pre - p ro g r a m m e d . "

Mehra also pointed out that Radiant's system
is compatible with STAR networks.

"Any terminal that's connected to STAR debit
networks can load a card for us ... so you
don't even need to run a new program, you
don't even need to put in a new terminal," he
said. "If you have a terminal that's ru n n i n g
debit, you can load a phone or wireless card
out of it. The program looks like a win-win
for ISOs and their clients.

"ISOs love it because their margins in the
industry have gotten beaten to the gro u n d .
Instead of going and finding a new merc h a n t
and haggling with them over 1.54 or 1.55,
you go there to your existing merc h a n t s
whom you already have a relationship with
and just program an empty key. And guess
what? That same location that made you 20
bucks a month will now make you 100 bucks
a month.

"And I'm not kidding about this – I've dealt
with some ISOs before that stopped selling
c redit card processing altogether. "

A smart solution, a hardworking team and
lots of ambition might be just the recipe for
success. "We work insane hours," Mehra
added. "We have people who sleep here prac-
tically – they go home for four hours every
night. We believe we are the next thing.
We've just got a better system [than the big
guys]. They have a legacy system. We have
the future system."  

"ISOs love it
because their 

margins in the
industry have 

gotten beaten to
the ground. ... You

go there to your
existing merchants
whom you already
have a relationship

with and just 
program an empty

key. And guess
what? That same

location that made
you 20 bucks a
month will now
make you 100

bucks a month."

– Apurve Mehra, 
Vice President, Strategy

Radiant Telecom



Make your move to
Concord and become a
w i n n e r with our p ro v e n
I S O / M S P p ro g r a m .

500 7th Avenue, 18th Floor, NY, NY 10018

Partner with Concord 
to get all this and more: 
• Interchange + 9¢ 

• Liberal underwriting

• Same day approval 

• Guaranteed lease program

• American Express® sign-up bonuses

• Guaranteed residual portfolio buy-outs

• National, integrated Debit Card & EBT processing

• Electronic check conversion & guarantee

• Signature capture available on Hypercom ICE® 5500

• Web processing services

• Daily detailed status reports available 24/7 
on the Internet

• 100% vested lifetime residuals

• ATM processing for retail ATMs

Put your money on an 
established winner!  

Bet on the leader: Concord.

Place your bet by placing a call to
Concord right now: 

East Coast
Harvey Stone 800-211-6855, ext. 269

Northeast 
Brian Jones 800-211-6855, ext. 270

Southeast
Debbie Hoch 800-778-4804, ext. 67146

West Coast 
Alice Kong 800-778-4804, ext. 67133

Southwest 
Rob Francis 480-699-7739

Retail ATM Program
Todd Clark 806-457-2712 

Or visit us on the Web at:
www.concordefs.com

Brand New Lease Factors 
.0299 Ð NO GRADING



WE don’t compromise our PIN pad 
design, so you won’t be compromised 

with your customer.

Ingenico has an enviable record of outstanding 
PIN Pad performance. In the last 11 years there is not one

documented case of Ingenico PIN Pad compromise. 

Can you say that about the PIN Pad you are using?
Check out the outstanding features and reliability of Ingenico’s eN-Crypt 100 PIN Pad and then call Tasq to find out how

easy it is to eliminate the risk and embarrassment of PIN Pad compromise.

www.ingenico-us.comwww.tasq.com  1-800-827-8297

eN-Crypt 100
PIN PAD

• Elevated display allows easier viewing by customers

• Easy-to-read, “non-scrolling” 2 line, 16 character 
display

• Rubberized keys improve tactile and product 
performance

• Supports multiple key management schemes 
including DUKPT and Master/Session

• Utilize your existing VeriFone MKIXOR key injection
device to load the eN-Crypt 100

• Proprietary security chip prevents physical attack 
and reverse engineering

• The eN-Crypt 100 cannot be manually modified

• Meantime to failure – minimum 5 years 

• First pass test rates in excess of 99%

• Actual equipment failure rates are .005%

• PIN encryption failure rates lower than .003%

• Color match option available for the Omni 3200

It’s by DESIGN

Call Your Tasq Rep Today!

SPECIAL 
PROMOTION PRICE

THROUGH TASQ

$69



Tap it or Wave it,
Payments Add Up
PayPass
M a s t e r C a rd Intern a t i o n a l

It's an ongoing quest in the payment industry: how
to make non-cash payments faster and simpler.
Well, what could be more effortless than tapping or
waving a card when paying? MasterCard

International announced it is testing a new contactless
c a rd payment program, in partnership with Chase,
Citibank and MBNA, where consumers tap or wave their
c a rds to pay. The new program is called PayPass, and
M a s t e r C a rd is testing it at several merchant locations in
Orlando, Fla.

The MasterCard PayPass card contains a magnetic stripe,
an embedded computer chip and an antenna. When card
users tap or wave their card on any compatible payment
terminal, account information is transmitted wire l e s s l y,
communicated directly to the terminal and then
p rocessed through MasterCard's network.

Since the PayPass card also has a magnetic stripe, con-
sumers can use it at any location where MasterCard is
accepted.  

M a s t e r C a rd says mer-
chants will benefit
f rom PayPass because
the solution is even
faster than accepting
cash, so consumers
speed through the
checkout pro c e s s .
Average transaction
amounts increase as

c o m p a red to cash, and PayPass may help attract new cus-
tomers and increase their loyalty to the store. 

Financial institutions will like it, says MasterCard ,
because gross dollar volume increases with non-cash pay-
ments, new acceptance opportunities would become
available for quick-pay environments and accountholder
loyalty could increase for their card programs.  

M a s t e r C a rd's pilot in Orlando builds on a successful
employee pilot that was tested at MasterCard's New Yo r k
headquarters. Results from the employee pro g r a m
showed that purchase transaction time was reduced by
up to 64 percent and the average transaction amount
i n c reased by 10 percent when using a PayPass payment
c a rd instead of cash.

If the Orlando pilot proves successful, MasterCard plans
to introduce PayPass in more cities across the U.S.

M a s t e r C a rd Intern a t i o n a l

Global Headquarters  
2000 Purchase Street, Purchase, NY 10577 U.S.A. 
Telephone: 914-249-2000 
w w w. m a s t e rc a rd i n t e rn a t i o n a l . c o m
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A Quick Fix for 3DES
3DES FIX
Pi Systems International,  Inc.

Payment industry suppliers hoping to
give their ATMs a security upgrade to
Triple DES (3DES) encryption in order to
meet conversion schedules from credit card

companies should be aware of a new device from Pi
Systems International.

Pi Systems offers a solution called 3DES FIX that enables
older ATM units to become compliant with 3DES security
s t a n d a rds. 3DES is a data-encryption standard algorithm
that encrypts input data three times and raises the level of
fraud protection for PIN-based transactions initiated at
ATMs. 

M a s t e r C a rd and Visa have been pushing migration to
3DES in order to protect customers' account data. Vi s a
says that as of January 1, 2003, all newly deployed AT M s
must support 3DES. MasterCard says all new AT M S
should have been compliant by April 1, 2002.

The 3DES FIX device looks similar to an existing AT M

PIN pad but includes features that make it both
DES and 3DES compliant. All data is sent to
the processor in 3DES. PIN encryption
occurs within the PIN pad, meeting the
encryption standards published by Vi s a .

A c c o rding to Pi Systems, there are three ways
to upgrade your equipment to be 3DES compli-

ant: (1) buy completely new equipment, which can cost
tens of thousands of dollars, (2) upgrade the pro c e s s o r,
keypad and software of the current ATM, which can cost
up to $5,000 or (3) install Pi Systems’ 3DES FIX.

Pi Systems says the 3DES FIX can be installed within two
to three hours and costs $3,200. The device is designed for
Diebold 906, 910, 911, 1060, 1062, 1064i, 1072, 1073, 1074,
MDS and STP-based units as well as NCR 50xx and 56xx
units.    

Pi Systems International, Inc.

2170 Regal Parkway
Euless, TX 76040
817-831-5723, ext. 200
w w w. 3 - d e s . c o m
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EVER WISH YOU COULD OFFER 

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

WISH GRANTED.

We just made your job a whole lot easier. 

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

reseller of Talento terminals. In fact, we’re

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

for these terminals — at no cost to you or

your customer. 

So now, when you want to offer your customers

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

have to call one place — GCF. 

It doesn’t get any easier than that. 

General Credit Form s

WHERE FORMS FOLLOW FUNCTION

The Independent Source For Al l  Your Merchant Needs.

For more 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





A Gift of Credit

Gift card popularity with retailers gro w s
each gift-giving season and some banks
also have jumped on this bandwagon,
a c c o rding to a recent story in The
Indianapolis Star. Banks are offering the
latest generation of gift cards – those that
carry a prepaid amount and a Visa or
M a s t e r C a rd logo.

The cards can be used almost anywhere
Visa and MasterCard are accepted as well as many AT M s .
Some of the new cards include the National City gift card ,
Key Bank's "Key Possibilities" card and the Simon Vi s a
gift card. Although the cards offer convenience, many do
c h a rge fees above face value of the card and for each
withdrawal from the ATM, cash advance or transaction at
a point-of-sale terminal.

2002: The Year of Bankruptcy

The numbers are in. With the recent bankruptcy filings of
United Airlines and Conseco, Inc., the insurance and
finance company, seven of the 12 largest corporate bank-
ruptcies in the last 20 years were filed in 2002. Here's the
list* with total pre - b a n k ruptcy assets and the date of fil-
ing: 

1 . WorldCom, Inc., July 21, 2002, $103.9 billion

2 . E n ron Corp., Dec. 2, 2001, $63.4 billion 

3 . Conseco, Inc., Dec. 18, 2002, $61.4 billion

4 . Texaco, Inc., April 12, 1987, $35.9 billion

5 . Financial Corp. of America, Sept. 9, 1988, $33.9 billion 

6 . Global Crossing Ltd., Jan. 28, 2002, $25.5 billion 

7. UAL Corp., Dec. 9, 2002, $25.2 billion

8 . Adelphia Communications, June 25, 2002, $24.4 billion 

9 . Pacific Gas and Electric Co., April 6, 2001, $21.5 billion 

1 0 . MCorp, March 31, 1989, $20.2 billion

1 1 . K m a rt Corp., Jan. 22, 2002, $17 billion 

1 2 . NTL, Inc., May 8, 2002, $16.8 billion

*Source: BankruptcyData.com

Consumers Scanning Own Items 

The Home Depot formed a partnership with M i c r o s o f t
and NCR Corp. to install and test NCR's FastLane self-

checkout systems at four of Home Depot's
retail stores in 2002 and 500 stores in 2003.
Self-checkout allows shoppers to scan
their own items before paying, pro v i d i n g
faster checkout times, control and conven-
ience, according to NCR. Home Depot also
will install cashier- run terminals fro m
NCR with new operating software and
t o u c h s c re e n s .

Wireless Gift Cards

Cingular Wi r e l e s s, through a partnership
with payment processor Lynk Systems,
I n c ., is offering gift cards for purchase in
denominations of $25, $50 and $100,

redeemable for accessories, cellular phones and re l a t e d
services. The gift cards can be processed through existing
point-of-sale equipment at participating company-owned
Cingular Wi reless stores.  

Certegy Wins Down Under

Certegy Inc. will process Melbourne, A u s t r a l i a - b a s e d
Suncorp Metway Ltd.'s new Visa card program, sched-
uled for introduction in 2003. Certegy, a leading global
c a rd pro c e s s o r, will service Suncorp from its state-of-the-
art processing center in Melbourne. Suncorp has total
assets of more than $34 billion and is the sixth-larg e s t
bank and second-largest insurance company in A u s t r a l i a .

CrossCheck Certifies Ingenico Elites

CrossCheck, Inc. has developed and certified check
authorization applications for I n g e n i c o's Elite 510, 710
and 712 countertop point-of sale terminals. The applica-
tions support authorizations through CrossCheck's check
guarantee services. Ingenico's eN-Check 3000 and eN-
Check 2500 check readers also can be used with
C rossCheck's check guarantee service.

Kroger Using BioPay's Biometrics

The Kroger Co., a grocery store retailer with stores acro s s
the U.S, is using B i o P a y, LLC 's Paycheck Secure solution
for check cashing in its Indiana stores. Kroger is imple-
menting Paycheck Secure to eliminate check fraud while
p roviding customers with the option to securely cash
p a y roll checks. The Paycheck Secure check cashing sys-
tem uses biometrics to verify a person's identity and con-
firm their check cashing history.

NPC Chooses RDM for Imaging

National Processing Co. has selected RDM Corp. 's RDM
EC5004 imager, part of the RDM EC5000i series, to pro-
vide imaging capabilities to its retail customers.

Cynergy and SPS Form Alliance

L i p m a n has signed a $1.5 million contract with C y n e r g y
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D a t a. Lipman will supply Cynergy with a customized
version of its NURIT 3020 terminal. Cynergy Data will
customize the NURIT 3020 with the Cynergy brand as
well as a Spanish language application. Cynergy also will
market Lipman's ImagePak, a complete receipt, signature
and check imaging solution.

eN Touch 3000 Used for $ Transfers 

Travelers Express Co., Inc., a subsidiary of Viad Corp. ,
selected I n g e n i c o's eN-Touch 3000 POS terminal with
t o u c h s c reen and TCP/IP capabilities to provide money
o rders, money transfers, express payments and utility bill
payments to its customers and their consumers. This is
the first time the terminal is being used for money trans-
f e r s .

Global Payments Processing for Chittenden

Chittenden Corp. renewed its multiyear processing con-
tract with Global Payments Inc. Global Payments will
p rovide Chittenden with payment-processing services
such as front and back-end processing, authorization,
c a p t u re and settlement. 

Chittenden provides merchant card processing services
t h rough its five subsidiary banks in New England:
Chittenden Bank, The Bank of Western Massachusetts,
Flagship Bank and Trust Co., Maine Bank and Trust, and

Ocean National Bank.

First Data Elects New Chairman

Charles T. Fote, President and CEO of First Data Corp.
was elected to also serve as Chairman of the Board of
D i rectors of First Data effective Jan. 1, 2003. Fote succeeds
Henry "Ric" Duques, who has served as Chairman since
the company's inception. Duques will remain a member
of the First Data Board. Fote joined the company in 1975
and was named President and COO in 1998. He was
named CEO in January 2002.

NACHA Elects Board Chairman and Officers

The voting members of N A C H A elected Leonard J.
H e c k w o l f, Senior Vice President of Bank One, as
Chairman of NACHA's Board of Directors. Heckwolf will
begin a two-year term Jan. 1, 2003. Other elected NACHA
o fficers include John C. Kline, Executive Vice Pre s i d e n t
and COO of Union Savings Bank, as Vice Chairman, and
Francis Lee, President and CEO of Southwest Corporate
Federal Credit Union, as Secre t a r y / Tre a s u re r. To see a
complete listing of NACHA's newly elected officers and
re p resentatives, go to www. n a c h a . o rg .

New ETA Board Member

National Processing Co.'s Chief Operating Off i c e r, M a r k
D. Pyke , has been appointed to the E l e c t r o n i c
Transactions Association (ETA ) B o a rd of Dire c t o r s .

Datawire Completes Executive Team

Datawire Communication Networks Inc., a provider of
Internet-based transaction delivery, recently completed
its executive leadership team by appointing M i c h a e l
G e i h s l e r Senior Vice President, Operations. Geihsler has
m o re than 29 years' experience with product and system
development, operations, client services and business
development in the transaction-processing industry. He
p reviously served as Vice President, Client Services for
transaction processor Alliance Data Systems and as Vi c e
P resident, Electronic Commerce Systems Division at
S h a red Network Services, Inc. Geihsler also has held the
positions of Executive Vice President, Pro d u c t
Development and Senior Vice President, Operations at
B U Y PASS Corporation. Geihsler will be based in A t l a n t a ,
D a t a w i re's U.S. headquarters.

CrossCheck Adds Exec for National Accounts

Ted Lasch has joined CrossCheck, Inc. as Assistant Vi c e
P resident of National Accounts. Lasch will assist in secur-
ing partnerships and alliances throughout the financial
services and payment technology industries. Lasch was
recently Vice President of Sales for W.G. Thompson, Inc.
and previously was an Assistant Vice President at We l l s
F a rgo Bank.  
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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
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" T h e re are no traffic jams 
along the extra mile." 

Roger Staubach, former Dallas Cowboys quart e r b a c k

Go 110% with 24/7 Service 

It may be a new selling game out there, but some
rules still apply and the golden rule of sales success
is service. What makes the diff e rence between a
good salesperson and a great salesperson? The

g reat ones make service a way of life. They understand
what makes people loyal. They understand that service is
a feeling. They never forget how it feels to get good serv-
ice, and they're always eager to give that feeling to others.

G reat service is equivalent to friendliness, helpfulness
and a positive attitude at all times. Success in delivering
g reat service is measured not by your opinion but rather
by other people's perc e p t i o n s .

One of the most valuable re w a rds of service is that it
builds lasting relationships. If you're dedicated to form-
ing relationships rather than finding quick revenue, con-
sider the following service-building guidelines:

• Work for your customers' success, not your own. When
faced with little diff e rences in products or service, mer-
chants will pick providers who have their best interests at
heart. 

• Every contact counts, so make every contact pleasant.

• Extend a helping hand, no matter what the situation. It
may not result in an immediate sale, but it will establish a
bond or strengthen an existing one.

• "Yes" translates to success. Don't refuse a customer's
request. Yo u ' re a professional. You can find a way to make
it happen.

• Service is about listening. When you're done speaking,
customers will start talking ... and that's when you'll dis-
cover what they really need.

• Stay close to the customers you already service as well
as prospects. Call or e-mail re g u l a r l y, even if it's just to
say hello. Out of sight translates to out of mind.

• In tough times, let go of "I have to do this for me" and
embrace "How can I help this merchant get what he
wants?" The most successful salespeople dedicate them-
selves to helping others reach their goals. 

Find the Achilles' Heel

When faced with the challenge of closing a
deal, many sales professionals think it's
m e rely a matter of price. The truth is, price
is rarely the stumbling block. A p ro s p e c t ' s

weak spot is more often found in a resistance to making a
buying decision.

Getting over, under or around that resistance involves
first recognizing the obstacle – and even welcoming it.
Successful sales professionals consider objections their
best friends. While it does sound a bit ridiculous, there is
value in the approach that until you know what's keeping
your prospect from buying your products and services,
you can't highlight benefits that will minimize re s i s t a n c e .

Consider the following guidelines when seeking your
p rospect's Achilles' heel:

• Write it Down. Planning your presentation is impor-



ETA University
E-Commerce Risk Issues Workshop

Highlights: As Internet use increases, so does the potential for
domestic and international fraud. This one-day workshop will
look at the risks involved with running an e-commerce business
where card-not-present payments are standard. ISOs, financial
institutions, issuers, acquirers and processors all will learn
approaches and strategies and gain tools and tips to protect
their business and their merchants' businesses.

When: Jan. 23, 2003, 8:30 a.m. to 5 p.m.
Where: Crowne Plaza Hotel, Los Angeles International Airport.
Registration Fees: ETA members, $199 for first person from

company, $179 for each additional person; non-ETA members:
$279/$259.

How to Sign Up: Visit www.electran.org

Northeast Acquirers Association
2003 Winter Meeting, Seminar and Outing

Highlights: Issues to be addressed include Visa’s Cardholder
Information Security Program (CISP), Internet fraud, identity
theft and opportunities in the health care industry. Vendors'
products and services will be on display throughout the meet-
ing, and there will be many opportunities for networking and
socializing. Several winter activities also are planned. 

When: Feb. 5-6, 2003
Where: Grand Summit Hotel and Resort, Mount Snow, Vt.
Registration Fees: $100 per attendee. Reserve your room at

the Grand Summit Hotel by Jan. 10, 2003 to secure the
NEAA’s contracted room rate, beginning at $146.

How to Sign Up: Visit www.northeastacquirers.com and click
the Registration link, or phone the NEAA 603-692-2408.

Smart Card Alliance
Educational Institute and Mid-Winter Meeting

Highlights: Expert panels will examine and highlight specific
roles in which we use our identities: as a public citizen (such as
crossing borders, at airports, in voting booths), as a corporate
citizen (accessing buildings, networks, private databases), as a
private citizen (in retail stores, on the Internet, and using wire-
less devices), the ways we protect our identities and the risks to
our privacy if we do not protect them. 

When: Tuesday, Feb. 11, 2003, Pre-Conference Educational
Institute Courses: 101, Introduction to Smart Cards, 8 a.m. to
5 p.m.; 201, Advanced Business of Smart Cards, 8 a.m. to
5 p.m.; Wednesday and Thursday, Feb. 12-13, 2003,
Mid-Winter Meeting, 8:30 a.m. to 5 p.m.

Where: Salt Lake City Center Hilton.
Registration Fees: Fees vary by membership level, events

attended and registration date.
How to Sign Up: Visit www.smartcardalliance.org or phone

801-328-2000.
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tant, but don't get so caught up in what you want to say
that you don't listen to what your prospect is saying
when you do have that face-to-face. 

Take notes throughout the pitch. Jot down key points
your prospect makes. Be sure to include all questions –
and objections – and respond to them. 

• Ask For It. No matter how many times you've made a
p resentation, it's always new to prospects. Encourage
their questions. Invite them to interrupt at any time if
they need clarification on any point. 

Make it clear you want them to be part of the pre s e n t a-
tion. If they don't ask, pose questions for them. Then be
s u re to answer their questions eff e c t i v e l y.

• Think ahead. The best way to deal with resistance is to
anticipate it. You've been around the block a few times.
You know what objections you're bound to hear. 

Why not work those objections into your pre s e n t a t i o n
and deal with them before your prospect does? It's all
about disarming rather than defending. 

• Support Your Strategy. Even though you deliver your
p resentation honestly and informatively, you still might
encounter resistance. Another sure f i re way to dismantle
indecision is to share testimonials from satisfied cus-
tomers. Specific cases that showcase your service can go
a long way when it comes to the prospect realizing what
he or she is missing. 

• Department of Repetition Department. Take a page
f rom the advertising world and emphasize one or two
key resistance-buster messages throughout your pre s e n-
tation. 

Don't be afraid to mention an important point two or
t h ree times throughout your discussion. It takes more
than one swing of a hammer to drive home a nail.

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
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

ElectCheck Plus
(800) 863-5995

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

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

Global Payments   
(800) 638-4600 x888

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

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

Service Dimensions, Inc.
(800) 578-3800

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
E l e c t ronic Payment Systems, LLC

(800) 863-5995
General Credit Forms, Inc.

(800) 325-1158
Global Payments   

(800) 229-3698
The Horizon Gro u p

(888) 265-2220
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
Nationwide Check Serv i c e s

(800) 910-2265
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

FREE ELECTRONIC CHECK
R E C O V E RY

Gulf Management Systems, Inc.
(800) 947-3156

FUNDING SOURCES
R e s o u rce Finance Company, LLC

(866) 211-0114

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

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

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

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

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

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

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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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

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

C e rtified Merchant Serv i c e s
(800) 732-7099

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

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

C o rnerstone Payment Systems
(866) 277-7589

CPS Group, inc.
(800) 933-0064

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

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

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

E l e c t ronic Payment Sys., LLC
(800) 863-5995

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
Money Tree Serv i c e s

(800) 582-2502 x100
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 Check Serv i c e s

(800) 910-2265
Netcom Data Southern Corp.

(800) 875-6680
Online Data Corporation

(866) 222-2112
Orion Payment Systems

(877) 941-6500
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

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

Vequity Financial Gro u p
(800) 442-8380

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

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

L E A D S G E N E R AT O R S
Hot Leads Xpre s s

(866) 244-2593

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
E l e c t ronic Payment Systems, LLC

(800) 863-5995
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 
Integrated Leasing Corp.

(800) 398-9701
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
Nationwide Check Serv i c e s

(800) 910-2265

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

ElectCheck Plus
(800) 863-5995

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

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

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
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Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

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 SOFT-
WA R E

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

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

The Horizon Gro u p
(888) 265-2220

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

VIDEO PRODUCTION

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

WHOLESALE DISTRIBUTORS

Level2 Distribution
(866) 4LEVEL2
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