
Meeting Builds Foundation

On February 24, 2003 in Tampa, Fla., a new association began its for-
mation efforts. This organization has a diff e rent mission than any
p revious industry association formed to date – it hopes to garner
the support of A L L of the Feet on the Street as it caters directly to

the sales pro f e s s i o n a l .

This new association, temporarily dubbed NAPP (National Association of
Payment Professionals), hopes to eventually call every salesperson in the pay-
ment industry a member.

While everyone in the industry was invited, about 60 people attended the for-
mation meeting and approved the creation of a not-for- p rofit association with
the following mission statement:

This organization shall exist for all those selling in the Payment
Processing industry, by providing Education, Benefits, Liaison/
Representation and Certification.

P e rhaps the most interesting resolution put forth in
the meeting was that the majority of NAPP's Board
of Directors always should be individuals who sell
and sign contracts within our industry. 

Even more interesting is that
this concept of a "sales-con-
t rolled Board of Dire c t o r s "

See ASSOCIATION on Page 6 
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"The industry has changed so much over time, you
have to find new ways to find the merchants and
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oped the efficiencies and really kept one step ahead
of the changes ..."
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You Read  I t  Here  F i rs t

I don't know if you know this, but Transaction World magazine is
getting its topics from your Forum on www.greensheet.com. No kid-
ding.

For example, in its January 2003 issue TW has subjects such as
"Certifying Agents and Rating Processors." In February 2003, it has
a poll asking about agent associations and training, etc.

These have been hot topics on your board for a couple of months or
so. As far as I know, TW has no forum for agents and ISOs to par-
ticipate in and bring up these discussions.

Just wondering what you thought about the use of your board in this
way.

Anonymous ISO Subscriber

Dear ISO:
To paraphrase an ancient proverb – plagiarism is the highest form
of flattery!

Although we host and monitor the ISO Forum on The Green Sheet
Online, we do not "own" or copyright the text posted therein. Nor
are we responsible for what is posted, although we monitor and
remove "flaming" that can be detrimental to the economics of our
industry.

Most of the participants in the ISO Forum are avid readers of our
publications, and we truly appreciate their support of The Green

Sheet. We do monitor the registrations to this space to do
our best to limit participation to ISOs in the payment-pro-
cessing industry. We will be revoking and refusing regis-
trations for people we can identify as writers for other
companies.

For now, let's close with another botched pro v e r b :
"Beware ISOs bearing polls!"

Good Selling!
The Green Sheet Staf f

De l ive r i ng Money Ord e r s

Hi, Paul, 
I've been in the credit card industry for years, and I work with many
convenience stores that rely on me for many of their services (ATMs,
credit card processing, check guarantee, etc.). Many want to be set
up to take money orders, and I would like to know if you know of
anyone I can hook up with to sell for them. Please help me find this
out. 

Best Regards,
Tom Griffith

Merchant Payment Services

Tom:

We don't have any information on hand regarding this service. We
will publish your letter in the Forum in The Green Sheet to see if our
readers have any information for you. I also suggest that you post
this to the ISO Forum online: www.greensheet.com/forum/

Good Selling!
The Green Sheet Staf f

CORRECTION

The WRG Services, Inc. profile in the February 24, 2003 issue of The
Green Sheet (issue 03:02:02, Page 59) incorrectly reported the status of
one of the company's offerings. In the future, WRG plans to offer
rechargeable prepaid cell phone time at the ATM, but it does not provide
that feature at this time.

GS Adv iso ry Boa rd Member Cra ig  Mi l l i ngton  D ies

Craig Millington, a member of our Advisory Board and a former ETA President,
died March 3, 2003 in Huntsville, Ala. Most recently, Craig was Senior Vice
President of Compass Bank; he was President of the ETA from 2000-01.

Craig was an active, eloquent participant in our Advisory Board, and you
could readily feel his passion and dedication in his responses. For example, in
response to a question last year about the problem with "bad ISOs," he wrote:

"This is always a hot spot with me. YES! There are still BAD ISOs, unfortunate-
ly; most of the bad ones are the same old bad ones that never seem to go away.
They sustain a bad image for our otherwise great industry. I have personally
had situations where I have terminated the same bad guys twice and they still
continue to find new unsuspecting banks to take advantage of."

In announcing Craig's passing, ETA Executive Director Ken Bowman wrote,
"Not only was Craig a friend of ETA but of our industry. His involvement with
ETA began 13 years ago at its very first meeting in San Diego as a speaker
representing MasterCard International. ... Craig was always available to help
ETA in any task that was asked of him. He truly is going to be missed."

Craig's family has asked that, in lieu of flowers, donations be made to the
American Heart Association or St. Jude's Children's Hospital. 



was unanimously approved by those pre s e n t .

The turnout for the NAPP formation meeting re p re s e n t e d
most states in the U.S. as well as BIN banks, leasing com-
panies, processors, re g i s t e red and unre g i s t e red ISOs and
many independent contractors.

In shaping the association, those who attended believe
that the development of standardized training materials,
both technical as well as consultative selling, are a high
priority for future members, as is giving the independent
sales re p resentative a collective voice in the industry. 

In addition, the association will seek to develop a benefits
p rogram for its members, including such things as med-
ical and re t i rement benefits.

Over the eight-hour meeting, many temporary steps were
taken to get the association going:

1. An interim name for the organization was approved until the
members choose an alternative.

2. A Mission Statement, as noted on Page 1, was approved.

3. Temporary Officers, Directors and Advisors were elected.
• Executive Director: Brett Mansdorf
• President: Steve Norell
• Vice President: Bill Paul 
• Secretary: Carmen Carrero
• Treasurer: Keri Golden
• Director: Andy Pitts
• Director: Neil Mink
• Director: Chuck Saden 
• Advisor: Paul H. Green
• Advisor: Paul Martaus
• Advisor: Corey Saftler
• Advisor: Jim Maher
• Advisor: Greg Cohen

4. Rick Brennes, an ETA board member, was elected the ETA Liaison
and Director for NAPP.

5. The future makeup and size of the Board was approved.

6. Staff attorney position was elected and filled by Ben Huddleston.

7. Voting and non-voting positions were defined, with 11 voting
seats to be elected (officers and directors) and two voting seats
to be appointed (Executive Director and ETA Liaison). In addi-
tion, five non-voting Advisor seats were defined. (five Board
seats remained open at the close of the meeting.)

8. Steering Committees were approved: Executive, By-Laws,
Membership and Fund-raising, and all committees were fully
staffed with five to eight volunteers.

9. Short-term organizational objectives were approved:
March 2003:
• Get initial Web site available to prospective members
• Sign members and raise funds
April 2003:
• Open Board meeting with committee reports (TBA)
• Initiate elections page on Web site and accept applications

10. Membership dues were tabled for a committee discussion; how-
ever, it was agreed that the objective is to keep the dues as low
as possible to encourage broad independent contractor mem-
bership.

11. Short-term goals were approved:
Quarter 1-2003
• Develop interim operational plan
• Procure URL, non-profit status and Web hosting
• Membership of at least 50 members
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*

ANNOUNCING ISO INSURANCE BENEFITS FROM NAB.

We Don’t Just Care About Profits.

WE CARE ABOUT YOUR HEALTH.

At North American Bancard we lis-
ten to our ISO’s and we work hard
to provide every possible benefit
to ensure their success.

That’s why when you become part
of the NAB family - we offer you
the opportunity to receive com-
prehensive healthcare for you and
your family.

It’s time to get what you deserve.
Comprehensive medical coverage
from the processing company that
cares, North American Bancard.

Call today to find out more 1 - 8 0 0 - BA N CA R D
E XT.1 0 1 5 2 2 6 2 2 7 3

N o rth American Ba n ca rd
is looking for top notc h
ISO’s to join our innovative
commission rich pro g ra m .
Sign up to d ay and re ce i ve a
$30 0 0 signing bonus.

GET A$3000
SIGNING BONUS!

It’s Easy! 
30 Deals in 

90 Days = $3000

*Call for details     Agent of HSBC Bank USA, Buffalo, NY 

✓ Medical Insurance

✓ Dental Insurance

✓ Vision Insurance

✓ Life Insurance

✓ Long Term Care
Insurance



Quarter 2-2003
• General assembly meeting (perhaps by Web)
• Publications on Web site
• Certification committee established
• General elections once membership exceeds 500
• Consider third-party management or association management
• Work toward exchange of board seat with the ETA
Quarter 3-2003
• Membership of at least 1,000
Quarter 4-2003
• Membership of at least 1,200
• General assembly meeting

Having seen such association building efforts before, I
remember that it can be a bit like making sausage. While
many like sausage, no one enjoys watching it being made. 

I am happy to report that in this case it was not at all
m e s s y. In fact, the discussions were spirited but re s p e c t f u l
while being both professional and fun.

Everyone at the meeting acknowledged that building an
Association would be challenging, given the need to give
voice to so many sales re p resentatives who remain unre g-
i s t e red. 

While the balancing act of forming an Association of
h e re t o f o re faceless sales professionals won't be easy, pro-
viding needed training, certification, benefits and re c o g-
nition will be a strong incentive for independent contrac-
tors to become active members of an Association built
specifically for them.

Assuming NAPP is able to meet its lofty objectives in the
months and years ahead, this Association will become
much more than an ETA - L i t e .

It can be the vehicle to get good information to those sell-
ing on the street and help to more fully pro f e s s i o n a l i z e
the bankcard and other payment efforts on the stre e t .

YOU CAN HELP!

N A P P is beginning to raise support and funds for its
expansion. The Green Sheet has donated $5,000 in seed
money to help with the formation efforts. 

If you are interested in being a member and might even
be willing to serve in an Association position or commit-
tee, please contact membership chairman Elbert Enrique
at 813-376-3060.  
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The Best of the Best

Pe r i o d i c a l l y, we build articles for our publica-
tions utilizing our Green Sheet Advisory Board .
This cross-section of the payment-pro c e s s i n g
industry has agreed to support our efforts by

answering industry-related queries posed by our staff
and readers. Each of the professionals in the group has
a g reed to "give back" to this terrific industry by sharing
their personal experience and knowledge with our re a d-
e r s h i p .

This time we asked them to tell us which industry tre n d s
they would like to see discussed in our publications in the
coming year. We found their varied responses thought-
p rovoking and will be reporting on these topics in the
months to come.

If you have a suggestion for a Green Sheet article, a topic
that you would like to read more about, please send your
thoughts to paul@gre e n s h e e t . c o m .

The Respondents: 

Steve Christianson, TransPay Pro c e s s i n g
Rob Connelly, Ve r i F o n e
Tom Haleas, Bridgeview Payment Solutions
J a red Isaacman, United Bank Card
Allen Kopelman, Nationwide Payment Systems
Dave Siembieda, Cro s s C h e c k
Scott Wa g n e r, Hyperc o m
Dan D. Wolfe, Barons Financial Gro u p

Steve Christianson
TransPay Pro c e s s i n g

" P e rhaps more items on the ISO management/owner-
ship issues, such as portfolio evaluation, why portfolio

values are depressed, portfolio management alterna-
tives. More on the effect of the stock market on banks as
related to portfolio valuation.

" P e rhaps a national salesperson directory whereby all
salespeople selling processing for each ISO can be 're g-
i s t e red.'  Salespersons terminated for 'unbusinesslike
practices' – theft, deception, etc. – are noted in their file.
The list would be private to the holder, such as The
G reen Sheet or ETA .

"Now that the initial scare of the Certified Merc h a n t
Services suit is being settled, it would be a good time for
the industry to set its general guidelines up as a tem-
plate of operations for all ISO companies. Those who do
comply and set up their organization under the sug-
gested template would be less likely to be investigated
by the government in the future. The creation of a code
of ethics for the ISO business. Perhaps after attending an
industry orientation, the new or established ISO would
receive a plaque stating a code of ethics the ISO would
need to follow.

"Think of the publicity of having 300-400 ISO pre s i-
dents/CEOs taking the 'pledge' or 'oath' standing on a
stage in front of invited media, dignitaries and other
government officials. Big-time mileage could be had.
E TA would have to start a committee to develop the
code of ethics and then present it to the membership
and take a vote. Upon passage, the group could stand
for the photo opportunity. The rest would be history. "

Rob Connelly
Ve r i F o n e

"I'd like to see more emphasis on trends that will help
ISOs diff e rentiate their business, improve merc h a n t
retention and generate new sources of revenue. There ' s
a lot of activity in the areas of value-added applications,
particularly electronic check, gift card and prepaid telco.
ISOs need to understand the value propositions and the
go-to-market strategies as well as what's 'real' vs. what
is 'hype.'

" A d d i t i o n a l l y, ISOs need to be pre p a red for the ro a d
ahead and need the right payment terminals to support
e m e rging trends and technologies so that they aren't left
behind. Advances in technology include fast pro c e s s o r
speed, high-speed modems, IP t e c h n o l o g y, 3DES securi-
t y, RFID technology and a host of other emerging stan-
d a rd s . "

Tom Haleas
Bridgeview Payment Solutions

"In an article by Bob Carr that appeared in a recent edi-
tion of GS, you already have entertained discussion on
the possible industry ramifications from the Vi s a - F D R
litigation. I suggest you continue to closely follow this
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Which emerging payment-processing
trends would you like to see discussed in

The Green Sheet or GSQ publications 
during the coming year?



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



lawsuit. I agree with Bob that,
depending on the outcome, the pay-
m e n t - p rocessing industry may be dra-
matically altere d . "

Jared Isaacman
United Bank Card

"As technology pro g resses, we
become less reliant on existing frame-

work to pave the way for the new advancements. One
of the major underrated payment systems available is
IP-based transaction processing. Processing IP t r a n s a c-
tions re q u i res an established Internet connection
t h rough high-speed broadband such as DSL/cable or
even traditional dial-up.

"The vast majority of the country has an Internet con-
nection of some kind, and virtually all businesses do.
Payment processing via IP gateway eliminates the need
for a traditional phone line, accelerates approvals to as
fast as two seconds, and decreases the transaction cost
for the pro c e s s o r. Until re c e n t l y, accessing this technolo-
gy was limited to computer software such as PC Charg e
and online gateways, but terminal manufacturers such
as MIST and Hypercom have developed POS Te r m i n a l s
to interface with IP g a t e w a y s .

"The launch of these new-generation terminals should
p resent an exciting new market for the pro c e s s i n g
i n d u s t r y. United Bank Card has developed a stro n g
p resence in this processing arena by developing our
own in-house IP gateways certified with two major
f ront-end platforms. We are actively working with sev-
eral terminal manufacturers to launch this new pro c e s s-
ing technology to our ISO and merchant base."

Allen Kopelman
Nationwide Payment Systems

" We need to get information on what software is com-
patible to make these programs work and which pro c e s-
sors are offering these programs. I have tried in the past
to obtain this information, and it has not been avail-
a b l e . "

Dave Siembieda
C ro s s C h e c k

"I think that there would be great interest in emerg i n g
new retail payment markets: health care, check cashing,
p a y roll cards, quick-service restaurants and re m i t t a n c e
p rocessing (ARC). Also, there is an explosion of new
ISO opportunities coming from IP A d d re s s a b l e
Terminals as traditional check/cash transactions are
electrified. Can The Green Sheet report on how these
new markets are being opened by ISOs at the fore f ro n t
of these emerging product and new-business seg-
m e n t s ? "

Scott Wagner
H y p e rc o m

"I have found the articles written by Bob Carr very com-
pelling. Continued information along those lines would
be very welcome. I crave info on what merchants are
buying and/or looking for. Why did they sign up with
XYZ processor and are they doing a good job?"

Dan D. Wolfe
B a rons Financia l Gro u p

"I would really like to see more information on check
t runcation. My telemarketers tell me that this has been a
hot topic. We believe that this will be the easiest door
opener for 2003. Next would be the Palm Pilot and cell
phone attachments for mobile merc h a n t s . "

Best Payment-Processing Players

We asked the Advisory Board to rate the various partici-
pants in our industry. We agreed to keep their re s p o n s e s
anonymous. We have used their responses as our nomi-
nation process for a "Best of" ballot.
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Enclosed with this issue is a Best
P a y m e n t - P rocessing Players ballot.
Please mail or fax the postcard no later
than April 30, 2003 OR you can vote
online. Please, ONE VOTE per sub-
scriber only. 

We have enabled you to vote WRITE-
IN if you choose.

In appreciation of your participation
we will send you a free, surprise gift
f rom The Green Sheet. 

Nomination Categories

• Best POS Terminal
• Best ISO Organization
• Best Processor
• Best Leasing Provider
• Best Customer Service by an ISO
• Best Customer Service by a VAR
• Best Customer Service by a Processor
• Most Influential Technological Advancement
• Most Influential Industry Leader

And the Nominees Are . . .

H e re are the nominees for each category and a synopsis of
why they were chosen. 

Best POS Terminal

• Hypercom ICE – The most robust features, fast, reliable and easy
to use.

• Nurit 2085 – Well made, very capable, doesn't lose the load.
• Thales Talento –  Can load multiple merchants, load multiple

applications – i.e., credit, debit, checks and gift cards – into the
terminal without disrupting the credit card processing. The termi-
nal has a built-in PIN pad for debit, it is affordable, and it can
be programmed manually for quick fixes.

• VeriFone – Its latest terminals are truly capable of handling multi-
ple applications without interfering with existing applications on
the terminal.
• VeriFone Tranz 330 – Still the workhorse of the industry.
• VeriFone Omni 3200 – Best bang for the buck.
• VeriFone Omni 3750 – Competitive edge.

Best ISO Organization

• Barons Financial Group – Preset appointments for affiliates.
• Bridgeview Payment Solutions – 10 years of experience, integrity.
• CPS/Concord EFS
• Lynk – Works hard to provide the best services and technology to

its merchants.
• United Bank Card

Best Processor

• FDR – North Platform has the most features along with the most
extensive product set. It is truly fast, especially with those termi-
nals that are synchronous. Very good customer service and
widespread front-end capabilities.

• NPC – Handles a tremendous amount of business with the high-
est level of professionalism.

• Paymentech – Overall service, including a sufficient help desk.
• United Bank Card
• Vital Processing Services – DSL processing, builds files quickly, and

there is a back-door number for reps to call in on. Can fix prob-
lems quickly, and the staff is knowledgeable.

Best Leasing Provider

• CIT Lease Finance Group
• Integrated Leasing – Answers questions; you can always speak to

someone who can make a decision there.
• Lease Finance Group

Best Customer Service by an ISO

• Barons Financial Group – Preemptive customer service to talk to
customers before they have problems; this also lowers our attri-
tion rate.
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• Innovative Merchant Solutions – Always
has gone out of way to help merchants
whenever needed.
• TransPay Processing
• United Bank Card

Best Customer Service by a VAR

• JR'S P.O.S. Depot – The staff is great,
they fix your equipment in a timely manner

and they stand behind their work; if you ever have a problem
they never give you grief, they just take care of it.

• TASQ – Good all-around program.

Best Customer Service by a Processor

• Concord EFS – Great help desk.
• FDR
• Paymentech
• United Bank Card
• Vital – Fast, friendly.

Most Influential Technological Advancement

• Biometric payments
• Check truncation – Because of the doors it has opened.

• Hypercom's ICE line – Like any good technology, it is ahead of
its time.

• Wireless payment systems– Infrared solutions utilizing equipment
that is already in the marketplace, such as cell phones and PDAs,
will dramatically change the face of retail.

Most Influential Industry Leader

• Mary Dees
• Joe Kaplan – He is always looking for the best solutions to offer

his merchants and understands the value of high-quality cus-
tomer service.

• Larry Stone
• The Courts – From the Wal-Mart case to the Visa-FDR lawsuit to

the FTC's action against Certified Merchant Services, litigation
was the buzz in the industry during 2002. Court rulings will con-
tinue to dominate industry news in 2003.

VOTE

Voice your opinions! Complete the ballot enclosed in
this issue and return it to The Green Sheet office (mail or
fax) or vote ONLINE.

Deadline is April 30, 2003. Winners will be announced in
the June 9, 2003 issue.  



ETA UNIVERSITY IS DEVELOPING FIVE CERTIFICATIONS FOR THE ACQUIRING INDUSTRY

L PROCESSING: Certified Electronic Transactions Processing Professional (CETPP)
L SALES: Certified Electronic Transactions Sales Professional (CETSP)
L OPERATIONS: Certified Electronic Transactions Operations Professional (CETOP)
L TECHNOLOGY: Certified Electronic Transactions Technology Professional (CETTP)

L EXECUTIVE: Certified Electronic Transactions Executive Professional (CETEP) 

The first level of certification for the CETPP will be available in the Fall 2003

Coming Soon . . .

Five New Certifications
for the Acquiring Industry

ETA University®
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Ac o m p u t e r
h a c k e r
b roke into
the system

of a third-party pro c e s-
sor and gained access
to upward of 8 million
Visa, MasterCard ,
Discover and A m e r i c a n
E x p ress accounts the week
of February 3, 2003. Initial
reports said the point of access
was through the third party pro c e s-
sor's system, which at first was
unnamed. In response, National Processing Co.
(NPC) and Fifth Third Bancorp both declared in state-
ments that their systems had not been accessed by any
unauthorized users.

Since the story broke, the processor has been identified as
Data Processors International (DPI) of Omaha, Neb.,
which mainly handles transactions for high-risk mer-
chants. An Associated Press report said the company
issued a statement on February 19 confirming "an unau-
thorized outside party" had broken into its computer sys-
tem, prompting criminal investigation. DPI did not state
how the breach occurre d .

A c c o rding to the company's Web site, DPI specializes in
c redit card payment processing services for re t a i l ,
Internet, direct response, catalog, home-based and other
d i rect marketing merchants. DPI's acquirer is Pro v i d e n t
Bank of Cincinnati, a subsidiary of Provident Financial
G roup, Inc.

While the Visa and MasterCard card associations issued
statements reiterating the integrity of their systems, at
least two issuing banks canceled tens of thousands of
their customers' Visas and MasterCards. One bank in
Rhode Island, Citizens Bank, closed 8,800 customer
accounts whose card numbers had been accessed after
being notified of the breach by MasterCard on Febru a r y
14. PNC Bank of Pittsburgh deactivated about 16,000
Visa-branded check cards on February 20 after it re c e i v e d
notification of the breach. Three million PNC customers
have cards carrying the Visa logo.

The sheer volume of accounts that potentially
had been accessed made this story big news.

This was clearly an event with ramifica-
tions for the financial services industry,

raising questions about security issues
as well as who bears the ultimate
responsibility for protecting informa-
tion. When the story broke later in the
month, it was widely reported in
both financial news outlets and
m a i n s t ream media. 

As a result, this story also bro u g h t
the process of payment transactions
to the fore f ront of public aware n e s s
when reports explained the behind-
the-scenes nuts and bolts of what

happens when consumers use their
c redit or debit cards to make purc h a s-

es. When one report called the third -
party processor the weakest link in the

chain, making it vulnerable to outside
hacks, consumers also learned what a third -

party processor is and what role it plays in
completing a payment transaction. 

DPI later announced that 10.2 million accounts had been
accessed, making this the largest breach of security ever
for the card associations. The original estimate put the
total at 5.6 million to 8 million, of which 3.4 million are
Visa accounts and 2.2 million are MasterCard accounts.
It's unclear, though, exactly how many of those accounts
w e re compromised or if any have indeed been used for
fraudulent purposes. 

Visa said there have been no incidents of fraudulent activ-
ity reported on any of its cardholder accounts.
M a s t e r C a rd said that 2.2 million of the hacked accounts
w e re re g i s t e red to its users and had been "possibly com-
p romised." The affected accounts make up nearly 1% of
the 574 million Visa and MasterCard accounts in the U.S.
M o re than one billion Visa-branded banks cards are in cir-
culation around the globe; MasterCard has 1.7 billion
c a rds in worldwide circ u l a t i o n .

The card companies said they were notified of the inci-
dent in early Febru a r y, and as of late in the month they
had received no reports of fraudulent activity involving
the accounts. Visa, MasterCard, American Express and
Discover all have policies in place protecting consumers
f rom liability for fraudulent use of their accounts. A l l
major card companies said they were monitoring aff e c t e d
accounts for suspicious activity. 

The hacker's location is not known; whether the origin is
within U.S. borders or overseas remains to be deter-
mined. The FBI and Secret Service are involved in the
investigation.  
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Certified Merchant Services
has reached a settlement
with Cliff To r rence, a for-
mer seller of CMS pro-

cessing services who admitted to
violating the court order that pro-
tects CMS and agreed to pay re s t i t u-
tion to the company.

In November 2002, CMS was grant-
ed protection by the U.S. District
Court for the Eastern District of
Texas, Sherman division, in a court
o rder the company sought after
learning competitors were engaging
in activities harmful to the company.

The order prohibits persons in the
m e rchant processing industry fro m
seeking to acquire or use confiden-
tial or proprietary information of
CMS; using the existence of the

receivership as a reason for trying to
solicit CMS merchants for business
or solicit CMS employees or CMS
sales agents for employment; mak-
ing any false, misleading or dis-
paraging statements against CMS in
an attempt to harm CMS; and doing
anything that interferes with the
receivership. 

CMS continues to operate under fed-
eral court supervision and pro t e c-
t i o n .

Mary Dees, General Manager of
CMS, said in a statement, "A s i g n i f i-
cant part of my responsibility is to
make sure that the company is pro-
tected from people trying to take
unfair advantage of CMS. We are
pleased that the federal court sup-
ports this protection, as shown in its
action against Mr. To r re n c e . "

CMS first learned of To r re n c e ’ s
behavior in the fall of 2002.
A c c o rding to Dees, To r rence was in
violation of the court order because
he was using the previous investiga-
tion of CMS by the FTC and the
receivership as reasons for trying to
l u re customers away from CMS to
another transaction pro c e s s o r.

CMS would not disclose the amount
of the settlement. A c c o rding to Dees,
when CMS learns of behavior that is
in violation of the court ord e r, it first
sends a "cease and desist" letter to
the person responsible for the
b e h a v i o r, attaching a copy of the
court ord e r. 

" U s u a l l y, when we send this to
someone, they understand right
a w a y," Dees said. "Taking legal
action is a last course."   
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CMS Obtains Restitution from Former Sales Rep

Some Places Visa
Doesn't Want to Be

Visa USA has quietly set up a system over the last
year to eliminate the use of its branded cards on
Web sites that deal in child pornography and
other objectionable material. Visa is utilizing

Web crawlers and "spidering" techniques to search more
than one million sites a day and is then passing the infor-
mation along to law enforcement agencies.

A c c o rding to abcnews.com, which cited The Christian
Science Monitor as the story's source, Visa is also re q u i r i n g
the 7,000 financial institutions that are members of its asso-
ciation in the U.S. to register merchants who process adult
content and accept Visa cards for purchasing the material.
If the institutions don't comply, they risk losing their Vi s a
re l a t i o n s h i p .

R e c e n t l y, Web sites have begun to charge a fee to access
their material. A c c o rding to Visa, 80% of the 400 Web sites
it has identified as objectionable have been shut down by
law enforcement, or their Visa privileges have been
revoked. 

Visa began looking at the issue of adult entertainment in
late 2001 and wanted to make sure its cards were not being
used for illegal activity. The company said it looks at sites
and merchants on a case-by-case basis.  
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The first article in this series, published in the first February issue of The Gre e n
Sheet (February 10, 2003, issue 03:02:01), has generated much comment. Part II
of this article will dig deeper into some of the macro-economic issues of the
b a n k c a rd acquiring industry. This time we will try to relate some of this data to

those salespeople affectionately known in our industry as the "feet on the stre e t . "

One of the major unknowns in our industry is just how many people solicit and pro v i d e
services to the 4 million merchants in America. Charles Fote, Chairman and CEO of First
Data, said on his investor conference call on February 18, 2003 that 4,800 salespeople re p-
resent First Data's merchant business, selling all of its products. First Data and its alliance
partners acquired 44.6% of the nation's bankcard volume in 2002, according to the January
2003 GSQ figures (slightly adjusted by me). If First Data's "feet on the street" coverage is
typical, then 10,762 sales re p resentatives would be selling merchant services in the U.S. 

A c c o rding to one industry gadfly, Brett Mansdorf, there are between 24,000 and 28,000 re p s
on the street ("New Association's Aspiration: Pave the Way to Street Savvy," The Gre e n
Sheet, February 10, 2003, 03:02:01). Let's assume for the sake of discussion that these two
estimates re p resent the extremes of the range of the number of "feet on the street" in our
business. 

In Part II, I want to take a diff e rent perspective on the macro-economic landscape using
some of the information presented in previous articles in this series. You might need to
refer to those articles to understand some of what follows. 

Let's start with a discussion of some metrics of the four
non-bank public companies in our industry. These com-
panies in aggregate processed about 68.7% of the acquir-
ing volume in 2002, according to adjusted GSQ figure s .

These companies are First Data (44.6%), NPC (12.4%),
C o n c o rd EFS (7.0%) and Global Payment Systems (4.7%).
If we remove the earnings from Western Union,
TeleCheck, equipment and other non-recurring pro d u c t
sales, the STAR and NYCE networks, ATM driving,
Canada and other non-U.S. venues and other non-acquir-
ing revenues, the four companies claim annual re c u r r i n g
acquiring revenues of about $2.6 billion and operating
income of about $1.3 billion in the aggre g a t e .

If this is close to being accurate (these figures are pro b-
lematic to extract from the data reported) and also re p re-
sentative of the acquiring industry in general (two big
ifs!), then the industry produces net revenues of about
$3.8 billion (8.6% higher than the estimate calculated
using the discount-fee method used in Part I of this arti-
cle) and operating income of about $1.9 billion.

Now let's look again at the costs of processing a bankcard
transaction. These four companies process the vast
majority of the transactions not processed by Vital. Let's
assume each of these companies processes transactions
with a cost of 2.5 cents, including all fixed and variable
costs (a typical fee to a supersize merchant) and pro v i d e s
all help desk, back office and accounting functions for an
extra $100 per year per merc h a n t .
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Let's do the math: 2.5 cents times
17.1 billion transactions equals
$427.5 million and $100 per mer-
chant times 4 million merc h a n t s
equals $400 million for a total
cost of $827.5 million. These fig-

u res re p resent my best guesses of
what the actual fixed plus variable

" p rocessing costs" are on average for
the large transaction pro c e s s o r s .

If we take the $3.8 billion net revenue estimate, here is a
b reakout summary of where the net revenue dollars are
g o i n g :

Net Revenue ..............................3,800 million
Processing Costs ........................827.5 million
Gross Margin ............................2,972.5 million
Expenses ....................................1,072.5 million
Operating Income ......................1,900 million

If these numbers are in the ballpark, then $1.07 billion is
left to pay for all of the non-processing expenses of our
industry after taking out the processing costs and operat-
ing income. These non-processing expenses include all of
the operating costs of running the businesses – including
administration, finance, travel and entertainment, pro d-

uct development, the mergers and acquisitions depart-
ment, IT support, directors and officers insurance, mar-
keting, selling expenses, legal fees, office expenses, settle-
ment of class-action lawsuits, insurance, in-field service
and ... ISOs and all other sales compensation.

T h e re f o re, ladies and gentlemen with "feet on the stre e t , "
out of the $22.65 billion collected from the merchants in
this country for bankcard processing fees, only $1.07 bil-
lion is left for all of the expenses that the CEOs and the
B o a rds of Directors of the various businesses believe they
need to spend to continue to generate and grow the $1.9
billion of operating income generated in aggregate by
their companies.

How much of this $1.07 billion do you think is going
d i rectly into the pockets of those people called "the feet
on the street?" How much is allocated to pay for the in-
field servicing of the merchants – the additional duties
assumed by ISOs and their independent contractors for
the so-called face-to-face service of their merc h a n t s ?

The fact is that no one knows the answers to these ques-
tions. Because of the excessive lack of disclosure that
plagues our industry, we are forced to make educated
g u e s s e s .

Let's take a few hypothetical figures and see how they
play out. Let's assume, for example, that 20% of these
expenses are paid to the sales employees, independent
contractors and ISOs. That would mean that about $200
million is going to cover the income and expenses of the
10,762 to 26,000 salespeople in the industry.

If this estimate is close, then the average rep earns
between $7,692 and $18,584 to pay for his out-of-pocket
expenses and then to earn a living wage. Of course, these
residual commissions are supplemented by the extra
income from non-processing expenses, mostly fro m
equipment sales, as well as from income from non-indus-
try employment.

If the amount were 25%, the average pay to sales re p s
would be in the $23,230 to $9,615 range. At 15%, the range
is $13,938 to $5,769. It is hard to believe that more than
25% is going into the pockets of the sales reps. It is far eas-
ier to believe that less than 15% is a closer number. But,
for the sake of argument, let's assume that the average re p
earns somewhere between $5,769 and $23,230 in annual
residual earnings.

We all know that people can't make a living in this day
and age on that kind of money – even if they live in the
most remote parts of rural America. So how do these
10,762 to 26,000 people make a living?

Most of "the feet on the street" formerly earned a living
primarily by selling equipment for big prices. On the
F e b ruary 18 First Data investor call, a Wall Street analyst
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asked about FDC's accounting treatment for signing
bonuses. Fote said that about $275 million was generated
by FDC in product and equipment sales (this number was
excluded as non-recurring revenue and was not included
in the numbers above) and that the up-front expenses
such as signing bonuses were accounted for as equipment
c o s t s .

Equipment commissions have driven the sales models of
the majority of ISOs and sales re p resentatives in our
industry for the last 15 years. ISOs are clearly the pre-
f e r red channel of merchant acquisition for the larg e
a c q u i rers when there is no affinity relationship, such as a
banking relationship, to drive the merchant sale.

If merchant turnover is one-third because of merc h a n t s
going out of business and two-thirds because of changes
for competitive and "other" reasons (another statement on

the February 18 First Data call), then 500,000 to 800,000
m e rchants probably change processors in any given year.
Depending upon the economy, another 200,000 to 500,000
b a n k c a rd-accepting merchants change hands and/or
open their doors for the first time each year in the hopes
of achieving success, buying an existing business or start-
ing a new venture .

It's hard to believe, but some of these 700,000 to 1.3 mil-
lion merchants are not sophisticated and still have not
learned to shop for credit card terminals on eBay or at
Sam's or Costco or from an acquirer who does not focus
on the leasing game. In fact, some of them are so young or
new to America that they have never even heard of the
h o r ror stories of the Peachtree or Cherry Payment days.
Some of them have never even heard of the pre-FTC ver-
sion of Certified Merchant Services!

These naïve and inexperienced merchants form a pool of
potential victims for a four-year non-cancelable $59
equipment lease for a used piece of equipment manufac-
t u red in 1988 off e red with a "lifetime" warranty.

Ken Boodie, the co-founder of Horizon, used to joke that
the most dangerous place in America was the parking lot
during the grand opening of a new business because of all
the ISOs pulling into the parking lot at the same time try-
ing to get in the door first to lease a credit card terminal.

How many of these 700,000 to 1.3 million transitioning
m e rchant "opportunities" are candidates for a high-com-
mission equipment lease? A re there enough to support
10,762 or 26,000 "feet on the street?" If the average sales
p rofessional needs to earn $75,000 to pay his expenses
and live a reasonable lifestyle, then these 10,762 to 26,000
sales reps need to earn an aggregate total of $807 million
to $1.95 billion dollars – just to average $75,000 of income.
It appears that only about $200 million of that is coming
f rom recurring residual payments or sales salaries.

That means that 607,000 to 1.75 million equipment sales
with an average commission per merchant of $1,000 must
be generated to support the "feet on the street" under the
equipment leasing sales model. Clearly, high-priced
equipment leases aren't carrying the day any longer –
especially with the largest microticket lessor exiting the
business because of incredible losses on fraudulent leases!

Most veteran salespeople know that the days of earning a
$2,500 or a $1,000 equipment commission selling a $350
set of equipment are mostly in the past. In fact, the days
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of earning a $600 commission for sell-
ing a vanilla terminal are also com-
ing to an end. Companies such as
First Data that have covered the
u p - f ront costs of selling non-aff i n-
ity merchants through ISOs are on

a certain price-compression colli-
sion course, which I will lay out in

Part III of this article. 

The old days of the acquiring business are coming to an
end, and the new thinkers are taking over the industry in
the trenches while the guys with nothing to offer whine
about price compression and excessive competition.
That's what happens when your only "product" is trying
to make your merchant believe that he is getting a lower
p r i c e .

To d a y, there still might be enough naïve transitioning
m e rchants to allow some ISOs and sales reps to make a
living supplementing their $6,000 to $23,000 earnings
f rom recurring residual revenues with fat equipment
commissions. But as the nation's merchants (and sales
reps) learn more and more about the real costs of inter-
change, transaction processing and credit card equip-
ment, the ISOs hiring these reps are being forced to find
ways for their sales reps to earn money in other ways.

Enter gift cards, payroll processing, prepaid cards, check
t runcation, time and attendance, integrated software
applications, debit card issuance and a whole host of 21st-
century integrated and related merchant products. The
smart ISOs have learned to bundle other services and
p roducts into their service offerings to create re v e n u e
opportunities to support their sales organizations and
their own companies as well as provide real value to their
m e rchant customers.

A new day has dawned but, as always, a lot of folks are
sleeping in! More to follow.  

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.

To learn more about Heartland, visit www.hpsteammates.com or
w w w. h e a rtlandpaymentsystems.com, or e-mail Bob at
Bob.Carr@e-hps.com.
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Joe Kaplan knows the secret of
success, and he won't hesitate to
s h a re it with others: A s u c c e s s f u l
business is the result of success-

ful relationships. Kaplan, Pre s i d e n t ,
CEO and co-founder of Innovative
M e rchant Solutions (IMS), a billion dol-
lar bankcard pro c e s s o r, credits his
achievements with the fact that he serves
customers well. And he means re a l l y,
really well.

"I believe that you can be successful for
the rest of your life if you provide great service to one cus-
tomer because they know five people and they know five
people and they know five people," Kaplan said. "And
then it just kind of perpetuates." 

Innovative Merchant Solutions services more than 85,000
m e rchants. The company offers multiple payment-pro-
cessing solutions ranging from diff e rent types of
b a n k c a rd transactions, check guarantee and an Internet
payment gateway. IMS also owns its own bank and even
o ffers a concierge service to its merc h a n t s .

Kaplan believes that small businesses often don't have
time to seek out products and services for growing their
business. "If you can create a loyal merchant by servicing
them re a l l y, really well with one thing, then they'll utilize
all the other services that you have," he said. "After they
start to use more and more [of your services], the less
chance you have of them ever leaving you. You've got to
service your customer. "

Kaplan has a diverse background that includes working
in the meat-processing business before and after college,
graduating with a B.S. degree from UCLA, attending law
school for several years at Whittier College in Southern
California and, of course, making a name for himself in
the payment industry. 

"The industry is fast, it's dangerous, there's a great cast of
characters, it really attracts a unique group of people that
I believe are just awesome, and it's an opportunity that
y o u ' re the bearer of your own destiny," he said.

Kaplan started out in 1990 as a sales rep for Card s e r v i c e
International (CSI), and it didn't take him long to make a
mark. He said he noticed the company's agent pro g r a m
wasn't producing a lot of business – only about 400 deals
a month, so he asked CSI if he could "redesign" and ru n
the program. He did this by firing agents who were n ' t
p roducing any business, starting over again with a core
g roup of people, and then building from there .

Under Kaplan's direction, in 18 months CSI's agent pro-
gram grew from writing 400 deals a month to 3,000 a
month. "I off e red them the opportunity to feel more like
part of a company than just being an outside agent," he
said. "We created some great relationships and developed
better efficiencies than they ever had in the past, so it was
easier for them to do business."

Kaplan worked with CSI until September 1994 but even-
tually left the company because he felt as if its philoso-
phies were vastly diff e rent than his own. "I felt that the
industry was very production-oriented and not customer
service-oriented and that it needed to change," he said.
"Everybody can produce in this world. It's the ones that
can service and keep their customers happy and then cap-
italize on that relationship that I believe can succeed."

Superior Bankcard Service

Kaplan wanted to start his own business, so he sought out
a partner who shared a similar philosophy about pro v i d-
ing service. Tim Jochner was in charge of CSI's bankcard
p rogram at the Bank of Oakland. Kaplan says Jochner
helped CSI change from a marketing company into a
service company, so he asked Jochner to be his partner.
To g e t h e r, they started Superior Bankcard Service in
November 1994.

Kaplan and Jochner had trouble raising money for their
new venture, even after revising their business plan sev-
eral times (they had never created a business plan before ) .
So instead they turned to other means: their own savings
accounts. 

"At the time we invested all of our life savings, and we
really were too stupid to realize we could fail," said
Kaplan. "We just went at it. We knew that we knew how
to market and we knew how to service. And we knew
how to create relationships. And so whether it was
b a n k c a rd or something else, we would have an opportu-
nity to grow in whatever endeavor we undertook."
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Kaplan and Jochner hired a few people, and the staff quickly grew to seven.
" F o r t u n a t e l y, we found amazing people to work with at Superior, and we gre w
o rganically to become the eighth-largest non-bank acquirer in three years,"
Kaplan said. He attributes a lot of Superior's success to the service it pro v i d e d .
The company manned the phones with live operators and had less than 30-sec-
ond hold times.

As Superior gre w, the industry changed, too. Mergers and acquisitions become
m o re pre v a l e n t .

"Companies were rolling up into each other and buying one another. We felt
like if we didn't do something, we could be left in the lurch," Kaplan said. "Not
so much economically, but that we'd be so small and insignificant as a business
that we would really miss the boat."

Although business was strong – Superior was profitable and debt free – Kaplan
and Jochner decided to take control of their destiny. They negotiated a deal in
July 1998 to sell Superior to PMT Services, Inc., which then was merged with
N O VA Information Systems two months later. Kaplan and Jochner worked for
N O VA for a year and then "re t i red" in September 1999. 

Innovative Merchant Solutions

Kaplan said they "re t i red for a day" but soon realized they still wanted to stay
in the industry. So the two set out again and started Innovative Merc h a n t
S o l u t i o n s .

"It's not often in life you get to re c reate the wheel you've created before and
make up for all the mistakes along the way," Kaplan said.
" We had the knowledge we left with about the good, the
bad and the ugly, and we tried to create an even better
o rganization than we had before . "

Once they secured a location to build their headquarters,
they were up and running and processing transactions
within 30 days. Kaplan attributes their jumpstart to solid
relationships with vendors, great employees and persist-
ence. "One person's job was calling Pac Bell every 15 min-
utes to ask if our T1 line was going to be put in today," he
s a i d .

When Innovative Merchant Solutions opened for business
on October 11, 1999, its goal was to sign up 100 merc h a n t
accounts in 20 days. Kaplan said IMS signed 1,063 merc h a n t
accounts in 11 days and grew from there, to the point where
they were writing 5,000 accounts a month. The growth did-
n't stop. Kaplan estimates that, in the last three years, IMS
has written more than 100,000 accounts.

Innovative Bank

Kaplan believes that the banking industry, in general, is not
g reat at making impersonal relationships personal re l a t i o n-
ships, and this belief spurred IMS's next move.

" We felt that by the sheer nature of the contract a merc h a n t
has with the ISO and the bank that they are already a cus-
tomer of the bank, so we should be providing them with
checking accounts and also other things like loans and CDs
that go with banking services," he said.
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At the end of 2001, IMS purchased the Bank of Oakland –
the same bank where Jochner started as a teller and had
been working when he and Kaplan first partnered. They
changed its name to Innovative Bank in April 2002.

"Not only do we now go to a merchant and say, 'Can we
do your bankcard?' but we have the opportunity to dif-
f e rentiate ourselves and say, 'We can grow with you and
also maybe give you a loan,' " Kaplan said. "So we're help-
ing our customers get access to cash as well as pro v i d i n g
them checking account solutions and banking services."

IMS offers a myriad of products and services to keep its
m e rchants interested ... and coming back for more. The
company built proprietary systems that provide quick
a p p rovals on merchant accounts, offering same-day live
m e rchant numbers. IMS offers faxed leasing pro g r a m s
and has developed technology that allows merchants to

submit applications online with electronic signatures. The
company designs and develops its own gift card applica-
tions and provides Internet-based transaction pro c e s s i n g
s e r v i c e s .

"The industry has changed so much over time, you have
to find new ways to find the merchants and ultimately
keep them," said Kaplan. "We believe that we've devel-
oped the efficiencies and really kept one step ahead of the
changes by having things like loan programs and
c o n c i e rge services – just really pushing on diff e rent types
of products and services that are a little bit ahead of the
g a m e .

"Our goal is, let's have one phone call that a merchant can
make and eventually get all of their small-business serv-
ices from one line. As we create this trickle chain of all
these types of services, the agent who sold that account
originally starts making passive income on all these other
things that merchant uses, just because you serviced them
really well the first time."

Contributions

Kaplan believes in giving back to the industry that has
given him so much. Throughout his care e r, he has served
on several advisory boards such as VeriFone's and The
G reen Sheet's, and he also is on the advisory board for the
Lloyd Greif Center for Entre p reneurial Studies at the USC
Marshall School of Business. The board meets with stu-
dents and also helps define the objectives for the depart-
ment's strategic direction.  

"Being on the [USC] advisory board is just wonderful. It
allows me an opportunity to meet young entre p re n e u r s
who are fresh with ideas and desire, and everyone thinks
that I'm giving up my time to be with them when in re a l-
ity I'm learning so much," he said.

He also is on the Board of Directors of the Electro n i c
Transactions Association (ETA); he has been involved
with the ETA f rom its early stages and has seen it gro w
and change. "The ETA has been a great cornerstone of
g rowth to really help legitimize what we all do," he said.
" We came from obscurity to really an industry of stre n g t h
and knowledge."

Kaplan and his businesses have been decorated with
many honors, which are displayed proudly on IMS's We b
site. In June 2002, IMS was included in the top 10 of
E n t re p reneur Magazine's "Hot 100" list of the U.S.'s
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f a s t e s t - g rowing businesses. 

In addition, in October 2002 Los
Angeles Mayor James Hahn award-
ed IMS the Spirit Aw a rd, which re c-
ognizes businesses that help minor-
ity businesses succeed.

"These are not awards for me or my
partner; they're really awards of the
culmination of everybody's
h a rd work and dedication,"
Kaplan said. "Because you
receive one award today, or
because you've made a sale
t o d a y, or because you've had
a good day today doesn't
mean that you can rest on
your laurels for tomorro w. "

Part of the Family

Joe Kaplan prefers to use "we"
instead of "I" when speaking about
accomplishments, and there's pas-
sion in his voice when he talks
about the success of Innovative
M e rchant Solutions and its employ-
e e s .

"I wish I could take the credit, but
it's the people that work with us,
who are part of our family, and the
agents included, that really have
helped us grow and be a significant
f o rce in this industry," he said.

Innovative Merchant Solutions has
120 employees; most of them work
in Calabasas, Calif., providing cus-
tomer service 24 hours a day, seven
days a week, 365 days a year.

Kaplan said IMS trains all of its
employees in every aspect of the
business so that each employee
understands what others do and
how that relates to what that
employee does. All of this training
has other benefits, too. When IMS
operators send a call to customer
service and all reps are busy, the call
then rings on everyone's phone,
f rom the file clerk to Kaplan. 

" We ' re all able to answer that phone
call; in fact, over 88% of the calls
that we answer on overflow are
resolved by that same person who
answers the phone," he said. "[The

caller] is not pushed from one
department to another. Our one-
time call resolution is in the 90th
p e rcentile, and our one-time call
resolution by one person is in the
high 80s."

Kaplan's rigorous commitment to
customer service does not mean
that IMS employees don't get time

to let off steam. "If you were to
come to our workplace, you'd see
people throwing balls around, play-
ing video games; when it comes
time to work we are more eff i c i e n t
than most any company out there , "
he said. "No matter how large we
get or how many merchants we
have, we'll always still be a small
company with a lot of heart. For us,
we'll go wherever the wind takes
u s . "

As a 13-year veteran of the payment
i n d u s t r y, Kaplan has witnessed
many changes in the way business
is conducted, especially with the
adoption of new technologies.
" With the advent of the Internet, it's
become more of a faceless sale," he
said. "And whether that be dire c t
mail or Internet or an e-mail cam-
paign, we're becoming a commodi-
ty marketplace by not being person-
al anymore. And I'm fearful some-
times that merchants will feel like
it's a commodity as opposed to a
service industry. "

But Kaplan vows to keep pushing
f o r w a rd and holding true to his
beliefs. "If you don't deviate fro m
your own value set, then good
things will happen," he said. "It's
not something that you have to
f o rce. Too often people don't have
patience and they won't work at a
long-term benefit. It's really about
building foundations and re l a t i o n-
ships."  
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Get ready.



Your upfront bonus and 
r e s i d ual income are about to take of f.

Total Merchant Services has launched the most lucrative pay plan in the industry.

UPFRONT BONUS
We've set aside more than $1 million to pay you upfront
money for simply writing an account on our program. Our
production bonus program has no limits. It’s NOT a signing
bonus. You earn $100 per deal, every single month. Writing
only 10 deals a month makes you $1,000 more each month.
And the sky’s the limit!

You can make even more with our conversion bonuses. For
each merchant currently processing over $10,000/month,
we pay you $150 to $250. We’ll also pay you an extra $1,000
bonus on your first 10 leases. [Leasing program funded by
Lease Finance Group (LFG), a division of CIT.]

RESIDUAL INCOME
Take advantage of our “choice” program to maximize your
earnings. You get to choose, on a merchant-by-merchant
basis, either our lucrative revenue-sharing program, or 
our aggressive buy-rate program. On average, our sales
partners earn $30 to $40 per month on each account!

FREE SERVICES
Count down our list of free services. Marketing materials;
color brochures; business cards; customizable website;
conversion assistance and merchant training; pin pad
swap-out and encryption; dedicated sales partner terminal
support team; wireless activation fees; Internet payment
gateway software from Authorize.net and Plug ‘N Pay 
a web-based transaction information management tool 
for your merchants; sales training events including 
payment for your airf a re, hotel and meals; and many 
other FREE services you can find out about by calling or 
visiting our website.

WANT YOUR UPFRONT AND RESUDUAL INCOME TO TAKE OFF?

CONTACT TOTAL MERCHANT SERVICES TODAY.

1-888-84TOTAL, ext. 411
www.upfrontandresiduals.com

255 Gold Rivers Road | Third Floor | Basalt, Colorado 81621 





The year was 1988. Many
agents on the street were
f rustrated by account-
a p p roval obstacles. But

Chuck and Lisa Burtzloff believed
that if they could take down those
obstacles, agents would gladly join
their new company. Through hard
work, honesty and making good on
their promises, Card s e r v i c e
International grew and subsequent-
ly set the bar for other independent
sales org a n i z a t i o n s .

" You can't find too many companies
with the same name, same business
model and same leadership that
have been around for 15 years," says
Chuck's son John, a Senior Vi c e
P resident with the company. "One
reason we stick out is that we have
stayed the course and stayed
f o c u s e d . "

That focus is clearly seen in CSI's
reported figures. The company serv-
ices 200,000 merchants, which trans-
lates to 125 million transactions
annually totaling $12 billion in cre d-
it card volume. CSI attributes these
i m p ressive figures to its 250 sales
o ffices nationwide, re p resenting an
army of 2,500 sales agents. It boasts
7,000 to 8,000 new accounts each
month, all processed through its
one-day approval system.

" We approve accounts better than
anyone in the industry," John
B u r t z l o ff says. "We offer a lot of sup-
port for our sales agents and man-
age risk well. Our departments do a
better job than anyone else in the
industry for small to midsize mer-
chants. And we do it with passion.

"Our real advantage is our honesty.
It breaks out in many diff e rent ways.
We've added so much support and
intangibles that an ISO couldn't get
a n y w h e re else. We establish re l a-
tionships. We provide a roof over
their head. We ' re not going any-
w h e re, and in this industry it's nice
to have somebody have your back."

And Cardservice does have the back
of its agents. Among its 800 employ-
ees are 20 reps in a sales-support
division that responds immediately
to calls from agents. 

"What makes it unique for our ISOs
out there is that they have an oppor-
tunity to call who they need in the
shop," says Burtzloff. "Most have a
relationship with someone in our
support department. For instance, if
we have a high-risk account and
funds need to be held, the agent that
handles that particular account can
call up right away and discuss the
situation. Their rep works thro u g h
the details. We make it easy to navi-
gate through the building." 

Hand in hand with support is train-
ing. At CSI headquarters in
Moorpark, Calif., a dedicated sales
training group conducts on-site
seminars as well as hub seminars
a round the country throughout the
y e a r. Cardservice brings agents in
and flies out to introduce new pro d-
ucts and services as well as pro v i d e
continuing education on what's
working ... and what's not. Online
training modules, CDs and other
c o m p rehensive materials also are
s t a n d a rd for Cardservice ISO sup-
p o r t .
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Cardservice
International

Wholly owned subsidiary of First Data Corp. 
(NYSE: FDC)

ISO contact:
John Burtzloff, Senior Vice President, Sales and

Marketing
Phone: 800-456-5989
E-mail: jburtzloff@csi-corp.com

Company address:
6101 Condor Drive
Moorpark, CA 93021
Phone: 800-456-5902
Fax: 805-523-3218
Web site: www.cardservice.com

ISO benefits:
• 15-year track record.
• One-day approval system.
• Excellent access through sales-support division.
• Conducts on-site seminars as well as hub semi-

nars around the country throughout the year.
• Acquisition by First Data has meant creative

opportunities for agents.

Still Growing after All These Years



One new program garnering considerable attention and
support is Cardservice's online application, My A g e n t
O ffice. MAO is a Web-based product and is all-inclusive
for any agent to run a business successfully. It pro v i d e s
hands-on support ranging from managing residuals to
o rdering equipment to real-time reporting on account sta-
tus. 

While Cardservice's pricing may not be the lowest in the
bucket, it's not the highest.

"Our costs are very competitive in our niche, and that
niche is high risk as well as acro s s - t h e - b o a rd small to
midsize merchants," Burtzloff says. "We focus on what we
a re good at, and we are in the process of putting together
p rograms that will be even more competitively priced.

" We plan on offering more services that ISOs can make

money off of. The more we give them, the more money
they will make and the more they will feel secure and
continue to do business with us."

Whom does Cardservice want to do business with? 

"Over the last year, our regional sales managers have
been working extremely hard to develop re l a t i o n s h i p s
with anybody in the industry and even those that are n ’ t
in the industry that can mutually benefit from what we
a re creating. A d d i t i o n a l l y, we are focusing on the guys
who are looking for a diff e rent opportunity as well as the
new kids on the block. Our services benefit both the new
guys as well as the seasoned agent. Some of those agents
have large portfolios, and it was difficult for them to come
a b o a rd because we didn't have programs and services
they could benefit from. Now we do."

P e rhaps one the reasons that Cardservice looks a bit dif-
f e rent is the recent acquisition by First Data Corp., the
superpower in electronic commerce and payment servic-
es. First Data acquired the remaining 50% ownership
i n t e rest in Cardservice International on Dec. 28, 2001.
Since 1997, First Data had held a 50% ownership. 

" We have been fortunate to have First Data behind us,"
says Burtzloff. "With lots of advantages and power
behind us, we've been able to put together creative oppor-
tunities for our agents. They are a great group of guys.
Doug McNary, our new CEO, came from First Data, and
you couldn't get a better guy in this position. He is a sales
g u y, and it's unique to find a corporate guy with sales
f o c u s .

"First Data has always been a good partner, and now they
a re a great owner. They understand this market."

As for disadvantages of the new ownership, Burtzloff
says, "We may be limited in the way we can go out and
re c ruit diff e rent ISOs. Payment and residual stru c t u re has
been a bit of a challenge, but we are still very competitive.
Under Doug's leadership, we're rolling out new pro g r a m s
and definitely changing the landscape." 

Those changes have not gone unnoticed by Card s e r v i c e
sales offices. Rich Yanek, President of Cardservice of
Vi rginia, has been part of the CSI family since 1992 and is
optimistic about the new ownership. 

"The changes I've noticed is that they are more focused on
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"Our services benefit both the new guys as well as the seasoned agent. Some of those agents have
large portfolios, and it was difficult for them to come aboard because we didn't have programs and
services they could benefit from. Now we do."

– John Burtzloff, Senior Vice President
CardserviceInternational





the success of sales, the long-term
success of sales," says Yanek. "They
a re looking to make aggre s s i v e
changes to be competitive with
other ISO and agent offerings. These
a re positive changes."

Yanek sees many benefits in being
associated with Cardservice, includ-
ing underwriting and risk manage-
m e n t .

"They take on risks we don't have to
worry about," says Yanek. "ISOs
deal with a lot of risks, and
C a rdservice absorbs all of it as part
of their offer to agents. Their sup-
port in general is very strong. They
have a great infrastru c t u re that
makes doing business pretty easy.
And that support extends to our
m e rchants as well." 

F red Dickstein, President of
C a rdservice of Gold Coast in Fort
L a u d e rdale, Fla., echoes those senti-
ments. 

"I've been affiliated with
C a rdservice since 1993," says
Dickstein. "When I started in the
business, no one but Card s e r v i c e
a p p roved merchant accounts. It was
like going out on a boat and you
caught all these great fish but
w e ren't allowed to eat them. No one
wanted swordfish or mahi mahi.
Everything you wrote was cri-
t i q u e d .

"Then Cardservice came along and
had the ability to approve it all.
They looked for the best quality and
still do it today. They look for a re a-
son to approve rather than a re a s o n
to deny. That's the big diff e re n c e
f rom everyone else out there . "

Dickstein has an interesting opinion
about Cardservice's evolution: 

"Chuck Burtzloff maximized
C a rdservice and took it to the
heights of a private owner, higher
than anyone else could take a busi-
ness. When he reached that height,
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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

"ISOs deal with a lot of
risks, and Cardservice

absorbs all of it as part of
their offer to agents. Their
support in general is very
strong. They have a great
infrastructure that makes

doing business pretty easy.
And that support extends

to our merchants as well." 

– Rich Yanek, President
Cardservice of Virginia 



HARRIET
HATES
c h e c ks.
Now POS approves
her checks in 
9 seconds…deposits
her money in 
48 hours…for pennies
per 
check, no 
discount rate, including 
guarantee!

That’s why so many merchants are asking for Paid 
On Signing. It converts a paper check to a debit trans-
action at the point of sale…quickly and securely,
in “REAL-TIME”.

Paid On Signing is a Payment Option Solutions
product for ISOs and acquirers, processors or agent
banks. Looking for an exciting new product for new
and existing customers? Payment Option Solutions, LLC

800 Shames Drive
Westbury, NY 11590

888.767.7674
516.333.8954 (Fax)

www.paymentoptionsolutions.com

Checking security for merchants. 
Checking income for you.

Get with the POS prog ram and start making real transaction income today.

Visit us at the ETA in Las Vegas. Booth #1023



w h e re else was he left to go? It had
to be to a company with the stre n g t h
of First Data to lead Cardservice to
even greater heights.

"It's good to be affiliated with the
tops in the business. There's no
other company out there with better
p rograms. Cardservice offers the
best imaginable, and with the power
of First Data and Cardservice com-
bined, it's a whole new level in the
b a n k c a rd processing industry. "

John Burtzloff admits that while
"over the last year, there has been
some uncertainty" about the First
Data buyout, Cardservice is doing
exceptionally well.

" We are coming out ahead," he says.
"The biggest challenge now is get-
ting the new programs out on the
s t reet. The message is, 'We have
really changed and now there ' s
some serious opportunity here . '

"The challenge isn't the new owner-

ship. First Data didn't purchase a
building or a bunch of merc h a n t s .
What they bought was a pro v e n
sales and marketing force. This isn't
a case of an evil stepmother coming
in. Especially as Chuck's son I was a
bit nervous, but Doug and First
Data are the perfect fit. They under-
stood what they purchased and are
giving us the opportunity to gro w.
We couldn't be happier. "

John Burtzloff believes Card s e r v i c e
can convert that happiness into
p ro f i t s .

"The biggest challenge facing our
industry remains competition and
ease of a guy to become his own
ISO," he says. "It could turn our
industry into a commodities game,
and that can only hurt us. I see some
m e rgers working. I see the industry
shrinking and coming back to a
working level. However, you can't
keep dropping your prices. If you
d rop costs, there will be no money
left for anyone to make. Let's level it

out and give merchants more bene-
fits, better equipment and better
service rather than the cheapest
p r i c e .

"For Cardservice, I definitely see an
exciting year after we've imple-
mented our marketing plan and
p rograms. We are going to go out
and do a heavy re c ruiting push.
We ' re going to say, 'Here are our
changes.' Whoever wants to come
a b o a rd will be in for an exciting
r i d e . "

It's all summed up in the
C a rdservice philosophy, which is
backed up by the company's history.
Times change, but what worked for
the company in 1988 is still working.
" We are creating a great enviro n-
ment for sales agents, a place easy
for them to do business, as well as
c reating a diff e rent opportunity for
ISOs not with us to be extre m e l y
special," John Burtzloff says. "That
was our philosophy then, and it is
even more so today."  
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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





When the black cloud of
fraud showers a tor-
rent of trouble onto
your merchant's We b

site, how strong is your security
u m b rella? What tools do you pro-
vide to keep transactions clean and
dry? If your products aren't getting
the job done, consider a new servic-
es provider that promises to pro t e c t
retail Web sites from the fraud
s t o r m .

F r a u d S c rub.com launched its pro d-
ucts at the 2002 ETA M i d y e a r
Meeting in Seattle. With a larg e
booth displaying eye-catching
graphics, it garnered a lot of atten-
tion. What kept everyone's attention
was FraudScrub.com's offering: cut-
ting-edge fraud and risk filters.

F r a u d S c rub.com takes online trans-
action data, scrubs it through a
series of filters, then advises
whether the transaction will pro v e
p roblematic. That's the simple
description of a complex and tech-
nologically advanced system that is
the fledgling child of an established
o rg a n i z a t i o n .

In 1997, four entre p reneurs came
together in Florida. They saw an
opportunity to help small to midsize
businesses easily and quickly set up
Internet-based credit card transac-
tion services. 

" We ' re not from a banking back-
g round," says Richard Kwiat,
P resident and CEO of
F r a u d S c rub.com. "We were fro m
retail and sales and insurance, but
we were anxious to contribute and

add value to the Internet. It was a
p u re entre p reneurial spirit, and the
result was We b s i t e B i l l i n g . "

WebsiteBilling is the parent compa-
ny of FraudScrub.com. Its young off-
spring takes advantage of its five
years of credit card transactional
technology and databases, convert-
ing that experience and re s o u rc e s
into a product that can team with all
players on the electronic payment-
p rocessing field.  

" F r a u d S c rub.com was born out of an
idea we came up with last year, "
says Kwiat. "We depend on technol-
ogy to protect us from fraud, which
unfortunately now is substantial.
Routers are being sniffed as data is
being flown by. Why not take that
technology and come up with a
m o re flexible product to work with
everyone online – acquirers, pro c e s-
sors, banks, ISOs or even direct to
m e rchants. We created a fraud gate-
w a y." 

A c c o rding to Kwiat, the pro p r i e t a r y
technology contained in
F r a u d S c rub.com's gateway off e r s
robust solutions allowing flexible
communication to diff e rent entities
all sharing in the risk of online trans-
actions. The solutions come in the
form of two types of scrubs that uti-
lize state-of-the-art ruleset and neu-
ral technology.  

The first is a "plain scrub" that incor-
porates internal filters and ru l e s e t
t e c h n o l o g y. If the transaction doesn't
pass this test, it gets declined. The
second is a "scrub and authoriza-
tion," which relies on a more sophis-
ticated system of neural technology. 
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FraudScrub.com

ISO contact:
Evin Daly, VP, Marketing and Sales
Phone: 866-fraud41 (866-372-8341)
E-mail: evin@fraudscrub.com

Company address:
5555 Hollywood Blvd.
Hollywood, FL 33021
Phone: 866-fraud41 (866-372-8341)
Fax: 954-987-5675
Web site: www.fraudscrub.com

ISO benefits:
• Eager to work with ISO channel.
• Proprietary gateway technology offers robust

solutions allowing flexible communication to
different entities all sharing in the risk of
online transactions.

• Offers two kinds of "scrubs" – "plain scrub" and
"scrub and authorization."

• Can plug in such standards as MasterCard and
Verified by Visa.

• Can intercept both planned fraud and friendly
fraud.

Wash Away Your Fraud Blues



"Neural technology is fairly special,
especially at the price we off e r," says
Kwiat. "It's more sophisticated and
complements ruleset by analyzing
all aspects of the sale with a pro f i l e
developed by our software. It looks
at the transaction and compares it to
transactions we have history on."

Based on a company's need, both are
available with diff e rent interfaces.
F r a u d S c rub.com even can handle a
simple setup for companies that
want complete control of appro v a l
and opt to go as deep as they wish
on a per-transaction basis. It appears
both solutions are poised to set
F r a u d S c rub.com apart from the
competition on their own merits,
coupled with other diff e rentiators. 

"Not only do we offer a great pro d-
uct, but we understand the weak-
nesses and strengths of the industry
and our competitors," Kwiat says.
" We have sophisticated technology
that is priced at pennies per scru b .
Our products are designed for quick

and easy setup, in some cases just 30
minutes. Our plug-ins manage risk
as opposed to authentication. Our
services complement each other so
we can manage risk on a wider
scale." 

Contributing to that scale is
F r a u d S c rub.com's ability to plug in
such standards as MasterCard and
Verified by Visa. Complying with
Visa regulations, FraudScru b . c o m ' s
systems speak only through secure
connections. 

F r a u d S c rub.com is just as serious
about its strategic alliances. Its latest
is with iShopSecure, Inc., which has
been working with We b s i t e B i l l i n g
for more than a year and re c e n t l y
p a r t n e red with FraudScub.com.

"They are great people," says Joseph
McDonell, President and COO of
i S h o p S e c u re. "We have always liked
R i c h a rd and Roland. They work
well together, and we like partner-
ing with good people. No one wants

to do business with people they
don't like."

How does iShopSecure feel about
what this alliance brings to its off e r-
ing table?  

"Our product is a high-end fraud-
elimination product. Theirs is more
of a scoring system," McDonell says.
" We find that merchants are using
some kind of scoring system, and
inevitably our system is right
behind those. When suspect transac-
tions are defined, they funnel down
to us. When combined with
F r a u d S c rub.com's product, we can
help a merchant define which trans-
action needs to be authenticated. It's
a whole turnkey solution. It's also a
c ro s s - reseller re l a t i o n s h i p . "

i S h o p S e c u re's expectations for the
new partnership are just as pro m i s-
ing. 

" We feel we can launch this thro u g h
our reseller relationships as well as
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bring it to large merchants looking for
this type of solution," says McDonell.
" T h e re are a good number of mer-
chants who don't have fraud sys-
tems in place or they are not
happy with their current sys-
tems. We will be able to
i n t roduce or replace with
this entire turnkey solution.
And, at FraudScru b . c o m ' s
end, they'll be doing the
same. We all want to elimi-
nate fraud."

F r a u d S c rub.com is seeking
other partners with that same
fraudbusting desire. 

" We'd like to partner with other
companies that offer unique meth-
ods of authentication that will set well
alongside our product," says Kwiat. "For
instance, we are speaking to Equifax. We are
always open to forming strong alliances. We are looking
for companies with reliability and market re c o g n i t i o n . "

What type of transactions can Fraud.Scrub.com actually
s c rub? "Both planned fraud and friendly fraud," says
Kwiat. "Friendly fraud gives a merchant more trouble. It's

h a rder to spot, and with online transac-
tions it's a nastier problem. While a

stolen card is easy to spot, human
deception is more diff i c u l t . "

To combat both fraud types,
F r a u d S c rub.com maintains a
database of all types of trans-
actions. Its software sets up a
p rofile, examining sensitive
a reas and finer points of
transactions, and then takes
a snapshot of it. 

" We don't access each transac-
tion in our history database,"

says Kwiat. "We have millions
of transactions in our history. We

do a comparison to a specific point
of information in those snapshots.

Then we transfer the 'experience' into
our database, not all the data."

The appeal to merchants is obvious. Is the appeal to ISOs
just as contagious? FraudScrub.com is hoping so.

" We want to work with ISOs, but we've not done a lot of
marketing yet," says Kwiat. "As ISOs set up online mer-
chants, it behooves them to line up fraud services for
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"We want to work
with ISOs, but we've not done

a lot of marketing yet. As ISOs set
up online merchants, it behooves 
them to line up fraud services for 

their merchants as well. That's where
we come in. Our partner programs allow

for 100% sharing in revenue of all
transactions we scrub. "

–Richard Kwiat, President and CEO
FraudScrub.com



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



their merchants as well. That's
w h e re we come in. Our partner pro-
grams allow for 100% sharing in re v-
enue of all transactions we scru b .
We also offer private label. We don't
need to be seen by the end user. "

F r a u d S c rub.com is in beta testing
with a number of national ISOs.
While the ISO channel is part of
F r a u d S c rub.com's future, its curre n t
market is focused on large business-
es. 

"When you look at people who share
risks, our target market is acquiring
banks, processors and large mer-
chants," says Kwiat. "We are not that
experienced with the ISO communi-
ty and are open to working with any
with solid banking re l a t i o n s . "

Gaining market share with the ISO
community presents a challenge
F r a u d S c rub.com probably will over-
come. What may not be as easy is
taking advantage of all market

opportunities.  

"Our biggest challenge is thro w i n g
the re s o u rces at it to take advantage
of the potential out there," says
Kwiat. "We have the right product at
the right time but, like so many,
money is an issue. We do have fund-
ing but are always looking for more ,
particularly when an opportunity is
in front of you. It's a matter of how
quickly you can race to it."

Kwiat sees fraud as gaining in the
race. He sees the lack of product as
the biggest obstacle facing the pay-
m e n t - p rocessing industry.

" R e g a rding fraud, it has been the
lack of tools available to merc h a n t s , "
says Kwiat. "While we are certainly
optimistic with Visa and
M a s t e r C a rd's products making a
dent, that remains to be seen. The
need for our product came about
because no one had the magic tool. I
see Verified by Visa as a step in the

right direction, but as long as there
a re people out there on the Internet
who are intelligent, they will try to
c i rcumvent whatever system is out
t h e re. It is an ongoing battle."

Kwiat is banking on
F r a u d S c rub.com being a mighty
f o rce in that battle. 

"I' d like to see us become a standard
in the industry partnered with
p rocessors and banks and be a re c-
ognized product or add-on to help
manage merchant accounts," says
Kwiat. 

" We believe that we will help every-
one in a number of ways by helping
m e rchants keep their fraud costs
down. With the cost of losing mer-
chandise as well as extremely pro-
hibitive costs of chargebacks that
exceed card association thre s h o l d s ,
what is the alternative? We pro v i d e
a revenue opportunity. It's a win-
win situation for everyone."  
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We will build a pay structure
to fit your needs, just ask.

• No application fees
• Quick easy approvals
• Commissions paid daily
• Residuals paid by the 11th
• Earn thousands in cash bonuses
• Faxed applications accepted
• Unlimited marketing materials

ONLINE AGENT SUPPORT allows agents to view residuals,
merchant accounts, merchant notes, shipping details, payroll and more.

Contact Recruitment
recruitment@csiprocessing.com

1-888-571-0299
www.csiprocessing.com



Copyright © 2003 US Merchant Systems. All rights reserved.

Confused?
Choosing the right processing relationship is
often confusing and a hassle. It is important
that bankcard professionals focus on the val-
ues that will help them succeed. Real values
like “care” and “financial growth.”

Yeah sure, we offer an “interchange plus”
pricing structure, revenue share in all fee
categories and online reporting. But without
care, and a plan for personal growth, it’s
tough in this industry to develop the “kitten”
into the “lion.” We can help you grow.

We understand that there are many
agent/ISO programs out there. Choosing
one is not exactly easy — we have been in
your shoes, we built this company from
scratch ten years ago. Contact us and we’ll
give you a clear overview of our programs.

• Free POS equipment upgrade program.
• Lead generation program.
• Revenue-share in all fee categories.
• Virtual office support (email, voice mail, 

web presence and online reporting).
• Stock options.
• Training for your representatives.
• Residual advance buyout — up to 24X.
• Agent bank program.
• And more goodies of what you expect

from a good processing partner.

For details, contact Tannon McCaleb:
800.655.8767 Ext. 262
or by email at: tannonm@usms.com

Newark, CA
www.usms.com



Ads and Payments
on One Terminal
CDT 8810
VeriFone, Inc. and Hand Held Products, Inc.

Two payment industry leaders, VeriFone, Inc.
and Hand Held Products, Inc (HHP), have
come together to offer a total solution for re t a i l-
ers at the checkout lane: a point-of-sale termi-

nal that supports payment processing and the display of
a d v e r t i s i n g .

The CDT 8810 is a sophisticated customer display termi-
nal that supports debit and credit payments, PIN entry
for debit and EBT transactions, access to smart cards, elec-
t ronic signature capture and presentment, line-item trans-
action details and on-screen banner advertising.

The device integrates an HHP terminal with Ve r i F o n e
s o f t w a re and installation and support services. The CDT
8810's features include a 1/4 VGA full-color touch scre e n
d i s p l a y, 32-bit processing, 16 megabytes of memory and a
triple-track hybrid card re a d e r.

The companies tested and designed the CDT 8810 for
d u r a b i l i t y, such as drop-testing it on concrete and pro-

tecting the product with a patented, replaceable scre e n
p rotection system that blocks intrusion of water and dust.

A national retail drug store chain liked the CDT 8810 so
much that it contracted for 6,000 units, replacing a pre v i-
ous vendor.

Changing Your Mind about
Wireless Transactions
PocketChange
Wi rca, Inc.

Instead of digging through your pockets for cash or
s p a re change to make that purchase, why not pull
out your wireless phone or PDA? Wi rca, Inc. has
developed a wireless payment technology called

PocketChange that allows consumers to use their mobile
devices to make purchases at their favorite retail locations
and also enables merchants to accept these types of pay-
m e n t s .

PocketChange is a cashless payment network designed
for the stores, restaurants and vending machines con-
sumers visit every day. Mobile phone users already have
everything they need to use the system: their curre n t
mobile phone, their current service provider and their
c u r rent financial institution. Wi rca says 120 million
Americans with a mobile phone can make a purchase in a
PocketChange-enabled retail store .

For merchants, adding the solution is low-cost and easy
to implement. It re q u i res a simple hard w a re upgrade in
Multi Drop Bus (MDB)-enabled vending machines, and at
other retail locations, Wi rca leverages the use of existing
point-of-sale hard w a re – only a software upgrade is
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VeriFone, Inc.

2455 Augustine Drive 
Santa Clara, CA 95054 
1 - 8 0 0 - Ve r i F o n e
w w w. v e r i f o n e . c o m

Hand Held Pro d u c t s ,
Inc. (HHP)

700 Visions Drive
P.O. Box 208
Skaneateles Falls, 

NY 13153-0208 
1 - 8 0 0 - 7 8 2 - 4 2 6 3
w w w. h h p . c o m



re q u i red. Plus, Wi rca says its independent authorizing
network allows merchants to reduce the cost of credit and
debit transaction fees.

The solution is secure, too. Consumers' credit card infor-
mation is stored only on Wi rca's secure servers and not on
the mobile device. PocketChange also does not send a
person's personal information or credit card number to
any store or merchant when he or she makes a purc h a s e .
Wi rca is testing PocketChange in several diff e rent mar-
kets in the U.S. with consumers. 

Some of the merchants and restaurants participating in
the pilot program include Hallmark, Here f o rd House,
Jack Stack, The Learning Tree, Planet Sub, Yahooz and
Zipz Conoco.

Wi rca, Inc.

9537 W. 87th Stre e t
Overland Park, KS 66212
9 1 3 - 3 8 3 - 2 4 0 0
w w w. w i rc a . c o m

A Truly Digit-al Solution
bCheck
B i o P a y,  LLC

BioPay's technology and products bring the con-
venience and reality of biometric payments to
the consumer. The company's latest offering, a
p roduct called bCheck, allows consumers to

make purchases using their index fingers rather than
writing a check or swiping a credit or debit card .

H e re's how it works: A m e rchant scans a participating
customer's driver's license or other form of ID and the
customer's index fingers; checking account information is
also captured and the data is stored securely in BioPay's
Indivio database. BioPay says the enrollment process can
be completed in less than two minutes.

To make a purchase, a customer enters his or her phone
number into the bCheck terminal, places an index finger
on the scanning bed and then confirms the amount for
p u rchase. The transaction is similar to a traditional check
payment, but settlement is made electronically thro u g h
an ACH. The customer's fingerprint serves as the signa-
t u re on a check.

Family-owned Santoni's Supermarket in Baltimore has
signed on to using bCheck in its store, which handled
m o re than 1.2 million customers in 2002.

BioPay says merchants using bCheck will reduce their
p rocessing costs, payment handling and losses caused by
fraudulent transactions. The company says its transaction
costs are 75% less than the costs of credit card and off l i n e
debit card transactions.

And since recent studies show that consumers are more
willing then ever to try out biometric technology for pay-
ments (“Bring on the Biometrics,” FYISOs, The Gre e n
Sheet, January 27, 2003, issue 03:01:02), merchants might
find themselves asking: Why not?  

B i o P a y, LLC

580 Herndon Parkway, Suite 100
H e rndon, VA 20170
1-866-324-6729 (toll fre e )
w w w. b i o p a y. c o m
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EZCheck makes everything about Check
Conversion and Check Guarantee services
easy. In fact with all we have to offer, even the
decision to join is easy. Partner with us now
and you’ll enjoy some of the best advantages
in the industry.

• Lifetime residual income

• Faxed applications accepted

• Merchant approvals and downloads 
within 24 hours

• Compatible with most equipment 
and platforms 

• No hidden fees

• No surprises (no kidding)

We’ve even made getting started easy.
Just call 1-800-797-5302 ext. 303 or
313. Or email michaels@EZChk.com.

© 2003 EZCheck Check Services. All rights reserved.

Easy Guarantees.

Easy Conversions.

Easy Approvals.

Easy Residuals.

Easy Decision.





N E W S
Symbol and HHP in Patent War

Hand Held Products, Inc. (HHP) and S y m b o l
Technologies, Inc. a re in the heat of battle over patents.
Symbol Technologies announced it is suing HHP in the
United States District Court for the District of Delaware
for infringing on 12 of Symbol's patents, which are re l a t-
ed to imager-based bar code readers, integrated termi-
nals (batch and wireless) and engines.

Since HHP had earlier accused Symbol of patent
infringement, alleging breach of contract re g a rd i n g
Symbol's use of HHP Technology at the U.S. Postal
Service (HHP filed a suit in U.S. District Court We s t e r n
District of North Carolina on July 20, 2001), a condition
of Symbol's lawsuit is that HHP d e c l a re that 36 of
HHP's patents are not infringed by any Symbol bar code
scanning system or are otherwise invalid or un-enforc e-
a b l e .

Major Retailers Sued in Patent Dispute

Coral Gables, Fla.-based Default Proof Credit Card
System, Inc. filed a lawsuit against Home Depot Inc.,
Starbucks Corp., Wal-Mart Stores Inc. a n d Sam's Club,
claiming the companies violated its patent on pre p a i d
debit cards, according to a story in the Miami Daily
Business Review. In its lawsuit, Default Proof said it
should be paid a licensing fee for each transaction. The
company filed suit Jan. 15, 2003 in the U.S. District
Court for the Southern District of Florida. Default Pro o f
applied for the patent in 1997 and was granted it in June
2002 (patent 6,405,182), which covers a "system for dis-
pensing prepaid debit cards through computerized
point-of-sale terminals."

More Banks to Block Online Gambling

New York State Attorney General Eliot Spitzer
enjoyed another victory in his continued fight against
illegal online gambling. Ten more banks signed an
a g reement with Spitzer to block cardholders from using
their credit cards for online gaming transactions. The
banks also agreed to pay a combined total of $335,000 in
settlement costs to the state of New York. The  banks are :

• Cayuga Bank (now First Niagara Bank)
• Chemung Canal Trust Company
• First Consumers National Bank
• First Premier Bank
• Merrick Bank
• Peoples Bank
• Trustco Bank
• USAA Federal Savings Bank
• US Bank NA
• Wells Fargo Financial Bank

Spitzer began his anti-online gambling campaign in
June 2002, when C i t i b a n k was the first to agree to block
these types of transactions. Many other credit card
issuers have implemented blocking mechanisms,
including American Express, Providian, Bank of
America, Fleet, Direct Merchants Bank, MBNA a n d
Chase Manhattan.

2002 e-Commerce Sales up from 2001 

The U.S. Department of Commerce reported in its U.S.
Census Bureau quarterly report on e-commerce statis-
tics that Q4 2002 retail e-commerce sales totaled $14.3
billion, an increase of 29.3% from the previous quarter.
Online retail sales, which accounted for 1.6% of total
retail sales in Q4 2002, were $869.6 billion, up fro m
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➤ U.S. Consumer Confidence Index fell to 64.0 in February 2003 (down from 78.8 in January), its lowest level
since October 1993, the Conference Board reported.

➤ Sunoco, Inc. will purchase 193 of Speedway SuperAmerica's direct retail sites in the Southeast for $140 million.
➤ Kmart Corp.' s plan to close 316 stores was approved by a federal bankruptcy judge.
➤ Save Mart Supermarkets purchased 17 Food4Less locations from Fleming Companies, Inc. and also agreed to

buy from the company an additional 11 Food4Less locations in California. 
➤ Longs Drug Stores Corp. will slash 170 jobs, citing a sharp decline in its Q4 2002 profit.
➤ Gart Sports Company and The Sports Authority, Inc. announced a merger; the combined company will be

called The Sports Authority, Inc., and its headquarters will be in Englewood, Colo.



$827.5 billion in Q3 2002. The Department of Commerc e
estimated total e-commerce sales for 2002 at $45.6 bil-
lion, an increase of 26.9% from 2001. Total retail sales in
2002 increased 3.1% from 2001.

Convenience Stores Increase in Number

A c c o rding to the NACS/TDLinx Official Industry
Store Count published by NACS, the total number of
convenience stores in the U.S. was 132,424 at the end of
2002. In 2001, the official store count was 124,516 store s .
Nearly 59% of all stores are owned and operated as a
o n e - s t o re business or franchise. Texas has the most con-
venience stores (12,688 stores), followed by California
(9,149), Florida (8,984), New York (5,969) and North
C a rolina (5,674).

A N N O U N C E M E N T S
NACHA Council Focused on EBT

Recognizing that EBT cards have been widely adopted
in the U.S., NACHA-The Electronic Payments
A s s o c i a t i o n's EBT Council (established in 1995) has
changed its name to the "Electronic Benefits and
Services Council" to better reflect its new mission: "to
a s s u re that EBT standards and operating rules re m a i n
relevant and that they accommodate a variety of gov-
ernmental payments and services using existing and
e m e rging technologies."

TNS Marks 5,000 ATMs

TNS Smart Network Inc. announced it reached a mile-
stone on February 20, 2003: The company now pro c e s s-
es for 5,000 ATMs in Canada. TNS said this is a 100%
i n c rease in ATMs within 12 months. TNS is a Canadian
private service bureau for third-party AT M s .

MagTek Offers USB Connectivity

Since many users of M a g Tek, Inc.'s Mini-MICR check
reader prefer to connect it to a PC, MagTek now off e r s
its product with a USB (universal serial bus) interface.
The Mini-MICR check reader is compatible with USB 2.0
and 1.1. The RS232 and keyboard wedge models are still
a v a i l a b l e .

PA RT N E R S H I P S
Starbucks Plans New Credit Card 

Starbucks Corp. announced plans to offer its own cre d-
it card that also allows cardholders to prepay for their
lattes, mochas, baked goods and other treats by loading
money onto the card. The company has joined forc e s
with financial industry leaders Bank One Corp. a n d
Visa U.S.A. to make it happen. Starbucks said it plans to
launch the card in late fall 2003 and will use a "signifi-
cant portion" of profits from the card to support social
and environmental causes.

Certegy and NPC Form Alliance

Certegy Inc. a n d National Processing Co. have part-
n e red in check processing. Certegy will offer full-service
check processing to NPC's merchants, and NPC will
support Certegy check products, including check war-
ranty and verification, electronic check authorization,
ACH services and consumer- n o t - p resent solutions.

Certegy also announced it will provide electronic check
conversion and imaging services to Price Chopper
Supermarkets chains in the Northeast. The initial imple-
mentation began in 2002, and Certegy said the rollout to
all Price Chopper locations would be completed by May
2 0 0 3 .

Hypercom in Northeast Supermarkets

Hannaford Bros. Co. selected Hypercom Corp.'s ICE
5500M credit card payment terminal for at least 100 of
its multilane supermarkets, including stores under the
Shop'n Save and Hannaford names, throughout Maine,
New York, New Hampshire, Vermont and
Massachusetts. Hypercom expects to deploy more than
2,000 terminals.

Global Payments Expands
with California Bank

Global Payments Inc. expanded its merchant services
p rogram with Union Bank of California to include ter-
minal deployment, terminal replacement and re p a i r,
and training and documentation services for merc h a n t s
using Global Payments' processing services.

DAS Partners with Union Bank Co.

Diversified Acquiring Solutions Sales Corporation
Inc., (DAS) and Columbus Grove, Ohio-based T h e
Union Bank Company e n t e red into a merchant re f e r r a l
p rogram whereby The Union Bank Company will re f e r
new merchant business to DAS (and receive re f e r r a l
income and residual income on all processed volume),
and DAS will handle the sale, set-up and servicing of
the processing re l a t i o n s h i p s .

A C Q U I S I T I O N S
Coinstar Acquires Prizm

Coinstar Inc. a c q u i red Prizm Te c h n o l o g y, Inc . ,
Coinstar's partner in a 75-store, prepaid wireless super-
market pilot. Financial terms of the deal have not been
disclosed. Coinstar owns and operates coin-counting
machines in supermarkets throughout the U.S., Canada
and the UK. Prizm developed and deploys TO P - U P
services and terminals, which allow consumers to pur-
chase services such as prepaid wireless minutes, bill
payment, automated check cashing and wire transfers
at un-attended TO P - U P kiosks. Terminals are placed in
h i g h - t r a ffic retailer areas such as shopping malls, con-
venience stores and universities.
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Cardtronics Moves into Malls

C a r d t r o n i c s expanded its ATM portfolio beyond re t a i l
p e t roleum and convenience stores by acquiring
CenterCourt Cash, Inc.'s 22 ATMs and transaction pro-
cessing contracts that are for locations in 10 shopping
malls across the U.S. Of the 22 new locations, 19 AT M s
a re located in California, and the other three are in
Seattle and Baltimore .

FDC Processing More Payments in Europe 

First Data Corp. signed an agreement to acquire
TeleCash Kommunikations-Service GmbH f rom T-
Systems International GmbH, a division of Deutsche
Telekom AG. TeleCash is an electronic payment net-
work operator of 166,000 point-of-sale terminals that
arms merchants with the ability to accept debit and
c redit card payments.

Innovus Merges with Momentum

New Orleans-based Innovus, Inc. (formerly A u t o m a t e d
Technology Machines, Inc.) and Houston-based
Momentum Cash Systems have merged and will do
business under the name of Innovus, Inc. A N e w
Orleans real estate developer, Joseph Canizaro, now
owns the company.

A P P O I N T M E N T S
Discover Hires Abagnale as Advisor

"Catch Me If You Can" author Frank Abagnale, whose
life story also was recently made into a movie starring
L e o n a rdo DiCaprio, will serve as an advisor/consultant
on fraud prevention for Discover Financial Services, a
business unit of Morgan Stanley. Discover Card has
scheduled Abagnale, featured in the February 24, 2003
issue of The Green Sheet ("Notice to Fraudsters: 'Cash
Me If You Can,' " 03:02:02) to appear at several retail and
m e rchant association conferences where he will discuss
his life experiences, provide fraud prevention work-
shops and seminars, and sign copies of his books.

EZCheck Recruits New President

Randy Rutledge joined E Z C h e c k as President and
Chief Executive Officer; he also will serve on the com-
pany's Board of Directors. Rutledge has more than 22
years' experience in financial services. Most re c e n t l y, he
was Senior Vice President and Chief Marketing Off i c e r
of TeleCheck Services, Inc., a subsidiary of First Data
Corp., where he worked 17 years. Rutledge also was on
the TeleCheck Executive Committee and the First Data
Operating Committee.

FDMS to Expand in Supermarket Services

First Data Merchant Services h i red Joseph Ve n e z i a a s
Vice President of Market Development for the super-
market industry. Venezia previously served as
Marketing Director with the Scott's Co. and also worked

about eight years with the Proctor and Gamble Co. in
brand management and marketing.

Vodafone on Mobile Payment Board

The Mobile Payment Forum selected A l e s s a n d r a
D e l l ' O t t i as Steering Group Chair. Dell'Otti is Head of
M - C o m m e rce, Product Development for Vo d a f o n e
G roup, PLC. The Forum is a global alliance of org a n i z a-
tions from the mobile and financial industries, dedicat-
ed to advancing mobile (m) commerce. The Forum's 12-
seat board includes NEC Corp., Nokia Corp. and T-
Mobile International and re p resentatives fro m
American Express Co., JCB Co., Ltd., MasterCard
International, NTT DoCoMo, Oracle, Telecom Italia
Mobile, Visa International and Vo d a f o n e .

CrossCheck Appoints SVP 

Chris Schumacher has been appointed Senior Vi c e
P resident at CrossCheck, Inc. Schumacher pre v i o u s l y
worked at Transworld Systems, Inc. (TSI) in several dif-
f e rent positions; his most recent was Director of
Operations at TSI's corporate headquarters. He also
oversaw TSI's collection operations in Honolulu and
Los Angeles. 

TransFirst Promotes Joni Floyd

Tr a n s F i r s t recently named Joni Floyd P resident of
S h a red Services Division. Floyd is a 22-year veteran of
bank data services and e-commerce industries and has
been a member of A ffiliated Computer Services, Inc.
management team from 1990 through 2000, where she
served in several executive positions, including
Executive Vice President of the Electronic Commerc e
Division. Floyd had served as TransFirst's Vi c e
P resident of Strategic Development since 2001.

Symbol Hires Fortune 500 Veteran

Symbol Technologies, Inc. hired Mark T. Greenquist
as Senior Vice President and Chief Financial Off i c e r.
G reenquist has served in numerous positions at General
Motors Corp., including at GM's New York tre a s u re r ' s
o ffice handling corporate finance, capital markets, for-
eign exchange and commodity hedging, and investor
relations. He has experience with GM's European oper-
ations as Tre a s u rer of Saab Automobile and CFO and
Managing Director of GM Poland. Greenquist also
worked as Vice President and Corporate Tre a s u rer of
Delta Air Lines and most recently oversaw executive
management and financial operations at A g e re Systems.

CheckFree Names Vice Chair 

Payment-industry veteran Mark A. Johnson has accept-
ed the position of Vice Chairman for CheckFree Corp. ' s
B o a rd of Directors. Johnson has worked in several exec-
utive positions at CheckFree for more than 18 years and
has served on the company's Board since 1982. He left
the company in 2000 to form e-RM Ve n t u res, a private
investing consultancy. His background also includes
stints at The Federal Reserve Bank and Bank One.  
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As a general rule the most successful man in 
life is the man who has the best information. 

– Benjamin Disraeli (1804-1881)

For Your Information

We get a lot of calls looking for information
on companies. While it is our policy to not
recommend any particular company, we
can share some tips on how to dig up some

of the information you are looking for. There are many
re s o u rces right at your fingertips.

First, we always suggest that you search our Web site,
w w w. g re e n s h e e t . c o m. All past issues are posted and
available for re s e a rch. You get better results if you can
n a r row down the search. For instance, typing in "equip-
ment resellers" probably will get you a few thousand hits.
But if you narrow down the parameters a bit to "equip-
ment resellers check imaging," you will get a handful of
hits that you can more easily navigate. 

Our next suggestion is to post your question on our ISO
F o rum, which was developed specifically to enable ISOs
to share information with each other. One of our re a d e r s
may be able to assist you in your searc h .

T h e re are many Web sites available to find information on
various companies. There's w w w. h o o v e r s . c o m, which has
some information available at no cost; for some of it, how-
e v e r, you must be a subscriber. If you want information
about a business's credit, w w w. i n f o u s a . c o m c h a rges a
nominal fee for reports on the company, its locations and
its key personnel.

If the company is public, you can pull up all of its filings
at w w w. s e c . g o v. The EDGAR database is available at no
cost and is easy to use. You can search by company name
or by the name of an officer of the company.

Not sure who really owns a company? Try looking up its
corporation status. This can be a little tricky if you don't
know the state of incorporation. Always start with the
state in which the company is headquartered. Delaware is
a popular state for incorporations, as is Nevada.
Corporations usually are regulated through the Secre t a r y
of State.

Other places that are helpful in information searches are
the Federal Trade Commission and the Better Business

B u reau. You can check to see if a company has complaints
filed. The FTC Web site is w w w. f t c . g o v. The Better
Business Bureau can be found at w w w. b b b . o rg.

Another Web site that might prove useful to you is
w w w. v i r t u a l g u m s h o e . c o m, which has many re s o u rces for
looking up corporate re c o rds, phone numbers, e-mail
a d d resses and much more. The site is arranged in a user-
friendly fashion and is easy to navigate.

Don't forget to run a general Internet search. There are
h u n d reds of search engines available. One way to searc h
multiple engines is to use w w w. d o g p i l e . c o m, which will
return hits from 10 diff e rent search engines. 

S e a rching for all of this information can be somewhat
time-consuming, but your persistence will pay off in the
e n d .

What's in a Name?

You've been polishing your image for months,
making sure the first impression you leave with
people is that of a knowledgeable, competent
sales professional. Your cold-calling skills are

sharpened and you are motivated and ready to hit the
s t reets. You set your appointments and are getting re a d y
to send out an e-mail message to your prospects. Yo u
write a brilliant message and send it off. But how will
your prospects respond to correspondence from ilovebar-
n e y @ y a h o o . c o m ?

Many people forget that the address they use for their e-
mail is another reflection of their business. Some of us
have set up personal e-mail accounts and have chosen
names that reflect our personalities or interests. A n u m b e r
of these names are tongue-in-cheek or just sarcastic. This
might be the first contact you have with some of your
clients, and you certainly don't want to give the wro n g
i m p re s s i o n .

Just as you have dressed up your home address either by
using an alternate address such as a "suite" at the local
Mail Depot or renaming your apartment building as a
business park, you should consider an alternate e-mail



a d d ress for your business. This is not as daunting a task
as it may seem. Diff e rent options are readily available
and quite aff o rd a b l e .

I d e a l l y, you will have a domain name for your company
and can set up e-mail through this. It is easy for your
contacts to remember an e-mail address that contains
both your name and your company's name
( J o h n . D o e @ A B C Widgets.com). They might not associate
your hobby with you and your business if your addre s s
is basketballnut@aol.com. Make it easy for prospects to
contact you and keep your e-mail address somewhat
i n t u i t i v e .

If you have not set up your own domain, it might be an
expense to consider. You first need to register a domain
name. The cost for this service is approximately $15-35
per year. Next, you will need to find a hosting service. A
quick search on the Internet will yield numerous com-
panies to choose from. If you are just going to use your
domain for e-mail, the cost for hosting should be about
$10-15 per month. 

Even if you choose to not set up your own domain, it is
much more professional to use your name with your
c u r rent e-mail account than a nickname. Most ISPs
(Internet Service Providers) allow you to set up more
than one mailbox. Choose a name that incorporates
either your company name or your own name. 

If the name you prefer is taken, try another variation.
For example, if your name is Susan Smith, you can try: 

s m i t h @ m s n . c o m
s u s a n s m i t h @ m s n . c o m
s s m i t h @ m s n . c o m
s m i t h s u s a n @ m s n . c o m

s m i t h s @ m s n . c o m

If none of these is available, add a special character to
the name. One of the more common characters to add is
the underscore. For example: 

s u s a n _ s m i t h @ m s n . c o m

Whichever option you choose, you can be sure that the
image you are creating is professional. You now have a
c redible address to use to correspond with your
p rospects and clients. Save the other name for friends
and family.
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ETA 2003 Annual Meeting and Expo

Highlights: “Beat the Odds” and raise the stakes for your compa-
ny's success at the Electronic Transactions Association's big
annual gathering in Las Vegas. Companies from all areas of the
financial services industry will be there showcasing products and
services; attendees from executives to vendors will have plenty of
networking opportunities. The event opens on Tuesday, April 8
with meeting registration, an all-day golf tournament and an
evening welcoming party with exhibitors. An ETA University
Basic Training session is scheduled for 8:30 a.m. to 4:30 p.m.
General and educational sessions and an exhibition covering
50,000 square feet will follow April 9-10. 

When: April 8-10, 2003 
Where: MGM Grand, Las Vegas 
Registration Fees: Vary by ETA membership status, workshop

selections, activities and registration date 
How to Sign Up: Visit www.electran.org, phone 800-695-5509

or e-mail Shawn Canfield at ETA headquarters at 
s.canfield@electran.org

NACHA-The Electronic Payments Association 
Payments 2003: Managing the Transition to Electronic Payments

Highlights: The markets for electronic payments continue to grow
as companies and individuals around the world demand faster,
cheaper and easier means of conducting business. More than
100 sessions delivered by a broad spectrum of payment industry
experts will provide practical information from people who are
implementing electronic payments. Issues to be covered include
practical research findings, fraud prevention and risk manage-
ment, optimizing ACH services, security and privacy and essen-
tial elements for success in managing your electronic payment
transitions. A golf tournament and gala evening are two of the
additional events in which you can participate.

When: April 27-30, 2003
Where: Orlando World Center Marriott Resort & Convention

Center, Orlando, Fla.
Registration Fees: Vary by membership status and events

attended.
How to Sign Up: Visit www.nacha.org/conferences/ or phone

703-561-1100.

Good Selling!

Paul H. Green
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TRIAD

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

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

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

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

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

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

Then watch good things begin to happen.

S M

INTRODUCING TRIAD.SM

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

SM
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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

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

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
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING SER-
V 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

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

Business Payment Systems
(877) 700-7947 x242

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

First American Payment Systems
(866) GO4 FA P S

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

F M B S
(800) 966-5641

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

Global Payments
(800) 801-9552

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

The Resource Guide has grown to
accommodate increased interest!

To add your company to our 
expanding listing, 

call 800-757-4441 today.
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M 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

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

Global Payments Inc.
(416) 847-4477

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

M e rchant Services Incorporated
(800) CARDSWIPE x7934 

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

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 c a rd Payment Systems
(866) 987-7200

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

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

Business Payment Systems
(877) 700-7947 x242

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

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 M B S
(800) 966-5641

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 P D 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 x236

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
A B C L e a s i n g

(877) 222-9929
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

L O YA LT Y C A R D S
F L E X G I F T / U M S I

(800) 260-3388 x236

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

B - C H e X
(877) 700-7947 x242

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

The Resource Guide is paid classified advertising. The Green Sheet is not responsible for and does not  recommend or endorse any product or service. Advertisers and advertising agencies agree to indemnify
and hold the publisher harmless from any claims, damage, or expense resulting from printing or            publishing of any advertisement.





POS SUPPLIES

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

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

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

The Horizon Gro u p
(888) 265-2220

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

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

PROCESSORS LOOKING 
FOR ISOs

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

Global Payments
(800) 801-9552

Lynk Systems, Inc.
(866) 828-5965

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

U S A e P a y. c o m
(866) USAePay (872-3729)

SITE SURV E Y S

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

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

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

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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