
What's in your portfolio? Where do you go to sell the
p roducts and services you re p resent? Who are
your customers? Do you understand the various
ways all those diff e rent merchants do business?

Do you know how those businesses run? No business in any
industry operates solely on its own. 

The concept of doing business depends on relationships of sup-
ply and demand, of providing products and solutions that fill
needs. Customers depend on merchants and vendors to supply
goods and services who in turn are customers themselves of
other vendors, and so on.
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Food Marketing Institute
Opens MLS Opportunities
by the Shopping Bag Full

See FMI on Page 47

If you feel inclined to maximize the value creation of your hard-
earned portfolio (check and card), and who doesn't, then take the
time to do business with those firms that don't take the easy way
out by pulling the trigger to raise rates as if it is a foregone con-
clusion.

See "Beyond Bankcard," New Feature on Page 68



www.thales-e-trans.com
888.726.3900

Payment is secure where you find the Thales Point 

W h e rever you find the Thales point, you 
find proven expertise in payment transaction 
solutions and services. From our reliable, 
easy-to-use Talento line to our high-perf o rm a n c e
A rtema Mobile and Portable terminals, Thales is
raising the bar to ensure secure payments for
the Wo r l d ’s merc h a n t s .

Self-Service Payment
Thales makes encrypted 
PIN pads and secure card
readers used in ATMs and
vending machines. Thales
offers a whole range of
payment handling solutions
to manufacturers of self
service equipment.
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Mobile Payment
Thales mobile terminals
guarantee fast, secure 
payment transactions 
anywhere. Primarily 
developed to enable 
delivery services, taxis
street vendors, and 
limousines, the unit is
also great for up scale
retail points-of-sale.

Desktop Payment
Thales builds terminals 
using the latest and 
most reliable technology
to make point-of-sale 
transactions easier,
faster, and more secure.
Talento is the terminal 
of choice for many, while
Artema Desk is designed
for the most demanding 
retail points-of-sale.

Portable Payment
Thales guarantees fast,
secure payment 
transactions where short
range mobility is helpful.
Restaurants, for example,
benefit from the service
advantages, convenience,
and economics of debit
by handling payments 
right at the table with 
Thales Artema portable
solutions.

Multilane 
In some countries, Thales
offers integrated solutions
designed for multilane
environments such as 
grocery stores. With their
unique architecture, these
solutions can be adapted 
to any company’s existing
point-of-sale data system.
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S m a r t  Ca rds? Don 't  Be Fooled

I read the cover story in The Green Sheet on smart cards ("Smart
Card Graduating from Exception to Acceptance," May 26, 2003,
issue 03:05:02), and have to say that it will be a long time, if ever,
before smart cards become an integral part of payments in this
country.

After experiencing first hand the Visa Cash introduction in Atlanta
and serving at Visa in the chip product office, I am more than a bit
skeptical that the technology will ever take off in the U.S. bankcard
industry.

The magnetic stripe infrastructure and low cost telecommunications
will make widespread chip acceptance at the point-of-sale very dif-
ficult to achieve.

Since all cards will have to carry a mag stripe until universal chip
issuance and acceptance is achieved, why make the investment? In
this countr y, as far as payment systems are concerned, chip cards
may be a solution looking for a problem.

Jack Dale
CEO

Entandem Inc. 

These  Te rm ina l s Ar en ' t  F in i shed  . . .  Ye t

We seem to be having new policies regarding the Hypercom T7P,
the Trans 460, the Trans 420 and the Zon Jr. Apparently, we can no
longer accept applications from merchants who are planning to use
these terminals because of compliance regulations. 

Does this seem accurate? I still see these terminals
for sale all over the industry. Thanks.

John Hajewski
Account Representative

Cardservice International

John:

Some of the equipment you mentioned faces compliance limitations.
Visa and MasterCard often mandate new compliance regulations.
Some equipment (Zon Jr.) is just old technology. Manufacturers are
always coming out with new and approved terminals, and any
processor would want to offer its merchants the best possible choic-
es. 

We have been told that Cardservice International continues to sup-
port Hypercom T7P and VeriFone's Trans 460, the Trans 420 and the
Zon Jr.

Editor

Revved Up fo r  Fu l l  Report

Where can I find a comprehensive review or comparisons of the dif-
ferent terminals – similar to the new car comparisons that you might
read in Motor Trend Magazine?  Simply viewing the different man-
ufacturers' PDFs doesn't tell the whole story. Thanks.

Gary Spears
ISO/North American Bancard

Gary:

Our GSQ V5N4 is our annual equipment report. You should be able
to find what you are looking for in there. This issue may be viewed
online at  www.greensheet.com/gsq/Secured-/gsq2002.html

Editor



N E W S

Vital's Network Flatlines for Three Hours

Part of Vital Processing Services' authorization system
was shut down for 3 1/2 hours on June 3, 2003.
A c c o rding to a statement issued by Vital, the network
supporting merchant dial terminals and Internet pay-
ments was disrupted, but authorizations from Vi s a N e t
Access Point and Vital SARATO G A connections were
not impacted. The vast majority of Visa transactions
w e re not interrupted and the VisaNet system was not
d i rectly affected, according to Vi t a l .

Vital estimates that about 10% of its total authorization
volume was affected, based on normal expectations for
the first Tuesday of the month for dial and Internet
authorizations. A s o u rce close to Vital said it was a pre-
viously undetected flaw in Vital Processing's core sys-
tem that caused the failure across the main and all
redundant systems and sites following a routine daily
p rocess. The software's design flaw did not become
a p p a rent until the June 3 failure occurred. It took sever-
al hours before the problem was identified, diagnosed
and resolved, the source said.

In its statement, Vital said its acquiring clients were
notified of the interruption in authorizations as soon as
it occurred. The company continued to update its clients

t h rough e-mails and phone calls. Vital's Merchant Help
Desk notified merchants of the situation and advised
them accord i n g l y. This is the first disruption of Vi t a l ' s
dial authorization network in 10 years, according to the
c o m p a n y. Vital said it is taking corrective measures to
p revent a repeat of the event.

Concord Acquisition Review Extended

U.S. antitrust regulators will extend their investigation
into First Data Corp.'s acquisition of rival Concord EFS,
I n c . The U.S. Department of Justice and 10 state attor-
neys general, including New York's and California's, are
closely reviewing the terms of the deal and have asked
for more information from the companies. The combi-
nation of FDC and Concord, including FDC's NYCE
ATM network and Concord's STAR, MAC and Cash
Station networks, would give it control over about 70%
of PIN-based debit card transactions. First Data has
a rgued that the merger would allow it to better compete
with Visa and MasterCard's signature-based debit card
networks (First Data has only a quarter of signature -
based debit market share). Analysts have speculated
that FDC will have to purge its NYCE network in ord e r
for the deal to go thro u g h .

Computer Worm Targets Banks

The U.S. government issued a warning to banks re g a rd-
ing a computer virus called BugBear. B whose goal is to
steal corporate passwords from the computers of

➤ U.S retailers reported only modest gains in same-store sales in May 2003, citing poor weather in the
Northeast and a weak job market overall (the unemployment rate rose to 6.1% in May). The Goldman Sachs
composite index of same-store sales rose 1.5% in May, compared with a 2.4% gain in April.

➤ Mexico's retail sales rose 3.2% in March 2003, fueled largely by consumer spending, reported the govern-
ment's statistics institute.

➤ Best Buy Co. Inc. plans to open 24 more stores spread throughout 17 states by March 2004, with stores in
new cities Twin Falls, Idaho; Rapid City, S.D.; and Charlottesville, Va. Best Buy currently has 550 stores in 48
states.

➤ Sears, Roebuck and Co. is looking to sell its National Tire & Battery and Orchard Supply Hardware chains.
Sears plans to use the money from the sale to build freestanding stores called Sears Grand, which will com-
pete with faster-growing rivals Wal-Mart Stores, Kohl's Corp. and Target Corp.

➤ Department stores are thinking small to accommodate how time-pressed and cash-strapped adults shop,
Reuters reported. For instance, in addition to Sears, Roebuck and Co.’s plans to open Sears Grand stores,
May Department Stores Co. is opening some smaller stores in strip malls. Developers now build fewer malls
and, by contrast, build more shopping centers of less than 100,000 square feet. 
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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
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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



employees who work at financial institutions. The
worm targets all consumers' computers but is written to
look for domain names of at least 1,200 banks aro u n d
the world, including J . P. Morgan Chase & Co.,
American Express Co., Wachovia Corp., Bank of
America Corp. and Citibank N.A. If one of these names
is found on the computer, the worm steals password s
and other sensitive data and e-mails it out on the
Internet. The FBI is investigating the attack, which had
s p read to tens of thousands of consumer computers the
week of June 2, 2003 and to about 164 countries in its
first 24 hours.

Visa Hits $1 Trillion Milestone

Vi s a said U.S. consumers used Visa-branded payment
c a rds for more than $1 trillion in transactions during a
12-month period for the first time. One trillion is a hard
number to comprehend, so Visa off e red some diff e re n t
ways of thinking about it:

• $1 trillion could buy 162,000 Harley-Davidson motorcy-
cles every day for a year.

• $1 trillion is greater than the combined volume of all
other U.S. payment organizations, including
MasterCard, American Express and Discover.

• $1 trillion means an average of $32,000 went through
Visa's system every second of every day over the 12-

month period ending March 31, 2003.
• $1 trillion means $12 of every $100 that consumers

spend in the U.S. is spent using a Visa card.
• $1 trillion is 10 percent of the 2002 GDP in the U.S.

A N N O U N C E M E N T S

BioPay Hits 3 Milestones

B i o P a y, LLC announced it has surpassed three major
milestones with its biometric technology. BioPay has
verified more than $1 billion in financial transactions,
p rocessed more than three million financial transactions
and enrolled more than 500,000 consumers in its
Paycheck Secure and bCheck biometric systems.

Blackstone Adds ERC

B l a c k s t o n e now offers electronic receipt capture (ERC)
hosting services for merchants. With ERC, Blackstone
s t o res digital signatures and receipts captured at the
point-of-sale; if there are any issues with the transaction,
Blackstone will forward the data electronically to the
p rocessor for resolution. Merchants also can access
copies of their receipts through Blackstone's Web site.

Ezic Fights Fraud with Visa 

Ezic announced it has added Verified by Visa to its
fraud protection solution. Verified by Visa is a card-
holder authentication process for card - n o t - p re s e n t
transactions. Merchants who use this service are pro-
tected from liability for fraudulent uses of Visa card s .

Wallner Receives Technology Leader Award

Hypercom Corp. a w a rded founder George Wa l l n e r i t s
2003 Payment Industry Luminary award at its Global
Partners conference in New Orleans. Wallner founded
H y p e rcom 25 years ago in Australia and relocated the
company headquarters to the U.S. in 1989. Many in the
industry re g a rd him as a visionary behind the develop-
ment of many of today's electronic transaction technolo-
gies. Previous recipients of the award include Henry C.
Duques (2002) and Hatim Tyabji (2001).

Ingenico Terminal Milestone

I n g e n i c o announced it has shipped its 200,000th eN-
Touch 1000 touch screen and signature capture multi-
lane terminal to retailers in the U.S. such as Wa l - M a r t ,
Home Depot, Toys "R" Us, 7-Eleven, Safeway, Eckerd
D rug, SAM's, Orc h a rd Supply, Kmart, Sports A u t h o r i t y,
O ffice Depot, Cingular Wi reless, NCR, Kyrus and The
Wiz. The eN- Touch 1000 enables merchants to accept
c redit, debit and electronic benefits payments.

PayPal Wins Webby

eBay's online payment service P a y P a l won a We b b y

Page 8





a w a rd in the Finance category for its Web site. The nom-
inees for the Finance category included ClearStation, E-
LOAN, Quicken.com and Yahoo! Finance.

Oregon DMVs to get ATMs

Portland, Ore.-based Peregrin Te c h n o l o g i e s i s
installing ATMs at Driver and Motor Vehicle Services
(DMV) offices across Oregon so residents can easily
access cash to pay for their licenses, vehicle re g i s t r a t i o n
and other DMV fees. Peregrin will place NexTr a n ' s
ComNet 2000 ATMs at 49 DMV offices by the end of
June 2003 and also will furnish the ATMs with cash and
supply an armored car service.

ISO Name Change

Franklin, Tenn.-based ISO Bancard Solutions changed
its name to Solveras Payment Systems. The company
said the new name better reflects its expanding payment
services offerings, which include equipment, software
and processing support for MasterCard, Visa, A m e r i c a n
E x p ress and Discover Card transactions, debit card pro-
cessing, Internet-based virtual terminal systems, elec-
t ronic check services and electronic gift card s .

New Web site for Sales Reps

Total Merchant Services unveiled a new Web site,
w w w. u p f r o n t a n d r e s i d u a l s . c o m, to support its "Upfro n t
and Residuals" pay plan. The site provides information
on Total Merchant Services' upfront bonus pro g r a m ,
residual income pay plan options, free services, under-
writing guidelines and documentation re q u i re m e n t s ,
the leasing program and the equipment vendor pro-
grams. Sales partners also can register online or submit
a request to have someone contact them.

WesPay Pubs on Sale

Selected Western Payments Alliance (We s P a y ) p u b l i c a-
tions are on sale through June 30, 2003, with savings up
to 75% off the member discounted price and discounts
for nonmembers as well. Choose from more than 25
titles. Some of the titles on sale include:

• 2003 ACH Rules & Guidelines, member price $33, on
sale for $25

• Uniform Commercial Code Article 4A and the ACH
System, member price $60, on sale for $45

• Guide to Collecting Lost/Destroyed Checks Through the
ACH, member price $18, on sale for $5

For more information, contact WesPay at 415-433-1230.

PA RT N E R S H I P S

Cynergy Data Selects Gateway

Cynergy Data selected Plug 'n Pay Technologies, Inc.' s

F r a u d Trak 2 and RiskTrak products to provide Internet
gateway services and fraud protection to its customers.
C y n e rgy Data offers customers payment services such
as credit, debit and EBT card processing; check conver-
sion and guarantee; electronic gift card processing; and
equipment leasing and sales.

First Hawaiian Helps Merchants Fight Fraud

First Hawaiian Bank will offer Mentor, Ohio-based
CardinalCommerce Corp. 's payment authentication
s o f t w a re, Cardinal Centinel, to its online merchant cus-
tomers. First Hawaiian Bank is a subsidiary of BancWe s t
Corp. Cardinal Centinel helps reduce fraudulent online
transactions and guarantees payment to online mer-
c h a n t s .

The software is targeted for acquiring banks, merc h a n t
service providers and their merchant customers.

McDonald's Picks eMac's POS Software 

McDonald's Corp. selected eMac Digital to develop its
point-of-sale software system. McDonald's pre v i o u s l y
owned a partial stake in eMac, but with the recent pur-
chase of McDonald's share of the company by A c c e l -
KKR, a private equity firm and eMac co-founder, eMac
is now an independent copany.

Keycorp Terminals at Toys "R" Us

Toys "R" Us (Canada) Ltd. has selected K e y c o r p
Canada Inc.'s K23 payment terminals for all of its store s
in Canada. Keycorp said this is the first use of its termi-
nals in a multilane retail environment and also the first
time the terminals will be integrated with existing POS
systems at a major re t a i l e r. More than 650 of the termi-
nals will be installed at the Canada Toys "R" Us loca-
t i o n s .

MedCom Picks Global eTelecom

L M L Payment Systems Inc. announced that its licensee
Global eTelecom, Inc. will provide MedCom USA, Inc.
with integrated check processing services for the health
c a re industry. MedCom's health care unit, called
M e d C a rd, provides services to physicians, clinics and
hospitals such as patient eligibility, paperless claims
p rocessing, electronic referrals, patient easy pay, cre d-
it/debit cards and check guarantee.

Moneris, Devon Bank Continue Alliance 

In an extended multiyear renewal agreement, M o n e r i s
S o l u t i o n s will continue to provide Chicago-based
Devon Bank 's business customers with credit card pro-
cessing services. Moneris and Devon Bank (formerly
Harris Bank Merchant Services) first partnered in 1982
when Devon had only about 30 merchant customers.
The bank now has more than 225 merc h a n t s .
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Mac's Hires Paymentech, eFunds

P a y m e n t e c h will provide payment-processing services
for Columbus, Ind.-based Mac's Convenience Store' s
brands, which include 625 locations of Mac's, Big Foot,
Dairy Mart, and Handy Andy locations. The transac-
tions will be processed through VeriFone, Inc.'s Ruby
system. Mac's also selected eFunds Corp. to be its pri-
mary ATM pro v i d e r. Mac's bought 379 frame-re l a y
ATMs from eFunds to place in its convenience stores so
customers can make faster transactions.

Visa Pushes Contactless Payments

Visa International and Netherlands-based R o y a l
Philips Electronics have joined forces to develop and
p romote the use of contactless chip technology for pay-
ment transactions around the world. The two org a n i z a-
tions plan to explore partnerships with handset and
e l e c t ronic device manufacturers and service pro v i d e r s
in areas such as gaming, ticketing, music, mass transit
and home shopping.

Two More Sites Use Yaga

InfoSpace's A u t h o r i z e . N e t has partnered with Ya g a ,
Inc. to combine its credit card processing services with
Yaga's digital content services to offer A u t h o r i z e . N e t ' s

reseller and merchant customers a variety of ways to
c reate new revenue streams from selling digital content.
Z i ff Davis Media's P C M a g . c o m also is using Ya g a ' s
Digital Content Payment Solution in its Digital Library.
Yaga's software enables PCMag.com users to purc h a s e ,
access and download content from the site's Digital
L i b r a r y.

A C Q U I S I T I O N S

Cardtronics ATM Network at 11,000

Houston, Texas-based C a r d t r o n i c s a c q u i red 1,100 AT M
locations and the related merchant contracts fro m
National Bank Equipment Corp. (NBEC), an ISO based
in Buffalo, N.Y. Card t ronics said the acquisition
expands its ATM network to more than 11,000 locations.

Diebold Acquires QSI Security

In order to expand its security products off e r i n g ,
Diebold, Inc. announced plans to acquire Londonderry,
N.H.-based QSI Security, Inc. QSI specializes in the
installation and integration of security equipment such
as closed circuit televisions cameras, digital video and
access control systems for financial institutions.

A P P O I N T M E N T S

BAI Appoints PR Manager

Barcode Automation, Inc. (BAI) appointed We n d y
A n d e r s o n Public Relations Manager. Anderson served
as Public Relations and Creative Services Coordinator at
Planet Hollywood International for the last seven years
and has been involved with events benefiting org a n i z a-
tions such as The Orlando Ballet, The Fairygodmother
Foundation, Make-A-Wish Foundation, Give Kids the
World and The Coalition for the Homeless.

PRE Hires Senior VP of Sales

Les Cowie is now Senior Vice President of Sales at P R E
Solutions, Inc. Cowie has an extensive background sell-
ing POS solutions and terminals to large retailers and
experience in building "feet-on-the-street" sales forces in
a c q u i rer/Independent Sales Organization (ISO) envi-
ronments. At PRE Solutions, he will further develop and
expand the company's sales channels.

Elasri Joins Cynergy Data

Cynergy Data h i red Ruth Elasri as Vice President of
Operations.  Elasri has more than 15 years of experience
in the bankcard industry. She previously served as
D i rector of Merchant Services for Concord Payment
Systems (formerly Card Payment Systems).  
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By Patti Murphy

The Federal Reserve is preparing a new study
into the scope of check writing in the United
States. The study, a follow-up to the landmark
re s e a rch the Fed undertook in 2001, will take

the pulse of the payments system next spring. Rich
O l i v e r, retail payments wonk for the Federal Reserve
Bank System, says the 2004 study together with the 2001
study will establish "data points" from which the Fed can
better track ongoing trends in payments. 

It seems like a good idea. The Fed's 2001 undertaking was
the first such re s e a rch in 22 years, and, not surprisingly, it
suggested check writing was on the wane. Some folks (no
doubt with the help of a few good PR professionals) have
been spinning the data to suggest checks are out of vogue.
It's been enough to scare some check writers, especially
c h ronic check writers like my friend Cinda.

Cinda is an aging baby boomer who has a bit of diff i c u l t y
acclimating to new technologies. Cinda says she's much
m o re comfortable paying with checks than with debit
c a rds. But she got nervous when she saw a recent news
report that suggested that checks are a dying payment
method. "I thought to myself, 'Damn, am I the only per-
son left writing checks?' " Cinda recounted. 

Of course she isn't! 

Next to cash, checks are the most popular method of pay-
ment in America. A c c o rding to the Fed's data, consumers
w rote an estimated 12 billion checks at the point-of-sale
last year. Even if check usage declines by 3-4% a year
(which most experts agree is the case), there will be bil-
lions and billions of checks written each year at the point-
of-sale and elsewhere into the foreseeable future. 

So what do you – the acquire r, the pro c e s s o r, ISOs and
M e rchant Level Salespersons – need to know about
checks? Read on.

Question: Just how popular are checks?

Answer: Checks re p resent 60% of non-cash payments in
America. In raw numbers, there were roughly 43 billion
checks written in 2001 re p resenting $39.3 trillion in pay-
ments. Consumers write the most checks (51%) by sheer
numbers, but businesses write (62%) and receive (56%)
the most checks by value, according to the Federal
Reserve. A little more than one-third of all checks
(33.9%) are written by consumers to businesses.

Between 20% and 30% of all checks are written at the
p o i n t - o f - s a l e .

Q: Which financial institutions offer checking accounts?

A: Federally insured banks are the only institutions that
actually offer "checking accounts." Other financial serv-
ices firms (such as credit unions and mutual funds) off e r
deposit accounts that support financial instruments that
look and act like checks. Also, some credit card issuers
o ffer "courtesy checks," which cardholders can use to
draw funds against pre-determined lines of cre d i t .
These alternatives look and function just like checks,
although some may take longer to clear and some may
be more difficult to authorize.

Q: What is the MICR line?

A: MICR stands for magnetic ink character re c o g n i t i o n .
The MICR line is printed at the bottom of a check using
special machine-readable ink. It details information
about the bank and the account on which a check is
drawn and helps automate the collection of checks
between banks.

Q: What are the laws and regulations governing check payments?

A: The primary laws governing checks are contained in:
the Federal Reserve Act of 1913, which created a nation-
al check collection infrastru c t u re and related rules; the
Uniform Commercial Code, which establishes a uni-
form set of state laws governing commercial transac-
tions; and the Expedited Funds Availability Act of 1987,
which, among other things, set limits on the length of
time banks can withhold access to funds re p resented by
check deposits. Legislation currently pending in
C o n g ress – the Check 21 Act – could add another law
that effectively sets a legal framework for tru n c a t e d
c h e c k s .

Q: What is check truncation?

A: Truncation stops the flow of the paper through the
check collection system, replacing paper processes with
technologies that support electronic exchanges of check
information. Acheck can be truncated at the bank where
it is initially deposited or elsewhere throughout the col-
lection cycle.

Q: What is electronic check conversion and how does it differ
from check truncation?

A: Electronic check conversion is a variation on tru n c a-
tion in which payment data captured from a check (at
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the point-of-sale or a remittance processing center, for
example) is converted to an automated clearinghouse
(ACH) transaction. The original (paper) check is either
d e s t royed (in the case of remittances) or returned to the
check writer (in POS check conversion). 

The payment becomes an electronic transaction gov-
erned by ACH rules and Federal Reserve Regulation E,
and the paper check is no longer negotiable. (A s i g n e d
receipt, obtained along with the returned check, serves
as the customer's authorization to convert the check in
the POS scenario.) The advantages to merchants of elec-
t ronic check conversion include reduced handling costs,
better availability and improved collections.

Q: How does check imaging work?

A: Check imaging supports paperless check exchange.
Checks can be converted to digitized images at various
points along the collection stream, eliminating the need
for paper hand-offs in support of clearing and settle-
ment. Imaging was introduced in banking nearly 20
years ago and slowly has gained momentum as a work-
p rocess improvement tool. 

Technology improvements over the last several years,
h o w e v e r, have made it possible for retailers to image

checks using small POS peripherals in support of POS
check conversion, debt collection and marketing.

Q: What is the relative cost of checks versus other forms of pay-
ment?

A: The average cost of collecting a check – to banks, pay-
ees and processors, combined – ranges from $2.78 to
$3.09, according to the Federal Reserve. This compare s
to a cost of between $1.15 and $1.47 to collect a check
converted to an electronic ACH transaction. Global
Concepts, Inc., a payments consulting firm, estimates
that it costs a merchant (on average) $0.22 to accept a
cash payment versus $0.45 for a check, $1.07 for a cre d-
it card payment and $0.29-$0.80 for a debit card pay-
m e n t .

Q: How serious a problem is check fraud?

A: Commercial banks alone lost nearly $700 billion to
check fraud in 2001, according to the American Bankers
Association. The National Retail Federation estimates
that retailers amass nearly $6 billion a year in bad check
losses. Throughout the U.S. economy, check fraud is
believed to be a $10 billion a year pro b l e m .

Q: What is check verification?

A: Check verification is a merchant's number one
defense against rubber checks. It has been estimated
that nearly a half-million merchants today use verifica-
tion services to support check acceptance. Check verifi-
cation services allow merchants to access negative or
positive databases to determine if a consumer has a his-
tory of bad check writing or has outstanding bad checks
(in the case of negative databases) and/or is writing a
check against an active checking account in good stand-
ing (in the case of positive databases). Some check veri-
fication companies provide value-added services, scor-
ing the relative risk of a merchant's acceptance of indi-
vidual check payments in accordance with pre - e s t a b-
lished parameters in support of an authorization deci-
sion. Many large retail chains perform check scoring
and authorization in house.

Q: What is check guarantee?

A: Check guarantee takes check fraud defenses a step
further than verification. Check guarantee is especially
useful for high-ticket transactions or when a transaction
triggers some other high-risk warning. Merchants pay
an upfront fee (typically, less than 1% of the face amount
of the check), and the service provider agrees to re i m-
burse the retailer for any check it authorizes for guaran-
tee that is returned by the paying bank for insuff i c i e n t
funds or other reasons.  

Patti Murphy is Contributing Editor of The Green Sheet and President
of Takoma Group. She can be reached at patti@greensheet.com
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Gift and Loyalty Cards

Many of our readers have asked if they should consider
the new card-based loyalty programs, what benefit there
is and how to position the products. Our Advisory Board
responded that this is a growing market that recently has
caught on with the merchants in a big way.

Consumers have embraced the stored-value gift card
p roduct as an excellent substitute for mailing checks or
cash. Employers have found gift cards to be a no-hassle,
low-cost form of incentive. Merchants have embraced the
computerized gift certificate accounting system, which
simplifies the extensive tax liability inherent with pre p a i d
c e r t i f i c a t e s .

Gift cards and loyalty programs are obviously most easi-
ly sold as value-added to existing clients. These pro g r a m s
give the MLS a terrific reason to make return calls and
s t rengthen existing relationships. Here's what our A B
members said:

Neal Anderson
NGA Enterprises

"I am very excited about gift cards/loyalty cards. The
best area I have seen using this approach is for employ-
ee incentives. These cards are a great way to 'spiff' some-

one for a job well done. The stored-value type of card s
is the best. 

These can be used over and over again by simply
re c h a rging the card with an amount. This is also a gre a t
p a y roll product, especially for the many workers in the
U.S. who refuse to use traditional bank accounts."

Steve Christianson
TransPay Pro c e s s i n g

"While we do let the merchants know we have these
services available, most of our signings are the result of
[the] competition coming in and pitching the merc h a n t
on gift cards. Then the merchant calls us and we put our
p roduct in."

Wayne Damron
Lynk Systems, Inc.

" We aggressively sell gift/loyalty products. Our solu-
tions in this area are fully integrated into our terminal
platforms, and most include swipe activation. We have
developed these stored-value products internally and
our reporting is in-depth, online and exportable into
Excel. Our loyalty application supports two pro g r a m s
running concurre n t l y. Our target markets are spas,
salons, restaurants and specialty re t a i l .
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Gift Cards, Cold Calls and
Quotas – Oh My!

At the recent ETA meeting and through the MLS
F o rum, we have had the opportunity to talk
with numerous sales professionals in the last
several months. Almost everyone we spoke

with had a question or two for us to pose to the GS
Advisory Board. This is a sample of those questions and
the responses we received from the Advisory Board mem-
b e r s .

Questions:

1. Are you selling gift cards and/or loyalty cards?
What type of presentation or information works for you
to position these products?
2. How do you recommend the MLS generate leads for
cold calls?
3. How many cold calls per day/week do you expect of
your sales team in order to be successful?
4. Do you set quotas for the independent MLS channel?
Are these goals set per individual or region?

If you have something on your mind, please let us know
by e-mailing paul@greensheet.com with your question.

Respondents
Neal Anderson, NGA Enterprises
Steve Christianson, TransPay Processing
Wayne Damron, Lynk Systems, Inc.
Ross Federgreen, CSRSI
Jared Isaacman, United Bank Card
Douglas Mack, Card Payment Systems
Allen Kopelman, Nationwide Payment Systems
Steve Norell, US Merchant Services
Dave Siembieda, CrossCheck
Scott Wagner, Hypercom





" We position this in many ways: 
(1) most profitable sale for mer-
chant in that cash goes into the re g-
ister but no merchandise goes out
the door, 
(2) full value is rarely used, 
(3) can be used for returns in lieu of
giving back cash, 
(4) excellent advertising for store, 
(5) gives appearance of having
same options mass retailers have, 

(6) can be used as giveaways or donations to charitable
events and there f o re brings additional consumers into
the merchant's location, 
(7) much less susceptible to employee fraud and theft
versus paper certificates, and 
(8) much easier to account for versus paper. "

Ross Federgreen
C S R S I

"Loyalty card s / s t o red-value programs are becoming
m o re common and more competitive."

Jared Isaacman
United Bank Card

" A round three years ago the idea of a gift and loyalty

c a rd program really sparked the interest of our ISO and
agent sales channels. This prompted us to take on the
p rogram in partnership with Valutec. Although we had
the products and began the offering, the program re a l l y
didn't take off until the beginning of 2003.

"At this point the spark of interest has turned into a
sales momentum. We have seen more gift card packages
sold this year [2003] so far than we have in total the last
t h ree years running. I think the credit for this is partial-
ly the result of gift card providers developing standard
c a rd programs priced more economically for the small-
er retailers and re s t a u r a n t s .

"Gift cards have a wealth of advantages for both mer-
chants and the ISOs who support them. The biggest and
by far most noticeable advantage is the lower attrition
rate. Once merchants are happy with a merc h a n t
account, gift cards and checks, the less likely they are to
be converted to a competing pro v i d e r. "

Allen Kopelman
Nationwide Payment Systems

" We are selling Valuetec. I think they have a great pro d-
uct, and it has marketing materials for the merchant. It
is not for everyone; they just came out with the launch-
box product, and I think that it will have more success.
We offer the gift cards in a package with a terminal with
a cash price and lease pricing."

Douglas Mack
C a rd Payment Systems

" Yes, we do sell gift and loyalty products and services.
We all know it is less expensive to retain existing cus-
tomers rather than try to acquire new ones. There f o re ,
we feel the key to successfully selling the program is to
establish a value to their [existing] customers and
demonstrating how re w a rding their [the merc h a n t ' s ]
client for loyalty is advantageous. It is also important to
be creative and show where and how they [the mer-
chant] could use gift/loyalty as a marketing tool."

Steve Norell
US Merchant Serv i c e s

" Yes, we are selling gift cards. We attempt to sell this to
two types of merchants: the one looking for something
d i ff e rent even though the volume would not be that
g reat, and the recurring/high-volume-customer type
m e rchant such as a coffee shop or fast food [establish-
m e n t ] . "

Dave Siembieda
C ro s s C h e c k

" We don't compete with our ISOs; our business focus is
checks. We have found that many of the successful
o ffices we partner with are selling gift cards as part of
their merchant offerings and have positioned them as
an additional source of revenue for their clients. 
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"It's important to keep your eyes
open and find leads in places your
competitor might miss. Check the
local business journals and see
who's being promoted or what
business is moving into your area. 

"Don't overlook organizations you
belong to that are outside your
business realm because being
active in the community can trans-
late into strong relationships that
can turn into re f e r r a l s .

"Partnerships with others you do business with can gen-
erate leads as your business grows, as well. Having an
alliance between you and a complementary pro v i d e r
will mean opportunities to bring leads to each other. "

Scott Wagner
H y p e rc o m

"My [Hypercom] terminals support a wide variety of
gift cards and gift card applications. I have seen this
space become increasingly popular, and the MLS is ask-
ing for terminals with this functionality more and
m o re . "

Cold Calls and Quotas

A c c o rding to GS Advisory Board members, "cold calling"
between appointments remains the most successful lead-
generating approach. Wearing out a pair of shoes re g u l a r-
ly is the determining factor for the independent salesper-
son. Sales quotas, however, are another story. The verd i c t
is mixed on whether these work and/or are an appro p r i-
ate incentive for the MLS. Everyone did agree that sales
goals and a plan of attack are re q u i red for a successful
sales care e r. Here are some ideas on building a successful
m e rchant base from many who have proven success:

Neal Anderson
NGA Enterprises

"Cold-call leads are always the most challenging. My
a p p roach is to target a specific industry or market and
focus the activities on similar companies. That way,
when you have a success, you can leverage that success
with the next call. 

[For] example: 'Ms. ABC at XYZ Company re c e n t l y
invited me it to make a presentation. I thought that per-
haps you would have a similar need and interests.' Use
voicemail to your advantage. Leave a message that will
raise the curiosity of your prospect, especially if his
competitor down the street is meeting with you.
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"I expect 100 [telemarketing cold
calls] a day. With this volume, we
hope to find two leads per day. On
the street, we use cold calls as fillers
between appointments. The team
hopes to not have to cold call when
traveling. This is because we want
them fully tasked during the time
in the field.

" We do not set quotas for sales
a g e n t s . "

Steve Christianson
TransPay Pro c e s s i n g

" 'Feet on the street' means just that: cold calling! Some
will use new business licenses and dba listings in local
papers [to find leads]. Other than that, most of our new
business comes from re f e r r a l s .

"The individual rep should cold call before and after
appointments in the area he/she is in at that time.
Straight cold calling should generate enough followup
opportunities to keep them [the MLS] busy. Twenty to
50 cold calls per week will set the base for the success-
ful rep to make a real healthy income within two years.
Cold-call phone solicitation also works, but it does not

develop the personal side of the merchant re l a t i o n s h i p .

"No [quotas]. Our reps are true independent contrac-
tors. We only suggest and guide them in what they need
to do to make a good living. Some do, some don't, so
what, next! We like the truly independent type of person
who knows sales and what it takes. We spend our time
in sales management training reps in the products and
services we sell."

Wayne Damron
Lynk Systems

"Generating leads for cold calls is almost an oxymoro n
in that true 'cold calls' are walking in cold, with no lead.
[Cold calls are] most effective when done in a canvass-
ing approach where you hit every merchant in a given
a rea. There are many re s o u rce guides such as the yellow
pages that many salespeople use to do niche calling.

"For instance, for the next two weeks I am only going to
call on spas and salons and I am going to refine my pre s-
entation to specific needs of that segment. In other
w o rds, I am going to learn their business inside and out
and know what to lead with and how to leverage satis-
fied merchants I have previously sold within this niche. 

"In the beginning we expect 40 cold calls per day. As the
salesperson gains product knowledge, confidence and,
most important, a customer base, referrals can replace a
p e rcentage of cold calls. Our top people never quit cold
calling altogether and consider it an instrumental part
in keeping their pipeline full. If you refuse to cold call,
then you need to be in another profession. We all should
start out as hunters, and hunting should always be a
part of our sales strategy.

" We set quotas for all salespeople as well as all sales
management. Our expectation is that this is their pri-
mary vocation and if minimum performance levels are
not maintained we actually will [automatically termi-
nate the salesperson]. Now, we are diff e rent than most
in that our salespeople are all W-2 employees and are
eligible for all corporate benefits, including insurance
and 401(k)."

Jared Isaacman
United Bank Card

" T h e re are plenty of success stories I have seen for
MLS/ISOs to generate leads. I think a combination of
telemarketing, mailers and walking the street will gen-
erate a certain amount of deals by just the rule of aver-
ages alone. Once MSL/ISOs start generating their first
couple of deals and getting down and dirty in the busi-
ness, they will naturally start to refine their marketing
and sales techniques to achieve a higher closing rate and
an overall greater amount of success. 

" We don't have any quotas for our ISO and agent sales
channels. They each set their own standards and mini-
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mums for their own success. 

"This is not something we would
ever do. I always saw quotas and
minimums as a re q u i rement for in-
house sales teams. ISOs and MLS
by their very name are independ-
ent and thus run their own show. I
think the fact that the ISOs and
agents working with us have the
ability to make their own rules and

expectations is a big factor in their individual and col-
lective success."

Allen Kopelman
Nationwide Payment Systems

"[I suggest that the MLS] make good flyers and pass out
a lot of them. When I first started in the business I
would pass out about 300 to 500 per week, and I aver-
aged one call per 100, so that would generate three to
five good leads = buyers per week. Also, join a net-
working group and you will get business. It will not
happen overnight, but it works.

" We [Nationwide Payment Systems] tell reps that you
need to do a combination of things to be successful, and
this is one of them [cold calls]. We suggest that they do

about 50 per day. That means walk into a location, intro-
duce yourself, get their business card, find out who the
owner is, do not make a presentation unless asked to,
set an appointment for another day or later that day,
and leave. Then you know if the person is interested. ...
They have a flyer, business card or bro c h u re, and when
they are ready they will call. I have left merchants and
gotten calls up to a year later.

" We have goals, but we do them with the salespeople
based on how much time they want to invest and how
much money THEY want to make. Then we assist them
in making a business plan. We have a three-year plan –
we show them that if they take that plan and work it, it
has worked and continues to work. If you have a plan,
work the plan and the plan will work. All you have to
do is work the plan. This business is not hard; it is easy.
All you have to do is work.

"I came from the hospitality industry – hotels and
restaurants where managers and owners put in 80 hours
per week. In merchant services if you work 40 hours in
sales you can make money in this business. This busi-
ness is a numbers game – the more people that you call
on or who know what you do, the numbers are in your
f a v o r.

"As an MLS I do not cold call that much anymore. I have
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taken getting referrals to the level
[ w h e re] all I have time for is to just
work referrals and my sources. I do
some cold calling when I sign some
one and install them. I ask them to
i n t roduce me to a couple of their
n e i g h b o r s . "

Douglas Mack
C a rd Payment Systems

"It depends on the client each sales-
p e r s o n / o rganization is trying to acquire. The three most
successful campaigns to capture new businesses are: 
(1) face-to-face cold calls 
(2) telemarketing 
(3) direct mail 

"The most successful ways to acquire accounts are 
(1) referrals, 
(2) face-to-face cold calls,  
(3) direct mail. These are at least our methods based on
experience. 

" A simple goal is 10-15 face-to-face cold calls per day.
That doesn't mean hit a strip mall and call it a day. It
means 10-15 calls on new or select businesses (i.e., a
business that you would like to have as a client). Even if

you have 3-4 appointments in a day, you should still be
able to call on an additional 10.

"In between each appointment and cold call is where the
cell phone comes into play ... following up on cold calls
f rom the week before scheduling for the next. A g o o d
CRM like GoldMine (on a laptop) or at the very least a
PDA/Pocket PC will help keep you in check on the fol-
lowup calls. The key is to set your plan, directions, calls,
etc. the night before and review [it] first thing the next
d a y.

" We really don't feel quotas are necessary. If the person
isn't writing enough deals, they won't survive. We do
encourage additional deals by month-end bonuses,
though. We found it helps push for that one extra
account needed to hit bonus."

Steve Norell
US Merchant Serv i c e s

" We use survey [personnel] as well as telemarketers.
The only cold calls that we believe are worth anything
a re the ones that are made after completing pre - a p p o i n t-
ed sales calls. There are usually 10 businesses around or
near the one you just sold or made a presentation to."

Dave Siembieda
C ro s s C h e c k

" We [CrossCheck] look for 50 cold calls a day, including
followup or callbacks. A successful rep also will spend
a p p roximately two hours per week telemarketing, set-
ting appointments by phone, building re l a t i o n s h i p s
and/or gathering information. It is a consistent, day-in
and day-out effort that will really pay off in the end.

" We don't re q u i re quotas for our independent agents.
We do provide leads and sales support to help them
with calls, but we've found that fewer restrictions work
better than setting re q u i rements that we have no contro l
o v e r." 

I want to thank our Advisory Board members for taking
the time to respond to your questions and sharing their
knowledge with our readership. Each is supporting our
industry by giving time to GS; time spent writing can't be
spent selling. 

My goal is to support your sales success with each word
we publish.  
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The settlement documents in the
Wal-Mart suit were released on
June 6, 2003 and contain many of
the important details that help

explain what we can expect. Among the
details, many of which will impact acquir-
ers, are the following. (All quotations are
f rom the Visa settlement agreement. The
M a s t e r C a rd settlement agreement is virtually
identical to Visa's except as indicated in number 8
b e l o w. All i t a l i c i z e d w o rds were added by the author. )

1. The Debit Rate Decreases Are Mandated
From August 1 through December 31, 2003
but not beyond 2003. 

M a s t e r C a rd is re q u i red to establish a signature debit rate
33.3% below its current Merit III rate (46.7 basis points
lower) and Visa is re q u i red to lower the Visa Check Card
rate by 48 basis points except for supermarkets, for which
it is re q u i red to lower interchange by 14 cents. Visa and
M a s t e r C a rd are "… free to set interchange rates without
restriction after that date (1 2 / 3 1 / 0 3) as otherwise permit-
ted by law" (paragraph 8a).

2. The "Honor All Cards" Rule Will Continue,
but for Debit and for Credit Separately – With
Monthly Notices Required Beginning in
August.

The agreement gives each merchant the right to accept
only Visa debit products. If this option is selected, how-
e v e r, the merchant is re q u i red to accept all Visa debit
p roducts. The same is true for credit. Furthermore, the
a g reement re q u i res that acquirers provide notice to their
m e rchants on a monthly basis from August thro u g h
December with "… clear and conspicuous notice to mer-
chants that as of January 1, 2004 they will have the right
…" to accept debit only, credit only or both (paragraph
4 d ) .

3. All Merchant Contracts Beginning January
1, 2004 Are Required to Give Merchants the
Option to Select Credit Only, Debit Only or
All Products.

The settlement re q u i res Visa to develop rules that "…
shall also re q u i re that any contract used by an acquire r
with any merchant shall provide the clear option (includ-
ing a statement of applicable merchant discount rates by
p roduct) for the merchant to elect to accept Visa POS
Debit Devices (meaning all signature debit cards), Other

Visa Products (meaning all credit and other non-
s i g n a t u re debit pro d u c t s) or both" (paragraph
4c). 

We will have to wait for these rules, but it
appears that we are going to be re q u i red to

ask 5 million businesses to express their
d e s i res as to whether to accept credit or debit

or both and to fully disclose our rates for each
c a rd type. This is going to be interesting, especial-

ly for those ISOs who don't have particularly good re l a-
tionships with existing merchants. 

Will this rule give the merchant cancellation rights if the
new provisions are not off e red by 1/1/04? Or will these
new documentation provisions be re q u i red at the end of
existing contract periods? This will be important to
w a t c h .

4. Merchants Will Be Refunded Their Portion
of the $3 Billion Settlement in a Lump Sum.

Visa and MasterCard are allowed to make the bulk of
their settlement payments over 10 years in installments of
$200 million and $100 million, re s p e c t i v e l y, beginning
December 22, 2003 (except that the first year's payment is
$15 million higher for each and both must pay an addi-
tional up-front payment of $10 million before July 4,
2 0 0 3 ) .

Despite these annual payments, the settlement pro v i d e s
for securitization of these payments, meaning the cash to
pay merchants will be available in a lump sum after tak-
ing out imputed interest and other fees.

We all will be watching to see how the parties work out
the mechanics of allocating these monies to merc h a n t s
and what role, if any, the ISO and acquirer will have in
assisting their merchants in identifying the amounts of
cash they can claim.

5. All Signature-Based Debit Cards Appear To
Be Eligible For The Lower Debit Interchange
Rates.

This is huge for the hospitality, travel, MO/TO, Internet
and other card - n o t - p resent merchants. The settlement
clearly states that the lower interchange rates will apply
to all "… types and categories of Visa POS Debit Device
transactions …" (paragraph 8a).

In Part I of this series, I raised the issue of currently non-

Page 3 0

Tectonic Events To Rearrange
Payment Landscape – Part II



why build a Cadillac® ?

Quality Solutions. Predictable Results.

Member Bank: KeyBank National Association, Cleveland Ohio  •  Cadillac® is a registered trademark of General Motors Corporation  •  Photo courtesy of General Motors

t’s about value.  An identity and pride that comes from being
associated with the best.

That’s the feeling you’ll receive through your association with
First American Payment Systems.  The confidence that comes
from being part of an organization driven to provide more than
just an ordinary experience for our merchants, ISO’s and sales
agents.

Since 1990, First American has risen above our competitors by
delivering on our promise of providing quality solutions and
predictable results to those who count on us.  We live up to our
commitments, and provide service that is exemplary and
unique.

Isn’t it time you joined a team of professionals dedicated to
providing more than a low price?  Give us a call today and start
building your own value story.

I

1-866-GO4-FAPS
(1-866-464-3277)

Call Steve Robins, Sr. VP of Sales & Marketing

e-mail: SteveR@first-american.net

If it’s only transportation...



qualified check card transactions
because of card - n o t - p resent and
other disqualifying criteria. In an
early June release to acquire r s ,
M a s t e r C a rd clearly indicated that

the new interchange rate for signa-
t u re debit will apply to all qualifica-

tion levels. 

M a s t e r C a rd created a new category of interchange called
"Consumer Debit Card Interchange." The rate is 0.97%
plus 10 cents per ticket for all categories except super-
market, warehouse club and convenience. With this
announcement, MasterCard also announced a thre e -
basis-point increase in Merit III to 1.43% and 10 cents and
a 10-basis-point increase in Key-Entered credit transac-
tions to 1.90% plus 10 cents as well as other rate changes. 

These increases are in lieu of the otherwise anticipated
October rate increases from MasterCard and become
e ffective August 1, 2003 along with the new Consumer
Debit category.

As of this writing, Visa has not published its new rate
tables, but the language in paragraph 8a of the settlement
document appears to mandate the direction that

M a s t e r C a rd has announced and ameliorates the concerns
on this topic that I expressed in Part I.

6. No Mandate To Pass Lower Rates To
Merchants.

T h e re appears to be no language in the document that
re q u i res acquirers to pass the rate-decrease savings on to
their merchants. Obviously, if a merchant has a cost-plus
or pass-through contract (as most large merchants and all
Heartland merchants do), they will get the benefit of the
d e c rease. Merchants without such contracts have no con-
tractual rights from the settlement to these decreases (see
part I of this series for further discussion of this issue).

7. New Signage Required.
A c q u i rers are re q u i red (paragraph 6) to provide new sig-
nage to merchants who request signage if they implement
a new policy of accepting only debit or only credit. It
appears that merchants can be charged fees for this sig-
n a g e .

8. Visa Competition for Network Processing
Contracts.

The discussion about the announced tentative settlement
of this litigation on April 30, 2003 centered on Visa being
p rohibited from competing with Concord when the PIN-
debit processing contracts of the large banks expire at the
end of 2004. 

The discussion was that the settlement mandated that
Visa would be prohibited from paying the banks up-fro n t
cash payments to induce the banks to switch pro c e s s i n g
f rom the Concord platform to the Interlink platform
owned by Vi s a .

The Wall Street analysts and industry experts were dis-
cussing that $500 million of up-front payments in aggre-
gate would be re q u i red to renew this business on the
C o n c o rd platform or to induce the banks to switch to a
new platform. 

This was the hot topic at the payments investor confer-
ences and various meetings of the trade as the price of
C o n c o rd's stock dropped from $32.69 in June 2002 to $7.80
in March 2003. 

It was the subject of one analyst report after another as
this new "renewal bonus" factor became the subject of
"paying twice" for the network business of the big banks
(in re f e rence to Concord's blockbuster purchases of the
MAC and STAR and HONOR networks in recent years).

Of course, all of this combined with other bad news fro m
C o n c o rd caused the precipitous drop in Concord's market
cap. And this drop in value triggered Concord ' s
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a p p roaching of FDC for a bail-out
m e rger of the two non-bank indus-
try giants. (The market cap of these
two companies is $40.7 billion
c o m p a red to an aggregate market

cap of the two other public non-
bank acquirers of $1.6 billion.)

The only language in the settlement docu-
ment about the subject of Visa's competing for the net-
work processing business is in the short paragraph 10,
which says Visa "… will not enter into a contract with a
member financial institution that prohibits the financial
institution from issuing an ATM and/or POS debit card of
any competing ATM and/or POS network, other than one
operating under a trademark owned by MasterCard .
M a s t e r C a rd's settlement contains no such language and
does not address this issue of "Competing Debit Marks."

C l e a r l y, more needs to be learned, but the inference is that
Visa negotiated this "no incentive" provision away in the
drafting of the settlement agreement. If that is what hap-
pened, this outcome will allow Visa to compete for PIN-
debit processing, although on a non-exclusive basis, and
FDC will have a much more difficult job of meeting its
Strategic Objective, which is "to process every electro n i c
payment transaction worldwide from the point of occur-

rence to the point of settlement" (see www. f i r s t d a t a . c o m /
news_factsheet.jsp).  More to follow in Part III.

Additional Issues and Ramifications
The 40-page Visa settlement agreement discusses other
details that impact card issuers, networks, BIN assign-
ments and other matters pertinent to the industry. Of
course, it is clear that Visa has a lot of work to do very
q u i c k l y. Rules must be created for the acquiring banks,
and lots of software must be written and modified by IT
s t a ffs across the nation.

Some merchants already have stopped accepting Vi s a
c redit cards despite the settlement not giving them this
right until January 1, 2004. I doubt that anyone is going to
try to stop them from doing this.

Also, Visa and many acquirers are working to identify
whole new categories of merchants who now might be
willing to accept debit-only because of its lower costs.
Utility companies, apartment complexes and other re c u r-
ring-payment acceptors might be considering this newly
available approach to card acceptance.

Also, a high number of users of electronic bill payment
p rocessing (EBPP) desire to use their debit cards for their
payments instead of checks, and the lower cost might
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encourage more use of signature
debit for this burgeoning service by
E B P P p roviders. 

The lower interchange also will
p rovide a lower-cost alternative to

ACH processing for many payment
acceptors. Will this new interc h a n g e

level actually increase the ISO and acquire r
opportunities to grow processing volumes and customers
and revenue? Some industry observers, including this
one, think so.

In fact, Dove Consulting has suggested that revenue fro m
these new merchant segments might provide revenue to
issuing banks that could offset the losses from the lower
s i g n a t u re-based debit rates. In a recent press re l e a s e ,
Dove stated, "In the end, the unbundling of credit and
debit will actually increase card issuer and bank re v e n u e s
just as it did in other industries, including computer soft-
w a re and telecommunications." (For more information,
contact Dove at dlegro w @ c o n s u l t d o v e . c o m . )

First Data-Concord Merger
F i n a l l y, I had indicated that Part II would discuss the
declining market share of First Data's merchant acquiring

business and how that relates to the FDC-Concord merg-
e r. Because of the recent release of the Visa settlement, I
have deferred this discussion to Part III except to state a
few facts (derived from an analysis of Nilson and GSQ
rankings reports) about some of what has happened to
the acquiring landscape over the five years from 1997 to
2002 without much comment by industry observers. 

Following are some items that will be further explained in
Part III:

1. First Data's share of the market has decreased fro m
39.5% to 31.4% if Paymentech (owned 42.5% by FDC) is
not added into FDC's figures (which it shouldn't be), a
d rop of 20.5% of its market share despite acquisitions
including BP P e t roleum's huge petroleum pro c e s s i n g
p l a t f o r m .

2. The number of "alliance" banks of First Data has
d e c reased from 12 banks in 1997 to six banks in 2002. The
six include a couple of very small participants.

3. The market share of the Top 5 acquirers (including FDC
as number 1) has dropped from 78.7% in 1997 to 68.8% in
2002 if all "alliances" are included in acquirer figures (as
they should be).

4. The market share of the Second 5 (number 6 thro u g h
10) has increased from 13.3% to 15.3%.

5. The market share of the number 11 through 25 acquir-
ers has increased from 5.1% to 11 . 9 % .

6. The market share of the rest of the acquirers has
i n c reased from 2.9% to 4.1%.

The obvious conclusions from these facts are that, despite
massive acquisitions by the big guys to maintain market
s h a re, the smaller guys continue to take market share
f rom the big guys on the margins. The argument that this
is a consolidating industry is oversimplified and ignore s
important facts. If this sounds exactly like the opposite of
what you have been hearing for years, it is. More to fol-
l o w.  

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, e-mail Bob.Carr@e-hps.com, visit
www.hpsteammates.com or www.heartlandpaymentsystems.com.
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Both Visa and MasterCard International
a p p roved and finalized the terms of their set-
tlements with retailers over debit cards on June
4, 2003. The original settlement in April called

for Visa to pay $2.025 billion over 10 years and
M a s t e r C a rd to pay $1.025 billion; however, retailers could
receive the money sooner than expected. 

Visa and MasterCard agreed to let retailers seek out a
financial institution to provide them with the money
u p f ront in exchange for the rights to the association's pay-
ments over the next decade, the New York Times re p o r t-
ed. The payout would then be less than $3 billion because
it would be all at once rather then over 10 years.

Retailers will receive their portion of the settlement based
on how many debit card transactions they pro c e s s e d
between October 25, 1992 and the April 2003 settlement.
The credit card companies agreed to provide access to
their databases of debit card transactions so the payout
for each retailer can be determined.

As part of the settlement terms, Visa and MasterCard also
a g reed to lower fees charged to merchants on offline sig-
n a t u re debit card transactions. MasterCard's interc h a n g e
rate modifications are listed below. Visa has not yet
released information on changes to its interchange rates.

U.S. District Judge John Gleeson is expected to give his
final approval on the settlement in September.

Another Lawsuit
Even with the class-action settlement nearly behind them,
not all is over for Visa and MasterCard. Best Buy Co. Inc.
filed an antitrust lawsuit against the credit card compa-
nies in U.S. District Court in Minneapolis challenging not
only their “honor all cards” policy but also fees on check
c a rds, prepaid cards, travel and entertainment cards and
regional ATM networks.

Best Buy and other retailers, such as Home Depot, Toys R
Us and CVS drug store chains, chose to opt out of the
class-action lawsuit filed by Wal-Mart and 4 million other
retailers in order to pursue independent claims.

MasterCard Interchange Adjustments
M a s t e r C a rd made the following changes to its inter-
change rate fee programs, effective August 1, 2003:

To comply with the settlement of the merchant class-
action lawsuit, MasterCard will lower its U.S. consumer
debit interchange rate by one-third. MasterCard also will
add the following debit card interchange fee programs: 

• Convenience (includes Petroleum, Fast Food, Convenience
Stores and Movie Theaters) 

• Supermarket and Warehouse Club
• All Other 

The new debit interchange fee programs apply to all
M a s t e r C a rd-branded debit cards, prepaid cards, store d -
value cards, electronic benefits transfer (EBT) cards and
p a y roll card s .

MasterCard's new consumer debit card
interchange rates:

• Convenience (23) 1.35% + $0.00
• Supermarket (71, 81) 0.00% + $0.29
• Warehouse Club (91) 0.00% + $0.29
• Consumer Standard (75, 85, 95) 0.97% + $0.10
• Merit I (78, 88, 98) 0.97% + $0.10
• Key-Entered (92) 0.97% + $0.10
• Passenger Transport (93) 0.97% + $0.10
• Merit III (70, 80) 0.97% + $0.10
• Travel Industries Premier Service (97) 0.97% + $0.10
• Public Sector (22) 0.97% + $0.10
• Service Industries (90) 0.97% + $0.10
• Payment Transaction (20) 0.19% + $0.53

MasterCard's consumer credit card  
interchange rate changes:

• Supermarket (71, 81) will increase 5 basis points from
1.20% + $0.00 to 1.25% + $0.00

• Warehouse Club (91) will increase 15 bps from 1.10% +
$0.00 to 1.25% + $0.00

• Key-Entered (92) will increase 10 bps from 1.80% +
$0.10 to 1.90% + $0.10

• Merit III (70, 80) will increase 3 bps from 1.40% + $0.10
to 1.43% + $0.10 

All other consumer credit interchange rates will re m a i n
u n c h a n g e d .

MasterCard's corporate card interchange rate changes:
• Corporate Face-to-Face (60) will increase 3 bps from

1.40% + $0.10 to 1.43% + $0.10
• Corporate Large Ticket (62) will increase 30 bps from

0.85% + $40.00 to 1.15% + $40

All other corporate card interchange rates will re m a i n
u n c h a n g e d .

M a s t e r C a rd last made changes to its interchange rates in
January 2003 (“MasterCard, Visa Raise Interc h a n g e
Rates,” The Green Sheet, February 10, 2003, issue
03:02:01).  
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Mi c roFinancial, Inc. sub-
sidiary Leasecomm
Corp. has agreed to
renounce $24 million in

court judgments against its cus-
tomers and amend its leasing con-
tracts and debt-collection practices
as part of a settlement with the
Federal Trade Commission (FTC)
and eight states.

T h rough Leasecomm, Micro -
Financial specializes in micro t i c k e t
financing – leasing commerc i a l
p roducts and services priced
between $500 and $10,000 where the
monthly payment range is between
$10 and $200. 

A c c o rding to the FTC, Leasecomm
was financing "get-rich-quick
schemes" of vendors that target con-
sumers for entre p re n e u r i a l - s t y l e
business opportunities such as
Internet Web malls, multilevel mar-

keting programs, medical billing
s o f t w a re and coupon-clipping pro-
grams that are typically featured on
i n f o m e rcials and at confere n c e s .
Leasecomm allegedly pursued this
business through the use of "shady
agents, deceptive contracts and false
c l a i m s . "

In its charges, the FTC complained
that Leasecomm either knew or
should have known that its vendors
used deceptive practices to sell their
business ventures and that
Leasecomm's contracts (called "leas-
es") for these types of businesses not
only had devious provisions to
e n s u re that customers paid but also
to absolve Leasecomm from any
legal responsibility for fraudulent
schemes. 

If consumers didn't pay, then
Leasecomm pursued aggressive col-
lection policies and/or sued them in
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Massachusetts courts rather than in
the state where the consumer was
located. Most people could not
a ff o rd the legal fees and traveling
expenses re q u i red to defend them-
selves. The FTC's complaint alleges
that Leasecomm pursued its cus-
tomers "even when the customers
have been defrauded and re c e i v e d
nothing of value."

The FTC also alleges that
Leasecomm has sued more than
27,000 consumers in the last thre e
years in Massachusetts courts and as
of January 2003 had 2,200 suits
p e n d i n g .

"Companies that try to hide behind
the fine print in contracts and lie to
consumers about what they're sign-
ing, whether directly or thro u g h

agents, simply do not pass muster, "
H o w a rd Beales, Director the FTC's
B u reau of Consumer Pro t e c t i o n ,
said in a statement.

In addition to the FTC, the attorneys
general of Massachusetts, Florida,
Illinois, Texas, North Dakota, North
C a rolina and Kansas and the District
Attorney of Ventura County,
California participated in the settle-
ment negotiations.

As part of the settlement,
Leasecomm agreed to pay a $1 mil-
lion fine to cover the costs of the
investigation and to revise its leas-
ing policies and contracts and
a d d ress all provisions that contain
m i s re p resentations about the terms
of the contract. 

Leasecomm also must bar from its
contracts any illegal items such as
waivers of defense and the re q u i re-
ment for an electronic funds trans-
f e r. 

If Leasecomm sues someone, it must
do so "where the customer resides or
signed the contract." Leasecomm
also is re q u i red to give consumers
who are currently being sued by the
company the option of having the
suit conducted locally.

Leasecomm denies any unlawful
activity and agreed to a settlement
"because it was the only cost-eff e c-
tive solution that enables the compa-
ny to move forward and focus on
business," MicroFinancial Pre s i d e n t
and CEO Richard Latour said in a
statement.  
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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 RESIDUAL 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 





This is especially true for the financial services industry,
which makes it possible for all other merchants to do
what they're in business for: accept payments from cus-
tomers. No matter where those transactions are conduct-
ed – whether it's a retail customer buying something at a
s t o re, a business paying monthly invoices, or a bill-pay-
ment service taking cards and checks online – pro v i d e r s
of financial services enabled the transactions to be com-
pleted. 

It's easy to get wrapped up in the intricacies of
how our own industry works – it's certainly
complicated enough. Which makes it all too
easy to lose sight of the basic rule of business:
Know your customer.

A re you as aware of what's going on outside the
world of payment processing as you should be?

T h e re are organizations outside the realm of
financial services that influence the way your
customers do business and, as a result, aff e c t
the products and services payment pro f e s s i o n-
als offer them. Trade organizations exist to pro-
mote the industries in which their member-
ships work. They also educate, lobby and ana-
lyze issues that affect their members.

The Food Marketing Institute (FMI) is one such
o rganization. Representing the retail and
wholesale food industry, FMI focuses on inde-
pendent and chain grocery stores, which comprise one of
the largest groups of merchants. FMI has 2,300 retail and
wholesale members re p resenting 26,000 stores (some of
its members are chains with multiple locations) and a
combined $350 billion in annual sales. 

F rom the Merchant Level Salesperson's perspective, that's
a considerable amount of transaction processing. It's not
h a rd to figure out that there's gold in those shopping
bags, paper o r p l a s t i c .

Ted Mason, FMI's Director of Electronic Payment
Services, Network Services and Emerging Te c h n o l o g i e s ,
said it is the organization's role to study, rather than re c-
ommend, technologies used in grocery store s .
Committees are formed to oversee specific areas, such as
legal, government relations or food safety. Committee
members examine these issues and listen to comments
f rom FMI membership to learn about trends they may
need to be aware of for further study. 

"Our basic goals are education and being proactive for
our members," Mason said. "The business of doing busi-

ness has become increasingly complex as we've gone
f rom a system of barter to a cash matrix. We look at how
we can help the food industry serve their customers. We
accomplish that through re s e a rch, reporting on the re s u l t s
as well as on trends and then facilitate solutions. We see
w h e rever there is that need to get people talking and then
serve as the middleman.

" We don't make recommendations on issues. Through our
committee stru c t u re, we pick up on trends and look at
issues and then key off the direction the committee mem-
bers follow to dedicate priorities and re s o u rces toward
educating our membership."

Mason is a member of FMI's Electronic Payment Systems
(EPS) committee, which oversees relevant topics aff e c t i n g
the exchange of money for grocery items. The methods
people have available to them to use when paying for
g roceries are increasing all the time, and it's important
that FMI's members have a good grasp of what they are .

"The EPS committee is very active in the education
p rocess and in managing those people learning," he said.
" We seek input for things high on the radar screen and
engage in the dialogue pro c e s s . "

By surveying members and by conducting studies of
issues the members bring to the fore f ront, the committee
is able to pass on information. It also is able to synchro-
nize data between suppliers and retailers. For example,
Mason was involved in producing a recent white paper
on possible directions for future POS solutions. Mason
said associate membership opportunities in FMI, for busi-
nesses not directly involved in the grocery industry, give
access to the organization's publications and conferences. 
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Mason knows both electronic pay-
ments and the grocery industry
well; he grew up working in his
father's stores and spent 17
years stocking shelves, bagging
g roceries and ringing up pur-

chases. He also spent seven
years in retail technology services

with a large wholesale distributor. 

He's been able to apply an important aspect of his experi-
ence to his role at FMI and involvement in electronic pay-
ments – an affinity for the Merchant Level Salesperson
because of the respect his father showed the sales re p s
who called on him. "One thing I learned from my father
was that he always listened to salesmen and their pitch-
es," Mason said.

The business of selling food and the business of paying
for food have long gone together to create a symbiosis of
purpose, influence and innovation for each industry.
People always need to eat. Devising new ways for them
to quickly and securely pay for food at the cash re g i s t e r,
while keeping transaction costs down, has meant POS
equipment manufacturers and service providers have
had plenty to do over the years.

The grocery industry not only has a huge transaction vol-
ume but also has the lowest net profit margin of all re t a i l
businesses, Mason said. Simple economics has re q u i re d
payment services providers to offer services at lower
costs to process purchases paid for with credit, debit,
checks, and more re c e n t l y, through EBT programs. 

Necessity is often a catalyst for innovation. Because of the
number of transactions that take place at grocery store s
and supermarkets, payment processors have re s p o n d e d
to what the industry needs. More customers going
t h rough checkout lines than in any other type of re t a i l
e n v i ronment have created a need for POS systems that
can handle the volume accurately, quickly and inexpen-
s i v e l y. While always staying neutral and never really re c-
ommending one solution over another, FMI has been
involved in those developments and the interaction
between the payment and food-distribution industries. 

A good example of FMI's approach is a study it conduct-
ed and reported on concerning retail transactions. In
o rder to provide its members with tools to analyze what's
going on at the point-of-purchase, FMI conducted the
activity-based cost survey of payments transactions in
g rocery stores and published the results in 2000. It looked
at transactions by payment type and dollar volume to
identify frequency and costs associated with pro c e s s i n g
the various payment forms.

The study was undertaken because as retailers are eager

to improve customer service and convenience for their
shoppers and, as more and more of them are accepting
various electronic forms of payment, concern over how
much those payments cost them is rising. FMI set out to
accurately assess the operating costs so its members gain
an understanding of how much they're spending for all
payment types.

The results indicated use of electronic forms of payment
is growing but cash is still the most commonly used form
of payment, comprising 39% of all transactions. Checks
a re second at 33% followed by electronic transactions at
25% and online debit and credit and offline debit card s ,
both at roughly 12%. Electronic benefits transfer (EBT),
food stamps and WIC (Women, Infants and Childre n )
transactions combine to make up about 4%.

When payment types are broken down by dollar
amounts, though, checks come out on top, comprising
m o re than half of the total dollar volume. Cash is only
17% of the dollar volume, which seems to indicate there
a re a lot of consumers making a lot of small purc h a s e s
and using paper and coins. Paper food stamp dollar vol-
ume is less than 1%. The combined electronic payment
dollar volume for EBT, credit and debit is 31%.

The retail payment study benefits both the grocery and
payments industries, Mason said: "I wanted to get an
industry message out there. This collaborative eff o r t
brings together two interests with common needs and
engages them in a dialogue." 

Along with fostering dialogues among retailers and other
industries, FMI produces a number of trade shows each
year covering various issues within the industry, pro v i d e s
a wide range of information and assists members with
education through the Web site (www. f m i . o rg) and sever-
al print publications. 

FMI has about 125 people on staff in Washington, D.C., as
well as regional directors located throughout the United
States. (Two hundred to three hundred members fro m
Canada, Asia and Europe also participate in the org a n i z a-
tion.) Mason said another role the organization fills is to
establish relationships at both state and federal levels,
p roviding assistance and acting as intermediary between
members and government agencies. 

FMI's Marketechnics trade event is another way the
o rganization fosters communication among industries.
This annual show focuses on retail technology issues,
many of which, logically, involve payment pro c e s s i n g .

Mason said the most recent Marketechnics, in Febru a r y
2003, attracted 5,000 people. "The show covers all techni-
cal systems that support the food distribution industry,
f rom refrigeration to cash registers, including payments,"
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he said. Next year's show will fea-
t u re expanded participation
f rom payment vendors and
expanded space for exhibits,
including biometrics and radio
f requency identification, smart

and other card technologies, and
e l e c t ronic payment systems.

Mason said that conferences and trade
shows such as Marketechnics and the FMI Show and
Fancy Food Show, which take place in May and are held
in conjunction as "one grand show for the food industry, "
also offer excellent speaking opportunities for people in
the payment industry. Again, the focus is to generate
c ro s s - a w a reness and open the door for communication.

Mason was a contributor to a white paper published by
FMI's EPS Committee in September 2002. The document
details the committee's findings on future concepts for the
next generation of electronic payment systems and the
possibilities for moving from mag stripe cards to biomet-
rics, smart cards and A C H .
While several technologies and methods are examined in
the paper, the EPS Committee stops short of re c o m m e n d-
ing one over another. It supports the notion of a coopera-

tive design initiative between retailers and payment ven-
dors to create aff o rdable, easy-to-use solutions that are
p rofitable for manufacturers. 

A c c o rding to the committee's findings, the most essential
element in developing new payment concepts is to make
s u re terminal manufacturers listen to what this large con-
stituency of retailers – their customer base – really wants.

The white paper says, "Care must be taken in clearly
defining retailer wants and needs without overre a c h i n g
and creating a vacuum where products may be pro d u c e d ,
yet no one buys. The core design of next generation ter-
minals should include the ability to add modules incor-
porating new technologies as they gain acceptance." 

Because cost is a major concern for grocers – the potential
buyers of the new equipment – the EPS Committee re c-
ommended the development of solutions that fill pre s e n t
needs and are easily expanded and adaptable for what's
coming in the future. The white paper concludes by sug-
gesting that next generation terminals might feature
"plug-and-play" technology, making it simple for non-
technicians to add functionality.

On the flip side, FMI is likewise involved with financial
services organizations because the collaboration between
retailers and vendors is essential for dialogue and the
innovations that result. For example, Mason said, FMI has
been part of NACHA's "vibrant supermarket constituen-
cy" for five years. He has been involved in setting stan-
d a rds for ANSI 8583 rules and activities concerning mag
stripes in the EBT arena; he also chaired an EBT workshop
that drew up standards documents and looked at nation-
al messaging standard s .

Getting to know the customers in your portfolio means
knowing the industry they operate in as well as the trade
o rganizations that serve them. Getting involved in those
o rganizations will only benefit your sales potential.

As Mason said, "There's been a tremendous explosion in
ways we have as consumers to pay for goods and servic-
es. Our job is to assist in managing that matrix for the
lowest net-profit industry and to help develop re l i a b l e
and cost-effective solutions. Most important, our job is in
letting people know what's out there."  

Food Marketing Institute

655 15th Street NW
Washington, D.C.  20005
Phone: 202-452-8444
Fax: 202-429-4519
w w w. f m i . o rg
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Show Me the Money

My last column discussed the importance of
building your portfolio on a solid founda-
tion by making sure you have an agre e m e n t
that protects your residual income. Now

that we're all building our merchant portfolios on a solid
foundation, let's talk about THE MONEY.

While paging through The Green Sheet and checking out
articles and advertisements, I noticed what a great job
The Green Sheet does of showcasing the many diff e re n t
compensation program options in our industry. As we all
k n o w, there's not one best compensation program for
everyone. It really depends on what your needs are, what
you like and your personal situation, such as the types of
m e rchants you write and your financial status. 

The good news re g a rding the latest trend in compensa-
tion to the MLS is that the businesses paying Merc h a n t
Level Salespersons are paying more money. Whether it's
ISOs, banks or processors, they all have recognized the
value and importance of a long-term relationship with
you – the honest, hard-working Merchant Level
Salespeople. As a result, the red carpet is being rolled out
for you. Sales reps are getting treated better, getting paid
better and getting more free services. 

Companies are getting very creative with their compen-
sation programs. Your decision on which pay plan you
choose will greatly impact your financial success in this
business. Two diff e rent sales reps setting up the same
types of deals and the same number of deals could end up
in very diff e rent places – from a financial standpoint.
Let's look at some of the current options we're seeing in
the marketplace, and I'll give you my rating and opinion
on some of these off e r i n g s .

Upfront Money Instead of Residuals Payments
One new and somewhat controversial idea is to offer a
M e rchant Level Salesperson the ability to sell his or her
residual stream upfront. Instead of receiving a re s i d u a l
commission, you wait a few months and then receive a
payment for the account. How is this option going over?
H e re are a few reactions to upfront payments posted in

the MLS Foru m :

-- "I received the package and dissected it months ago.
Seem like good guys and all, but that's what they do.
You sign an account and have to wait 90 days of their
p rocessing with 'XYZ ISO.' Then the average is calculat-
ed and they pay you 16 times." 

-- "16x doesn't seem fair to me."

-- "The idea is that agents can make money without hus-
tling equipment, but there are ISOs out there that will
pay you $100+ for each account and you still retain your
residuals, have plenty
of money to pay the
bills and still build a
p o r t f o l i o . "

Ed's Rating : ★

I am sure that one or
m o re of these compen-
sation programs are the
right one for any par-
ticular ISO/MLS,
depending on your
particular circ u m-
stance.  While the rat-
ings and opinions
below are my opinion,
they are rooted in a
particular view that if
you are working in this
business, you plan to
stay in it for some time.
This said, as it relates to any of the compensation
a p p roaches that involve giving up your residual, I must
say I don't get it. Even if you need the money, you're bet-
ter off building up some residual income, earning the
money each month and then selling the account for some-
thing like 16x (or more, since it's seasoned). In this way,
you will get 12 to 24 months of residual income while you
hold the account and then another 16x when you sell it.

Signing Bonus
These days, everyone seems to have a signing bonus. The
company that started this concept is owned by a good
friend of mine. He's one of the smartest guys in the busi-
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ness, so I'm not surprised that many other companies
decided to compete with this type of offer and pro v i d e
their own version of a signing bonus. The biggest issue
with this offer is that it's limited to the first X number of
deals you establish with a company. In some cases, you
have to activate a certain amount of deals within a certain
amount of time to qualify. As such, only 20-30% of
M e rchant Level Salespeople may actually benefit.

Ed's Rating : ★ ★

It's a good concept, and it's better than nothing. The pro b-
lem is that it's a short-term fix. It is not a long-term solu-
t i o n .

Production and Conversion Bonuses
Some innovative companies have taken the positive idea
of a signing bonus and eliminated the negative issues
noted above. A p roduction bonus is an upfront bonus
paid upon the signing of an account. These bonus pay-
ments get paid every single month. As such, it's money
that the MLS can count on each month. 

A d d i t i o n a l l y, many companies have been paying "con-
version" bonus payments for years. Aconversion bonus is
a bonus paid upfront – upon signing an account – to con-
vert a currently processing account. Both production and

conversion bonus payments are becoming more lucrative
and do not re q u i re giving up any type of residual com-
p e n s a t i o n .

Ed's Rating : ★ ★ ★ ★ ★

It's about time that ISOs, banks and processors start sub-
sidizing the cost of acquiring a merchant. It's nice to see
that you do not have to give up your residual income to
get these upfront payments. With diminishing margins on
selling terminal equipment, this is clearly a needed boost
to the income of a hard-working MLS.

Rewards Programs
Some companies are offering their own version of a
" re w a rds" program – sort of like my United Airlines cre d-
it card, which I use to accumulate miles. After setting up
each account, you receive "points." These points can be
redeemed for some type of merchandise. In this way, you
can save up points to get a toaster oven or a nice trip to
Disney World. 

Ed's Rating : ★

It's not cash and it's certainly not improving your quality
of life. However, I will give it one thing – it is better than
nothing. One exception is the recent offering of share d
health care premiums by some companies. 
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Free Services

In the past, not only were there no free services, but you
as an MLS had to pay an application fee when submitting
each new deal. Now, another way your income is getting
a boost is from the increasing trend in the number of fre e
services being off e red. Everything seems to be pro v i d e d
these days. Little things that used to cost you money are
no longer expenses. Companies are paying for your busi-
ness cards, letterhead, Web site and marketing materials
w h e re once they used to bill you. 

Companies also are paying for downloading pro g r a m s
onto terminals, PIN pad encryption, free PIN pad swaps,
even ground shipping costs. They're also sending out fre e
welcome kits as well as providing merchant training and
conversion assistance at no extra charge. This is clearly
saving many salespeople $50-100 per deal as well as sav-
ing a lot of valuable time that can be better spent selling
m o re accounts.

Ed's Rating : ★ ★ ★ ★ ★

This stuff adds up. Operating costs need to be a part of
your financial evaluation of the program. Kudos to the
ISOs that are stepping up to the plate and providing all of
this FREE stuff for you.

Leasing Programs

Every lease program gives you the ability to earn money
u p f ront from the sale or lease of point-of-sale terminal
equipment. As such, a good leasing program with com-
petitive factor rates is very important. The innovations
we've seen with leasing are faxed leases, online re p o r t i n g ,
quick credit grading, guaranteed approvals and upfro n t
bonus payments in addition to the normal funding on
your first batch of deals.

Ed's Rating : ★ ★ ★ ★ ★

You need to evaluate more than just the factor rates.
These additional features add up to a more profitable pro-
gram for you in the long term. A good leasing partner is
invaluable. 

Additional Revenue Streams
Additional income can also be earned by getting set up
with good pricing for terminal equipment, point-of-sale
p rocessing software and Internet gateway pro c e s s i n g
p roviders. You also can make money by setting up new
American Express, Discover and Diners/Carte Blanche
accounts. Some companies give you the ability to make
money by establishing check conversion and check guar-
antee services, gift card and loyalty programs, pre p a i d
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applications and/or wireless processing services and pro-
grams with your customers. 

Ed's Rating : ★ ★ ★

While it's nice to be able to offer these types of services,
these additional revenue streams should only be impor-
tant to you if you are actually going to sell a lot of these
s e r v i c e s .

Underwriting Guidelines, Documentation
Requirements and Merchant Enrollment

Many people consider this a non-financial issue. I actual-
ly think it's a real financial issue. Companies are making
it easier for you to sign merchants with liberal underwrit-
ing guidelines, relaxed documentation re q u i re m e n t s ,
online applications, faxed applications, online status and
a p p roval reporting with download information. This
makes your job easier and gives you the ability to set up
a larger number of customers in a shorter period of time.
As such, it's something to consider. 

Ed's Rating : ★ ★ ★ ★ ★

Ask yourself how easy is it to enroll merchants on the
p rogram you've chosen. Your time is valuable, so make
s u re you consider this important issue.

N o w, let's address the real "meat and potatoes" part of the
compensation plan debate. While the above features are
important, we really need to look at the highly debated
issue of BUY R ATE versus REVENUE SHARING.

I speak with countless sales reps every month. One of the
things I've learned is that many have relationships with
several diff e rent companies. I'm confused by this concept.
When I ask why, they explain they try to maximize their
earnings on each merchant by placing certain merc h a n t s
on a good buy rate program and placing other merc h a n t s
on a good revenue sharing program. The problem is that
some programs re q u i re you to choose upfront whether
you want to get paid on a buy rate or revenue sharing
p rogram. A good solution for this problem is to choose a
p rogram that gives the MLS the ability to choose the best
plan for them on a merc h a n t - b y - m e rchant basis. This is
important since it enables you to send all of your business
to this type of pro v i d e r.

I noticed a great post in the MLS Forum in response to a
question re g a rding what is a good rate and what is a good
s p l i t :

" T h e re are companies advertising 70/80% on split and
1.25 on buy rate. The numbers are real easy to manipulate
and you will find a snake in the grass somewhere. The
most important aspect to look for is honesty in dealing
with you by their actions and reputation with other re p s . "

H e re are more insightful posts on the great debate of buy
rate vs. revenue sharing:

"I've worked under both plans and would re c o m m e n d
the 50/50 split. The most important aspect is finding a
company that will pay you what they advertise. Yo u
may be told you're receiving 50/50, but the company
may be padding their fees before they do the split.
R e m e m b e r, they could offer you 100%, but you have
nothing if they stop paying you. Do some re s e a rch here
in the Forum and listen to what the reps tell you more
than advertising claims made by diff e rent companies."

" ... So long as the split is a TRUE profit split on all net-
work and interchange costs, then that is the way to go.
Most of us don't take into account items like batch fees
(usually no cost at all), MIDs and NONs at the inter-
change level of the particular card, AVS, return fees,
monthly minimums, annual fees, non-bankcard items
(Amex-Discover), voice auth, chargeback fees, debit
access (again, usually no cost at all), etc." 

"I was on buy rate programs at the onset of working,
and it was because I did not understand true costs and
it seemed simple to me at the time. I assume that this is
the same reason why most agents are on buy rate plans."

"The math is hard to see on an individual merc h a n t
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level, but when you look at the entire portfolio it
becomes very evident. This business, for better or
worse, has become fee infested. This was guaranteed to
happen as the margins grew smaller. ISOs are out on the
s t reet selling at 1.49 when interchange is 2 basis points
f rom that. What successful company works off a 2/100's
of a percent margin? Impossible." 

"If more fees are being charged and you're not sharing
in that revenue, you are missing out on the bulk of the
p ro f i t a b i l i t y." 

"I would always go with a 50/50 over a buy-rate pro-
g r a m . "

"One reason a Buy Rate is better for me is I'm working
with larger volume merchants and get special pricing
often. This eliminates revenue streams traditionally
made on 50/50 split programs and smaller volume mer-
chants. I am very pleased with a buy rate pro g r a m . "

Ed's Rating for Revenue Sharing: ★ ★ ★ ★ ★

Since I always tell people my opinion, let me say that I
believe in the revenue-sharing program. I think it's the
most honest and fair way to partner with an MLS. Even if
you agree with me and believe in revenue-sharing pro-
grams, you cannot stop your evaluation after you hear the
split amount. You need to delve a little deeper. Most of

these programs are interchange-based. However, there
could be a mark-up. You need to closely evaluate your
costs, whether its transaction fees, monthly service fees,
c h a rgeback fees, retrieval fees, batch or deposit fees. Yo u
need to ask if the programs charge an annual fee of which
you receive nothing. Do you share in termination fees?
These programs all have diff e rent cost stru c t u res, and
everyone's definition of true "revenue sharing" on every
income stream seems to be a little diff e rent. You need to
ask all the right questions to get all the answers.
A d d i t i o n a l l y, make sure the program has no liability for
m e rchant losses. 

Ed's Rating for Buy Rate Program: ★ ★ ★

For the buy rate advocates out there, I think you're all a
bunch of dinosaurs that need to come over to my way of
thinking. Just kidding! In some cases, you can make more
money on a buy rate program. To do so, you'll need a
m e rchant that's priced pro p e r l y. You do not want to
choose a buy rate program and then sell the merc h a n t
right at or near your cost. In those cases, you'll always do
better on a revenue sharing program. To earn more
money on a buy rate program, you will need a retail mer-
chant with at least 20 basis points of qualified re v e n u e
income and, more important, you need a merchant with
lots of transactions (more than 500 per month) and
income on those transactions (at least 10 cents per item).
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Bottom line: I believe in the latest trend in compensation
p rograms, that trend being the aggressive courting of the
MLS with many lucrative new incentives, lots of fre e
services and terrific revenue sharing programs. Let's face
it, a buy rate program is still a form of revenue sharing.

Notwithstanding all that's been discussed, it's important
that you consider what's most important to you. Get set
up with a provider that truly meets your needs. Examine
the types of merchants you're selling and make sure they
match with what your provider services.

Most sales reps want to be in a position where all they
need to worry about is residual income rather than mak-
ing a lot of money on selling or leasing terminal equip-
ment. The problem is that many are not there yet. A s
such, a good mix of upfront income and residual income
is necessary.

My advice is to make sure you never sacrifice your re s i d-
ual income for upfront money. Take everything we've dis-
cussed into consideration before deciding that someone's
60% program sounds better than another pro v i d e r ' s
50%/50% program. Making the right choice takes work
and due diligence. Do it. It will prove invaluable.
As always, I'd love to hear from you. (I particularly wish
to hear from you if you don’t agree with my views or rat-

ings.)  Please send feedback on this issue (and any others)
to "Stre e t s m a r t s @ t o t a l m e rchantservices.com." My next
column will discuss the importance of vendor selection.
O b v i o u s l y, this is a hot topic, and I'd really like to include
your opinions in that discussion. 

"Lack of money is no obstacle.
Lack of an idea is an obstacle."

– Ken Hakuta 

I'll see you next time where the rubber meets the road.  

Ed Freedman is founder and President/CEO of Total Merchant
Services, one of the fastest-growing credit card merchant account
acquirers in the nation. Ed is the driving force behind all business
development activity as well as the execution of Total Merchant
Services' marketing plan, including recruiting and training inde-
pendent sales offices and establishing strategic alliance partnerships
with leading vendors so that Total Merchant Services can provide its
customers with the highest quality and most reliable services avail-
able. To learn more about Total Merchant Services, visit
www.totalmerchantservices.com.  To learn more about partnering
with Total Merchant Services, visit www.upfrontandresiduals.com or
contact Ed directly at ed@totalmerchantservices.com
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By David H. Press
Integri ty Bankcard Consultants,  Inc.

In my previous article, I wrote of the importance of
adding the Verified by Visa tool to enable your
online merchants to prevent chargebacks for fraud-
ulent transactions. Like any tool provided to mer-

chants, including A d d ress Verification Service (AV S ) ,
CVV2/CVC2, fraud detection systems, etc., it is impor-
tant to make sure that the merchants know how to pro p-
erly use the tools and integrate them into their operation. 

In today's market of low margins and improved customer
service focused on customer retention, don't forget to take
the time to ensure that the tools provided to merc h a n t s
a re properly set up and used in their operations. The old-
day thinking of an installer hooking up a terminal and
rushing to the next install and the salesperson ducking
m e rchant calls in fear of a cancellation should be gone.

For non-retail merchants, it is especially important that
the merchants know how to properly use the tools and
systems that are provided. Often, when visiting a mer-
chant location for a risk review or an internal pro c e s s
re v i e w, IBC has found that the merchant does not even
know how to properly input information into the system. 

We have observed employees (of merchants concerned
about chargeback volume and having added AVS) not
even entering the address into the system because they
didn't know any better and they didn't "need it" to get an
a p p roval. We have visited merchants who had no system
in place to process promised customer refunds. 

Other merchant problems often encountered that lead to
c h a rgebacks include: not sending out merchandise, send-
ing the wrong merchandise, taking orders for backlogged
items and not being able to fulfill those orders, missing
p romised delivery dates and double billing.

The merchants should integrate their operational pro c e s s-
es based on the system(s) provided and their particular
type of business; their goals should be to reduce charg e-
backs and to be able to respond to retrieval requests and
p rovide documentation to re p resent the chargebacks that
do occur. 

M e rchants who send out products should be able to track
the delivery and provide proof of delivery. Merc h a n t s '
invoices or delivery advices should be in the proper for-
mat and should include refund policies and other disclo-
s u re s .

A refund-tracking process should be initiated to ensure
that refunds are promptly issued after being promised to
the cardholder with special emphasis on the pro d u c t
return, if applicable. Card association rules allow mer-
chants to re q u i re that the product be returned before issu-
ing a credit, but disclosure in the proper format is
re q u i red. 

Return policies should be clearly indicated to the card-
h o l d e r, including who is responsible for the cost of re t u r n-
ing the product and how and to where it should be
shipped. 

The vast majority of a typical merchant's chargebacks are
for only two or three diff e rent reason codes. The auto-
mated documentation provided by many processors is
often incomplete, hard to understand, and does not give

Merchant Education Can Reduce Chargeback Risk





m e rchants a full understanding of their re p re s e n t m e n t
r i g h t s .

Working with merchants to have them understand how
their chargebacks are occurring and showing them the
p roper steps to prevent and defend chargebacks can have
a dramatic effect on the total number of charg e b a c k s .
Reducing a merchant's chargebacks reduces acquirer risk
and potential acquirer fines from the card associations. 

Both Visa and MasterCard have produced materials
designed for merchant education that are available for
f ree or for a nominal fee. These materials should be sent
to merchants that have chargeback problems or to mer-
chants based on their MCC, or their use of AVS or
CVV2/CVC2, etc. 

C h a rgeback reason code "cheat sheets" can be developed
and distributed to merchants to show them what to pro-
vide for re p resentments and what to do to protect them
f rom each chargeback reason code they are encountering. 

Determine what is causing each merchant's charg e b a c k s .
This can be done by the chargeback reason codes and
f rom cardholder dispute letters submitted to the acquire r
f rom the issuing banks for certain reason codes.
Determine if there is a process change or if an additional

tool such as AVS, CVV2/CVC2, Verified by
Vi s a / M a s t e r C a rd SecureCode, a fraud-detection service,
etc. that could help the merchant lower his charg e b a c k s .

Sometimes it can be the simple things. IBC had a re t a i l
m e rchant client who only used signage to indicate a "No
Return Policy" in his stores but did not have proper dis-
c l o s u re on the sales draft. The merchant had a charg e b a c k
p roblem with the double "whammy" of not getting his
goods back.

When the cardholders decided to return the merc h a n d i s e
for credit, the merchant refused to accept the merc h a n d i s e
and would point to a sign on the wall that cited the no-
return policy, and the cardholders left the store with the
m e rchandise. The cardholders then disputed the transac-
tions, and the merchant got chargebacks for "Credit Not
P rocessed" (Reason Code 85).

After the acquirer re p rogrammed his terminals with " NO
REFUND" printed on the sales draft, the number of
c h a rgebacks decreased and he was able to re p resent those
c h a rgebacks. We have observed the same problem for
m e rchants who ship products to cardholders and the
m e rchants' return policy was not properly disclosed. 

Mail Ord e r / Telephone Order and online merchants can
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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



p rovide high volumes and high margins to acquirers but
i n c rease risk exposure. It is important to make sure that a
m e rchant's Web site is properly set up before you begin to
p rocess for the merchant. Remember, Visa rules re q u i re
that a merchant's Web site contain all of the following
information: 

• Complete description of the goods or services offered 
• Returned merchandise and refund policy 
• Customer service contact, including e-mail address

and/or telephone number 
• Transaction currency 

(e.g., U.S. dollars, Canadian dollars) 
• Export or legal restrictions (if known)
• Delivery policy
• Consumer data privacy policy 
• Security method for the transmission of payment data

As we look at the various Web sites, it is apparent that
many online merchant sites do not include all of these
Visa re q u i rements. Consideration should be given to set-
ting up an online merchant with Verified by
Vi s a / M a s t e r C a rd SecureCode, AVS, CVV2/CVC2 and/or
fraud-detection systems dependent on the pro d u c t / s e r v-
ice provided. 

Then make sure that the merchant is given materials and
training to properly process transactions, that a re t u r n
policy is in place and that the merchant is able to gener-
ate the necessary documentation to re p resent charg e-
b a c k s .

Taking the time to work with MO/TO and online mer-
chants to get them properly set up and to educate them
on how to protect themselves from chargebacks can go a
long way toward customer satisfaction. Many merc h a n t s
don't believe that their processor is providing them the
support they need in dealing with charg e b a c k s .

By being proactive and supporting the merchant thro u g h
education and during the chargeback process, the acquir-
er also is reducing its own risk exposure. 

It only makes sense to put the time in for a merchant who
could either make you a lot of money or could cost you a
lot of money because of chargeback losses and fines.   

For more information, please contact David H. Press, Principal and
President, Integrity Bankcard Consultants, Inc. by phoning 630-637-
4010, or visiting www. i n t e g r i t y b a n k c a rd.net or e-mailing
dhp@integritybankcard.net 
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Features:
•  Contains all documents necessary to process merchant applications
• Available 24x7 from any PC with Internet Access
•  E-mail or fax filled-out applications directly to merchants for signature
•  No more incomplete applications – save it – add info – submit it
•  No more handwritten apps means fewer pended apps
•  On-line Document Retrieval, Reporting and Status Tracking
• “Smart” programming asks for only relevant application information

Organize your Applications Today - Call (800) 903-8819

A whole new way

to organize and

submit

applications

NEW! From NET1

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

Easy 4 Step System

1. Fill it - Enter merchant
information online

2. Save it - System holds
your applications

3. Send it - 1 click to fax
or email app to merchant

4. Submit it!
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By Adam Atlas
A t t o rney at Law

Editor's Note: In our continuing quest to better serve our target audi-
ence, the Merchant Level Salesperson (MLS) for the payment pro-
cessing industry, we have expanded our "Education" section of The
Green Sheet.

With the assistance of several contributing writers, we will bring you
the most current information available to assist you in creating
wealth for yourself and the companies you represent. We encourage
your comments and suggestions as well as questions and topics to
be addressed in future issues. Please send your comments to
julie@greensheet.com.

Adam Atlas joins The Green Sheet as a contributing writer from
Montreal. A practicing attorney, he is a member of both the New
York and Quebec bar associations. His legal work is primarily
focused on U.S. agreements, and a majority of his clients are U.S.
businesses in the payment processing field. Adam recently has
begun specializing in electronic transaction law.

Question. Can an agreement between an independent
contractor (e.g., sales rep or Merchant Level
Salesperson) and a vendor/service provider (e.g., ISO)
contain a production quota? 

A n s w e r. Yes. The opportunity to be an independent con-
tractor (IC) is off e red by the ISO and can be off e red on
limited terms. The agreement should not be such that
the production quota is so hard to achieve as to make
the agreement unreasonable from a business perspec-
tive for the IC. 

The production quota should be negotiated in light of
other terms of the agreement, such as pricing and exclu-
s i v i t y.

Q. If a production quota were in place, would this alter
the agreement so that the IC would be legally defined
as an employee?

A. The short answer is no. Employment law is a matter
of state legislation and jurisprudence, so a definitive
answer to this question will vary from state to state.
H o w e v e r, the key distinction between an employee and
an independent contractor is control. 

Depending on the other terms of the contract, the fact of

stipulating a quota, alone, will not necessarily transform
an IC contract into a contract of employment. 

The contract must be taken as a whole in order to deter-
mine whether the ISO has the control over the day-to-
day activities of the IC. 

Note that calling a contract an "independent contractor
a g reement" is not enough to avoid it being an employ-
ment agreement. Regardless of which side you are on
(IC or ISO), it is important to know whether an IC is
h i red as an employee or as an independent contractor.

Q. Within current case law, can a sales agreement
between an IC and an ISO legally contain a clause link-
ing residual payments to a production quota?

A. As a matter of general principles of law, the answer is
yes. However, the definitive answer to this question
re q u i res some re s e a rch into the latest law in the state in
question. The relationship between IC and ISO is a con-
tractual relationship. 

The validity of the contract will turn, among other
things, on whether it is reasonable. One of the con-
tributing factors to whether an agreement is re a s o n a b l e
is the current industry custom. 

My experience of the industry, as a lawyer specializing
in electronic transaction law, is that residuals are often
related to production quotas. Even the validity of the
a g reement is occasionally related to production quotas. 

This can become especially difficult if the IC is pre v e n t-
ed by the ISO from selling for other ISOs. This a larg e
question that I would be pleased to examine in gre a t e r
detail for any interested party.

Topic: The Internet, E-mail and
Bulletin Boards

Q. At what point is a person's right to "freedom of
speech" constrained by another person's or company's
right to protection from defamation, slander or libel?

A. The short answer to this question is "the truth." The
long answer would take a couple of gigs. One of the
defenses, available under certain circumstances against

Legal Ease
The IC Sales Agreement



claims in defamation, slander or libel, is that the state-
ment made is the truth. However, we all have diff e re n t
understandings of the truth and diff e rent ways of
e x p ressing the truth. 

Everyone posting information on the Internet must be
c a reful and consider the possible economic conse-
quences of postings about third parties. Publishers of
s l a n d e rous postings have been liable for damages even
though the subject of the slander did not suffer any
actual damages.

This is one of the biggest questions out there right now
for bulletin board administrators. 

The following are four cases on this subject that have
made the news re c e n t l y :

• Proof of Internet defamation: The Minnesota
S u p reme Court recently dismissed a claim for Internet-
based defamation. The basis of the ruling was that post-
ings on a newsgroup by one member ridiculing the cre-
dentials of another were not proved to be expre s s l y
aimed at harming the latter. 

The U.S. Supreme Court declined to hear an appeal by
the plaintiff, leaving the Minnesota as a guiding case in

this area of law.

• FTC Spam Forum debates merits of blacklists: A n
FTC Spam Forum on April 30 to May 2 heard diff e r i n g
views on whether spam blacklists were beneficial to the
public good or harmful for blocking innocent e-mail.

• eBay not liable for libel posted by seller: A C a l i f o r n i a
court held that eBay was not liable for libelous com-
ments made on its site by a seller about a bidder.

• Ontario court equates Internet postings with news-
paper publishing: A court in the Province of Ontario
has held that an individual who posts defamatory infor-
mation on the Internet can be held liable in the same
manner as if the individual had published it in a news-
paper or broadcast it over the airwaves.  

In publishing The Green Sheet, neither the author nor the publisher
is engaged in rendering legal, accounting or other professional
services. If legal advice or other expert assistance is required, the
services of a competent professional should be sought.

For further information on this article, please contact Adam Atlas,
Attorney at Law; e-mail: atlas@adamatlas.com; phone: 514-842-
0886.
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By Lin Fellerman
S e c u re Payment Systems

In my 28 years of experience in the check services
world, it never has ceased to amaze me that check
companies seem to spend more time signing
accounts than trying to keep them. Unfortunately,

trying to keep them generally means that the check com-
pany should have at least a bare scintilla of knowledge
about managing risk. Therein lies the dilemma: The
majority of check firms do not have the risk-management
systems in place to keep those hard-won accounts as
happy campers.

M o re likely is the scenario that, to simplistically counter
rising losses, 

(1) the merchant's rate is increased or

(2) the merchant's limit is decreased or

(3) you guessed it, both of the above.

M o re o v e r, if the deal is not priced right to begin with, as
a loss leader in the interest of capturing the credit card
volume, then, yes, you guessed it – the deal will go south
for the winter. 

If you treat the process as simply that of a numbers game,
then I suppose you shouldn't care if some deals go away
as long as some stay. That's hardly the stuff of champions
but, what the heck, if the batting average is OK, who
wants to maximize income anyway? 

On the other hand, if you feel inclined to maximize the
value creation of your hard-earned portfolio (check and
c a rd), and who doesn't, then take the time to do business
with those firms that don't take the easy way out by
pulling the trigger to raise rates as if it is a foregone con-
c l u s i o n .

How often have you lost a credit card deal simply
because the check company took a knife to your account,
as if it was taking a shot from point-blank range with a
gleam in its eye? 

With a book of more than 5,500 locations, we have raised
rates on only 28 merchants in our six-year history. Can
you imagine what your income stream would be like if

half of your customer attrition was eliminated? 

It appears to me that not letting the bathtub empty out as
fast as it fills is a far easier sales-management appro a c h
than grinding out lowball rates with inferior risk-man-
agement tools. Where would the card industry be without
tools to reduce exposure to merchant and consumer
f r a u d ?

If you have the tools to stem losses on the front end, as we
and a few others do with sophisticated back-end risk-
management systems, then analyzing risk patterns and
s u rgically exorcising transactions emulating fraud is the
only way to keep customer prices competitive and give
the check service provider the capacity or even the luxu-
ry of paying claims that it might otherwise not consider
doing for a New York second.

U n f o r t u n a t e l y, customer satisfaction and customer attri-
tion are not entirely a function of price, so those issues
remain for another day. But, for the moment, you tell me
what's less costly – capturing a new customer or keeping
an existing one. 

Name the reasons you lose an existing check deal fro m
your portfolio:

(1) The check provider rejects too many claims.

(2) The check provider rejects only a few claims but for
the most trivial of re a s o n s .

(3) The check provider generally provides customer
"disservice" re g a rdless of whether it is during normal
business hours or all day long.

(4) The check provider creates an excessive perc e n t a g e
of "please call" authorization re q u e s t s .

(5) The check provider declines an excessive perc e n t a g e
of authorization re q u e s t s .

(6) The check provider takes far too long with far too
many meetings with far too many players to reach far
too few decisions (good or bad), either on pressing com-
petitive repricing situations or in resolution of re j e c t e d
claims disputes.

(7) The check service gives you a lowball rate that can-
not possibly stand the test of time, resulting in re j e c t e d

Beyond Bankcard
Love the Ones You're With





claims to maintain pro f i t a b i l i t y.

(8) Neither you nor your customer
nor your customer's customer can
reach a "live" customer service re p-
resentative; the service pro v i d e r
uses an audio response system as a
cost-saving measure … and the
beat goes on … 

A c t u a l l y, I think I've hit you up with
a "sky is falling" worst-case scenario.
Take heart! 

While some check companies
behave that way in varying degre e s ,
t h e re are indeed winners out there ,
some specializing with their market-
ing prowess, some showing their
expertise in supporting the spec-
t rum of terminal platforms, some
demonstrating risk-management
expertise, while others may offer a
b road range of ancillary pro d u c t s
and services.

The final result: In no way are all
check companies created equal! 

If check service providers had the
operating philosophy that pro f-
itability in the long run could be
c o n s i d e red quite acceptable if all
that is earned is $1 per month on a
book of a million accounts, then
A L L parties (merchant, salesperson
and service provider) could find an
equilibrium satisfaction level. 

But, understanding that signing a
million accounts is likely a
p i p e d ream, you there f o re need to
find those types of service pro v i d e r s
who believe that it is more impor-
tant to:

(1) provide superior customer
service at a competitive price

(2) pay the vast majority of claims
submitted at the "NORMAL" book
rate without adding fee surc h a rg e s
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to the base discount rate

(3) despise merchant attrition with a passion

(4) NOT attempt to be all things to all people all the time
because that is a flawed strategy resulting in failing at
many things with many customers much of the time

(5) not be worried about the margin percentage as much
as the real dollars involved so as to disassociate them-
selves from GREED.

All check companies are not alike. How active is manage-
ment in the day-to-day operations of the business? What
experience do they have in successfully growing and
managing a risk-management enterprise? 

Do they have a pulse on how their team is treating you
and your customers? Do they have 24-hour customer
service and voice-authorization support? How fast is
their decision-making process when you need it most?

Also, remember that the single biggest amount of horse-
power that can positively affect your customer comes
f rom really serious risk-management tools in the hands of
those with experience. And I am not alluding to simplis-

tic controls on numbers and dollars of checks allowed in
varying time periods. 
As a payment vehicle, checks continue to defy the evolu-
tionary life cycle. Their resilience and continued gro w t h
a re clear indicators that they are not going away anytime
soon. In fact, the SafeCheck and Visa POS programs re c-
ognize that very subject!

Do your homework to find the service provider that max-
imizes your income stream for the long haul – short-term
thinking creates short-term gain and short-term cus-
tomers. 

Alienating customers who create the basis for your re f e r-
ral and lead-generating engine is not the name of the
game. Do yourself a hard-earned favor and tear that page
out of your playbook.   

Lin Fellerman is founder, President and CEO of San Diego-based
Secure Payment Systems, a national provider of electronic check and
gift card processing services. Before founding SPS in 1996, Lin was
a 20-year employee and 10-year President of Telecredit/Equifax
Check Services (now Certegy Check Services). To learn more about
SPS, visit www.securepaymentsystems.com or e-mail Lin at 
lfellerman@securepaymentsystems.com 
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National Processing Co.,
LLC has acquired ISO
Bridgeview Payment
Solutions, Inc. fro m

Bridgeview Bank and Trust Co. NPC
paid $32.3 million for all outstand-
ing shares of BPS, and the deal
closed Monday, June 9, 2003.

BPS has corporate offices in Chicago
and Tampa, Fla., and has been pro-
cessing credit and debit card trans-
actions for U.S. merchants since
1993. 

BPS processes for more than 28,000
small to midsize merchants and
signs approximately 1,500 new
accounts per month through its net-
work of ISOs and sales agents. The
company's merchant customers
rang up approximately $1 billion in

c redit card sales in 2002.

Bridgeview recently was voted "Best
ISO" by subscribers of The Gre e n
Sheet as featured in the GS poll of
Best Payment Processing Players
("2003 Best of the Best" The Gre e n
Sheet, June 9, 2003, issue 03:06:01).

Louisville, Ky.-based NPC ranked
t h i rd in the U.S. for 2002 in the list of
billion dollar bankcard acquire r s
published in the January 2003 issue
(volume 6, number 1) of GSQ. 

NPC processes for more than
645,000 merchant locations, which
re p resents about one out of every
five MasterCard and Visa transac-
tions in the U.S. National City Corp.
owns 85% of National Pro c e s s i n g
Inc., the parent company of NPC. 

NPC became interested in BPS while
exploring options to increase its
market share of small to midsize
m e rchants. It was attracted to BPS's
s t rong merchant portfolio and ISO
distribution channel as well as its
risk-management tools, according to
NPC executives. 

"Having partnered with NPC for
several years, we are confident that
they will continue to take this busi-
ness to new levels," Tom Haleas,
Chairman of Bridgeview Payment
Solutions, said in a statement. 

" We feel strongly that BPS's curre n t
employees, ISOs and independent
agents will have the opportunity to
further prosper under NPC leader-
ship."     

NPC Acquires Bridgeview Payment Solutions
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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



All-in-One Electronic
Check Conversion and
Card Processing Device
Product: Synergy
Company: RDM Corp.

In conjunction with the release of the EC6000i in
April 2003, RDM Corp. also released Synerg y, a
new stand-alone, all-in-one, point-of-sale terminal
for electronic check conversion as well as cre d i t ,

debit and loyalty and gift card pro c e s s i n g .

The product has a Linux-based operating
system and micro p rocessor and supports
multiple applications and configura-
tions, enabling merchants to leverage
their current payment infrastru c t u re to
take advantage of electronic check
conversion and point-of-purc h a s e
(POP) and accounts receivable con-
version (ARC).

S y n e rgy captures clean, clear
images of paper checks, includ-
ing accurate readings of MICR
t e x t .

The product has a bi-dire c-
tional check drive that indi-
cates whether a merc h a n t ' s
check guarantee pro v i d e r
a p p roves the check. When a
clerk feeds a customer's check
into the Synergy device, the
check gets returned "face up"
f rom the entry slot if the trans-
action is declined. If the check is
a p p roved, the check re t u r n s
"face down" from the exit slot. 

RDM has equipped Synergy with
a 20-key keypad and thre e - t r a c k
magnetic stripe reader; a backlit

graphic LCD display supporting eight lines of text and 21
characters per line; a standard one megabyte of flash
memory for storing images, user data and applications; a
p roprietary MICR line reader that scans, reads and cap-
t u res the MICR line of a check in a single pass in less than
two seconds; an RJ11 (33,600 bps) port; and two RS232
ports for connecting to peripherals and other payment
devices. 

The product was designed to maximize counter space – it
is only 8.75 inches long by 6.1 inches wide by 4.5 inches
high. 

RDM offers users the option to
upgrade on a number of optional

f e a t u res, such as adding a ther-
mal printer, a 33.6 KB internal

modem and two or four
megabytes of flash memory. 

Users can add an OCR MICR
line, which provides an opti-

cal read of the MICR text. The
company says this feature can

i m p rove Synergy's read rate to
100% and is ideal for bill-pay-
ment applications. 

RDM also can add check-franking
capabilities, which stamp a fixed
text message on the front face of

the check in order to fulfill
NACHA's re q u i rement for check
defacement so the check cannot be

re - p re s e n t e d .

RDM Corp. 

4-608 Weber Street North 
Waterloo, Ontario Canada N2V 1K4 

519-746-8483 
w w w. rd m c o r p . c o m
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Product: PetroTrans
Company: Lynk Systems, Inc.

Payment processor Ly n k
Systems, Inc. now offers a
s o f t w a re application for
m e rchants called

P e t ro Trans that processes fleet card s
and other electronic payment trans-
actions, all on one payment terminal
and through one payment pro c e s s o r. 

It's a cost-effective solution for small
to midsize merchants such as gas
stations and convenience store s ,
automobile maintenance and re p a i r
businesses and even retail store s
that sell automobile maintenance
p roducts. 

With Petro Trans, now these mer-

chants can offer fleet card pro c e s s-
ing in conjunction with credit, debit,
EBT and prepaid card processing for
c o m m e rcial and government fleets,
all on VeriFone's Tranz 380 point of
sale terminal.

VeriFone's Tranz 380 has a 16-char-
acter (alphanumeric) fluore s c e n t
display and a track magnetic card
reader with an RS-232 serial port for
connecting a printer.

P e t ro Trans supports Vo y a g e r,

Wright Express, MasterCard Fleet
and Visa Fleet programs. Wr i g h t
E x p ress has more than 3.3 million
c a rdholders, and Voyager has more
than 1.3 million cardholders.  

Lynk Systems, Inc.

600 Morgan Falls Road, Suite 260
Atlanta, GA 30350
8 0 0 - 2 0 0 - 5 9 6 5
w w w. l y n k s y s t e m s . c o m

VeriFone, Inc. 

2455 Augustine Drive 
Santa Clara, CA 95054 
1 - 8 0 0 - VeriFone 
w w w. v e r i f o n e . c o m
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Second of two articles

Your back and neck are feeling better and you
actually are remembering to eat well. So why
a re you still irritable or tired or restless? Why is
it still difficult to focus on the task at hand? Why

a re you feeling as if you are ready to explode?

The answer to these questions may lie in the answer to
another question. When was the last time you took a
b reak? By focusing so hard on work, you may have for-
gotten to take some time for yourself. Relax and take a
deep breath ...

S t ress permeates every corner of our lives. It is a neces-
sary part of our existence. While we need some stress in
o rder to perform well, too much stress can affect our per-
formance negatively and can affect our physical health.

When we are overworked we can be irritable, re s t l e s s ,
fatigued and unfocused. We may not be sleeping well.
S t ress can add to cardiovascular problems, cause high

blood pre s s u re and
weaken our immune

systems. Just a few of the signs that you are overstre s s e d
a re :

• You are always tired, even after getting a full night's
sleep.

• You are unexplainably irritable or anxious.
• You have frequent headaches.
• You have difficulty concentrating.
• You have trouble sleeping at night.

Snapping at your clients is bad for business, obviously, so
you need to be a bit self-indulgent and take care of your-
self to relieve some of the stress you face each day. Yo u
don't have to take a two-week vacation in the Bahamas
every time you are annoyed, but a few minutes spent on
yourself every day can work wonders.

In the June 9, 2003 issue of The Green Sheet (03:06:01), we
discussed getting up and moving to keep your body
h e a l t h y, but this also can help your mind. Take a couple of
extra minutes to look out the window or, better yet, go
outside if the weather is nice and just breathe for a few
minutes. When lunchtime rolls around, perhaps you can
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If a man insisted always on being serious, and never
allowed himself a bit of fun and relaxation, he would

go mad or become unstable without knowing it.
– Herodotus (484 B.C.-432 B.C.)

Say Yes to Less Stress – Live a Little!



sit outside and eat. If you are on the road, take the
time to sit and eat lunch. Don't just hit the drive-thru
and eat in the car. 

When was the last time you went to the movies? If the
last movie you remember seeing in the theater is "Easy
R i d e r," it's probably time you gave it another try. The
popcorn and the sound systems actually have gotten
b e t t e r. If movies don't interest you, pick up a book to
read. While "Good Selling!" is a great book, try some-
thing that has nothing to do with your career or suc-
cess. Afictional story or something to do with a hobby
would be a good choice.

M o re and more employers are allowing time for naps
at work. Research has found that by napping for 20
minutes in the afternoon, workers can increase their
p roductivity by up to 35%. Turn off the phones, turn
down the lights, get comfortable and snooze for a
w h i l e .

To be really indulgent, you might try a massage.
Massages have been shown to reduce your heart rate
and lower your blood pre s s u re ... and they just plain
feel good. If you don't want to take the time to travel
to the masseuse, find one who will come to you. Many
masseuses bring a portable massage table to their
clients' homes or workplaces.

Hobbies can provide a great outlet for stress. If you
don't have a particular hobby, think about taking one
up. Any type of interest can generate numerous hob-
bies. Like to be outside? How about gardening, golf,
hiking or bird watching? Like to use your hands? 

How about building models, woodcarving or metal
s c u l p t u re? You don't have to spend a lot of money or
even be particularly good at whatever hobby you
indulge in. Just be sure it is something you truly enjoy
doing. 

The point to all this is to reserve some time for your-
self each and every day. Constantly ignoring your
physical, emotional and mental needs challenges your
ability to perform at your best. Taking care of every-
one else is impossible if you cannot even take care of
yourself. Even just leaning back in your chair and
closing your eyes for five minutes while you day-
d ream can go a long way toward keeping you on
t r a c k .
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Association of Credit
and Collection Professionals
ACA International's 64th Annual Convention and Exposition

Highlights: The Association of Credit and Collection
Professionals presents four days of timely, comprehensive edu-
cation and networking opportunities. More than 35 sessions
and workshops will help you sharpen your skills and expand
your resources in these tough economic times. Attend one of
ACA's half-day educational seminars designed for people who
work in a third-party agency or a collection department. These
seminars are included in the registration fee. Earn CEUs toward
your ACA Academy Degree; attorneys can earn CLEs by
attending the concurrent MAP Legal Education Conference. The
Expo Hall will feature new products and services from dozens
of vendors to provide a one-stop shopping opportunity that will
enhance the bottom line and keep your business moving
ahead. On July 11, the second annual Foundation Golf
Tournament for Financial Literacy will take place at the
Secretariat, the most challenging of three distinctive courses at
Stallion Mountain Country Club, 15 minutes from the Vegas
strip.

When: July 8-11, 2003
Where: Mandalay Bay Resort & Casino, Las Vegas
How to Sign Up: Visit www.acainternational.org

Smart Card Alliance Conference
Smart Cards in Government 2003

Highlights: Government adoption of smart card technology is
growing at a faster rate than many other non-government seg-
ments. This conference and exposition will bring together the
leaders of the smart card movement within government, includ-
ing both the internal civilian and military agency leadership as
well as the technology providers and integrators behind the
programs. Learn about policies, applications and next steps;
technology discussions will cover related areas such as PKI and
biometrics, how and where the technologies are being utilized
and installed and why government is moving so aggressively in
this area. Speakers from a broad range of interests will provide
insight and the exhibition hall, new this year, will give atten-
dees opportunities to speak with key vendors and agency rep-
resentatives.

When: July 15-17, 2003
Where: Sheraton National Hotel, Arlington, Va.
How to Sign Up: Visit www.smartcardalliance.org

Good Selling!

Paul H. Green



500 Bees = Mini Cooper, VW B ug,or Toyota Camry or $20,000 CASH
400 Bees = 10 Day Vacation to the Carribean or Europe for 2 or $12,000 CASH
250 Bees = In-Home Theatre or 5 day trip to Disney World for 4 or $5,000 CASH
100 Bees = Laptop or Desktop Computer with flat screen  or $1500 CASH
50 Bees = N i k o n Digital Camera or Sony 15” Flat Screen TV or $500 CASH

1-877-700-SWIPE ext.242

Retail Buy Rate Moto/Internet Buy Rate

BPS

1.47% + $ 0.16      1.93% + $0.22

V I S I T  O U R  W E B S I T E @ W W W . B U S Y - A S - A - B E E . C O M

WHAT ELSE IS BUZZING AT BPS?
BEE CheX Electronic Check Conversion Guarantee Program, Buy Rate 1.12% + $0.16. 
Internet: 100% online application, no wet signatures ever needed • High Risk Department 
• Guaranteed Sure Lease Program • ATM’s • ACH Program • BEE CARD Gift & Loyalty Program

Bonus Program in addition to residuals. Each approved account 
processing with BPS receives 1 Bee Credit.

*B I - L I N G U A L
S E RVICE/TECH SUPPORT

F O RE V E RY
T H A L E ST E R M I N A L

S O L D , GET 1 
E X T R AB E EU N T I L

JAN. 2004

S P E C I A L
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AT M L E A S I N G
L e a s e P ro c e s s

(303) 808-0448

ATM/SCRIP ISOs 
LOOKING FOR AGENTS

Access AT M
(866) 874-0384

Access to Money
(888) 501-5246

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
C e n t r a l B a n c a rd

(866) 797-2317
Comerica Merchant Serv i c e s

(800) 790-2670
First American Pymt Sys

(866) GO4 FA P S
National Processing Co.

(800) 672-1964 x 7655
Retriever Payment Systems 

(800) 376-3399

CHECK DRAFTING
S E RV 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

Red Check Investments
(877) 238-0415

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.
(888) GO-INFOX

C O N S U LTING AND 
A D V I S O RY SERV I C E S

Adam Atlas Attorney at Law
(514) 842-0886

First Annapolis Consulting, Inc.
(410) 855-8500

Integrity Bankcard Consultants, Inc.
(800) 816-4224

Service Dimensions, Inc.
(800) 578-3800

Strategic Management Partners,
LLC

(800) 886-4465

DEBIT TRANSACTION 
P R O C E S S I N G

Global Payments, Inc.
(800) 801-9552

E F T-ACH SETTLEMENT 
S E RV I C E S

Intercept Corporation
(800) 378-3328

E Q U I P M E N T
Abanco Intl., LLC

(866) 231-2030 x2347
Automated Transaction Te c h .

(888) 454-1210
B A N C N E T

(713) 629-0906
C a rd Wa re Intern a t i o n a l

(740) 522-2150
E l e c t ronic Payment Systems, LLC

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

(800) 325-1158
Global Payments   

(800) 801-9552
I n g e n i c o

(800) 252-1140
Lipman USA, Inc.

(516) 484-9898 
M I S T

(866) 955-6478
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
TA S Q Te c h n o l o g y

(800) 827-8297
Te e rt ronics, Inc.

(800) 856-2030
Thales e-Transactions, Inc.

(888) 726-3900
Vital Merchant Serv i c e s

(800) 348-1700

FREE ELECTRONIC
CHECK RECOVERY

C h e x c o l l e c t . c o m
(866) 691-0666

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 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

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

Business Payment Systems
(877) 700-7947 x242

C e n t r a l B a n c a rd
(866) 797-2317

C y n e rgy Data
(800) 933-0064 x5710

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 Payments, Inc.
(800) 801-9552

Lynk Systems, Inc.
(866) MSP-LY N K

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

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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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

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 e n t r a l B a n c a rd
(866) 797-2317

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

Global Payments Inc.
(416) 847-4477

M e rchant Services Incorporated
(800) CARDSWIPE x7934

PaySystems Corporation
(514) 227-6894 x407 

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

ISOs LOOKING 
FOR AGENTS

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

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) 783-7200

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 n t r a l B a n c a rd
(866) 797-2317

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

C o rnerstone Payment Systems
(866) 277-7589

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 Payment Sys., LLC
(800) 863-5995

First American Payment Systems
(866) GO4 FA P S

First Card Merchant Serv i c e s
(800) 404-9118

F M B S
(800) 966-5641

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

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
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
Orion Payment Systems

(877) 941-6500
S i g n a t u re Card Serv i c e s

(888) 334-2284

Total Merchant Serv i c e s
( 8 8 8 ) - 8 4 - T O TAL x314

Transaction Payment Systems
(800) 999-8674 x309

United Merchant Serv i c e s
(800) 260-3388 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
Abanco Intl., LLC

(866) 231-2030 x2347
A B CL 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
G l o b a l Tech Leasing, Inc.

(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
MERCHANTS 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

S i g n a t u re Leasing, LLC
(877) 642-7649

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

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

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

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) MSP-LY N K

National Processing Company
(800) 672-1964 x7655

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.
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PROGRAM

TO START YOUR OWN BUSINESS
CALL US

1-800-310-3812

A COMPANY OWNED AND OPERATED
BY SALES PEOPLE
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INDEX TO ADVERT I S E R S :
P a y m e n t e c h

(888) 849-8980

REAL-TIME CHECK/ 
CREDIT CARD 
P R O C E S S I N G

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

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

R E A L - T I M E C H E C K / D E B I T
P R O C E S S I N G

Payment Option
Solutions, LLC

(888) 767-7674

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

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

A-1 Leasing ..........................................................................8
ABANCO International ........................................................49
ACCPC ..............................................................................85
Advanced Payment $ervices ................................................71
AmericaOne Payment Systems ..............................................9
Barclay Square Leasing........................................................16
Bridgeview Payment Solutions ..............................................35
BUDGET Terminals & Repair ................................................28
Business Payment Systems ....................................................81
CardWare International ......................................................72
CDE Services ......................................................................34
Comerica Bank....................................................................53
Concord EFS ......................................................................43
CrossCheck ........................................................................21
Cynergy Data......................................................................11
Discount Credit Card Machine..............................................56
Electronic Payment Systems ..................................................25
EVS Development ................................................................78
EZCheck ............................................................................57
FTI ....................................................................................12
First American Payment Systems ..........................................31
First Data Merchant Services-MD..........................................69
Frontline Processing ............................................................61
General Credit Forms ..........................................................73
GO Software ......................................................................40
Heartland Payment Systems..................................................51
Horizon Group....................................................................88
Infinite Peripherals ..............................................................58
Integrated Leasing ..............................................................26
IRN/PartnerAmerica............................................................27
JR’s P.O.S. Depot ................................................................60
Lipman USA........................................................................33
Merchant Services Inc. ........................................................23
Merchants' Choice Card Services ........................................63
MIST ..................................................................................24
Money Tree ........................................................................15
MSI-NJ ..............................................................................83
MSI-NJ 1-800-BankCard ....................................................46
Nationwide Check Services ..................................................42
Nationwide Payment Solutions ............................................54
Network 1 Financial ............................................................65
North American Bancard ......................................................7
NOVA Information Systems..................................................59
NPC ..................................................................................19
Online Data ........................................................................39
Payment Option Solutions ....................................................77
POS Payment Systems..........................................................20
POS Portal ..........................................................................55
Resource Finance ................................................................50
Retriever Payment Systems ..................................................13
SchlumbergerSema..............................................................76
Secure Payment Systems ......................................................37
Signature Card Services ......................................................32
TASQ Technology ................................................................87
Teertronics ..........................................................................36
Thales e-Transactions ............................................................2
The Phoenix Group..............................................................17
Total Merchant Services ................................................ 44-45
Transaction Payment Systems................................................62
U.S. Merchant Systems ........................................................74
United Bank Card................................................................41
United Merchant Services ....................................................64
Vequity Financial Group ......................................................70
VeriSign..............................................................................22
Vital Merchant Services ...................................................... 29
Wells Fargo Merchant Services ............................................67

Visit www. g reensheet.com and 
complete the convenient form .
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